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Abstract: This paper addressed the relationship between organizational culture re-engineering and
service innovativeness. The paper discussed literature bothering on the role of organizational culture re-
engineering in the behavioural modification and adaptability of organizations in line with the
innovativeness demands and development within their business and operational domains. Content from
the study highlights the importance of service innovativeness, drawing on the organization’s need for
adaptability and survival. The imperative of a culture focused on change is even made more obvious from
the growing social and economic dynamics of societies and the globalized features of most business and
international market exchanges. The paper thus concludes that the re-engineering of organizational
culture is a necessary action and one which aligns the organization with its service innovativeness
requirements and expectations of its market and environment.

Keywords. organizational culture re-engineering, service innovativeness, adaptability, change

INTRODUCTION

Every firm uses some strategies, be it explicit or implicit in competing to gain advantage of the harsh
competitive business environment; and in the competitive struggle of each product and service markets,
some firms are successful while others fail. Competitive advantage is reflective in superior economic
performance compared to rivals (Walker, 2009). In the world of business, it is often considered that awell
planned strategy brings about the success of a firm. Owing to change in time, technology, market and
competition rules, firm’s strategy must shift to meet the continuous change (Fleisher & Bensoussan,
2003).

Service innovation provides an effective way to create sustained competitive advantage for a company.
Turning to or assuming service strategies may help organizations to overcome the problem of growth
maintenance in saturated markets as well as the problem caused by the circumstance of commaoditization
(Reinartz & Ulaga, 2008). Firms can benefit from a service-based strategy in many ways. For example,
adopting a service-based strategy can help to excel in service offerings, cost structure, delivery system,
and technology (Gronroos, 2007). Additionally, policy makers as well as researchers have become
increasingly intrigued by service innovation, because they have grown intensely in many industrial
economies, and are expected to have a positive effect on the whole economy (Miles, 2005; Tipu, 2011).

Service is a system that supplies human needs in terms of transportation, communication, health, utilities
etc. It could be described as work done for the benefit of others, in a given organisation. Since services
are mainly intangible or knowledge products, a discussion on service innovation can benefit from
conceptualizations of innovations stepping back from product-based definitions.
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LITERATURE REVIEW

Organizational Culture

Every organisation has a culture that determines their competitive advantage. Culture is an integra
subsystem of an organisation that allows individual employees to adapt to the environment. The concept
of culture is principally stemmed from the study of ethnic and national differences in the varied
disciplines of social sciences. Schein (1997) defined organisational culture as a pattern of basic
assumptions- invented, discovered or developed by a given group asit learns to cope with the problems of
external adaptation and interna integration. Several scholars have supported the basic key elements of
organisational culture as a shared phenomenon, having visible and less visible levels, each new members
of the organisation having to learn the organisation’s culture and the slow level of change in culture over
time.

Cameron and Quinn (2006) defines culture as having the core values, assumptions, interpretation and
approaches that characterises an organisation, and identified four types of organizationa culture as
adhocracy, clan, market and hierarchy. In general, it has been claimed by researchers that, success-
oriented organizational culture increases organizational effectiveness that creates competitive advantage.
Since innovation is a competitive advantage in organisations today, management needs to establish an
organizational culture that supports innovation related to change. Adhocracy (creative) culture with its
external-oriented and dynamic structure refers to the culture of an organization in entrepreneurial,
flexible, innovative and creative areas. It is a corporate culture based on the ability to adapt quickly to
change conditions by employee and employers. It is characterized by flexibility, employee empowerment
and an emphasis on individua initiative. Clan (cooperative) culture in the other hand is family-like or
tribe-like types of corporate environment that emphasises consensus and commonality of goals and
values. This is the most collaborative and the least competitive of four main corporate culture models. It
is shaped between the dimensions of organization focus and flexibility/dynamism. Market (Competitive)
culture occurs at the time of stability and control. Employees in this culture type are success-oriented,
giving importance to personal interest rather than organizationa goals and emphasizes on the concepts of
training, performance and efficient. Hierarchy (control) culture is located between internal organization
focus and stability / control dimensions. This is an organizationa culture type in which leadership is
effective, because it is in mechanical and bureaucratic organizations that important orders and rules with
an internal focus orientation (Berrio, 2003; Cameron & Quinn, 1999; Erdem, 2007).

Services are often highly tailored products to customer needs, and consequently, the traditional product-
based innovation view and the measurements it employs for assessing the value of innovations are not
suitable for services and the businesses behind. Indeed, very few service firms rely on traditional research
and development with regard to their innovation activities (Miles, 2008). If a firm wants to adopt a
service-based strategy, it will be crucial to be able to assess the value of this type of innovation, i.e., its
impact on company performance. Even though there is a mass of contributions discussing the relevance of
innovation management in general, the opposite seems to be true when we consider the aspect of
innovation measurement and the role of organizational culture in change expectations, there is a lack of
research. This situation can be assessed as unsatisfactory as it prevents organizations from monitoring the
success or failure of (service) innovation projects and, thus, disturbs the optimal allocation of their scare
resources. Additionaly, it complicates obtaining a better understanding of organizationa culture re-
engineering and its influence on achieving or sustaining a competitive advantage, an outcome often linked
to service innovativeness (Lengnick-Hall, 1992).

Similarly, in the context of organizationa culture re-engineering, the conceptualization of change strongly
follows the dominant logic of tangible, technological innovation preventing a necessary formation of
measurements for service innovativeness (Vargo & Lusch, 2004). Given this observed need for cultural
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modifications as an imperative for improved organizational functionality, this paper theoreticaly
discusses the relationship between organizational culture re-engineering and services innovativeness.

Organizational Culture Reengineering

Organizational culture is an important construct that affects both individual and organization related
process and outcomes. In literature there is no consensus on definition or what constitute organizational
culture (Hatch & Zilber; 2012). They further posited that cultures cannot be accurately or completely
described at all. Abu-Jarad et al, (2010) opined that it is defined from different perspectives. The
researches on the subject of organizational culture and its effect on other organizationa variables became
widespread during 1980s.

According to Lund (2003) 1980s witnessed a surge in research on impact of organizationa culture on
employees and organizations performance. The definitions take different shapes depending on the concept
they reflect, the authors’ perspective approaches and emphases. Research and practical experience of the
1980s reveal ed two different approaches to defining organizational culture.

Culture is treated as an internal subsystem of the organization, allowing individuals to adapt to the
environment while in this approach, the company has a culture, it is descriptive and it is often sufficient to
make a list of some features of company personality. In the second approach, the company is treated as a
culture, that is a system of knowledge that each of its members can interpret through their mind. This
approach allows access to the dynamics of the socia system in all its complexity, and then it leads to the
concept of corporate identity (Garcia-Torres, and Hollanders, 2009). Akman and Yilmaz (2011) opined
that between 1983 and 1986 most of the leading journals in management have dedicated issues to this
topic and brought up definitions from leading Scholars in management. Schein, (2009) defined
organizational culture as a beliefs, assumptions, and values that members of a group share about rules of
conduct, leadership styles, administrative procedures, ritual and customs. Lund, (2003) defined
organizational culture as the shared philosophies, ideologies, values, assumptions, beliefs, expectations,
attitudes and norms. Other Scholars also define as the human invention that creates solidarity and
meaning and inspires commitment and productivity (Lund, 2003) or a system of shared values and beliefs
that interacts with a company’s staff, organizational structure, and control systems to produce behavioural
norms within the organization (Lund, 2003).

Garcia-Muifia, and Navas-Lépez (2007) in their definition considered the key role of external
environments as (all e ements outside the boundary of the organization) to which an organization needs to
adapt. Abu-Jarad et al., (2010) provide a definition that most authors would agree with, they defined
organizational culture as something that is holistic, historically determined (by founders or leaders),
related to things anthropologists study (like rituals and symbols), socialy constructed (created and
preserved by the group of people who together form the organization), soft and difficult to change.
Organizational culture affects various outcomes related to the employees and organizations. Saeed and
Hassan, (2009) in agreement with Ahmed, (1998), noted that organizationa culture affect employee
behaviour, learning and development, creativity and innovation while Tseng, (2010) add knowledge
management, Oparanna, (2010) and Tseng, (2010) further add performance. A definition of
organizational culture which has been widely adopted by researchers dealing with this area of knowledge
was formulated by culture is the entire fundamental assumptions that a given group has invented,
discovered or developed while learning to solve problems of adaptation to the environment and internal
integration. These assumptions have been proved by the practice to such an extent that they can be
considered as relevant and true so they can be ingtilled in each new member of the group as a correct
method of feeling and perception, the correct way of thinking about the problems of teamwork (Shan &
Zhang, 2009).
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Common elements can be found in all of these definitions. They highlight the assumptions, norms and
values of the participants and the resulting ways of action or behaviour. It is akind of mental community
understood as the basis of the entire organizing activity and underlying the specific tasks that the
organization has to complete. Organizational culture is classified in different ways. Cameron and Quinn’s
(2006) devel oped the competing val ues framework model and has been used in many empirical studies on
organizational culture (e.g. Vaencia et al., 2009) and it is also used in this study. Cameron and Quinn
(2006) define four types of organizational cultures; adhocracy, clan, market and hierarchy. The past three
decades have been characterized by a proliferation of research and applications linking the management
of change with the dynamics of organizational culture (Burris, 2008; Dolan & Garcia, 2002; Kavanagh &
Ashkanasy, 2006). Many of the endeavours in this regard have either directly or indirectly implied a
significant relationship between organizational culture and organizational effectiveness (Avey et al.,
2008; Kavanagh & Ashkanasy, 2006; Rashid et al., 2003). One study that could be highlighted in this
regard is by Ahmed et al. (1998) which states that culture is a primary determinant of innovation towards
change in the organization since positive cultural characteristics in the organization provide the
organization with the necessary ingredients to innovate.

Since innovation is a competitive advantage in organizations today, it is argued that management needs to
establish an organizational culture that supports innovation related to change. However, it cannot be
ignored that the assumption of such a relationship as highlighted by the previous authors is aso
guestioned by others (Ogbonna and Wilkinson, 2003). Schaffer and Thomson (1992), for example, argue
that there is ample evidence to indicate that a substantial proportion of all organizational change efforts
have been unsuccessful, and that protracted effort over longer periods is needed to achieve such goals. In
fact, relying on cultural change as a vehicle for effective structural, procedural, or operational changesin
the organization may be somewhat of an illuson (Ogbonna and Wilkinson, 2003). The reason is that
organizational culture simply changes much slower than the pragmatic requirements of structural or
procedural changes (Williams et al., 1993).

In view of the foregoing, Buchanan (1997) states that more rapid approaches to the improvement of or
changesin, organizational culture are needed. One such approach, advocated by Beer et al. (1990), can be
labelled a “task aligned” approach to organizational change, which stands in contrast to what they refer to
as “programmatic change” and which is so typical of most change efforts in organizations. According to
Ogbonna and Wilkinson (2002), the latter represents documented changes in behaviour which are related
more to surveillance, direct control and the threat of sanction than any transformation of managerial
values, whereas task alignment focuses on changes in behaviours rather than in attitudes and beliefs, and
seeks to achieve this by changing roles and responsibilities rather than through management development
programs aimed at changing values (Buchanan, 1997).

A similar line is followed by Schaffer and Thomson (1992), when they differentiate between “results
driven” and “activity-centred” approaches to organizational change management. They compare the latter
approach to arain dance, where the participants look good and feel good about what they are doing, but
seem to have no significant impact on the performance of the organization. In view of this, these authors
argue for a stronger emphasis on demonstrable results approaches, found so clearly in connotations of the
by now firmly established term “re-engineering” (Davenport, 1993; Hammer & Champy, 1993).

In a succinct summary of the features and implications of re-engineering, Buchanan (1997) describesit as
a results-driven approach to change where the focus is on critical or core cross-functiona business
processes. In order to stimulate aradical organizational rethink, the starting point for re-engineering is a
blank sheet of paper. The anticipated outcomes are dramatic and rapid improvements in performance.
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Thus, re-engineering seeks to dismiss the history and context of the organization and to begin again “from
scratch”. It also endeavours to break down the barriers to change created by functiona barriers - the silos
that characterize traditional organizational charts and that indicate career ladders and persona or
functional empires that individuals and groups defend in resisting change. It is interesting to note that,
despite arguments against a significant link between change and culture, most of the common features of
re-engineering processes identified by Hammer and Champy (1993), such as worker empowerment and
job enrichment are typical organizationa culture terms.

This equaly applies to a number of characteristics of processes of re-engineering described by Hammer
and Champy (1993): work becomes multiskilled, activities are carried out in teams, structures become
flatter, and traditiona management is replaced by principles of leadership. Similarly, Ogbonna and
Wilkinson (2003) places greater emphasis on the negative outcomes of the re-engineered role of managers
during change, particularly with regard to reduced autonomy, close monitoring and control, and resultant
perceived career insecurity.

Service | nnovativeness

“Service innovativeness” has become a term referring to innovation taking place in the various contexts
of services, including the introduction of new services or incremental improvements of existing services.
Whilst service innovativeness can take place in the service sector, it does not necessarily need to. New
and improved services can also be provided by non-services sectors, such as by manufacturing firms that
aim at enlarging their supply portfolio with value adding services. Similarly, service innovativeness is
intrinsically different from a “product”, as it usually lacks the tangible nature of product innovations.
Services may be highly tailored according to the client/customer needs, and include many different
stakeholders. Especidly, in the knowledge-intensive sector, where service innovativeness plays an
important role, the concept of service innovation is likely to differ radically from that of product
innovativeness. For instance, the focus on technological advancements and the concentration of the
innovation activities around the Research & Development departments does not describe service
innovativeness adequately (Miles, 2008; Sundbo, 2009).

Besides the multidimensional character of service innovation, there are several ways as to how the service
innovation process may take place. Toivonen and Tuominen (2009), for example, identified five service
innovation processes in relation to their degree of collaboration and formality. In the sequence from less
to more formal processes, these processes are: (1) internal processes without a specific project (i.e.,
unintentional and incremental innovations regarding existing service); (2) internal innovation projects
(i.e., deliberate projects focusing on improvements of service production systems and their content); (3)
innovation projects with pilot customers (i.e., new ideas are tested with a customer); (4) innovation
projects tailored for a customer (i.e., the service provider strives at solving a specific customer problem);
and (5) externally funded innovation projects (i.e., research-oriented collaborations focusing on the
generation of new service concepts and/or platforms).

One of the reasons behind the underdevel oped understanding of service innovation may still be assigned
to the dominance of the industrial and technological approach to innovation. According to Djellal and
Gallouj (2010), the persistent dominance of the industrialist approach to explore innovation in services
leads to a double gap: an innovation gap and a productivity gap. The authors view the innovation gap as a
measure of the difference between the reality of innovation in a service economy and innovation asit is
captured and measured by the traditional indicators. This observation resonates with the conclusions of
Salter and Tether (2006), according to whom, one reason why services did not receive due credit for their
innovativeness is related to their low level of R&D intensity and patenting. More generally, it can be
argued that the traditional science and technology lenses lead to an overlook of innovation in services.
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According to Djellal and Gallouj (2010) “the service economy probably innovates more than these
indicators would suggest and that consequently there is hidden or invisible innovation in service
economiesthat has, if possible, to beidentified and supported by appropriate public policies.

Organization Culture Re-engineering and Service I nnovativeness

An element of the company’s organizational culture is an innovation-oriented culture, which consists of:
innovation-oriented motivation, innovative competence, behaviour in the innovative situation, as well as
the style and quality of management determining the climate for innovation. The innovation-oriented
culture may be defined as the need for the maximum number of innovative ideas to appear within a
certain period. Innovative culture is away of thinking and behaving that creates, devel ops and establishes
values and attitudes within a firm, which may in turn raise, accept and support ideas and changes
involving an improvement in the functioning and efficiency of the firm, even though such changes may
mean a conflict with conventional and traditiona behaviour. In order to build innovative culture certain
requirements must be met, involving six kinds of attitudes: the ability of managers to take risks,
encourage creativity, participation of all employees in building innovation-oriented culture, responsibility
of both managers and employees for their actions, allowing employees to develop their interests and use
their unique talents, developing the company’s mission, which the employees will identify with;
providing employees with a sense that their work is meaningful and has a positive impact on the
achievement of objectives (Marcoulides, & Heck, 2013).

Organizational culture that supports innovation is also characterized by the level of education and general
management, economic and socia knowledge, efficient systems of communication in the organisation,
ambition and the atmosphere of competition, incentive schemes, free exchange of innovative ideas
proposals (ideas), alack of arrogance and egoistic attitudes, announcing authors of success and those who
assisted in this process (Mehta, & Krishnan; 2004). The characteristics of pro-innovation organizational
culture include: creating a climate that would be favourable to organizational changes, developing
knowledge and skills and sharing knowledge, tolerance for risk, uncertainty and novelty, implementing
democratic principles of decision-making and conflict solving, supporting group activities, building an
atmosphere of recognition and respect for innovators, supporting creative thinking and problem solving
(Marcoulides & Heck, 2013). Excellence in leading innovation has everything to do with how that leader
creates a culture where innovation and creativity thrives in every corner. The things that leaders must do
to foster innovation are: focus on outcomes, develop reciprocal trust, challenge the status quo, be
inspiring (Tseng, 2010).

CONCLUSION

This paper has examined the relationship between organizational culture re-engineering and service
innovativeness. A majority of the views expressed herein appear to support the position that changes in
exigting cultural forms and practices is necessary and can serve to advance the organization’s service
innovativeness goals. The study through its review of literature revealed that not only do theories support
organizational culture re-engineering as a basis for structural, procedural and operational change and
improvement, it is aso imperative in enhancing the features of the organization to match the growing
changes and development within the environment of the business. Hence, in conclusion, the re-
engineering of organizational culture is a necessary action and one which aligns the organization with its
service innovativeness requirements and expectations of its market and environment.
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Abstract: The study investigated the relationship between Training and development outsourcing and
organizational resilience of deposit money banks in south-south, Nigeria. The study adopted the cross-
sectional survey design. The population of the study is 126 (One hundred and twenty six) Regional Group
Heads of the 18 deposit money banks in south-south, Nigeria. The Census sampling technique was
adopted to determine the study sample size for the study. Thus, the entire population of 126 Regional and
Group Heads were selected. A total of 126 copies of the questionnaire were administered to the
respondents, and 106 completed questionnaires were retrieved and used for analysis. The hypotheses
were tested at a significance level of 0.05 using the SPSS. The findings of the study revealed that: training
and development outsourcing have a strong and positive relationship with organizational resilience
manifested in adaptive capacity, dynamic capabilities and keystone vulnerability management. The study
concluded thus, that Training and Development outsourcing is necessary for contemporary banking as
competency and skills is key for Banks to function effectively. This study recommends that bank
management should engage strongly in outsourcing of training and devel opment function of the HR as to
enhance human capital development that will fortify their workforce, enhance learning and flexibility
which will in turn promote experimentation, adoption and execution of novel solutions, which of course
trajectsinto a generalized response standards to broad challenges in the banking industry.

Keywords. Training devel opment outsourcing, organizational resilience, dynamic capacity, adaptive
capacity

INTRODUCTION

Successful organizations today are those ones that have the ability to survive and thrive in
challenging times such as the economic downturn, natura disasters and global conflicts. The
ability to withstand sudden incremental change or enormous downturn is the desire of any
organization which aims at sustainable development. It is generaly believed by many
researchers and business analysts that the growth and progress of any organization highly
depends on the way the management empower its employees with the needed skills and
competency for effective organizational performance, (Islam & Siengtha 2012; Akdere, 2016).
Unfortunately, it appears true that several organizations have been incapable of sustaining their
businesses as a result of inadequate measures to create a resilient capacity and working
environment for their employees and business. Invariably, there seems to be alot of neglect on
the side of the management when it comes to providing strategies for resilient capacities for
employees’ performance. Thus, there is need for today’s business organization to be resilient
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and survival conscious so that they can effectively motivate their workforce towards absolute
commitment to their jobs.

Kpakol and Zeb-Obipi (2017) define resilience as the ability of an organization to forecast and
plan for unforeseen circumstances that might affect the operation of the business. Kikuchi and
Y amanguchi (2018) perceive resilience as a term which essentially refers to the physical ability
to return to one’s original state, elasticity or flexibility. In addition, there are a number of
definitions and concepts of resilience in the field of psychology. Oshio, Nakatani, Kaneko and
Nagarnne (2017) consider resilience as “mental restoration ability” which is characterized as the
internal ability owned by individuals who can flexibly cope with and recover from temporary
mental illness. Thus, workers deserve to be given enough skills and competency that will equip
them with needed knowledge and information on how to operate and manage the business in
times of challenges.

Many managers in organizations realize that the use of outside providers is more efficient and
less costly than hiring full time staff to handle the HR functions in house (Galanaki &
Papalexandris, 2017). In fact, demands for increased productivity, profitability, and growth have
encouraged organizations to analyze their internal HR processes, resulting in a move towards
strategic  outsourcing  activities (Cooke, Shen & McBride, 2015). Moreover,
Training/Development outsourcing enables organizations to profit from the rising comparative
advantage of specialized service providers who have expertise in the areas concerned (Smith,
Dein & Gotta 2006; Cooke, et a., 2015). Apart from that, Training/Development outsourcing
allows organizations and external vendors to collaborate their consultative and strategic roles in
designing and implementing programs with which to enhance organizational performance
(Greer, Youngblood & Gray, 2018). In short, the man reasons for outsourcing
Training/Development appear to be fairly consistent. Typical reasons include seeking specialist
services and expertise, enhancing the quality of the services, cost reduction and enabling
Training/Devel opment outsourcing specialists to take on amore strategic role.

In this vein, Burnard and Bhamra (2011) demonstrated that organizations that strive to enhance
their resilience would be better prepared to overcome high impact-low probability events and
environmental discontinuities in significant ways bridge this gap and enhance the functionality
and contributions of deposit money banks in Nigeria. Based on the foregoing, Olgide (2004)
affirms that there is a growing need for organizations within the context of Nigeria to embrace
change in al its ramifications. Change which is an evitable part of environmental factors could
affect organizations both positively and negatively which is why it becomes pertinent necessary
for Nigeria organizations to also change at a pace and rhythm which matches the expectations of
not only its particular context but also the global business environment.

The importance of carrying out an empirical research in the context of organizational resilience
in relationship to Training/development outsourcing within deposit money banks is apt. Thus, a
lacuna in content which assesses the uniqueness of the organizational resilience operationa
model with regards to context; especially the nature of that which addresses the resilience of
Nigerian based deposit money banks to the pace, cycle and functions of change in their
environment. Understanding the underlying issues that could threaten the existence and survival
of deposit money banks, in the banking sector could give them a competitive advantage over
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other sector of the economy. This study therefore addresses gaps in literature that could serve as
blueprint for deposit money banks especially as it departs from previous researches in its
investigation of the relationship between Training/development outsourcing and organizational
resilience of deposit money banks in South-South, Nigeria.

The purpose of this study is therefore to investigate the relationship between
Training/development outsourcing and Organizationa resilience in Deposit Money Banks in
South-South, Nigeria. While the following questions will be examined:

1. To what extent does Training/Development Outsourcing correlate with Adaptive capacity of
deposit money banks in south-south, Nigeria?

2. To what extent does Training/Development Outsourcing correlate with Dynamic capacity of
deposit money banks in south-south, Nigeria?

A 4

Organizational Resilience
|
Adaptive Capacity

Training/Devel opment

L
Outsourcing <

>  Dynamic Capacity

Fig.1. Conceptua framework of the relationship between training/development outsourcing and
organizational resilience

LITERATURE REVIEW

Theoretical Framework

In our effort to search and conceptualize how Training and Development Outsourcing enhances
the Organizational Resilience of deposit money banks, some theories of Training and
Development Outsourcing were reviewed. This study looked at the Transaction cost theory is
conceptually beneficial in helping to appreciate the complexity of an organization’s outsourcing
cost, the fluidity of it responsibility, and the vigorous role of technology in different contexts
(Norman, 2010). This can be demonstrated with an understanding of how cost is minimized as a
result of outsourced responsibility in the organization (Linderoth, 2010).

The transaction cost is relevant to the current study in the sense that when deposit money banks
consider how to cut costs in order to remain competitive and ultimately remain in business,
outsourcing is one of the ways they could do that. Thisis line with the tenets of transaction cost
theory that the choice of producing in-house or buying from outside should be made on the basis
of costsinvolved in both the operations. The deposit money banks consider the critical areas that
are needed for business survival and are resources consuming should they decide to pursue the
objectives of effectiveness and efficiency in those critical areas. Outsourcing them comes to
mind. And outsourcing the key areas that are cost carriers enables them to have competitive
advantage over others. However, this is usualy done after considering the internal and external
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costs of providing the good/service as well as the cost of managing the transaction in-house and
outside (Klaas, McClendon & Gainey, 1999).

TRAINING AND DEVELOPMENT OUTSOURCING

Training and development outsourcing has been viewed as an effective management strategy,
especialy in organizations operating in highly competitive international business environments.
Although evidence has suggested that the amount of training and development outsourcing may
be increasing (Babcock, 2015), there is considerable variation in how firms have utilized thisHR
practice (Csoko, 2016). While some firms have achieved positive outcomes from outsourcing
training, others report that they failed miserably (Baker, 2017). Shih and Chiang (2017) recently
concluded that scholars appear to hold differing opinions of the effects of training outsourcing.
Two competing perspectives dominate existing studies on training outsourcing. The first view
considers training outsourcing as a value-creating activity that may bring cost savings and
operational flexibility (Cooke, et al., 2015; Klass, Mc Clendon & Gainey, 1999), whereas the
second perspective believes that some training activities should not be outsourced as it leads to
declining innovation (Kotabe,2015) and reduced performance (Gilley & Rasheed, 2017).
Ongoing debate over the most appropriate perspective to explain training outsourcing and
inconclusive research findings may result in ineffective outsourced Human research devel opment
practices.

Training is the organized way in which organizations provide development and enhance quality
of new and existing employees. Training is viewed as a systematic approach of learning and
development that improve individuas, groups and organizations (Goldstein & Ford, 2012 in
Khawgja & Nadeem, 2013). Thus it is the series of activities embarked upon by organization
that leads to knowledge or skills acquisition for growing purposes, thereby, contributing to the
wellbeing and performance of human capital, organization, as well as the society at large.
According to Manju and Suresh (2016), training serves as an acts of intervention to improve
organization’s goods and services quality in competition by improvements in technical skills of
employees. Similarly, Development refers to activities leading to the acquisition of new
knowledge or skills for the purposes of growing. Organizations provide employees with
development programmes in order to enhance their capabilities. Employee development is
gaining an increasingly critical and strategic imperative in organizations in the current business
environment (Sheri-lynne, 2017, as cited in AbdulHameed,2018). Thus organizations need to
invest in continuous employee development in order to maintain employees as well as the
organization success (Khawga & Nadeem, 2013)

ORGANIZATIONAL RESILIENCE

According to Weick, Sulcliffe and Obstifeld (2017) resilience is the maintenance of positive
adjustment under severe challenging conditions or situations. It is also the ability of a system to
absorb disturbance and reorganize while undergoing change so as to still remain the same
function, structure, identity and feedback (Walker, 2014). This means that despite severe
challenges threatening the very existence and life of an organization or a system , an organization
or system possess the ability to survive, adapt, and bounce back from it crisis and disturbances,
to thrive and enhance its core capabilities. Folkeet (2010) opined that organizational resilience is
the capability of the organization to deal with change and continue to develop such as fostering
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learning and adaptation. Zeb-Obipi, Obiekwe and Ateke (2019) states that organizational
resilience describes an organization’s ability to cope and survive crisis and turbulence in the
environment. They added that a resilient organization therefore is one that is able to create
structure, dissolve it, provide safety in the midst of change, and manage the emotional
consequences of continues transformation and change, learn to develop and grow.

Adaptive Capacity

Luthans (2014) defined adaptive capacity as the extent to which a system can modify' its
circumstances to move to a less vulnerable condition'. It is the ability of an organization to alter
its strategy, operation, management system, governance structure and decision - support
capabilities to withstand perturbations and disruptions. Similarly, Zeb-Obipi et al, (2019) views
it as an aspect of resilience that reflects learning, flexibility to experiment and adopt novel
solutions, and the development of generalized responses to broad classes of challenges.

Dynamic Capacity

This can be defined as the capability of an organization to purposefully adapt an organization's
resource base. It is a firm's ability to integrate, build and reconfigure internd and externd
competences to address rapidly changing environment (Teece, Pisano & Shuen, 2010). Teece et al.
(2010:20) defined dynamic capability as “the firm’s ability to integrate, build, and reconfigure
internal and external competencies to address rapidly changing environments”. Umoh et al.
(2018) share that dynamic capabilities can be distinguished from operational capabilities which
pertain to the current operations of an organization. Helfat, (2007) as cited in Teece, et al
(2010:23) that dynamic capability refer to ‘the capacity of an organization to purposely create,
extend or modify its resource base. As Umoh et al. (2014) noted that the basic assumption of the
dynamic capability framework is that core competencies should be sued to modify short- term
competitive positions that can be used to build longer-term competitive advantage.

In the course of this study two research hypotheses were formul ated:
Hoi: Thereisno correlation between training and development outsourcing and adaptive
capacity of deposit money banks in south-south, Nigeria.

Ho,:  There is no correlation between training and development outsourcing and dynamic
capacity of deposit money banks in south-south, Nigeria.

METHODOLOGY

The research design for this study will be cross-sectional survey. The accessible population of
the study comprises of 126 regional and group heads of the selected deposit money banks in
south-south, Nigeria. The sample size for this study is the entire population using
census/purposive techniques. The primary source of data collection was adopted using
guestionnaire. The data were analyzed using tables, means and standard deviations. The
Spearman Rank Order Correlation Coefficient (rho) with the aid of SPSS version 22 statistical
software to analyze the null hypotheses. Also a five (5) point likert scales was used to measure
the respondents choices and opinions, ranging from strongly agree to strongly disagree and two
(2) items were extracted from each of the variables.

journals@arcnjournals.org 14 |Page



International Journal of Management and Marketing Systems

DATA PRESENTATION AND ANALYSIS
Hoy: Thereisno statistically significant relationship between training and devel opment
outsourcing and adaptive capacity of deposit money banks in south-south, Nigeria.

Table 1: Correlation between Training and development outsourcing and adaptive

capacity
TRNDEVT ADAPTCAP
Correlation Coefficient 1.000 908"~
TRNDEVT Sig. (2-tailed) : .000
Spearman’s rho N . .. 106 106
Correlation Coefficient .908 1.000
ADAPTCAP Sig. (2-tailed) .000 :
N 106 106

** Correlation issignificant at the 0.01 level (2-tailed).
Source: (SPSS output of Data, 2020)

Decision: The result of the statistical analysis above (as indicated by the Spearman rank
correlation coefficient, rho (0.908**), shows that training and development has a strong
positive relationship with adaptive capacity of deposit money banks in south-south,
Nigeria.

Ho,: Thereisno statistically significant relationship between training and devel opment
outsourcing and dynamic capacity of deposit money banks in south-south, Nigeria.

Table 2. Corrélation between Training and Development Outsourcing and Dynamic

Capacity
TRNDEVT DYNMCAP
Correlation Coefficient 1.000 930"
TRNDEVT Sig. (2-tailed) . .000
Spearman’'s rho N . .. 106 106
Correlation Coefficient .930 1.000
DYNMCAP Sig. (2-tailed) .000 .
N 106 106

** Correlation is significant at the 0.01 level (2-tailed).
DECISION: Theresult of the statistical analysis above (as indicated by the Spearman rank

correlation coefficient, rho (0.930**), shows that training and development has a strong positive
relationship with dynamic capacity of deposit money banks in south-south, Nigeria.
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DI SSCUSSION OF FINDINGS AND CONCL USION

In response to research question one and test of hypothesis 1,by Mean, Standard deviation and
Spearman rank order correlation coefficient, the result (as indicated by the rho = +0.908),
revealed that there is a strong positive relationship between Training and Development
outsourcing and Adaptive Capacity of deposit money banks in south-south, Nigeria. These
results imply that the more training and development aspect of human resource is outsourced or
outsourcing is embraced by the banks, the more the banks are likely to develop the resilience
capabilities needed to survive in the industry.

In other words, with training and development outsourced, they would adapt by ensuring that
there is flexibility to experiment and adopt novel solutions and thus develop generaized
responses to the issues of challenges bedeviling the banking industry. Furthermore, they would
be able to survive, and cope with crisis and disturbances emanating within the industry including
during time of credit crunch. (Teece, Pisano & Shuen, 2010), as well the identification, proactive
management, and treatment of vulnerabilities that if realized, would threaten the organization’s
ability to survive, develop and leveraged on for competitive advantage. This advantage will
come to the deposit banks through the rapidly developing of the resilient traits including learning
and growing with innovation. This is in line with the argument of Zeb-Obipi, Obiekwe and
Ateke (2019) that a resilient organization therefore is one that is able to create structure,
dissolve it, provide safety in the midst of change, and manage the emotional consequences of
continues transformation and change, learn to develop and grow.

In response to research question two, the result shows that the majority generally agreed to a
high extent that Training and Development outsourcing correlate with Dynamic Capacity of
deposit money banks in south-south, Nigeria (as indicated by grand means of 4.61 and 4.80
respectively). Also affirms there is a close relationship between the two variables. Also, from the
result as revealed in the test of hypothesis Two, As shown by the Spearman rank order
Correlation Coefficient ( rho-0.930**), that there is a very strong, positive relationship between
Training and Development and Dynamic Capacity of Deposit money banks in South-south,
Nigeria. This result was also further corroborated by the findings of earlier studies of (Gilley et
al., 2014; Jrawuttinunt, 2015; Ko, 2019) and recent study of Amagada, Gabriel, and Asawo,
(2020), whose studies indicated that training and development of human capital and outsourcing
leads to better business performance. Ko (2019) study showed that outsourced training has a
positive effect on both innovation and stakeholder performance. Conclusively, the study has
shown with statistical proof that training and development outsourcing correlate positively and
quite strongly with organizational resilience of deposit money banks in South-south, Nigeria.
The findings of the study have also shown with statistical evidence that when training and
development are outsourced, it will improve the resilient capacity of employees in the banking
sector. Therefore, the study recommends that management should engage in outsourcing of
training and development function of the HR so that human capital can be developed, that will
enable them have a workforce that will reflects learning, flexibility to experiment and adopt
novel solutions, and the development of generalized responses to broad classes of challenges.
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Abstract: The study examined the effect of research and development cost (R&D) on automotive
component firmsin South East, Nigeria. The study comprised adopted survey method. Primary sources of
data were mainly used. The area of the study was the selected automotive component firms in South East.
Questionnaire and semi structured interview were used to collect data from manager-owners and other
key officersin the selected firms. The population of the study was 1741 staff, and a sample size of 357 was
determined using Taro Yamane. Satistics such as frequency count and percentages were put to use in the
analysis of research questions while research hypotheses were tested using ANOVA with the aid of
Satistical Package for Social Sciences. From the analyses tested, the study found that, Research and
development cost (R&D) has significant effect on automotive component firm in South East. The study
recommended that Firms are required to consciously make investments in R&D and training to
developing a stock of knowledge capital. R&D was found to be the significant driver of technological
innovation in this study however, An industrial policy that would encourage firms to hire R&D staff to
perform in-house R&D should be planned by management as a matter of urgency. This has been proven
to increase performance in this study

Keywords: R&D, Innovation, Automotive, Component, ANOVA, Technology

1. INTRODUCTION

At some stage in the last few decades scholars have progressively stressed the significance of
research and development (R&D) in the manufacturing sector. Technology-based companies in
this sector put forth huge expenditures for R&D in order to keep up their competitive advantage
and ensure their future feasibility (Lee Kim, & Lee, 2011). This implies that due to escalating
competition, firms should innovate at an astonishing pace by developing and improving new
products and services, and by generating ideas explicitly intended to become commercialy
viable and profitable business ventures (Ehie & Olibe, 2010).

Improving the performance of firms there are many positive and economic benefits for both the
micro and the macro economy. Consequently, the performance of companiesis of great interest
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and has been generally considered from various perspectives in the research. However, each
company and sector has different trait that control its performance. For instance, severa
researchers have proved that R&D activities have a positive influence on company performance
(Abdel & Kanakriyah, 2017), (Ayaydin, & Karaaslan, 2014), (Oztirk, & Zeren, 2015)

In today’s competitive landscape, firms’ investments in innovative activities have become one of
the most vital factors that alow for their sustainability. In the computer age of the 21st century,
timely and adequate investment in knowledge and innovation will provide firms with a
competitive advantage. Since the 1980s, when the globalization process gained impetus, the
companies that have played a principal role in bringing innovation to their industries have
increased their market share and provided added value to their economies, (Kiraci, Celikay, &
Celikay, 2016).

Abdel and Kanakriyah (2017) importance of R&D stems from its ability to foster a company's
economic growth as it leads to the innovation and application of new technologies that can
augment a company’s competitive advantage and prolong its life and advance its position in the
market. Which is considered the basis for generating new products, processes and services,
particularly in the industry and technology sectors, It is a critical component in the process of
innovation that can provide a company with a competitive advantage (Orian & Hall, 2006)
enabling it to become a market leader.

Due to the rising costs of R&D and the increasing dependence of companies on technology for
competitive advantage, managers seek evidence of the impact of R&D on firm performance. Past
studies have documented that a firm’s R&D investment consistently and positively affects its
market value such studies were: Abdel and Kanakriyah, (2017) who found that there is a
significant impact of R&D expenditure on company performance as measured by ROA, ROE
and EPS, Kiraci, Celikay, and Celikay, (2016) their findings revealed that although research
and development expenditures do not have a statisticaly significant effect on the short-term
profitability of a firm, Ayaydin, and Karaaslan, (2014) found evidences of positive effect of
R&D intensity on the firm performance by using GMM system estimators for a sample of
145manufacturing firms registered BIST for the 2008-2013 periods. This study gives empirical
support to those recommendations from policy makers and business |eaders for maintaining the
R&D expenditures especially in high-technology sectors even when facing a recession. Oztiirk,
and Zeren, (2015) their findings indicate that R& D expenditures have a positive effect on sales
growth in the manufacturing industry. Moreover, it has been found that this effect has continued
for six months. Adeyeye, Jegede, and Akinwale, (2013) their result shows that technological
acquisition, training and in-house R&D positively influence technological innovation while
government support and embodied knowledge are insignificant.

Against this reviewed studied, the present study improves on the previous study on the following
ground; firstly, this study used an updated literature on the effect of research and development
cost (R&D) on the firms in Nigeria. Secondly, it is carried out in Nigeria to ascertain the true
situation since the results of some of the reviewed empirica studies done are with conflicting
findings. Thirdly, the study sought to adopt ANOVA package to critically examine the effect of
research and development cost (R& D) on automotive component firmsin South East, Nigeria
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2. LITERATURE REVIEW
2.1 Conceptsof R & D

Research and development is the generation of new knowledge. In a business context, it is an
activity that companies undertake in order to develop new products, processes or services, or
improve those that aready exist. In order to do this, businesses often take on risk. Thisis because
uncertainties exist around if what they are attempting is technologically feasible, or, more
commonly, they don’t know how they will achieve their objectives in practical terms. R&D isan
essential function for many businesses. Launching new offerings or improving existing onesis a
way for a business to remain competitive and make profit. When developing a new product,
process or service, or refining an existing one, R&D is one of the earliest phases.
Experimentation and innovation is often rife at this stage, aong with risk. The R&D cycle often
begins with ideation and theorizing, followed by research and exploration and then into design
and development.

Research and development — R&D - is the process by which a company works to obtain new
knowledge that it might use to create new technology, products, services, or systems that it will
either use or sell. The goal most often is to add to the company’s bottom line. R&D activities
differ from institution to institution, with two primary models of an R&D department either
staffed by engineers and tasked with directly developing new products, or staffed with industrial
scientists and tasked with applied research in scientific or technological fields, which may
facilitate future product development. R&D differs from the vast majority of corporate activities
in that it is not intended to yield immediate profit, and generally carries greater risk and an
uncertain return on investment. However R&D is crucia for acquiring larger shares of the
market through the marketisation of new products.

2.2 Previous Studies

Abdel and Kanakriyah, (2017) investigated whether expenditure on research and development
(R&D) has an impact on the performance of Jordanian pharmaceutical companies listed on the
Amman Stock Exchange in Jordan. For this purpose, the study used a quantitative approach to
study data on the whole population, which consists of six firms, for the period 2006 to 2015.
Data about R&D were collected over the period 2006-2010 and about performance over the
period 2011-2015. The study conducted an empirical study using simple linear regression
analyses to discover the effect of R&D on company performance. The study employ return on
assets (ROA), return on equity (ROE) and earnings per share (EPS) as a proxy to measure
company performance, and to measure R&D expenditure they considered the following items:
research, experiments, studies, and courses. The result found that there is a significant impact of
R&D expenditure on company performance as measured by (ROA, ROE and EPS), which is
consistent with the results for developed countries. Also R&D expenditure in the current year
leads to future benefit such as larger market share, higher share price, better reputation in current
and subsequent year's. These resultsimply that it is very important for companies to change their
policy with respect to investment in R&D activities.
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Kiraci, Celikay, and Cedlikay, (2016) determine the impact of research and development
expenditures on a firm’s short-and long-term profitability. A dynamic panel data analysis was
carried out on data collected between 1998 and 2012 from a sample of 46 publicly traded
manufacturing firms on the Borsa Istanbul. The findings revealed that athough research and
development expenditures do not have a statistically significant effect on the short-term
profitability of a firm, they do have a significantly positive and strong effect on long-term
profitability. It show that for a one-unit increase in research and development expenditure, the
gross profit increases by 10.19 units, the net operating income increases by 2.37 units, and the
net income increases by 1.39 units.

Ayaydin, and Karaaslan, (2014) examined the effect of research and development investment
on firm’s financial performance. Return on assets used as a measure of financial performance.
Capital structure, liquidity, efficiency and firm size factors determining firm performance also
are investigated. Manufacturing firms registered Istanbul Stock Market (BIST) were classified
according to the sectoral approach. The sectoral approach is an aggregation of the manufacturing
industries according to technological intensity and based on the Statistical Classification of
Economic Activities in the European Community (NACE) at 3-digit level. The level of R&D
intensity served as a criterion of classification of economic sectors into high-technology, medium
high-technology, medium low-technology and low-technology industries. The study show a
positive effect of R&D intensity on the firm performance by using GMM system estimators for a
sample of 145 manufacturing firms registered BIST for the 2008-2013 periods.

Oztiirk, and Zeren, (2015) examined the effects of research and development (R& D) activities
on firm performance in developing countries. Accordingly, this study aims to determine how
firms performance is affected by R&D expenditures, and this effect is tested and discussed with
manufacturing firms data, which range from 2007-Q1 to 2014-Q3 in Turkey, both by using
Durbin-Hausman panel co integration test developed by Westerlund (2008) and Common
Correlated Effects (CCE) coefficient estimator developed by Pesaran(2006). The findings
indicate that R&D expenditures have a positive effect on saes growth in the manufacturing
industry. Moreover, it has been found that this effect has continued for six months.

Adeyeye, Jegede, and Akinwale, (2013) analyzed the impact of technological innovation and
R&D on firm performance in the Nigerian service sector. The analysis is based on data obtained
from the Nigeria’s innovation survey, 2008 undertaken among 500 enterprises in the service
sector with about 41% response rate. The instrument was guided by the third edition of the Oslo
Manual standardised through validation workshops under the NEPAD ASTII initiative. The
result shows that technological acquisition, training and in-house R&D positively influence
technological innovation while government support and embodied knowledge are insignificant.
Also, technology innovation and R&D have positive impact on firms’ performance. Their
studied offers an opportunity to understanding the impact of technology innovation and R&D on
performance of service firmsin developing country context.

Luisa, Ji and Prieger. (2013) estimated the impact of R&D on TFP and output in the private
sector at the state level in the US from 1963 to 2007. R& D has a large effect on both output and
TFP at the state level in the long run. The R&D elasticity in a state averages 0.056 to 0.143,
implying returns to state GDP from R&D spending of 83% to 213%. There are aso positive
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R&D spillovers, with 77% of the total returns accruing to other states. The R&D elasticities are
either stable or increase dightly after 1993. The effects of R&D are dependent on the levels of
human capital and development. States with more human capital have higher own-and other-
R&D elasticities. States in the lowest tier of economic development have the least own-state
R&D elasticity but the highest other-R& D elasticity.

Kwon-Ndung, Kwon-Ndung, and Migap (2014) examined research and innovation strategies for
economic competitiveness and industrial growth: lessons for Nigeria. One of the leading
unrealized opportunities in Nigerian industrial organizations is the full influence of research
ideas and knowledge to transform business products and processes into long-term innovation.
Business research and innovation contribute significantly to improvement in enterprise
productivity and quality and in the integra components of business strategy and success.
Drawing heavily from published literature, this study highlights the enormous benefits of
continual research and innovation on national economies, and proffers recommendations on how
Nigeria could key into this concept to promote its economic competitiveness at the global level

Ebhota, (2014) examined Engineering research and development (r&d) infrastructure for
developing economy. It considers tertiary institutions, specialized research institutions and
industries as the primary areas where R&D activities take place and pointed out inadequate
funding, government‘s insensitivity and lack of political will and inadequate R&D human
capacity as the factors that have bedeviled R&D in Nigeria with consequence of low source of
new product and processes, improved products and source of new market. The study went further
to discuss capacity building in reverse engineering, emerging technologies in manufacturing,
R&D personnel, research facility and pro R&D government policies and concluded that the
nation‘s future global competitiveness depends on R&D in engineering.

Onuoha, (2013) studied the Challenges of Research and Development (R & D) Efforts on Small-
to-Medium scale Industries (SMIs) in Abia State, Nigeria. The survey findings include: that
SMIsin Abia State have no R & D activities going on in their firms; their production techniques
are both manual and machine operated; they only produce light and consumer — oriented goods;
operating below installed capacity, have no relationship with any research institute in the
country; have no technica partners; and are technically and technologically dependent the result
of al these is that SMIs in Abia State cannot compete effectively both nationally and globally.
Based on these findings, the study made far reaching recommendations in aid of a vibrant
research and developments activities by SMIs, the organized private sector (OPS) and
government owned research institutes, all to the benefit of the Nigerian economy.

3. METHODOLOGY
3.1 Resear ch Design

The research design that was adopted in this study is the survey design, ora interview and
guestionnaires were used in this study to seek clarifications and convenience on the part of the
respondent.
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3.2 Population

The populations of the study were all the employees of the three sel ected automotive component
firmsin South East, Nigeria.

Table 3. 1 Distribution of the Population

SN COMPANY’S NAME NUMBER OF LOCATION
EMPLOYEES
1 Tonimas Industries 654 Aba, Abia State
2 A-Z Petroleum 737 Nnewi, Anambra State
3 Innoson Technical Co. 350 Enugu, Enugu State
Total 1741

Source: Oguchienti (2020)

3.3  Sample Size and Sampling Technique

To determine the sample size is a crucia part of the process for collecting accurate data within a
guantitative survey design. One of the real advantages of quantitative methods is their ability to
use smaller group of people to make inferences about larger group that would be expensive to
study (Fisher, 2007). In other to ensure a clear determination of a sample size, Taro Yamane
formula was used to determine the sample size. The formula stated as follows:

N

1+N(e)?
Where n=sample size

N= total population (1741)

e= Allowable margin of error. In this case, we consider 5% (0.05) error margin adequate:.
(e) 2= 0.0025
n = 1741

1+ 1741 (0.0025)1
= 356.93
Q 357

Proportional Representation of the Sample Size

Tonimas Industries Aba:
654+ 1741 =0.37564618 x 357 =134.11
=134
A-Z Petroleum Nnewi:
737+ 1741
=0.42331993 x 357 =151.1 =151
Innoson Technical Enugu:
350+1741
=0.20103389 x 357 =71.77
Thus, the sample size of 357 respondents is shown below:
Table 3.2 The Sample Size of the Selected Automotive Component Firms

S/N | Automotive component firms Sample

1 Tonimas Industries 134
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2 A-Z Petroleum 151
3 Innoson Technical Co. 72
Total 357

Source: Oguchienti (2020)

Thereafter, smple random sampling was employed to choose respondents from each of the
sampled Automotive Components Firms. The essence is to give every element in the population
a known and equal chance of being selected as a subject. The researcher therefore distributed a
total of 357 copies of the questionnaire to the enterprises under study.

3.4 Method of Data Collection
The research instrument used for this study was questionnaire. The questionnaire was structured
and constructed for the staff of the selected automotive component firmsin South East

3.5 Method of Data Analysis

Statistics such as frequency count and percentages were put to use in the analysis of research
guestions while research hypotheses were tested using ANOVA with the aid of Statistical
Package for Social Sciences (SPSS).

4.0 DATA PRESENTATION AND ANALYSIS
4.1 Introduction

This chapter presents the data obtained from the respondents through the administered copies of
guestionnaire. Three hundred and fifty-seven (357) were administered. However, Three hundred
and thirty-eight (338) copies of the questionnaire were retrieved. Therefore the analysis and
interpretation of datais based on the returned questionnaire.

4.2 BIO-DATA ANALYSIS OF RESPONDENTS

Table4.2.1 GENDER
Frequenc | Percent Vvalid Cumulative

y Percent Percent
Male 220 64.0 65.1 65.1
Valid Femae 118 34.3 34.9 100.0
Tota 338 98.3 100.0

Source: Field Survey 2021

The above table reveds that the 65.1% of the respondents which represents two hundred and
twenty (220) persons were male respondents, while one hundred and eighteen (118) respondents
which represent 34.9% were female respondents. By implication, male respondents were more
than male respondents by 30.2% in our selected population sample for this study. The
implication of this is to enable us to know the number of female and male that successfully
returned their questionnaire.
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Table4.2.2 MARITAL STATUS

Frequency | Percent valid Cumulative
Percent Percent

Married 158 45.9 46.7 46.7

valid Single 155 45.1 45.9 92.6
Divorced 25 7.3 74 100.0
Total 338 98.3 100.0

Source: Field Survey 2021

In the table above, out of the three hundred and thirty-eight (338) respondents, one hundred and
fifty-eight (158) of the respondents, representing 46.7% are married while one hundred and fifty-
five (155) respondents which represent 45.9 percent are single. While the least which is twenty-
five respondents (25) which represents 7.4 percent were divorced, it is therefore glaring that the
majority of the respondents are married as at the time of this study. Thus marital status table help
us to know the number of single, married, and divorce respondents that answered the distributed
guestionnaire.

TABLE 42.3LEVEL OF EDUCATION

Frequenc | Percent valid Cumulative
y Percent Percent
WAEC/NE
co 29 8.4 8.6 8.6
. BSC/HND 112 32.6 331 41.7
valid MSC/MBA 174 50.6 51.5 93.2
PHD 23 6.7 6.8 100.0
Total 338 98.3 100.0

Sour ce: field survey 2021

The table above indicates that twenty-nine (29) respondents which representing 8.6% percent
maintain to acquired WAEC OR NECO while 33.1% percent of the respondents which
represents one hundred and twelve (112) have BSC/HND. However one hundred and seventy-
four respondents which represent 51.5 percent either have MSC or MBA. The respondents that
have PHD are numbered twenty-three which represent 6.8%. This as the one of demographic
item helps us to identify the education qualification of the respondents.
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TABLE 424 AGE

Frequenc | Percent valid Cumulative
y Percent Percent
18-25
YEARS 37 10.8 109 109
26-33
YEARS 70 20.3 20.7 317
. 34-40
Valid YEARS 127 36.9 37.6 69.2
41-50
YEARS 53 15.4 15.7 84.9
51-ABOVE 51 14.8 15.1 100.0
Total 338 98.3 100.0

Sour ce: Field Survey 2021

The table above shows that respondents whose age bracket falls between 18-25 yrs were thirty-
seven (37) which represents 10.9 percent. This is followed by those with age bracket of 26-33
years with seventy (70) which represents 20.7%. Also those within age bracket of 34-40 yrs
were one hundred and twenty-seven (127) which represents 37.6%. Lastly, those within 51-
above were fifty-one which represents 15.1 percent. The implication of this age distribution is to
enable us to check if the questionnaire was directed to the right age group.

TABLE 425 YEARSIN SERVICE

Frequenc | Percent Vvalid Cumulative
y Percent Percent
1-10 117 34.0 34.6 34.6
11-15 107 311 317 66.3
valid 2615-20 78 22.7 23.1 89.3
ABOVE 36 10.5 10.7 100.0
Total 338 98.3 100.0

Source: Field Survey 2021

The table above shows that respondents whose are in service fals between 1-10 yrs were one
hundred and seventeen (117) which represents 34.6 percent. Thisis followed by those in service
between 11-15 years with one hundred and seven (107) which represents 31.7%. Also those in
service between 16-20 yrs were seventy-eight (78) which represents 23.1%. Lastly, those within
21-above were thirty-six which represents 10.7 percent. The implication of years in-serviceis to
enables us have a clear view of those who have been in service for a particular period of time
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Hypothesis Testing

Ho: Research and development cost (R&D) has no significant effect on automotive component
firm in South East

TABLE 4.2.6 ANOVA?
Model df Mean F Sig.
Sum of Square
Squares
Regression 25.149 5 6.287| 9.453( .000°
1 Residual 51.656 333 155
Total 76.805 338

Source: SPSS, Version, 2021

From the regression result, we discovered that in the F-statistics column the value for Research
and development cost is 9.453, while its probability is 0.00 since its probability is less than
0.05% desired level of significance, we regject the null hypothesis and accept alternative
hypothesis, which say that Research and development cost (R&D) has significant effect on
automotive component firm in South East. This finding can explain by the fact that innovation in
Automotive Component Firms is geared towards organisational and marketing changes than
development of new products and processes. Indeed, it is an inherent feature of Automotive
Component Firms that the final product is difficult to distinguish from the organisation that
provides it, or from the manner in which it is provided. Also, the nature of automotive industry
makes interaction with customers, suppliers and competitors more important to the innovation
process than undertaking in-house R& D activities.

The study found out that Research and development cost (R&D) has significant effect on firm
profitability in South East. The implication of these findings is that, for Research and
development to be functional to achieve their aim and purposes, the cost need to satisfy the
expected needs of the company, and must be seen to be fair or equitably satisfying in the firm
performance. The findings are in line with the following study Abdel & Kanakriyah, (2017) who
found that there is a significant impact of R&D expenditure on company performance as
measured by (ROA, ROE and EPS), Kiraci, Celikay, & Celikay, (2016) their findings revea ed
that although research and development expenditures do not have a statistically significant effect
on the short-term profitability of a firm, Ayaydin, & Karaaslan, (2014) found evidences of
positive effect of R&D intensity on the firm performance by using GMM system estimators for a
sample of 145manufacturing firms registered BIST for the 2008-2013 periods. This study gives
empirical support to those recommendations from policy makers and business leaders for
maintaining the R&D expenditures especially in high-technology sectors even when facing a
recession. Oztiirk, & Zeren, (2015) their findings indicate that R& D expenditures have a positive
effect on sales growth in the manufacturing industry. Moreover, it has been found that this effect
has continued for six months. Adeyeye, Jegede, and Akinwale, (2013) their result shows that
technological acquisition, training and in-house R&D positively influence technological
innovation while government support and embodied knowledge are insignificant.
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Conclusion and Recommendation

A healthy and effective R&D in engineering will guarantee large, strong, diversified, sustainable
and competitive economy that will effectively harness the talents and energies of its people and
responsibly exploits its natura endowments for a high standard of living and quality of life. The
importance of firm-level investment in technology innovation, R&D in firms’ performance is
established in this study. Firms are required to consciousy make investments in R&D and
training to developing a stock of knowledge capital. R& D was found to be the significant driver
of technological innovation in this study however, An industrial policy that would encourage
firmsto hire R&D staff to perform in-house R& D should be planned by management as a matter
of urgency. This has been proven to increase performance in this study. In Nigeria, as in many
developing countries, government has a crucial role to play in the innovation process by creating
conducive environment for firms. This comes in the form of appropriate policies, institutions,
legal frameworks and instruments. These support innovative activity by reducing obstacles,
enabling demand-driven R&D and fostering a receptive and creative population (World Bank,
2010b). It aso important for government to drive interaction between the academia and the
industry with appropriate policies as this will help knowledge generation and diffusion in the
industry. Bridging institutions like the intellectual property and technology transfer offices
(IPTTO) established in Nigerian universities should be strengthened. Also government needs to
encourage firms by reducing taxes and tariffs in a competitive manner; innovative firms can be
encouraged using tax holidays and tax rebates. Firms would be well assisted if they can make use
of highly-subsidized public utilities in their production. For rapid industrialization, funds and
infrastructure are important. Therefore, it is important for government to create the enabling
political and economic environment characterized by strong institutions, access to funds and
dynamic but stable policy regimes and also address the challenge of infrastructural constraints as
amatter of urgency.
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Abstract: This study examined the relationship between career planning and corporate survival of
multinational oil and gas producing companies in Nigeria. The study adopted a cross sectional survey
design. Using the census sampling technique, responses were solicited from 52 top management staff of
the five multinational oil and gas producing companies in Nigeria. As a quantitative study, the primary
data collection instrument utilized was the structured questionnaire. The test for the reliability of the
instrument was carried out using the Cronbach alpha reliability instrument with a reliability threshold of
0.70. Spearman Rank Order Correlation Coefficients was utilized to test the hypothesized relationships
with the aid of Satistical Package for Social Sciences (SPSS) version 23.0. Findings from the study
reveal that there is a positive statistically significant relationship between career planning and corporate
survival of multinational oil and gas producing companies in Nigeria. The study recommends that the
management of multinational oil and gas producing companies should identify and synchronize the
individual and organizational career goals, in order to have well guided career planning initiatives that
will guarantee professional enhancement, multi-skilling, versatility and flexibility of the workforce to
support corporate survival.

Keywords. Adaptability, Career Planning, Corporate Survival.

INTRODUCTION

Workers in contemporary society are expressing a strong desire to pursue more than just a job.
They are looking for employment opportunities that promise an extension of their interests,
personality and abilities. Hence, want a variety of things from their jobs besides a pay cheque
and afew fringe benefits, and their loyalty to the organization depends upon the degree to which
their employer satisfies these wants (Bartlett, 2012). With improved living standards, workers
are no longer satisfied to have just a job and the usual fringe benefits. They want a career that
expresses their interests, personality, abilities and that harmonizes with their total life situation.
Unfortunately, most employers have failed to recognize this need and the tools and experiences
they provide do not enable workers to develop in their career (Nzuve, 2007).

The world aso is changing very fast. Under this globalised and dynamic environment,
organizations face various challenges to retain and compete in the global market (Chetana & Das
Mohapatsa (2017). As aresult, alot of related factors are in contention now while modelling an
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organizational policy; such as economic turmoil, technological advancement, diverse workforce,
governmental policies and organizational work culture. In these circumstances, the fluidity of the
human resource of an organization gives career stability and this creates an enormous
competitive advantage as it gives the organization better chances of survival within the dynamic
business environment. The long term career stability of employees enhance individual career
growth and help to fulfil organization’s needs as well. Mustafa and Mustafa (2017) sees the
concept of career as a dynamic process that requires learning and advancement, which will
eventually lead to progress and promotion on the administrative hierarchy. This will increase the
employee performance and support retention (Foong-ming (2008); Obwaya, 2012).

Organizations do not operate in isolation; they are influenced by the actions or inactions of other
players within their environment (Ahiauzu & Asawo, 2016), some who may be their competitors.
Eisenhardt and Martin (2000) pointed out that organizations can obtain competitive advantages
through several ways which includes making strategic innovations as informed by technological
advances. But making strategic innovation is a product of a stable, well-developed and highly
dependable human resource; because it is the quality and state of mind of managers in the
organization that determines the quality of decisions concerning how the organization responds
internally and externally to environmental pressures through the acquisition, development and
utilization of resources. Hence the need to carefully develop the human resource of an
organization through a deliberate career planning process. Organizations need to constantly
improve their performance by being effective and efficient to ensure survival. Therefore, alot of
studies have been carried out using similar predictor variables but focussing on other sectors of
the economy (Onukwufor, Umoh & Amah, 2018; Lyria, Namusonge & Karanja, 2017; Adewale,
Abolgi & Kolade, 2011). But there is still a dearth of literature on the variables focused on the
oil and gas industry in Nigeria. The purpose of the study therefore was to examine the
relationship between career planning and corporate survival of multinational oil and gas
producing companiesin Nigeria.

This study was guided by the following research question:

What is the relationship between career planning and adaptability of multinational oil and gas
producing companiesin Nigeria?
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Fig.1 Conceptua framework for the relationship between career planning and corporate survival
Source: Desk Research (2020)

LITERATURE REVIEW

Theoretical Foundation

Resour ce-Based View (RBV) Theory

This study is hinged on the Resource-Based View theory. According to Barney (2011),
Resource-Based View theory is the approach that best describes how organizations can gain
competitive advantage and increase their performance. According to the RBV theory,
organizational resources are the most important determinants of the competitiveness and
performance of the organization. The theory suggests that organizations need to integrate their
resources, which are the key capabilities that they are assured of having for the sake of their
internal operations and existence (Shivarg) & Vijayakumara, 2015).

In the view of Muhammad (2010), in an effort to bring into light the ways of integrating the
organizational resources to win competitive advantage, the Resource-Based View theory is
founded on two assumptions. First, the theory assumes that organizations in a given business
environment are unrelated in the sense that their resources differ and the way that they integrate
those resources is aso different. Secondly, the theory assumes that due to the fact that
immobility of some of the resources that make the strategies of the firms in a business
environment differ, the heterogeneity of the firms may persist for along period of time.

The Resource-Based View theory is very relevant to this study as it focuses on the uniqueness of
the firm’s resources, which includes its human resources and how they are integrated with other
physical and organizational resources to give the organization competitive advantage. Career
planning of the human resources of an organization could bring about a more balanced human
resources with the willingness to commit to the goals of the organization and provide
competitive advantage, thereby increasing employee performance and corporate survival.
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Career Planning

Felix (2012) postulates that career planning is the intentional process where an organization or
individual getsto know of personal competencies and focuses on plans to achieve specific career
godls. It ams to discover the goals for a person’s career and undertaking manpower programs to
support that career (Antoniu, 2013). The researcher argues that career planning leads to the
matching of individual and organizational career goals. Further, he postulated that to achieve
this, career counseling activities should be embraced and provided to the employees. This would
be done by professionals with psychological training who are well versed with both individual
and organizational needs. Manolescu (2003) asserts that there are mainly two approaches to
career planning namely the organization centered planning system and the person centered
planning system. Furthermore, organization centered career planning primarily focuses on the
development of manpower while the person centered planning system aims at discovering the
competencies and interests of an individual. Hence, career planning lays down the roles of the
two parties- the individual and the organization.

Zlate (2004) defines individual centered career planning as all the systematic procedures of self-
assessment, researching of opportunities and setting goals which are intended to assist the
individual to make suitable changes about hisher career. Therefore, the action is quite
demanding and requires careful judgment in setting of both short and long term career
objectives. But this does not deter organizations from promoting individual centered career
planning activities as they have been acknowledged as supporting employee retention. Foong-
ming (2008) makes the point that generally, an employee’s decision to stay or leave often may
depend on whether he/she perceives management as providing opportunities for self-growth and
development. Provision of career development opportunities is seen as indicative of
management’s interest to encourage employees’ career growth. As Perkins and White (2009:306)
emphasize, “Access to learning opportunities... may be perceived among workforce members as
a form of ‘progression’ and so potentially valued as an intrinsic benefit”. The worth of the
benefit is however subjective, asit depends on the perspective of theindividual.

A study by CIPD (2005) found out that the individual’s perspective on career is greatly
influenced by the state of professional and personal life, age, family situations, financial and
lifestyle desires. The study asserts that appropriate individual career goas can only be
established when an individua fully understands hig/her interests and personality; which is
imperative for the individual and the organization as it will inform on the type of employability
skills to focus on. Omolo (2013; 2014) noted that skills development programmes enable
employees gain necessary employability skills. This is important in order to secure and retain
decent work, to progress within enterprise and between jobs, and to cope with changing
technology and labour market conditions (ILO, 2013), and this also meets employee and
organizational goals, respectively. And with fewer promotional opportunities and jobs to satisfy
the traditional career path expectations characterized by upward job mobility, job rotations and
development of a multi-skilled workforce seem to be the way to go (Neveanu, 2003); to make
employees more versatile and useful to themselves and the organization for now and in the
future.
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Corporate Survival

Corporate survival refers to the ability of an organization to uninterruptedly remain in operation
in the face of diverse challenges (Akindele, Oginni & Omoyele, 2012). Sheppard (1993 cited in
Gabriel & Kpakol, 2015) described organizational survivability as the ability of an organization
to continue in existence, which was used to denote sustained learning and adaptive
characteristics resulting from the organizations tendency for continued adjustment to seen and
unforeseen changes, in the business environment. In contrast, business failure is when the
operations of an organization come to an end due to inability to meet up with its financia
obligations as a result of losses leading to bankruptcy (Dun & Bradstreet, 1979 cited in Akindele
et al., 2012). Organizations are increasingly under threat of survival. Stevenson (2019)
established that public companiesin the United States have one in three chance of being delisted
in the next five years, either due to bankruptcy, liquidation, merger, acquisition or other cause.
And this situation applies to all organizations regardless of size, age or sector. Therefore, there is
a huge threat of survival facing all organizations unless they are able to adapt to the demands of
the changing business environment. But, for a business to continuously meet its obligations, it
will to alarge extent depend on the managerial process of directing the affairs of the organization
regularly to meet the needs of al stakeholders in the face of complex business challenges
(Akindele et a., 2012).

Adaptability

The organization is confronted by changes in the business environment that requires constant
adaptation (Wobodo & Oparanma, 2019 cited in Wobodo, Orianzi, & Oko-Jga, 2020).
Organizational adaptability is the ability of an organization to recognise the need to change and
seize the opportunities in a dynamic environment (Schulze & Pinkow, 2020). This will require
the ability to adapt to a changing environment and shift in market conditions (Birkinshaw,
Zimmermann & Raisch, 2016), by altering behavior, structures; and systems in order to survive
(Denison, 2007). Adaptability entails trandating the demands of business environment into
action through the efficient leveraging of existing capabilities while aso creating new
capabilities to ensure future viability (Uhl-Bien and Arena, 2018). Organizations as open systems
exist in the environment that is complex and uncertain. To survive and make profit, organizations
need to adapt continuously to the different levels of environmental uncertainty (Amah &
Baridam, 2012). But according to Sarta, Durand & Verne (2020), not every change is adaptive
and not every adaptive move necessarily increases organizational performance. Sarta et al.
(2020) provided a distinct definition of adaptation, as intentional decision making, leading to
observable actions taken by organization members to bridge the gap between the organization
and its economic and ingtitutional environment. Four characteristics of adaptation are made
evident by this definition; (a) intentional, the decision to react, anticipate or ignore changes is
deliberate and based on awareness of the environment; (b) relational, whereby the organization
and the environment influence each other; (c) conditioned, as dictated by the actions of other
organizations; and (d) convergent, attempting to bridge the gap as informed by the environmental
characteristics. Since environmental conditions are not static, adaptation cannot be viewed as a
one stop process of organizational change but as a continuous process during an organization’s
life cycle. Adaptability has also come to be considered an important response option worthy of
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research and assessment, not simply in order to guide the selection of the best mitigation
policies, but rather to reduce the vulnerability of groups of people to the impacts of change, and
hence minimize the costs associated with the inevitable (Smit & Pilifosova, 2001).

Career Planning and Cor porate Survival

One of the main reasons for a high rate of employee turnover in the present business world was
career planning in most organizations. As argued by Ongori and Agolla (2009), organizations’
failure to develop their personnel leads to career planning challenges which drove the employees
to seek for better job opportunities for their own good. Therefore, an organization whose workers
are frustrated due to career planning is likely to experience significant adverse effects, with the
employees having a high tendency to leave the organization. Foster, Lonial and Shastri (2011)
conducted a study on the effects that employee mentoring programme has on career plateauing
and intentions to turnover among employees. The study, which used Canadian Certified
Management Accountants as subjects, revealed that career plateau is correlated with turnover
intentions. The study further revealed that the workers who had participated in mentoring
programmes had significantly lower plateau tendencies and turnover intentions as compared to
their colleagues who had not attended such programmes. And high employee turnover rate has
been found to have impact on corporate survival. Adewale et a. (2011), investigated the
relationship between employee turnover rate and corporate survival in Nigerian private tertiary
ingtitutions in Ogun State. The study found that talent retention contributes significantly to
corporate survival.

Career planning aso helps to better prepare the employee and the organization for future skill
shortage chalenges. So, if the organization is to survive and prosper in an ever changing
environment, its human resources must be continuously developed and multi-skilled. So, career
planning has now become an essential prerequisite of effective human resource management,
productivity improvement and organizational growth (Gupta, 2008).

In order to ensure corporate survival, organizations have placed emphasis on improving
organizational performance, effectiveness and efficiency through career planning initiatives.
Onukwufor et al. (2018) examined the relationship between career development and
organizational success of government parastatals in Rivers State. Using cross-sectional survey
design, the study found that career identification, career planning and career commitment have
positive relationship with organizational effectiveness and efficiency. Similarly, research by
Lyria et al. (2017) aimed at determining the effect of career management on organizationa
performance of firms listed in Nairobi Securities Exchange found that there is a strong and
positive relationship between career management and organizational performance of those firms.

In the same vein, Obwaya (2012) studied the effect of career development on performance of
public primary schools in Starehe Constituency, Nairobi County, Kenya. The study investigated
the effect of promotion, job mobility, redeployment and continuous learning on performance of
primary schools. The study adopted a descriptive survey research design. The researcher found
out that career development has a positive effect on employee performance in public primary
schools. Further, career progression involves providing opportunities for employees to advance
and develop their careers.
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Based on the foregoing, the study hence hypothesized thus:

Hoi: There is no significant relationship between career planning and adaptability of
multinational oil and gas producing companiesin Nigeria.

METHODOLOGY

The study adopted a cross sectional survey design. As a quantitative study, the primary data
collection instrument utilized was the structured questionnaire. Using the census sampling
technique, responses were solicited from 52 top management staff of the five multinational oil
and gas producing companies in Nigeria selected for the study; out of this number 42
guestionnaire were returned and they were all useful. The test for the reliability of the instrument
was carried out using the Cronbach alpha reliability instrument with a reliability threshold of
0.70. Descriptive statistics was employed for answering research questions through the
individual items in the questionnaire and to guarantee normality in the circulation and measures
of central tendencies (mean scores) and dispersion (standard deviation). Spearman Rank Order
Correlation Coefficients was utilized, a a 5% confidence level, to test the hypothesized
relationships with the aid of Statistical Package for Socia Sciences (SPSS) version 23.0. The
reliability coefficients obtained is as presented in tablel:

Table 1. Reliability Coefficientsfor the Variables

S/No DimensiongMeasures of the study Number of Number of Cronbach’s

variable items cases Alpha
1. Career Planning 5 42 0.703
2 Adaptability 5 42 0.811

Source: SPSS Output
DATA ANALYSISAND RESULTS

Data analysis and interpretation was done using frequency, mean and standard deviation. The
study adopted modified 5 points Likert scale ranging from 5= Strongly Agree (SA), 4= Agree
(A), 3= Neutral (N), 2= Disagree (D) and 1= Strongly Disagree (SD) for the univariate data.

Table2: Response Ratesand Descriptive Statisticsfor Career Planning

Career Planning SA A N D SD Mean  Std

1. My organization provides 24 6 4 5 3 4.02 1.352
career advisory services to
support employees.

2. In my organization, alignment 13 16 3 7 3 3.69 1.278
of employee’s interest and
organization needs, is
considered.
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3. My organization embarks on 20 9 6 4 3 3.93 1.295
multi-skilling of the
workforce.

4. My organization promotes 9 23 5 3 2 3.81 1.018
learning opportunities.

Source: SPSS Output

From Table 2, the data illustrates the response rates and frequency for career planning measured
on a 4-item instrument scaled on a 5-point Likert scale. The data on the first item shows a high
tendency towards agreement as accounted for by the mean score of 4.02 and a standard deviation
of 1.352. Similarly, the 2nd, 3rd and 4th question items with mean scores of 3.69, 3.93 and 3.81
and standard deviation of 1.278, 1.295 and 1.018 respectively also shows a high tendency
towards agreement.

Table 3: Descriptive Statisticsfor Career Planning

N Minimum Maximum Mean Std. Deviation
CpP 42 2.00 4.75 3.8361 .70115
Valid N (listwise) 42

Source: SPSS Version 23.0 Output

Table 3 illustrates the descriptive statistics for career planning with mean scores of 3.8361 and
standard deviation of .70115, indicating that the respondents were on a high tendency towards
agreement.

Table4: Response Ratesand Descriptive Statistics for Adaptability

Adaptability SA° A N D SD Men S

1. My organization responds 16 17 3 1 5 3.90 1.284
appropriately to major shifts in
the oil and gas industry

2. My organization recovers 10 24 3 1 4 3.83 1.124
quickly after an organizational
setback.

3. My organization responds 10 19 2 7 4 3.57 1.291
rapidly to competitive actions
that threaten the company

4. My organization innovatively 23 8 3 4 4 4.00 1.379
identifies potential cost-cutting
and revenue streams
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Source: SPSS Output

Table 4 shows descriptive data on the extent to which Adaptability is a measure of Corporate
Survival. The 1st, 2nd, 3rd and 4th question items with mean scores of 3.90, 3.83, 3.57 and 4.00,
and a standard deviation of 1.284, 1.124, 1.291 and 1.379 respectively, shows a moderate
tendency of the respondents towards agreement.

Table5: Descriptive Statistics for cor porate survival

N Minimum Maximum Mean Std. Deviation
AD 42 1.50 5.00 3.8274 1.01736
Valid N (listwise) 42
Source: SPSS Version 23.0 Output

Table 5 illustrates the descriptive statistics for corporate surviva with mean scores of 3.8274 and
standard deviation of 1.01736, indicating that the respondents were on the agreement range of
the scale which means that there is high corporate survival in multinational oil and gas producing
companiesin Nigeria

Relationship between Career Planning and Cor porate Survival

The bivariate analysis was carried out with answers to the research question and the tests of
hypotheses using Spearman rank order correlation technique. Table 6 shows the result of
correlation matrix obtained for career planning and adaptability which is a measure of corporate
survival. Also displayed in the table is the statistical test of significance (p - value), which makes
us able to answer our research question and generalize our findings to the study population.

Table6: Correlation matrix for career planning and cor porate survival measures

lcp AD
Spearman’'s rho CP Correlation Coefficient 1.000 B79**

Sig. (2-tailed) . .000

N 42 42

AD Correlation Coefficient 679** 1.000

Sig. (2-tailed) .000 :

N 42 42
Sig. (2-tailed) .025 .007

N 42 42

Source: SPSS output version 23.0

Table 6 illustrates the test for the previously postulated bivariate hypothetical statement. The
results show that for:

Research Question
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What is the relationship between career planning and adaptability of multinational oil and gas
producing companiesin Nigeria?

The correlation coefficient (rho) result in Table 6 is used to answer our research question. The
correlation coefficients (rho) indicate that there is a strong positive correlation between career
planning and adaptability. The direction and strength of this relationship is depicted by the rho-
value of 0.679. Therefore, the relationship between career planning and adaptability of
multinational oil and gas producing companies in Nigeria is strong and positive indicative of a
substantial relationship.

Ho: There is no significant relationship between career planning and adaptability of
multinational oil and gas producing companiesin Nigeria.

Furthermore, the relationship is significant at 5% confidence level since p 000< 000. Therefore,
we posit that the null hypothesis is rejected, which entail that there is a significant relationship
between career planning and adaptability of multinational oil and gas producing companies in
Nigeria.

DISCUSSION OF FINDINGS

Based on the result, there is a strong positive correlation between career planning and
adaptability which is a measure of corporate survival, as revealed by the rho value of 0.679. The
relationship is significant at a 5% confidence level, as the p-value (0.000) is less than the level of
significance. This indicates that there is a significant positive relationship between career
planning and corporate survival of multinational oil and gas producing companies in Nigeria.
Therefore, to ensure corporate survival, multinational oil and gas producing companies in
Nigeria should create career planning initiatives that enhance their adaptability. The study of
Onukwufor et al. (2018) supports this finding, where they established that career identification,
career planning and career commitment supports organizational effectiveness and efficiency,
which is an essential recipe for corporate survival. The success and survival of an organization is
dependent on these variables as revealed by both studies.

The study also gives credence to Foster et al. (2011) findings where it was established that career
plateau is correlated with turnover intentions. Thus showing the importance of career planning to
the organization in terms of supporting talent retention, which contributes to corporate survival
asreveaed by the result of the study by Adewale et al. (2011).

That is why many organizations seem to be highly aware of the need to provide an environment
in which the capacity to learn and adapt can be harnessed to benefit the individual and the
organization (Beardwell & Holden, 1997), and that includes multi-skilling of the workforce
through career planning initiatives (Gupta, 2008), to achieve versatility and flexibility to meet
the demands of a dynamic business environment. This further strengthens Antoniu (2013)
argument that career planning leads to the matching of individual and organizational career goals
and for that to be achieved career counselling activities should be embraced and provided to
employees. Organizations must provide, for their employees, environments that enable
professional enhancement and self-esteem.
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CONCLUSION

This study concludes that career planning and corporate survival of multinational oil and gas
producing companies in Nigeria has a significant and positive correlation. Career planning seeks
to provide guidance and encourage employees to fulfil their potentials and ensure better use of
human resources through more satisfied, versatile and productive employees. Therefore, career
planning facilitates the adaptability of the organization to meet changing business needs and this
promotes the survival of the enterprise.

RECOMMENDATION

The study recommends that the management of multinational oil and gas producing companies
should identify and synchronize the individual and organizational career goals, in order to have
well guided career planning initiatives that will guarantee professional enhancement, multi-
skilling, versatility and flexibility of the workforce to support corporate survival.
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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 Sate. The sample size of this study was drawn from the four
hundred and fifty (450) independent petroleum marketers in Rivers Sate. 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 Satistical Tool for Social Science (SPSSversion 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
compl etive advantage.

Keywords. Sustainable supply chain management, economic performance, social performance,
corporate social responsibility, social responsiveness, social responsibility

Introduction

The issue of corporate socia responsibility has garnered a lot of interest both localy and
internationally. However, there has been an age long question as to the classification of what a
socialy responsible action connotes. Earlier scholars like Bowen (1953) argue that “social
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, regiona national and
global communities. Sustainability is a central theme in recent time across and is gaining
attention among severa firms.
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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 lledare (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 indicates to a 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 these tiers of the sector. According to, Alaba and Agbalgjobi (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 fina
product(downstream). Raul, Narkhede and Gardas (2017) listed out the activities of firmsin 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 severa 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 alegations that though an increasing
number of companies pronounce their stand on supply chain social responsibility, via supplier
codes of conduct or corporate socia 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 & Poudineh, 2017; Yeeles & 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, & 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, Peng and Poudineh (2017) noted that a perusal of literature
shows 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 & Coulon,
2019; Wan Ahmad et al., 2016). Hence it becomes vital that we study the downstream sector
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with respect to its performance on supply chain. Therefore, with the revelation of this gap 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 socia responsibility of
petroleum marketing firms in the Nigerian oil and gas industry. Other sub-objectivesinclude:

1) To determine the nexus between economic performance and corporate socia
responsibility.
2) To ascertain the nexus between socia performance and social corporate responsibility

Study Variable and Resear ch Framewor k

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 socia performance
as dimensions. Corporate social responsibility is 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 afunctional relationship depicted below:

SSCMP = Sustainable Supply Chain Management Practices
EP = Economic Performance
SP = Socia Performance
CSRP = Corporate Social Responsibility
SRy, = Social Responsiveness
SR, = Social Responsibility
CSRP = [(EP+SP), where,
EP =(SRi+tSRy).........ennl
Sustainable Supply Corporate Socia
Chain Management Responsibility
Practices
|
Economic Performance Social Responsiveness
Socidl Performance Social Responsibility

Fig.1.1 Conceptua framework of SSCM and CSRP
Source: (Khosroshani et al. 2018; Morrison, 2011)

journals@arcnjournals.org 46 |Page



International Journal of Management and Marketing Systems

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 socia 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 aluded 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 responsihilities to be a
“good neighbor” to society.”

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 trandated 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 indicators to
measure an organizations performance has always been the financia 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.”
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Social performance

Searcy (2013) described social performance as the measurement of socia 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 socia 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
countriesis under scrutiny.

» 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 can 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 socia 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 chainsin
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
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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 aresponsive 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 principles 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 individua employee as a mora agent. In
analyzing the principle of legitimacy we find that society has the right to establish and 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 socia responsibility is dependent on the
organizations duty to act affirmatively foe social wellbeing. Meanwhile, Saniteerakul et al.
(2011) argue that the principle of manageria 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 socia 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 socialy responsible
outcomes.”

Empirical Reviews

Economic Performance and Cor por ate 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. Firmsin the Oil & Gas sector have been known to invest morein all
areas of CSR with an amost 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 Negjati and Ghasemi (2012) showed that the market punishes companies' efforts to improve

journals@arcnjournals.org 49 |Page



International Journal of Management and Marketing Systems

their CSR activities. Yang (2016) attributes this disparity to the time of the analysis, being 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:

Hoi:  Economic performance does not significantly relate with social responsiveness in the
petroleum marketing firms in the Nigerian oil and gas industry.

Ho,:  Economic performance does not significantly relate with socia responsibility in the
petroleum marketing firmsin the Nigerian oil and Gas industry.

Social Performance and Cor porate Social Responsibility

Scholars like (Varsel 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 socia 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 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
(Guaandris et al., 2015; Flammer, 2016; Servaes & Tamayo, 2013). Internal and external
stakeholders in the supply chain include buyers and suppliers, shareholders, customers,
government. Extant literature on socia performance in terms of the relationship with suppliers
shows a dependence on customers/suppliers (stakeholder integration) financial performance
(Zhang & Huo, 2013). In the light of the revelation from literature we therefore hypothesized
that:
Hos: Socia performance does not significantly relate with social responsiveness in the petroleum
marketing firms in the Nigerian oil and gas industry.
Ho,: Socia performance does not significantly relate with socia responsibility in the petroleum
marketing firms in the Nigerian oil and gas industry.

M ethodology

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 socia responsibility was measured using socia 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 marketersin
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,
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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 Socia Science (SPSS
version 22).

Table 1. Summary of Reliability Analysis

SIN Variables Number of items Cronbach’s Alpha Coefficient
1 Economic Performance 4 0.877
2 Socia Performance 4 0.923
3 Socia Responsiveness 4 0.898
4 Socia Responsibility 4 0.912

Source: SPSS output 2020.

Result and Discussion
Ho;:  Thereisno 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 socia 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 rgect the null
hypothesis which states that there is no significant relationship between economic performance
and social responsiveness.

Ho,: There is no significant relationship between economic performance and socid
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)
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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 reect the
null hypothesis which states that there is no significant relationship between economic
performance and social responsibility.

Hos: There is no sdignificant relationship between Social Performance and Socid

Responsiveness
Table 4: Correlation between Social Performance and Social Responsiveness
Socid Socid
Performance Responsiveness
Socia 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 leve (2-tailed)

The result above in table 4 is indicative of avery strong and positive relationship between socia
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 Socia performance and
socia Responsibility.

Hos:  Thereisno significant relationship between Social Performance and Social Responsibility

Table5: 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
socia responsibility.
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Discussion of Findings

The result from the study shows that economic performance is significant and positively related
to social responsiveness an antecedent of corporate socia responsibility. This is consistent with
the position of Sun (2012) who aso found positive relationship between economic performance
and CSR. Again the result revealed a positive and significant relationship between economic
performance social responsibilities an antecedent of corporate social responsibility. This position
isin 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) when
they found that information on firm’s CSR, expressed by Corporate Socia Performance (CSP)
indicators has positive effects on a firm’s attractiveness to job seekers and finaly socid
performance was found to be significant and positively related to socia responsiveness. The
position is consistent with scholars like (Gualandris et a., 2015; Flammer, 2016; Servaes and
Tamayo, 2013 2013) who found that stakeholder influence (an antecedent of socia
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 practices (economic performance and
socia performance and the measures of social corporate responsibility (socia 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

Recommendations
Based on the finding and the conclusion of the study, it is therefore recommended as follows:

1) Petroleum marketing firms should be encouraged to be socially responsible as
the study has shown that it has a positive influence on its stakeholders.

2) Petroleum marketing firms should be socially responsible as this has been
found to be attractive to its stakehol ders

3) Petroleum marketing firms are encouraged to engage in sustainable supply
chain management practices astis would give them a compl etive advantage.
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Abstract: As the domestic market becomes saturated with less opportunity due to globalization and
regional integration, companies around the world are forced to seek for external opportunitiesin order to
remain in business and be competitive. Based on this assertion, this paper seek to examine critically the
internationalization strategies of U.S and Chinese based companies and its implications on local market
behavior of the food and beverage market in Nigeria. We theoretically analyzed this paper from three
strategic stand points such as corporate core values, modes of entry and market entry strategy of these
two economic super powers. The paper revealed that neither U.S nor Chinese Companies does not have
best strategy for internationalization; rather the best strategy depends on several key factors ranging
from the firm international experience, the resources available, nature of the market, competent
personnel to manage overseas marketing operations, economic considerations, strategic goals/objectives,
attitude and orientation of top management and type of product; though the management orientations of
the companies from the two economic super powers differs significantly in terms of corporate core values
and international marketing strategy. The emergence of these two super powers has really impacted
positively on local market behavior in Nigeria’s food and beverage market in terms of improve
technology, knowledge spillover, quality products/services, wealth creation and marketing expertise.
Today Nigeria’s local firms have started going global because of the technology and marketing
knowledge spillover gained from them.

Keywords: Internationalization strategies, Food and Beverage Market in Nigeria, U.S and Chinese
Companies.

1. Introduction

International trade is booming and global competition is intensifying (Kotler & Armstrong,
2010) among nations as aresult of the increasing level of globalization of the world economy
and regional integration. Based on this development many companies of the world have
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realized the fact that their domestic market will inevitably become saturated and no longer as
rich in opportunity; which in the long-run foreign companies will definitely penetrate the
market (Kotler & Armstrong, 2010; Yu & Fu, 2013). It is obvious that domestic firms that
refused to go global, definitely risk the chance of going out of business by losing the home
market to foreign companies or hamper their growth level. Perhaps this reason has induced
many local small and medium scale enterprises to internationalize by becoming transnational
corporations or multi-national enterprises (MNES). That is why today a lot of companies in
the world most especially from the western economies like U.S and Eastern Europe, Latin
American, Asian and African companies are striving to expand into foreign markets to
become more competitive. Among various international companies, the U.S and Chinese
firms were chosen to be the focus of this paper because these two nations are at the front
burner of modern day international marketing.

The U.S economy is regarded as the biggest economy in the world with nominal GDP of
$21.44 billion dollars and followed by China with nominal GDP of $14.14 billion dollars in
2019 (Investopedia, 2020). Initially, China economy was very slow due to a centraly-
planned closed economy but of late, it is the fastest growing economy in the world and
presently threatening to surpass the U.S economy. The reason for the rapid growth of China’s
economy is attributed to the open door policy she adopted in 1992-2001 (Zakic & Radisic,
2017), coupled with financial assistance from the home financia institutions (Benson, 2019)
and specia grants/loans offered to devel oping nations that are in needs; which has paved way
for the fast penetration of Chinese firms expanding into foreign markets (Brunswick Report,
2019). This development has provoked the U.S and other western economies (Zhao, 2018) by
infuriating international trade wars, thereby influencing loca market behavior of host
countries around the world. Some have resorted to increasing international trade barriers to
restrict the influx of these multinational giants to protect infant industries and domestic firms,
while some of the local firms have decided to improve on their product/service offerings or
merge with bigger firms by pooling resources together to compete favorably with them.

The internationalization strategy which has to do with mode of entry and market entry
strategy of these two economic super powers have great implications on local market
behavior in regards to host country prosperity. Their presence, coupled with professional
management practices and international marketing strategies have change the way businesses
are being done in the local market. They provide manageria skills and competence that
improve production and marketing as well as promote export competitiveness in the local
market (Ferdausy & Rahman, 2009). The food and beverage market in Nigeria have realy
benefited from the emergence of U.S and Chinese based firms such as Coca-Cola, Pepsi-Cola
and C-Way Nigeria Drinking water science and technology Co. LTD in terms of value added
services and wealth creation. The progress made so far has helped to groom local firms to
improve product and service quality, distribution, advertising, packaging, pricing and
marketing research. Today, Nigerian food and Beverage firms are beginning to go global by
competing with global brands; a good example is Chi-Limited producer of quality fruit juice
incorporated in 1980 which is currently acquired by U.S multinational giant Coca-cola
(Ishaw, 2017; Uche, 2019). Even in London people can now see made in Nigeria goods in
grocery stores (Uche, 2019).
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Despite the importance of U.S and Chinese based firms’ internationalization strategies and
its impacts on local market behavior of host countries; no study has examined the
comparative analysis of U.S and Chinese based Companies internationalization strategies and
its implications on local market behavior. The only study that attempted to critical compare
the mission statement of these two countries were carried out by Lin, Huang, Zhu & Zhang
(2019). This paper seeks to close this gap.

To facilitate a comparison of U.S and Chinese Companies internationalization strategy, we
looked at their corporate core values by comparing them as well as using the two dimensions
of internationalization strategy such as mode of entry and market entry strategy of these two
economic super powers and its implications on local market behavior of food and beverage
market in Nigeria.

Based on the above objective, this paper seeks to ask the following questions:

= Does the mode of entry and market entry strategy in foreign markets differ between
U.S and Chinese based Companies?

= Does U.S and Chinese firms differ in their corporate core values?

= Does internationalization strategy of U.S and Chinese Firms impacts significantly on
local market behavior in the food and beverage sector in Nigeria?

The findings from these questions raised are also justification of this paper.

2. Literature Review
2.1 The Food and Beverage Market in Nigeria

The drastic decline in crude oil price in the 1980s created room for Nigeria to nose-dive into
recession and this gave rise to plummeted foreign inflows which adversely affected Nigeria’s
capacity to import goods by encouraging local companies to spring up by looking inwards in
exploiting local production for import substitution (Ishaw, 2017). This development brought
about many food and beverage companies including foreign ones into Nigeria’s market in
order to meet local demands. The sector is diverse and has awide range of different products
and production processes that could be grouped into distinct classifications which include;
flour and grain, soft drinks, carbonated water, breweries, starch, food products/eateries, mest,
poultry, fish, tea, coffee, fruit juice, animal feed, sugar, distillers, blending of spirit and
chocolates (Ojo, 1998 as cited in Rosabel, 2018). Perhaps companies like Nigeria bottling
company makers of Coca-cola, Nestle foods, Cadbury Nigeria Plc, Mr Biggs eateries, seven-
up, UAC of Nigeria, Chi-Limited, Nigeria Breweries, Guinness, La cacera, Dangote
flourmill, Rite food and Roya crown cola are mgjor participants in the food and beverage
market in Nigeria. Some of them are foreign owned companies (MNESs), while some are
indigenous companies competing in the market.

2.2 The Concept of Internationalization

Internationalization is perceived to be a dynamic concept with so many dimensions and
interpretations (Welch & Luostarinen, 1988; Dawei, 2008). The concept of internationalization
has been widely been defined as a process that used to increase the involvement of business
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activitiesin foreign markets (Azuayi, 2016). Internationalization involves the process of adapting
exchange transactions and product in such a way that it conforms to the needs of international
markets (Anderson, 1997 as cited in Dawel, 2008). Looking at the various definitions, it is
obvious that internationalization is perceived from two distinct strategic dimensions. One has to
do with mode of entry (i.e how to enter the market) and the other deals with tailoring product to
meet local needs (i.e marketing entry strategy).

Apparently, extant literature on firm’s internationalization process primarily focused on multi-
national corporations expanding abroad to exploit emerging opportunities and gain competitive
advantages (Tsai & Eisingerich, 2014). In an attempt to expand abroad or going into foreign
markets requires incremental processes that need to be carried out by the firm. Perhaps early
theories of firm’s internationalization processes have come up with incremental model of
internationalization (Cuervo-Cazurra, 2010). The incremental model opines that business firms
gradually increase their level of commitment and investment as they strive to gain additional
knowledge about the foreign market they desire to enter through direct experience (Cuervo-
Cazurra, 2010; Tsai & Eisingerich, 2014). This body of research also asserts that business firms
that wish to internationalize, actualy invest initially in geographically close markets (countries)
and later expand into more distance foreign markets (Erramilli, Sivastava & Kim, 1999).

2.3 Internationalization Strategy: Mode of Entry Dimension

Internationalization strategy could be achieved through different mode of entries which include:
exporting, merger and acquisition, joint venture and direct investment (Kotler & Amstrong,
2010; Parlabene, 2012; Azuayi, 2016; Zakic & Radisic, 2017).

= Exporting: Internationalization strategy can be done through exporting to foreign
markets (Kotler & Armstrong, 2010). Companies do export their surpluses from time to
time or it may make active commitment to expand exports to a particular market. Most
firms obviously commence internationalization by using indirect exporting via
collaborating with independent marketing intermediaries that has international marketing
expertise. Perhaps the company can aso resort to direct exporting whereby they handle
the entire export activities themselves (Kotler & Armstrong, 2010).

= Merger & Acquisition: The merger strategy relates to the coming together of two or
more firms about the same size as single new company rather than operating separately;
while acquisition normally takes place when one company out rightly purchase another
company and positioned itself as the new owner (Investopedia.com, 2010).

= Joint Venture: A company can aso internationalize by entering into a foreign market
through joint venturing. This has to do with joining or pooling resources together with
foreign firms to produce or market products or services (Kotler & Amstrong, 2010). They
specifically identified four distinct variants of joint venturing such as; licensing, contract
manufacturing, management contracting, and joint ownership.

= Direct Investment: The largest investment in a foreign market comes through direct
investment which has to do with the development of foreign-based assembly across
national frontiers (Kotler & Amstrong, 2010). Direct investment involves a capital
investment outlay developed across national boundaries in expectation of certain returns
on the invested capital. Perhaps these investments could be perceived in different forms
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in terms of public investment by state and private investment by specific individuals or
groups as well asinvestment firms (Zakic & Radisic, 2017).

24 Internationalization Strategy: Market Entry Strategy Dimension

It is obvious that firms intending to operate in one or more foreign markets must decide to
what extent their marketing strategies and programs are aligned to meet local conditions
(Kotler & Armstrong, 2010). According to them, we have global companies that use
standardized global marketing strategy and adapted global marketing strategy to enter foreign
markets. The issues of standardization and adaptation strategy are increasingly attracting alot
of scholarly attention due to its relevance in international marketing and extant literature
have revealed three mgjor dimensions of market entry strategy such as total standardization,
total adaptation and contingency dimension (Zou, Andrus & Norvell, 1997). Tota
standardization here implies that the same marketing strategy is adopted in mass market
(Samiee & Roth, 1992), while total adaptation has to do with customizing the marketing
strategy to meet individual market needs (Zou, et al., 1997). The contingency perspective
strikes a balance between standardization and adaptation, maintaining that the extent of
standardization or adaptation depends on the internal and external environmental factors
influencing the organization (Jain, 1989; Zou & Cavusgil, 1996).

2.5 Comparison of U.Sand Chinese-Based Companies Cor porate Core Values

It has been revealed in extant literature that U.S and Chinese Companies does not share the
same corporate core values. The reason is that the nature of American and Chinese
Companies are perceived to have different corporate background in terms of ownership
structure (Lin, Huang, Zhu & Zhang, 2019). They went further to say that majority of
Chinese firms highlighted on the fortune 500 Lists are mainly state-owned enterprises, while
majority of American fortune 500 firms are privately owned.

However, the mission statement of Chinese firms have societal orientation and basically
focused on the socia roles of the organization to the society at large, while American firms
core values pay more attention to the satisfaction of esteem customers and partner
relationships (Lin, et al., 2019). From the above premise, it therefore means that Chinese
firms concern for her esteem customers is low as well as products and service offerings but
gives major attention to the host government, while the case is quite different for American
firms by giving more regards to customers by creating value for them with quality products
and services.

2.6 Comparison of U.S and Chinese-Based Companies Mode of Entry in Foreign
Market

The expansion of business across national frontiers allows firms to pursue growth
opportunities which are unavailable in the home market and this could be done through
different entry modes as discussed in sub-section 2.3 above. Based on the conceptualization
of entry mode, we are going to compare U.S and Chinese Companies mode of entry in
foreign markets.
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2.6.1 American Companies M ode of Entry

American firms in their relationship with European firms that the likelihood of acquisition is
decrease if the European partner is located outside the U.K, since it is the country with the
least American cultura distance (Mc Naughton, 2001). But he found that the likelihood of
joint venture is increased. Based on the above premise, it is obvious that American firms
prefer joint venture arrangement when the foreign market they want to enter is more
uncertain. Thiswill help to provide relevant information about the market they want to enter
and ownership control (Calegario, Houston & Bruhn, 2015). Perhaps acquisition by
American companies in this case is not desirable because of the financia risk involved and
difficulty in understanding local knowledge. But if the American firm has full knowledge and
experience in the host country, they prefer acquisition entry strategy. This is exactly what
happened when Coca-cola out rightly bought over Chi-Nigeria limited a strong global player
of fruit juice soft drink market.

2.6.2 Chinese Companies M ode of Entry

When going abroad Chinese companies are more flexible in the sense that they use different
strategies in different circumstances (Zakic & Radisic, 2017). It has been reveded that
majority of private Chinese firms and entrepreneurs when internationalizing prefer to acquire
foreign firms or merge with foreign ones than concentrating in the local market (Zakic &
Radisic, 2017). However, among the prioritized investment abroad, Chinese companies
prefer export and sales outside china seconded by merger and acquisition entry strategy to
internationalize their operations overseas (Brunswick report, 2019). Most of the Chinese
companies that adopted merger and acquisition are investing in mining, oil and gas, electrical
energy sector, while investors in the automobile and machinery and equipment entered
through the Greenfield investment strategy (Frisehtakc & Soares, 2013). According to them,
merger and acquisition offer afast route for Chinese companies looking to enter most foreign
markets. The global financia crisis created new opportunities for Chinese companies to
acquire significant stakes in large financialy distress European natural resources companies
and American companies (Zakic & Radisic, 2017).

2.7 Comparison of U.Sand Chinese-Based Companies Market Entry Strategies

The most vital and challenging decision facing companies when deciding to market across
international frontiers is the extent to which those operations will be the same
(standardization) or different (adaptation) from their domestic ones (Hise & Choi, n.d).
Companies from different countries have their respective challengesin terms of entry barriers
in foreign markets due to economic forces, legal restrictions, geographical forces, political
considerations and socio-cultural differences like culture and language. In this case we are
going to look at U.S and Chinese firms entering foreign markets. The question is; can they
apply the same market entry strategy in a given market? The answer is not far-fetched as we
are going to discuss each of their market entry strategies and the situations that call for a
given strategy in order to ascertain if actually they employ same strategy in foreign markets.
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2.7.1 U.S-Based Companies Market Entry Strategy

The decision for U.S based companies to enter a specific foreign market or group of foreign
markets by using standardization, adaptation or contingency strategy depends on the type of
product, the market, available resources, economic conditions, strategic goals/objectives,
atitude and orientation of top management, availability of competent personnel to run
overseas marketing operations and international marketing experience (Hise & Choai, n.d;
Douglas & Craig, 1989). It has been reveded that American companies have strong
preference for standardization strategy due to the overwhelming benefit of minimizing cost
and profit maximization (Hise & Gabel, 1995). According to Blue Back Globy (2018) that
historically, the strategic orientation of many U.S companies was to reduce operational cost.
However, U. S companies also deploy adaptation strategy when entering overseas market
that has huge cultural difference with them like countries in Asia such as China, Japan,
Singapore and India as well as some countries in Europe such as France, Spain, Portugal,
Germany and Italy etc. For example, when U.S firm Coca-Cola attempted to enter Chinese
market in 1928, they find it difficult to brand their name in Chinese language because of
cultural difference. In a similar study by Kacker (1972; 1976 as cited in Hisel & Choi, n.d)
discovered that 45% of U.S.A firms reported significant modifications of products marketed
to India Brand names are expected to be modified carefully in order to relate with local
consumers as in the case with Coca-Cola Company in Chinese market. Perhaps cross-cultural
translation of a brand name in both content and context needs to be properly aligned in order
to be attractive or appeal to the local market as well as projecting the global image of the
brand (Alon, Littrel & Chan, 2009).

Despite the adoption of adaptation strategy by U.S based Companies in some foreign
markets; they are more prone to using standardization strategy to penetrate foreign markets;
though some adjustments are necessary due to language and cultural differences. According
to Levitt (1983) some U.S based companies have already taken absolute advantage of a
robust global market entry strategy to become global players. He further stated that American
companies had the impression that advanced technology in regards to communication and
transportation has homogenized the markets around the world; as such, global consumers
have emerged that seek more of high quality product at low prices. Ohmae (1985) re-
affirmed the above claim that consumers’ taste and preferences in terms of demand has
become relatively homogeneous; therefore firms must not be worried about the differences
(heterogeneous) in cultures, economies, and political system across international frontiers but
should view the world as a single global market. This perception is being embraced by
majority of American Companies going global.

Furthermore, in the aspect of the type of product, Boddewyn, Soehl and Picard (1986)
provided a longitudinal study of five years interval from 1973-1988 of the standardization
and adaptation strategies of U.S manufacturers of consumers’ durables, non-durables and
industrial products doing business in the European community and discovered that magjority
of the respondents attested that standardization strategy is the predominant strategy for U.S
base Companies in all categories of products. In addition, Hise & Gabel (1995) and Hise &
Choi (n.d) in their studies found out that majority of American Companies including food
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and beverage companies in overseas operations were adopting the same customer service
strategies in their overseas markets as they were using same domestically, instead of the
expected adaptation configuration. The reason is that they believe that standardized
marketing mixes deployed in their domestic market is more effective and executives believe
that it will help their products to gain fast penetration easily at least cost with higher profit
margin than incorporating adaptive strategy that could give rise to incremental cost, thereby
reducing profit (Hise & Choi, n.d).

2.7.2 Chinese Based Companies Market Entry Strategy

The predominant market entry strategy adopted by Chinese based Companies is adaptation
strategy i.e customization. The reason is that China does not share the same or similar
language and culture with maority of her trading partners most especially countries in
Europe, America, Africa and part of Asia. Given that Chinese and English originated from
different historical roots, Chinese firms or brands entering foreign markets are likely to face
marketing communication challenges; hence will require adaptation strategy (Alon, et al.,
2009). It has been observed that adaptation strategy attracts incremental cost but China has a
strong competitive advantage in terms of lower costs in production, marketing and post sales
services (Micheli & Carrillo, 2015). Chinese Companies have the impression that the
international market is highly heterogeneous with diverse cultures, as such they restructure
the organization and products through adaptation (customization) to meet local demand in
each targeted segment. The product could be the same for each market segment but the
communication might need adjustment due to language barrier (communication adaptation),
while in some cases the product requires adaptation with same messages across the targeted
market segment (product adaptation). According to Micheli & Carrillo (2015) in their study
opines that the general rule of most Chinese Companies is that if the work order require a
major technological change in a product that the host country office cannot handle, then the
country of origin office takes over the restructuring (dual adaptation/invention). One
interesting issue about Chinese based Company success abroad is that they take time to study
the market conditions and behaviors of the host country in order to gain local knowledge
before investing in such country (Brunswick Report, 2019).

2.8 ItsImplicationson Food and Beverage Market in Nigeria

The U.S and the Chinese Companies internationalization strategies have realy impacted
positively on local market behavior in developed and devel oping economies like the food and
beverage market in Nigeria. Perhaps several articles have been written on how firms from
these two economic super powers exercise dominance over loca firms in Nigeria A close
analysis reveals that Nigeria food and beverage market is sub-divided into severa
classifications as discussed in preceding sub-heading and in each sub-sector has market
leaders dominating the sector and most of the market leaders are multinational corporations
doing business in Nigeria with head office in the country of origin.
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However, the U.S Companies in Nigeria have impacted positively to the local market in the
sense that the companies have created over 3million jobs and generated N1.4 trillion nairain
revenue (Adesoji, 2020). Over 66% of U.S based Companies have identified Nigeria as a
regiona hub for their international operations in West Africa and they have a local content
target which reflects in areas such as products, people and supply chains (Adesoji, 2020).
Good examples of such U.S Companies are Coca-cola Company and PepsiCo Food
Company makers of Pepsi-Cola. Obviously, Coca-cola and PepsiCo often bring better and
more advanced products into local markets in Nigeria and local companies producing soft
drink must meet up the competition by producing quality soft drinks to remain in business. It
therefore means that the emergence of Coca-Cola Company and PepsiCo Company has made
alot of locally produced soft drinks to improve in quality, thereby help in building export
competitiveness for local firms. Today Chi-Limited an indigenous soft drink manufacturer
has become a global player by penetrating the West African market with quality fruit Juice
(Ishaw, 2017) and Coca-cola seeing their progress level bought 40% stake in the company
and finally bought over the company (Ojekunle, 2019). Another practical example of local
firm that has gained knowledge and marketing skills from global firms is La Casera soft
drink; an indigenous brand penetrating Nigeria’s market by competing with global brands
like Coca-cola and Pepsi-Cola. In fact, U.S Companies have helped local companies in the
food and beverage market to advance their method of doing business with better technology
by creating value for their esteem customers.

More so, the Chinese companies are not left behind in the sense that their emergence in
Nigeria’s food and beverage sector has impacted positively on the local market by offering
solutions to basic Nigeria problems, thereby creating value in return (Benson, 2019). The
investment of Chinese companies in Nigeria worth over $20 billion dollars and still counting
and they have created millions of jobs to Nigerians (Odutola, 2019). It was revealed that
scores of Chinese businesses dominate the retail segment of the Nigeria’s market in various
part of the country such as, C-Way water, Viju milk, Chinese restaurant, Golden Imperia
Chinese Cuisine, Golden gate, Oasis Bakery al in Lagos and many part of Nigeria are
enjoying tremendous patronage from the local market (Odutola, 2019). Among al C-Way
water is the predominant Chinese brand in Nigeria that has penetrated the local market,
though the brand was introduced 1999 when the water market in Nigeriais already saturated
(Liaxing, 2013; Benson, 2019). Despite the late entry, the company has revolutionized the
water business in Nigeria by providing safe hygiene water for Nigeria consumers and help to
improve people’s lives. The Sanitized C-Way water products have gradualy changed the
drinking habits of Nigerians. Today we have alot of quality water in Nigeria as competitors
have flooded the market including local firms.

Finally, in spite of the positive implications of these two economic super powers, there are
negative implications as well. The presence of U.S and Chinese Companies
internationalization strategies in food and beverage market in Nigeria means that some of
these local firms that have gained prominence in the market could be acquired by these
multinational because they have the financial resources to buy them over, thereby killing
indigenous firms. These companies often edge local firms out of the market because they sell
better products and these products are often cheaper than those of local competitors.
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3. Conclusion

The objective of this paper is to critically examine the internationalization strategies of U.S
and Chinese based Companies and its implications on local market behavior of food and
beverage market in Nigeria. We theoretically analyzed this paper by using three strategic
stand points to make a comparison between U.S and Chinese based Companies
internalization strategies such as corporate core vaues, mode of entry and market entry
strategy and found out that these strategies are significantly different when it comes to
internationalization of firms. Perhaps the paper reveds that there is no best way to
internationalize; the best way depends on the firm international experience, resources
availability, economic considerations, strategic goals/objectives, attitude and orientation of
top management, availability of competent employees to manage the international operations,
nature of the market and type of product. The U.S and Chinese Companies virtually adopted
the same mode of entry strategies and same market entry strategies but Chinese Companies
adopt customization strategy more frequently than U.S Companies due to their corporate
ideology about the global market. The Chinese Companies perceived the world to be
heterogeneous entity with diverse cultures and demands, while the U.S companies view the
world as a single global market with homogeneous customers’ demand.

However, despite the internationalization strategy adopted by these two economic super
powers, the literature made us to understand that their emergence in Nigeria’s market has
really impacted positively on the loca market behavior, especially within the food and
beverage market. One of the magjor positive impacts is the issue of technological spillover in
the sense that the technological base of our local firms in the food and beverage sector has
improved significantly by way of producing quality products and services with best global
corporate practices which in turn increases their export competitiveness as well as provides
millions of jobs for Nigerians by way of reducing poverty. This paper also reveals that apart
from the positive impacts, there are negative implications in regards to the presence of these
super powers in Nigeria’s food and beverage market because some of these local firms that
have gained prominence over the years in the market could be acquired by these
multinational, thereby edging them out of the market. In addition, infant industries like
majority of our small and medium scale enterprises will suffer because they lack the financial
strength to compete with them.

Therefore, we conclude that apart from the sound international business models being
practice by these two economic super powers, the secret to their success rest on innovations
through research and development coupled with strong financial system that provide funds to
assist international business and entrepreneurship. Thus, the government of Nigeria should
adopt same by encouraging our financial institutions to adequately support large, small,
micro and medium scale businesses as well as entrepreneurship in order to boost Nigeria
foreign direct investment abroad to improve our international marketing competitiveness and
foreign earnings and not to play politics with it.

journals@arcnjournals.org 65|Page



International Journal of Management and Marketing Systems

References

Adesoji, B.A. (2020). U.S companies in Nigeria created over 3million jobs, generated N1.4

trillion
naira revenue. American Business Council. Retrieved from www.google.com [assessed
on 18" May, 2020].

Alon, I, Littrel, R.F., & Chan, A.K. (2009). Branding in China: Global product strategy
alternatives. The Multinational Business Review, 17: 4.

Azuayi, R. (2016). Internationalization strategies for global companies: a case study of Arca
Foods. Journal of Accounting & Marketing, 5:4.

Benson, E.A. (2019). A look at the secret behind Chinese companies’ success in Ngeria.

Retrieved
from www.google.com [assessed on 18" May, 2020].

Blue Back Globy (2018). American companies expanding overseas. trend or necessity. Global
Expansion, International Business, New Markets, Outsourcing. Global USA.

Boddewyn, J.J., Soehl, R. & Picard, J. (1986). Standardization in international marketing: is Ted
Levitt in fact right? Business Horizons, November-December, 6-12.

Brunswick Report. (2019). New perceptions of China going global. Retrieved from
www.google.com [assessed on May, 2020].

Calegario, C.L, Houston, J.E., & Bruhn, N.C. (2015). Foreign market entry strategies in the

United

State/European union agribusiness trade context. International Journal of Food and
Agricultural Economics, 3(3),47-61.

Cuervo-Cazurra, A. (2010). Internalization Process. In Kellermanus, F. & Mazzola, P. (Edition).
Hand book of Strategy Process Research Northampton. MA,. Edward Elgar. Retrieved
from www.google.com. via Researchgate [assessed on 26" May, 2020].

Dawel, G. (2008). Internationalization and entry strategy of enterprises. a case study of Chinese
firm: Huawel. Dissertation for the Award of Masters in International Marketing. School
of Business and Engineering, University of Halmstad.

Douglas, S. P., & Craig, C.S. (1989). Evolution of global marketing strategy: scale, scope, and
synergy. Columbia Journal of World Business, Autumn, 47-58.

Erramilli, M .K., Sivastava, R., & Kim, S.S. (1999). Internationalization theory and Korean
Multinationals. Asia Pacific Journals of Management, 16(1),29-45.

Ferdausy, S., & Rahman, S. (2009). Impact of multinationals on developing countries. The
Chittagong University Journal of Business Administration 24: 111-137.

Frisehtak, C., Soares, A., Conor, T., Leite, J.D., & Muniz, L.G. (2013). Chinese investment in

Brazil

from 2007-2012: A review of recent trends. Chinese-Brazil Business Council.
Hise, R.,, & Chai, Y, (n.d). Are U.S companies employing standardization or adaptation
strategies
in their international markets? Journal of International Business and Cultural Sudies.
Hisel, R.T., & Gabel, T. (1995). Customer services as a strategic weapon in international
operations. Journal of Global Marketing, 8(34),151-170.
Investopedia. (2020). The top 20 economies in the world. Retrieved from www.google.com.
[assessed on 20™ May, 2020].

journals@arcnjournals.org 66| Page



International Journal of Management and Marketing Systems

Investopedia.com (2010). The basic of mergers and acquisitions. A Division of Value click, Inc.
p.1-15. Retrieved from www.google.com. [assessed on 28" May, 2020].

Ishaw, L. (2017). The growth and impact of the Nigeria food and beverage sector. Marketing
Space 2016-2019. Retrieved from www.google.com. [assessed on 12" May, 2020].

Jain, S.C. (1989). Standardization of international marketing strategy: some research
hypotheses. Journal of Marketing, January, 53:70-79.

Kotler, P., & Armstrong, G. (2010). Principles of Marketing. 13" Edition. Pearson Global
Publishers New Jersey, USA.

Levitt, T. (1983). The globalization of the markets. Harvard Business Review, May-June, 61:92-
102.

Liaxing, L. (2013). China daily Africa: company adds tea and milk to water. Retrieved from
www.google.com. [assessed on 18" May, 2020].

Lin, Q., Huang, Y., Zhu, R., & Zhang, Y. (2019). Comparative analysis of mission statement of
Chinese and American Fortune 500 companies: A study from the perspective of
linguistics. Sustainability, MDPI, 11:4905.

Mc Naughton, R. B. (2001). The export mode decision making process in small knowledge-
intensive firms. Marketing and Intelligence Planning, 19(1),12-20.

Micheli, J., & Carrrillo, J. (2015). The globalization strategy of a Chinese multinational: Huawel

in

Mexico. Retrieved from www.google.com [assessed on 13" January, 2019].

Odutola, A. (2019). How the Chinese are taking over Nigeria’s economy. Nairametrics (online).
Retrieved from www.google.com [assessed on 20" May, 2020].

Ohmae, K. (1989). Managing in a borderless world. Harvard Business Review, May-June, 152-

61

Ojekunle, A. (2019). Soft drink giant, coca-cola takes full ownership of Nigeria’s Chi-juice
company. Business Insider by Pulse. Retrieved from www.google.com [assessed on 16™
May, 2020].

Parlabene, L. (2012). Market entry strategy for the global market place: competing in the
Chinese market on the example of Volkswagen. 9™ edn. Mc Graw Hill Higher Education.

Rosabel, U. (2018). Quality management practices and performance of food and beverage firms
in Port Harcourt. International Journal of Advanced Academic Research Social &
Management Science, 4:1.

Samieg, S., & Roth, K. (1992). The influence of globa marketing standardization on
performance. Journal of Marketing, 56(1),1-17.

Tsai, H., & Eisingerich, A.B. (2010). Internationalization strategies of emerging markets firms.
California Management Review 53 (1), 114-135.

Uche, E. U. (2019). The Nigeria’s soft drink market: what you need to know. Retrieved from
www.google.com [assessed on 17" May, 2020].

Yu, L., & Fu, Y. (2013). Successful entry strategies on the Chinese market. A case study of a
Swedish Industrial company: SKF. Masters Program in Industrial Marketing. Halmstad
University, Sweden.

Zakic, K. & Radisic B. (2017). Strategies of Chinese companies when entering global markets.
21% International Scientific Conference on Economics and Social Development.
Belgrade, Serbia, 18-19 May.

Zhao, Y. (2018). The Chinese policy on overseas foreign direct investments. approaches and

journals@arcnjournals.org 67 |Page



International Journal of Management and Marketing Systems

Limits in Brazil. Sao Paulo. Retrieved from www.google.com [assessed on 14" January,
2019]

Zou, S., Andrus, D. M., & Norvell, D. W. (1999). Standardization of international marketing
strategy by firms from developing country. International Marketing Review, 14(2),107-
123.

Zou, S., & Cavusgil, S.T. (1996). Global strategy: areview and an integrated conceptual
framework. European Journal of Marketing, 30(1),52-69.

journals@arcnjournals.org 68| Page



International Journal of Management and Marketing Systems
ISSN: 2384-537X, Volume 13, Issue 9, (March, 2021) pages 69 - 81
WwWw.arcnjournals.org

ARCN Journals

Alrica Research Corps Nebwerk

Publication &k Research

Cognitive Satisfaction and Employee Per for mance of
Telecommunication Companiesin Rivers State, Nigeria

Dr.J.M.O. Gabriel & Wosu Augusta

Department of Management, Faculty of Management Sciences, Rivers State University, Port-
Harcourt, Nigeria

Abstract: This study investigated the relationship between cognitive satisfaction and employee
performance of telecommunication firms in Rivers Sate, Nigeria. The study had a population figure of
three hundred (300) employees of telecommunication firms in Rivers Sate, Nigeria. Taro Yamane’s
formula was used to determine the sample size of one hundred and seventy-one (171). The Bowley
formula was used to distribute the structured questionnaire to the six different telecommunication
companies in Rivers Sate. The employees responded via the 5- point likert scale. The test for hypotheses
was done using Spearman’s Rank Order Correlation Co-efficient aided with Statistical Package for
Social Science version 23.0 which was used to determine the strength, direction and linear association
between the study variables. The findings revealed that cognitive satisfaction has a positive and
significant relationship with employee performance of telecommunication firms in Port Harcourt,
Nigeria. The study concludes that cognitive satisfaction positively and significantly influences employee
performance of telecommunication firms to a very high extent. Therefore, the study recommends that
management of Telecommunication companies should encourage employees that believe in their sense of
judgment, values, work role and behaviours with connection to the work.

Keywords: Cognitive satisfaction, Employee performance, task and contextual performance.

INTROCDUCTION

The most precious asset to an ingtitute is its employee, so retaining employees in their jobs is
necessary for all organizations (Ng“ethe, Iravo & Namusonge, 2012). The employees are
regarded as the major business resources that facilitate the daily activities and operations of an
organization. Many organizations have now recognized that human resource play an important
role in gaining a competitive advantage in today’s highly competitive global business
environment (Maicibi, 2012). Many scholars and practitioners believe that well written and
sound human resource policies result in better level of job satisfaction which ultimately improves
organizationa performance (Applebaum, Bailey, Berg & Kalleberg, 2000). It is therefore; very
important to understand what makes human resources satisfied in knowledge enterprises for
performance to be realized. Organizations that examine their human resource needs are more
likely to succeed in devising appropriate human resource polices for their staff as compared to
those that do not analyze their human resource needs. Similarly, Oluwafemi (2010), asserted that
organizational effectiveness and efficiency depends on how effective and efficient the employees
in the organization are. Employer’s ability to comprehend employee’s satisfaction as it relates to
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schedules and daily responsibilities will impact greatly on employee productivity and
performance. Spector (1997) as cited by Qasim, Cheema & Syed, (2012) maintains that
analyzing employee satisfaction or needs offers a better picture on how strategies and policies
should be devised, which makes it pertinent in drafting appropriate human resource policies, thus
satisfactions and increasing organizational performance.

The term “employee performance” signifies individual’s work achievement after exerting
required effort on the job which is associated through getting a meaningful work, engaged
profile, and compassionate colleagues/employers around, Karakas (2010) as cited in (Pradhan
and Jena, 2017). Employee work performance has aways been a maor chalenge in
organizational management and adopting effective ways to motivate employees to achieve and
deliver higher job performance as well as increase the organizational competitivenessisthe main
objective of every business organization (Lee & Wu, 2011). Employees are the most valuable
resource to any organization and it is important that they perform optimally. It trandates into
good service delivery and interaction which affect every area of the firm. To achieve this, firms
need to make policies that will encourage employee performance. The demand of an
organization’s service depends on the level of quality service received by the customers.
According to Mowday, Porter and Steers (2013), most employees of today have a high degree of
job dissatisfaction which create attitudes that are undesirable on the job and in turn degenerate
their performance ability and that of their working place as well.

Therefore, Lazarus and Folkman (1984) defined cognitive appraisal as an evaluative process that
reflects a person’s subjective interpretation of an event. Individuals may evaluate a negative life
event differently on the basis of their perception of situational demands of the stressors in
relation to their persona coping resources. The negative life event may be perceived as a threat
(seeing the events as threatening to life), a harm (seeing the events as damaging to life), or a
challenge (seeing the events as an opportunity for growth). A few studies have examined the
associations between people’s appraisals of a negative life event and their adjustment out comes.
For example, threat appraisa and challenge appraisal were positively associated with
Posttraumatic growth.

Cognitive satisfaction on the other hand, is the positive emotional feeling state resulting from an
employee’s job experience (Parker, 2008). It involves people’s attitudes, feelings or thoughts
towards their organization, work, and workers, (Beer, 1964 as cited by Saleen, Mgeed, Aziz &
Usman, 2013). Positive and favourable attitudes towards the job depict job satisfaction, whereas
negative and unfavorable attitudes towards the job depict job dissatisfaction (Qasim et al. 2012).
Managers ought to understand how their workers feel and perceive their work conditions, in
order to devise appropriate human resource policies and realized the best out of them. In service
institutions, human resource management is a very critical component in realizing organizationa
goals. This is because the performance of such organizations is largely based on people’s skills,
talents and levels of experience, unlike the production industry which is largely based on
mechanized systems to achieve performance.
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This study was also guided by the following resear ch questions;

I How does cognitive satisfaction influence task performance of telecommunication
firmsin Rivers State, Nigeria?

ii. How does cognitive satisfaction influence contextual performance of
telecommunication firms in Rivers State, Nigeria?

Employee
Performance

A 4

Cognitive Satisfaction

Task
Performance

Contextud
Performance

Figure 1.1: Conceptual Framework of Cognitive Satisfaction and Employee Performance

Sour ce: Researcher’s conceptualization (2020).

LITERATURE REVIEW

Theoretical Foundation
The theoretical foundation or baseline theory for this study was anchored or drawn from the

affective event theory. This theory going by Thompson and Phua (2001) was developed by
Psychologist Howard and Cropanzano to explain how emotions and moods influence job
satisfaction. The theory explains the linkages between employees’ internal influence-cognitions,
emotions, mental states etc., and their reactions to incidents that occurs in their work
environment that affect their performance, organizational commitment, and job satisfaction
(Wegge, Van Dick, Fisher, West and Dawson, 2006). The theory further proposes that affective
work behaviours are explained by employee mood and emotions, while cognitive-based
behaviours are the best predictors of job satisfaction. In addition, the affective events theory
emphasized that positive-inducing and negative-inducing emotional incidents at work are
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distinguishable and have a significant psychological impact upon employees’ job satisfaction.
This resulted in lasting interna and external affective reasons exhibited through job
performance, job satisfaction and organizational commitment.

According to Rolland and De Fruyl ( 2003), their research findings on personality in support of
affective event theory shows that there are a number of factors that influence the theory. These
are consciousness, agreeableness, neuroticism, openness to experience, and extraversion. Finaly
performance feedback has been an important influence on employee affect. The type of feedback
on performance provided by managers can affect employee performance and job satisfaction. It
is clear from the explanation given by these scholars or researcher that, affect event theory has
strong connection or link with cognitive satisfaction and employee performance in the
organization.

Employee Performance

Employee performance has always been an important concern for managers of organizations
(Kelidbari, Dizgah, & Yusefi, 2011). Similarly, employee performance is key edifice of an
organization, therefore aspects that place the grounds for high performance must be scrutinized
critically by the organizations for them to succeed (Abbas & Y agoob, 2009). According to Lioa,
Lu, Huang and Chiang (2012), in a study titled —The effects of internal marketing, job
satisfaction and service attitude on job performance among high-tech has always been regarded
as an important item in organizational management which defined job performance as workers’
total performance in meeting the anticipated worth and achievement of tasks under the procedure
and time requirements of the organization. Ahmad and Khurram (2011), also argue that
employee performance symbolizes the broad belief of the personnel about their behaviour and
contributions towards the achievement of the organization. According to Ahmad and Shahzad
(2011), apparent employee performance embodies the whole belief of the employee about their
conduct and contributions to the accomplishment of the organization and further stated that
compensation practices, performance evaluation and promotional practices as a determinant of
employee performance. Similarly, Anitha, (2013) defined employee performance as an indicator
of financial or other outcome of the employee that has a direct connection with the performance
of the organization as well as its achievement, further revealed that working atmosphere,
leadership, team and co-worker relationship, training and career development, reward
programme, guidelines and procedures and workstation wellbeing as well as employee
engagement are major factors that determine employee performance.

Employee performance has been defined as the degree to which an employee executes the duties
and responsibilities. Therefore, employee performance has been related to outcomes, results and
accomplishments by candy and collective efforts and behaviours relevant to organizational goals,
which are controlled by the employees. Researchers like Richard and Morrison in their study,
however explained the concept of employee performance from a different perspective.
According to their observation, employee performance cannot be defined in general performance
criteria and it can be explained only in the context of organizational situations and perspectives.
Scholars like Nyberg, Pieper and Treor and others have aso related the employee performance
issues to the organization culture. Richardson and Beckham in their studies on employee
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performance issues in Canadian banking industry have noted that organizational performance
framework plays important role in influencing employee performance. According to them, such
performance framework includes opportunities of career growth, learning, cultural facilitators
efc.

Task performance

Task performance is a contractua understanding between a manager and a subordinate to
accomplish an assigned task (Pradhan & Jena, 2017). Task performance focuses on performing
role prescribed activities, downtime on lateness, tardiness, and absence or broadly the negative
pole of time on task, interpersonal on helping others, teamwork ratings, and pro-social behaviors
and finally, destructive behaviors on compliance with rules (or lack of it), violence on the job,
theft and other behaviors counter-productive to the goas of the organization (Koopmans,
Bernaards, Hildebrandt, de Vet, & Van der Beek, 2014). Therefore, task performance as the
behavior that is directly linked to completion of the job. Task related behaviors contribute to the
technical core of the organization. Behavior in the domain of task performance is usualy
recognized as a formal requirement of an individuals’ job. Job description often explicitly
stipulates that the job holders must perform these activities. Task performance refers to the
patterns of behaviors that are directly involved with all procurement of documentations until the
returning of final outcomes by the employees and in producing goods or services that provide
indirect support for the organization’s core management and technical processes. Many
researchers have identified the disruptive effect of different stressors on the task performance by
the interruption on tasks with annoyance and anxiety (Bailey, Konstan, & Carlis,
2001). Employees are under a great deal of stress and due to many antecedents of stress such as
overload, role ambiguity, role conflict, responsibility for people, participation, lack of feedback,
keeping up with rapid technological change, being in an innovative role, career development,
organizational structure and climate, and recent episodic events; one of the affected outcomes of
stressis on task performance accordingly on job performance (Bashir & Ramay, 2010).

Contextual Performance

Contextual performance refers to the task and interpersona behavior instruments are therefore
considered. This means only behaviors that support the organizational, social and psychological
environment were tested (Koopmans, Bernaards, Hildebrandt, de Vet, & van der Beek, 2014).
Nevertheless, these existing scales show several limitations (Koopmans et al., 2014), which this
study hopes to remedy by adding work engagement as another tool for measuring employee job
performance. Therefore, employees that are engaged with their jobs have a low turnover
intention level and a high job performance quality (Karatepe & Ngeche, 2012). Contextual
performance can be defined or seen as an individual’s performance, which maintains and
enhances an organization’s social network and the psychological climate that supports technical
tasks. Furthermore, they explained that contextual performance includes activities that may not
represent formal work tasks, although they <till make an important contribution to the
effectiveness of an organization.
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According to Latifi (2012), Contextual performance is when an employee helps his/her
colleagues voluntarily and spends more time and effort to fulfill his’her responsibilities better. It
is actually aform of a voluntarily behavior which is beyond the content of job description. This
behavior is intended, not prescribed, and an individua is satisfied by showing it. Contextua
performance actually shows employees’ tendency to participate and interact with other members
of the organization. Van Scatter & Motowidlo’s model is used to measure performance.
According to this model, Contextual performance consists of two different behaviors which
include: behaviors facilitating interpersonal relationships, and behaviors related to job
dedication. Porter, Bigley, & Steers’s (2003) conducted a survey or research which shows that
creating an attractive working environment increases employees’ contextual performance and
commitment; thiswill finally lead to increase job utility.

Cognitive Satisfaction

Cognitive satisfaction is satisfaction that is based on a more logical and rational evaluation of the
job conditions. Satisfaction is an appraisal based on comparisons which do not rely on emotional
judgments, but instead are evaluations of conditions, opportunities, or outcomes. Job satisfaction
scales which reflect job cognitions include questions about the nature of the job, the working
conditions, and the opportunities to satisfy important needs. The questions ask for appraisals of
the job, not descriptions of the feelings. The relationship between job satisfaction and cognitive
factors is very strong. Job satisfaction stands on two important aspects they are, affective and
cognitive factors. The present study concentrates only on cognitive factors which are related to
autonomy, liberty and freedom in decision making given to the employees by the employer.
Cognitions are often characterized as the content of thoughts or beliefs about an attitude object or
statement of fact in question, usually in comparison to a standard or expectation (Samson and
Nagendra Babu, 2017).

According to Samson and Nagendra (2017), cognitive factors are related to autonomy at work
place. Usually, the people oriented business that is demand more of autonomy at their work place
and they give less importance to emotions. The technically qualified employees demand more of
liberty and autonomy at the work place, and if they feel that they have been deprived of this it
results in absenteeism and may lead to turnover. Therefore, the companies must give due
importance to cognitive factors related to job satisfaction.

Relationship between Cognitive Satisfaction and Employee Performance

Following review of literature, several studies have been conducted or carried out on job
satisfaction and employee performance in so many contexts. It has also been conducted on job
satisfaction and other study variables.

Empiricaly, a survey conducted by Rose, Kumar and Pak (2011) that was aimed at observing
the connection between job satisfaction and employee performance by a sample of public
service officials in Malaysia realize that organizationa learning was establish to be positively of
the same kind to organizationa commitment, job satisfaction, and employee performance.

In the same vein, Raza, Rafique, Ali, Mohsin, and Shah, (2015) also conduct a study with the
goal of probing the connection between job satisfaction and sales representative’s performance
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with adaptive selling deeds of organizations, the study divulges that there is a strong association
of sales person performance and job satisfaction.

Moreover, in the exertion of Vermeeren, Kuipers and Steijn (2014), in a study aims to observe
the affiliation concerning public organizational performance and workers management with
specific emphasis on job satisfaction as a credible mediating variable between organizational
performance and Human resource management, on the impact of a supervisor’s management
smartness on the application of human resource (HR) practices. However, their discoveries direct
that job satisfaction is positively related to employee performance.

Furthermore, in a study carried out by Al- Ahmadi (2009), in order to ascertain causes impelling
performance of hospital nurses in Riyadh Region, Saudi Arabia came to the conclusion that job
satisfaction has a positive correlation to employee performance.

Thus, a study that was carried out in the Nigerian educational institutions by Ogbulafor, (2011)
suggested that the deteriorating level of employee performance in Nigerian tertiary institutionsis
fast becoming a serious threat to survival of universitiesin Nigeria which needs to be addressed
urgently. It is therefore believed that employee performance is instrumental to organizationa
growth and profitability. The employees are regarded as the major business resources that
facilitate the daily activities and operations of an organization. Nigerian Universities keep
increasing and becoming a current issue especially among academics.

Currently, Nigerian Universities are notable areas of focus as regards to performance of
employee. The concept of employee performance is preferably stressed lately in the viewpoint of
transparent and managerial accountability, a performance measurement and managerial control.
Moreover, the institution of higher education is commonly seen as officia institutions well-
known by the public with mandate to enrich awareness, rich philosophies and epitomes
(Arikewuyo, 2012).

The foregoing argument gave rise to the following hypotheses:
Hoi: There is no significant relationship between cognitive satisfaction and task
performance of telecommunication firmsin Rivers State, Nigeria.
Ho,: There is no significant relationship between cognitive satisfaction and contextual
performance of telecommunication firmsin Rivers State, Nigeria.

METHODOLOGY

The study adopted a Cross — sectiona survey design. Cross — sectional research design involves
a Situation where data are collected at one point in time from a sample collected to represent a
larger population. It is also a situation whereby the researcher goes to the field in terms of data
collection just once (Ahiuazu & Asawo, 2016). This study also adopted a Quasi — experimental
research design because it is survey oriented. The population of this study was drawn from six
(6) registered Telecommunication companies that are known for voice cal rather than only
service providers. They include; MTN, GLO, AIRTEL, 9 MOBILE (Formally Etisalet), MTEL
and SMILE as accredited by the Nigerian Communication Commission (NCC). The target
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population of three hundred (300) for this study which constitute the following units;, Customer
Care officer, Relationship Officer, Marketers, Admin Officers, Account Officers, System
Analyst and Sales Representative including the contract staff of the firms also made up “the unit
scope of the study and it was obtained from the Human Resource Department. Taro Y amane
formula was used to obtain the sample size of one hundred and seventy one (171). The structured
guestionnaire was the primary source of data generation. The reliability test for the instrument
was done using the Cronbach Alpha co-effiicient and all the items were greater than 0.7 asin the
table below while the content validity was made use of. The study made used of the Spearman’s
Rank Order Correlation Co-efficient to determine the strength and direction of relationship
between the study variables.

Table 1. Reliability Coefficients of the Variables
Reliability Statistics
Cronbach's Cronbach’'s Alpha Based on
Alpha Standardized Items No. of Items
0.707 0.882 15

Source: Research data output, 2020
DATA ANALYSISAND RESULTS

The hypotheses were tested using the Spearman’s Rank Order Correlation co-€efficient tool at a
confidence interval set at the 0.05 (two tailed) level of significance to test the statistical
significance of the data in this study. Specifically, the test covers hypotheses HO; to HO, which
were bivariate and all stated in the null form. We have relied on the Spearman’s Rank Order
Correlation co-efficient statistic to undertake the analysis. The 0.05 significance level is adopted
as criterion for the probability of either accepting the null hypotheses at (p>0.05) or rejecting the
null hypotheses at (p<0.05).

Table2: Correlation Matrix for cognitive and Measur es of Employee performance

Corrdations

Cognitive Task

Spearman'srho  Cognitive Correlation Coefficient 1.000 937"
Sig. (2-tailed) . 000

N 114 114

Task Correlation Coefficient 937" 1.000

Sig. (2-tailed) 000 .

114 114

**_Correlation is significant at the 0.01 level (2-tailed).
Sour ce: Research data output, 2020
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Ho:: There is no significant relationship between cognitive satisfaction and task performance of
telecommunication firms in Rivers State, Nigeria.

From theresult intable 2: It is shown that a positive relationship exists between Cognitive and
Task Performance of Telecommunication Firmsin Rivers State, Nigeria.

The rho value 0.937 indicates the strength and magnitude of this relationship and it is significant
at p=0.000 <0.01.

Hay: Thereisasignificant relationship between Cognitive and Task Performance of
Telecommunication Firms in Rivers State, Nigeria.

Table 3: Correlation Matrix for Cognitive and Measures of Employee performance
Correlations

Cognitive| Contextual

Spearman's rho Cognitive Correlation Coefficient 1.000 935
Sig. (2-tailed) . 000

N 114 114

Contextual Correlation Coefficient 935" 1.000

Sig. (2-tailed) 000 .

N 114 114

**_Correlation is significant at the 0.01 level (2-tailed).
Sour ce: Research data output, 2020

Ho,: There is no significant relationship between cognitive satisfaction and contextua
performance of telecommunication firmsin Rivers State, Nigeria.

From the result in table 3: It is shown that a positive rel ationship exists between Cognitive and
contextua performance of telecommunication firmsin Rivers State, Nigeria. The rho value
0.935 indicates the strength and magnitude of this relationship and it is significant at p = 0.000<
0.01.

Ha,: Thereisasignificant relationship between Cognitive and Contextual Performance of
Telecommunication Firms in Rivers State, Nigeria.

DISCUSSION OF FINDINGS

This study investigated the relationship between cognitive satisfaction and employee
performance of telecommunication companies in Rivers State, Nigerian. The findings reveaed
that a significant relationship exist between cognitive satisfaction and employee performance of
telecommunication firms in Rivers State, Nigeria- using Spearman’s Rank Order Correlation
coefficient tool and at a 0.05 significance level. The findings of this study confirmed that job
satisfaction and its dimension/ manifest actually influence employee performance and it
measures of telecommunication firms in Rivers State, Nigeria. The study aso reinforce with
other studies that was conducted on these variables.
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Empiricaly, a survey conducted by Rose, Kumar and Pak (2011), that was aimed at observing
the connection between job satisfaction and work performance by a sample of public service
officials in Malaysia realize that organizational learning was establish to be positively of the
same kind to organizational commitment, job satisfaction, and work performance.

In the same vein, Raza, Rafique, Ali, Mohsin, and Shah, (2015) also conduct a study with the
goal of probing the connection between job satisfaction and sales representative’s performance
with adaptive selling deeds of organizations, the study divulges that there is a strong association
of sales person performance and job satisfaction. This study is also in congruence with the study
carried out or conducted by Al- Ahmadi (2009), in order to ascertain causes impelling
performance of hospital nurses in Riyadh Region; Saudi Arabia came to the conclusion that job
satisfaction has a positive correlation to employee performance.

Similarly, a study that was carried out in the Nigerian educationa institutions by Ogbulafor,
(2011) suggested that the deteriorating level of employee performance in Nigerian tertiary
institutions is fast becoming a serious threat to survival of universitiesin Nigeria which needs to
be addressed urgently. It is therefore believed that employee performance is instrumental to
organizational growth and profitability. The employees are regarded as the major business
resources that facilitate the daily activities and operations of an organization.

CONCLUSION AND RECOMMENDATION

The study concludes that cognitive satisfaction positively and significantly influences employee
performance of telecommunication firms to a very high extent. Satisfaction equipped with tools,
information, and support, people’s skill base will improve, will increasingly make informed
decisions and overall accomplish more, thereby benefiting the organization as a whole. This
study thus, concludes that job satisfaction significantly influences employee performance in
telecommunication firms in Rivers State, Nigeria.

Therefore, the study recommends that management of Telecommunication companies should
encourage employees to believe in their sense of judgment, values, work role and behaviours
with connection to the work. Employees should have sense of freedom or autonomy about how
they do their own work and be able to influence organization strategy, administrative or
operating outcomes at work place. In the same vein, leading to job satisfaction that significantly
influences employee performance to improve organizational efficiency.
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Abstract: The purpose of this study was to empirically investigate the effect of Internal Marketing on
Marketing Effectiveness in banking industry in Port Harcourt. The target population of this study is the
twenty one banks in Port Harcourt, Sx respondents from the twenty one banks constituted the sample size
of this study (tellers, customers service relation, cashiers, administrative officer, marketing officers and
security officer) giving a total of hundred and twenty six respondents who were administered the copies of
the questionnaire upon retrieval ninety copies were retrieved and were subjected to data analysis. Data
analyses were aided by the use of SPSS version 22.0 and hypotheses were tested using the Spearman
Rank Order Correlation. After the data analysis, it was revealed that Employee Job Satisfaction as a
dimenson of Internal Marketing relates very strongly and positively with Adequate Marketing
Information, strongly and negatively with Customer Philosophy and Srategic Orientation. It was also
revealed that Customer Orientation relates strongly with Strategic Orientation, Adequate Marketing
Information and Customer Philosophy. It was concluded that internal marketing relates very strongly and
positively with marketing effectiveness and it was recommended that Banking Industry in Port Harcourt
should ensure that their services are improved; equipment, facilities and communication materials are
also improved and also make available carrier opportunities for devel opment.

Keywords: Internal Marketing, Marketing Effectiveness, Customer Orientation, Strategic Orientation,
Job Satisfaction, Banking.

1. INTRODUCTION
Internal marketing in Port Harcourt banks are tools that banks use within their workforce to
communicate with their employees. Many bank owners and authors of internal marketing believe
this concept is asimportant to a bank survival.

A banksjob is to provide customers with financial services that help people better manage
their lives, services like checking account, savings account debit and credit cards, wealth
management and business loans etc. New social vaues on demand are vital on banks employees
because different bank customers display different lifestyle at different time and ways. Therefore
bank marketers should center on service areas that creativity is obvious and shown in their
individual associates and understanding between staff and customers. The employees of the bank
are in charge of carrying out the service process and resolving customer problems. According to
Anon (2007), some other barriers are managerial incompetence, poor understanding of the
internal marketing concept, rigid organizational structure and top members of staff treating
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employees like they are unimportant to the business. When the management of a bank is
incompetent there is falling profit, inadequate quality control and high turnover levels.

Manageria incompetence is of concern to al stakeholders because execution problems
could lead to layoffs, which is bad news for employees and to lower stock prices for public
companies which is bad news for investors. When an organizational structure isrigid thereis a
centralized and control style of leadership prevails, hierarchical organization with many layers of
management between top and bottom, small spans of control, functional silos that operate
independently and very little movement of talent around the organizational silos.

The purpose of this study is to determine the impact of internal marketing on marketing
effectiveness in the banking industry in Port Harcourt. In view of this, the following research
guestions were addressed.

To what extent does Employee Job Satisfaction impact on Customer Philosophy?

To what extent does Employee Job Satisfaction impact on Adequate Marketing
Information?

To what extent does Employee Job Satisfaction impact on Strategic Orientation?

To what extent does Customer Orientation impact on Customer Philosophy?

To what extent does Customer Orientation impact on Adequate Marketing Information?
To what extent does Customer Orientation impact on Strategic Orientation?

VV VY
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Internal Marketing > Marketing
Effectiveness
|

Employee Job Customer Philosophy
Satisfaction

Adequate Marketing
Information

Customer Orientation

Strategic Orientation

Figure 1 Conceptual Framework on the effect of Internal Marketing on M arketing Effectiveness
in Banking Industry in Port Harcourt.
Sour ce: Desk Research, 2021

2. PREVIOUS RESEARCH

Concept of Internal Marketing

The idea of interna marketing was first proposed by Berry (1981) as a key to the problem of
delivery high quality service. The concept of internal marketing is a tool that companies use
within the workforce to communicate with the employees. Many company owners and authors of
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internal marketing believe this concept is as important to a company’s survival as external
marketing. This involves the communication of corporate culture and goals, mission and vision
statement as well as personnel policies and procedures.

Ahmed and Rafig argue that the span of understanding about internal marketing from
other authors is huge but vague in its limitation. One of the earlier studies by the author Berry
(1974) believed that effective internal marketing which would contribute to effective marketing
would require financially rewarding personnel, management commitment to sales training and
self-development, revision of personnel transfer policies and a redefinition of management in
terms of helping people to achieve through work. Berry and Pasuraman (1991) later added
another definition to the concept in the book marketing services. competing through quality by
stating internal marketing is attracting, developing, motivating and retaining qualified employees
through job products that satisfy their needs. Internal marketing is the philosophy of treating
employees as customers and it is the strategy of shaping job products to fit human needs.

The American Marketing Association have given a more simplistic and modern definition
for the concept “marketing to employee of an organization to ensure that they are effectively
carrying out desired programs and policies. Unlike Berry’s (1995) definition it doesn’t justify
how internal marketing can be achieved in the work place and it also doesn’t explain the ways in
which employees are to be marketed to ensure the work carried out by them is effective and of a
good standard. An important element of internal marketing as said earlier is motivation.
According to Berry and Pasurama (1991) internal marketing is the philosophy of treating
employees as customers and it is the strategy of shaping job product to fit human needs.
Considered by many culture as the grandfather of all definition on internal marketing, Gronroos
(1981) suggests internal marketing is the selling of the firm to employees who are seen as the
internal customers. Gronroos believed that the higher employee satisfaction in result will make it
possible to develop a more customer focused and market oriented firm.

There are other recent definitions of the concept of internal marketing by Ballantyne
(2000) which suggest developing relationships between staff across internal organizational
boundaries. This is done so that staff autonomy and know-how may combine in opening up
knowledge, generating processes that challenge any internal activity that need to be changed.
This definition emphasizes on the importance of the relationship between the staff and the
organization and how internal marketing is a strategy that will allow this relationship to become
stronger. It also highlights the fact that building on the relationship can enhance the service
quality and also the relationship with the external markets.

Dimensions of Internal Marketing

Severa studies on interna marketing have been carried out like that of Nwokah and Ahiazu
(2008) on managerial competence and marketing effectiveness in corporate organization in
Nigeria. They used customer orientation and customer satisfaction, employee motivation and
satisfaction, interfunctional coordination and integration, marketing like approach and
implementation of specific corporate or functional strategies to measure internal marketing.
Norburn, Birley and Dunn (1988) studied strategic marketing effectiveness and its relationship
with corporate culture and beliefs in UK and USA. They measure internal marketing using
internal communication, staff training, job satisfaction, appraisas, feedbacks and customer
consciousness. According to Slater and Narver (1994) they stated that the dimensions of internal
marketing are employee job satisfaction customer orientation and inter-functional coordination.
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Employee Job Satisfaction
Employee job satisfaction is the employees’ feelings they have about their job. Gounaris (2008)
argued that employees’ satisfaction shows how the external customers consequential increased
profitability. He saw employee job satisfaction as pleasurable or positive emotiona state
resulting from one’s evaluation of job experiences. The nature of job satisfaction shows that
employee is likely to continue with ajob that is satisfying and leave a job which is dissatisfying.
Hoppock (1935) defined employee job satisfaction as any combination of physiological and
environmental circumstance that causes an employee to truthfully say | am satisfied with my job.
According to this approach athough job satisfaction is under the influence of many external
factors it remains something internal that has to do with the way the employees feels. That is
employee job satisfaction presents a set of factors that cause a feeling of satisfaction.

Vroom (1964) in his definition on employee job satisfaction focused on the role of
employee in the workplace. Thus he defines employee job satisfaction as affective orientation on
the part of individuals towards work roles which they are presently occupying.

Customer Orientation

Customer orientation is collecting customer information and using this information in business
units (Kohli & Jaworski, 1990). Customer orientation is an approach to sales and customer
relations in which staff focus on helping customers to meet their long term needs and wants.
Here management and employees align their individual and team objectives around satisfying
and retaining customers. This contrast with sales orientation which is a strategic approach were
the needs and wants of the firm or sales persons are valued over the customer. According to
Shapiro (1988) customer orientation is the formulation of strategies and tactics to satisfy market
needs interfunctionally and achievement of a sense of companywide commitment to its plan.
Narver and Slater (1990) and Hamilton-lbama and Nwokah (2016) conceptualized customer
orientation as the sufficient understanding of organisation's target market to be capable of
creating superior value for buyers aways.

Concept of Marketing Effectiveness

The marketing effectiveness concept has drawn increased attention among academic researchers
and business practitioner over the years. Armstrong, (2006) posited that only afew organizations
completely practice refined marketing. Ultimately marketing effectiveness differentiates the
amateur from the expert in the global market (Zhou & Gao, 2005).

Marketing effectiveness concept first came into existence in the 1990s by Berry and
Parasuarma. According to them marketing effectiveness posited that managers should have
adequate information and distributes appropriate resources to different market. Marketing
effectiveness according to Ambler (2001) is the extent to which marketing actions have helped
the company to achieve its business goas. Nwokah and Ahiazu (2008) saw marketing
effectiveness as the extent to which an organization acquires market share over competitors,
advertising and promotiona share of the market. Zhou and Gao (2005) asserted, the origina
obligation of marketing effectiveness is that managers must identify the primacy of studying the
market, distinguish the several opportunities, select the best market to serve and offer superior
customer value to satisfy their needs and wants. Furthermore, Nwokah (2006) argued that
organizations that have the marketing effectiveness are high and those that close to their
consumers have a common set of values and also demonstrate an external market orientation.
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Benjamin (2003) agrees that companies with high marketing effectiveness operate better when
compared with companies that do not have. The competitive environment of business today
demands that for organization to be successful to move forward in its selected market segment,
there must be implementation of marketing.

M easures of Marketing Effectiveness

Also many studies have been conducted on marketing effectiveness like that of Nwokah (2006).
Nwokah (2006) carried out a study on marketing effectiveness and business performance in
Nigeria. They measured marketing effectiveness using corporate competitive, customers and
exogenous factors. Boris, Donald and Schnider (2005), measured marketing effectiveness using
two components: adoption of the marketing concept and the implementation of the concept.
Kotler (1977) stated the following as measures of marketing effectiveness they are customer
philosophy, adequate marketing information and strategic orientation.

Customer Philosophy

Customer philosophy according to Zhou and Goa (2005) is the external center of attention of the
organization on the consumer needs and wants and how to monitor the satisfaction of consumer
by carrying out consumers surveys. Some managers are product oriented (make good product
and sell), some managers are technology oriented (get latest technologies and are not interested
in the size or customers wants) some are sales oriented (get sufficient sales effort and anything
can be sold). An organization is on its way to effective marketing when it begins with the
consumer when designing its structure, plans and control. Customer philosophy is an idea in
marketing which focuses on not just producing the product and selling it to make profits but
deliver value to the customer and keep the customer satisfied. Any company will try to increase
profits by cutting costs but in the long run, the customer satisfaction is important for sustained
growth. The orientation here is such that the service and value offered to the customer should be
higher than the cost incurred by the customer in purchasing the product or using the service. The
philosophy is about delivering value to the customer, keeping the promises to the customer and
keeping the customer happy while making profit.

Adequate M arketing I nformation
Studies have shown that businesses that fail have not obtain and