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Abstract

Royalties and other fishing revenue generated by the aquaculture fisheries industry are a significant
source of revenue for State economies. Moreover, they serve as a vital source of employment while
helping to provide for the nutritional needs of low-income populations. The global performance of
aquaculture showed that the industry experienced significant growth in demand for fish as a primary
source of protein. However, the productivity of the aquaculture industry in Nigeria experienced a
significant decline caused by profitability issues, weak new product development and weak competitive
position, which is suggestive of challenges associated with response strategy and adaptive resilience
factors. Likewise, the study argued in favour of the value relevance that possessing an entrepreneurial
mindset can afford aquaculture firms to navigate the harsh business environment in Nigeria and
identify business opportunities that can enhance their performance.Hence, on the strength of the
ADKAR theory, dynamic capability theory and contingency theory,this study assessed the interaction of
response strategy,adaptive resilience and organisational performance of aquaculture firms in Lagos
State, Nigeria. A cross-sectional survey research design was adopted. The population was 4,012
employees of selected aquaculture firms in Lagos State.A sample size of 420 staff was determined
through the Krejcie and Morgan formula for a finite population, and a stratified random sampling
technique was used to select the employees at the three management levels within the selected
aquaculture firms. A validated questionnaire was used to collect data. The Cronbach's alpha reliability
coefficients for the constructs ranged from 0.80to 0.95. The response rate of 94.5% was achieved. Data
were analysed using descriptive and inferential statistics.Findings revealed that response strategy and
adaptive resilience had positive and significant effect on organisational performance (Adj. 0.000).
Response strategy had a positive and significant effect on profitability(Adj.0.075,F(3,393)=).Response
strategy had a positive and significant effect on new product development (Adj..Adaptive resilience had
a positive and significant effect on competitiveness (Adj.The entrepreneurial mindset had a significant
moderating effect on the interactions between response strategy,adaptive resilience and
organisational performance of aquacuIture firms in Lagos State, Nigeria (4)0.000). This study concluded
that response strategy and adaptive resilience affect the performance of aquaculture firms in Lagos
State,Nigeria. The outcome of this study offered additional support for the ADKAR theory, dynamic
capability theory and the contingency theory, which provided the theoretical underpinnings for this
study.The study recommended that aquaculture firms in Lagos State should engage a strategic
management consultant to undergo training on internal organisation competencies to enhance the
deployment of response strategy and adaptive resilience factors and take advantage of developing and
deploying an entrepreneurial mindset. This is because entrepreneurial mindset act as a significant
moderator which enhance the interaction between response strategy,adaptive resilience and
performance of aquaculture firms in Lagos State. As a sigificant moderator, aquaculture firms examined
can take advantage of it value relevance.
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Chapter One

Introduction

1.1 Background to the Study

Royalties and other fishing agreements generated by the aquaculture fisheries industry are a significant source of

revenue for State economies. Further,they serve as a vital source of employment while also helping to provide for

the nutritional needs of low-income populations.As such, it is imperative for the aquaculture enterprise to

consistently improve corporate performance, especially at a time the world battles with the attendant

consequences of COVID-19 pandemic, Russia-Ukraine war and heightened level of insecurity in several local

economies. Given the high cost and risk associated with aquaculture fisheries operations at this challenging time, it

is imperative that they deploy timely strategies that will meet the needs of their stakeholders and guaranty its

profitable going-concern status'.

Globally,there has been growing demand for fish which rose from 130 million metric tons(mt)in 2011 to 151

million mt in 2016 as more seafood is consumed than any other meat or animal protein. Fish has more excellent

nutritional profile than other animal sources of protein'.According to the survey, China currently holds roughly

three-fourths of the global aquaculture market in terms of volume and value. We anticipate that China will grow at

a compound annual rate of 3.99 percent from 2017 through 20222. After China, Indonesia,Chile, Norway,

Japan,South Korea, the United States, and the United Kingdom, India is the second largest market for aquaculture

products. The highest compound annual growth rate (CAGR) among these countries will be 17.24 percent in

Indonesia through 2022; the second highest will be 14.77percent in South Korea; and the remaining countries will

witness CAGRs between 4% and 9%,according to the analysis2. It is predicted that the aquaculture industry in the

United States will increase at a rate of 4.10 percent annually3. However, in 2018, Africa contributed a paltry 2.67

xi
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percent, or 2.196 million tons, to worldwide aquaculture production- this was mostly due to

the continent's preponderance in the production of freshwater finfish3.

When it comes to fishery resources, Nigeria leads the pack in west Africa with 1,169,480 tons,followed by Senegal

with 485,560 tons, Ghana with 393,800 tons,and Sierra Leone with 202,190 tons4. In 2018, the leading three

countries produced 1,323,233.5 tons of fish, or 75%of the total for all of West Africa4. The output of continental

countries is negligible in comparison to that of coastal nations. In reality, Mali, Burkina Faso,and Niger's combined

output is less than 10% of regional output4. Senegal is the top exporter in ECOWAS,accounting for 74% of regional

exports, which have reached 447,000 tons in recent years and a close second is Nigeria (3%), then Sierra Leone

(4%)5. Poor governance in the management of fish stocks; threats to the marine environment made worse by poor

fishing practices;the significance of illegal, unreported, and unregulated fishing; a lack of promotion of fisheries

products; a lack of coordination and cooperation between regional institutions; these are just some of the

problems that plague fisheries and aquaculture in West Africa, according to the results of a sector assessment5.

The Nigerian aquaculture fish production recorded increases from 200,535mt in 2010 until it peaked at 316, 727mt

in 20156. But by 2019, total production dropped to 289,543mt6. Also,in Lagos State the sector recorded 14.911mt

in 2010 and rose to 45,500mt in 2014 but like the national productivity, it began to drop and recorded 36,634mt in

20196. The implication of this includes loss of jobs with its consequences on loss of incomes and poor provision of

animal protein for Nigeria's increasing population.

The United Nation's Food and Agricultural Organisation identified some of the challenges to include rising

operational costs and poor management techniques. On operational costs, fish feeds rose from an average of

N2,500 per bag of 15kg in 2010 to N11,200 in 2019 and N24,499

in 2022; indicating a growth of more than748% within the period7.This is traceable to the huge reliance on

imported (Coppens) fish feeds as local ones were considered inefficient. Further,fish diseases constitute major

challenges to fish farmers. A diseased fish in a pond could infect several others in the same pond within very short

period if not quickly identified and sorted out. This has often led to high mortality rates and huge

management/operational costs to farmers.Like feeds, fish diseases have been an area of immense challenge to
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researchers in the course of identifying the types of diseases, already diseased fish as well as developing suitable

vaccines and establishing/developing appropriate drugs and treatment courses. Also, the cost of power supply to

fish farms have been rising as prices of fuels for powering standby generators have been soaring under the

circumstance of increasingly failingsupply from national power generating companies8.

Again, huge revenue is lost by fish farmers as there are no standards for fish pricing as well as established

marketing strategies. They perpetually remain price-takers as may be dictated by the wholesaler/distributor, who

also dictates the price of fish to retailers. The situation impacts negatively on the re-investment capability of the

farmer and the potentials for expansion become more miserable. Access to formal credits has been a mirage to fish

farmers as banks require security in order to issue loans. The security item(s) must be verifiable and

measurable.But this is not the case in fishing especially aquaculture where most of the cultured fish feed on

themselves and are not readily visible to the banker for enumeration. This has over the years,been a major setback

for fish farmers including the prospective ones.

To some extent, aquaculture poses some threats to the environment as different fish species exhibit peculiar

characteristics in their habitats. These determine the type of breeding system,feeds and medication to be adopted

by the farmer and if not properly managed, they either individually or collectively impact on the environment and

become nuance to the immediate populations or communities by way of air pollution (discharge of awful odour) or

water

pollution.The feeds and waste from the fish could build up nutrients which could deplete water oxygen,create

algae blooms and dead zones. However, the environmental effect is dependent upon the species being farmed, the

intensity of production and farm location9.

Just as global culturable fish species abound, consumers' preferences vary. The most common culturable fish

species in Nigeria include Clarias species (catfish), Tilapia species (Tilapia)and Cyprinus carpio (common carp).

African catfish species (Clarias gariepinus or lazera) are the most resistant, widely accepted and highly valued. This

limits consumers' choice especially in international trade and consumption by tourists who are availed of the
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opportunity to consume other species in other countries. The consequence is obvious, lower patronage,thus

dwindling revenues for fish farmers 10.

Changing times call for organisation to take bold actions to transform, make the most of evolving technologies,

stay ahead of new competitors and meet customer demands. To achieve this, it is imperative for aquaculture

enterprises to develop and execute appropriate response strategies10. In other words, companies need to develop

and implement strategies to deal with the reality of the business world if they want to achieve significant corporate

performance in an environment marked by uncertainty and fierce competition.

Management literature has placed significant relevance for response strategies and adaptive resilience

aspreconditions for sustaining profitable going-concern status, develop new product and staying competitive for

firms operating in a challenging environment10.11,12,13. Such response strategic include the ability of an

enterprise to strategically plan for the future, evolve and implement context-specific marketing competences, and

innovate it process and product.Similarly, the adaptive resilience success factors as articulated by scholars involve

deploying agile social media, internal external collaboration, and leadership14,15.16. All these aforementioned

internal organisational capacities hold potentials in enhancing organisational performance.

In addition to the potential relevance of response strategy and adaptive resilience,entrepreneurship literature has

made consistent advocacy for business owner-managers on the need to have entrepreneurial mindset; this is

largely due to the fact that it may provide insight on many aspects of what it means to be an entrepreneur,

including the identification of opportunities, the pursuit of those opportunities, the creation of new ventures,and

the success of those ventures. The ability to think like an entrepreneur can aid in the discovery,evaluation,and

exploitation of opportunities in the aquaculture industry, as well as equipping business owners to make practical

decisions in the face of risk. In light of these considerations,this research investigates the role that response

strategy and adaptive resilience characteristics have in the success of aquaculture businesses in Lagos State,Nigeria.

1.2 Statement of the Problem

The Nigerian aquaculture fish production recorded increases from 200,535 metric tons (mt) in 2010 until it peaked

at 316,727mt in 2015; however, by 2019, total production dropped to 289,543mt17. Also in Lagos State, the sector
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recorded 14.911mt in 2010 and rose to 45,500 mt in 201417.Nonetheless like the national productivity, it began to

fall and recorded 36.634mt in 201917. The implications of these include loss of jobs with its consequences of loss

of income and poor provision of animal protein for Nigeria's increasing population. Also, there is little/no

concerted effort for initiating and sustaining a strategic management and marketing for aquaculture enterprises in

Lagos State and these cause fish farmers huge financial losses?.

The demand for fish is growing, yet supply is generally lagging behind. Prospective consumers are also limited to

certain specie (catfish) of farmed fish which may not be preferred, thus,reducing the demand and

consumptionrates of the products to customers with interesting appetite for varieties10. This issue point to the

weak ability of fish farms to introduce new product in fish varieties to compliment the several customers erratic

demand10. Also,fish

diseases and funding especially credit facilities have constituted teething problems to fish farmers in Lagos state

and often affect their competitiveness, because it discourages investment and re-investment in the sector. While

some fish farmers in Nigeria sell their products directly to consumers or restaurants, others' profit margins are

inflated by traders, middlemen, agents,wholesalers, and retailers who "cash on" the opportunity8. This creates

organizational challenges in the aquaculture value chain in Nigeria.

Organizations need appropriate response strategies (strategic planning,marketing capability,innovation capability)

to deal with the uncertainties and intense complexities of today's business environment if they are to achieve

significant performance. In addition, strategic management scholars have reemphasized the importance of firms

having adaptive resilience capability in light of the societal and economic disruption caused by the corona virus

pandemic and the Russia-Ukraine war. This capability has the potential to guarantee achieving superior firm

performance via flexible social media, leadership, and collaborative engagement 4.

This study argues that an entrepreneurial mindset is a crucial success factor for aquaculture fish farmers in Lagos

State, Nigeria, above and beyond the potential relevance of response strategy and adaptive resilience. This is due
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to the fact that having an entrepreneurial frame of mind can help you gain valuable insights into a wide range of

contexts, illuminating issues like opportunity recognition, entrepreneurial action, new venture formation, and

business performance 5. Therefore, an entrepreneurial mindset has the potential to aid aquaculture farmers in

spotting, assessing, and capitalizing on opportunities, and it equips business owners to make practical decisions in

the face of uncertainty. On the strength of this narrative that this study proposes that if aquaculture farmers in

Lagos State, exhibit high level of entrepreneurial-mindset it can enhance the possible outcome of the interaction

between response strategy,adaptive resilience, and their organisational performance.

Despite the conceptual relevance of response strategy and adaptive resilience to business success, yet scholarly

literature has provided little empirical support of how response strategy and adaptive resilience within aquaculture

industry in developing economy context enhance or explain their firm performance. In addition, of the few studies

examined, submission about the combining relevance of response strategy and adaptive resilience to business

success remained unclear10,11,16.Moreover, empirical discussion and submission on the potential outcome of

how entrepreneurial-mindset interacts with response strategy,adaptive resilience, and business success remain

unknown. The multiplicity of gaps in literature on these issues suggests nothing concrete is known and

consequently limit the understanding of the relevance of response strategy, adaptive resilience, and organisational

performance linkage within empiricism. It is in view of these industry-specific problems and gaps in literature, that

the study assessed the influence of adaptive resilience and response strategy on performance of aquaculture

enterprises in Lagos State, Nigeria.

1.3 Aim and Objectives of the Study

The aim of this study is to investigate the effect of response strategy (strategic planning,marketing sensing

capability, &exploitative innovation capability) and adaptive resilience factors (social media agility, collaborative

engagement, and Omoluabi leadership) on performance measures (firm profitability, firm competitiveness, and

new product performance)of aquaculture enterprises in Lagos State, Nigeria. The specific objectives are to:

6
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i. examine the effect of response strategy (strategic planning, marketing sensing capability,& exploitative

innovation capability) on profitability of aquaculture enterprises in Lagos State,Nigeria.

ii. assess the effect of response strategy (strategic planning, marketing sensing capability,&exploitative innovation

capability) on new product development/performance of aquaculture enterprises in Lagos State, Nigeria.

iii. determine the effect of adaptive resilience factors (social media agility, collaborative engagement, and Omoluabi

leadership) on firm competitiveness of aquaculture enterprises in Lagos State,Nigeria.

iv. investigate the effect of response strategy and adaptive resilience factors on performance of aquaculture

enterprises in Lagos State, Nigeria.

v. determine the moderating effect of entrepreneurial-mindset on the association between enterprise response

and adaptive resilience factors on performance of aquaculture enterprises in Lagos State, Nigeria.

1.4 Research Questions

The study raised the following research questions

i. What is the effect of response strategy dimensions on profitability of aquaculture enterprises in Lagos

State,Nigeria?

ii. In what way does a response strategy dimension affect new product performance of aquaculture enterprises in

Lagos State, Nigeria?

iii. How does adaptive resilience factors affect firm competitiveness of aquaculture enterprises in Lagos State,

Nigeria?

iv. What is the joint effect of response strategy and adaptive resilience on performance of aquaculture enterprises

in Lagos State,Nigeria?

v. What is the moderating effect of entrepreneurial-set on the association between response strategy and adaptive

resilience factors on performance of aquaculture enterprises in Lagos State,Nigeria?

1.5 Hypotheses

The following null hypotheses were tested in this study:

Hol: The effect of response strategy dimensions on profitability of aquaculture enterprises in Lagos State, Nigeria,

is not significant.
7
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Ho2: The interaction between response strategy dimensions and new product performance of aquaculture

enterprises in Lagos State, Nigeria is not significant

Ho3: Adaptive resilience factorshas no significant effect on firm competitiveness of aquaculture enterprises in

Lagos State, Nigeria.

Ho4: There is no joint significant effect of response strategy and adaptive resilience factors on performance of

aquaculture enterprises in Lagos State, Nigeria.

Ho5: Entrepreneurial-mindset has no significant moderating effect on the association between

adaptive resilience factors and response strategy on performance of aquaculture

enterprises in Lagos State, Nigeria.

1.6 Significance of the Study

This research is significant to the various stakeholders (management of selected aquaculture enterprises,

government, body of academia and the society) in the following ways:

It provides strategic information to the selected aquaculture enterprises in Lagos State on relevance of response

strategy and adaptive resilience factors needed to drive various firm performance measures such as firm

profitability, new product performance, and firm competitiveness. Moreover, given the critical nature of the

government policies on trade and investment, this study will provide government with a piece of empirical

information to substantiate the effect; response strategy and adaptive resilience has on performance of the

aquaculture industry in the country with the hope that policies that will favour the polity would

be formulated and implemented.

Furthermore,to the body of Academia, this study addressed some gaps in the existing literature on response

strategy and adaptive resilience. More specifically, it will test the conceptual model that evaluates the

performance effect of response strategy and adaptive resilience within aquaculture industry context in Nigeria,

thereby contributing to recent research in this regard and scant empirical literature on the performance-effect of

response strategy and adaptive resilience among strategic management scholars in Nigeria. It also serves as
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reference material for students to learn and creates the platform for further studies in the field of strategic

management hence, pushing forward the frontier of knowledge. In all, this study is beneficial to the society at large,

considering that when the aquaculture enterprises achieve superior performance, the ripple effect of expansion,

opportunity for job and income generation can be achieved.

1.7 Scope of the Study

This study examined the effect of response strategy and adaptive resiliencefactors on performance of aquaculture

enterprises in Lagos State, Nigeria. More specifically,the study investigated how response strategy dimensions such

as strategic planning, marketing capability, and innovation, and how adaptive resilience factors such as social

media agility,collaborative engagement, and Omoluabi leadership affects performance measures such as firm

profitability,new product performance, and firm competitiveness of aquaculture enterprises in Lagos State, Nigeria.

The study covered 4012 employees of the five aquaculture enterprises in Lagos State,Nigeria across the three

levels of management in Lagos State,Nigeria. The justification for the selected aquaculture enterprises is because

they are registered operators and together accounted for

nearly 90% of the market size of the aquaculture industry in Lagos State, Nigeria and that the issues under

investigate is identified with them. The choice of conducting this research in Lagos State is because all the

registered aquaculture enterprises have their headquarters in the State.More,Lagos State is considered the

economic hub of Nigeria with costal area with serves a source of inflow of aquaculture in Nigeria.

1.8 Limitation of the Study

There are cautions to this study that need to be recognized in orderto open opportunities for new research. More

specifically, aquaculture firms examined are aquaculture fish farms.Therefore, the scope of this research is

restricted to the aquaculture fish farmers Lagos State in Nigeria. Due to the study's cross-sectional research design

nature, it is impossible to draw any conclusions about the long-term effects of response strategy and adaptive

resilience on performance of aquaculture firms. In spite of this limitation, the study is nonetheless valid because its
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aim was to analyze how response strategy and adaptive resilience affect performance, requires a one-time cross-

sectional data; hence, playing to the strengthof the research design.

The questionnaire employed has some limitations as instrument of data collection.The low response rate, the fact

that some people filled out the questionnaire without reading it, and the presumption that the data they provided

will be utilized negatively are all weaknesses. The researcher makes sure that the questionnaire items were written

in clear, unambiguous English to combat these issues and boost response rates. The researcher also ensures the

respondents'anonymity and confidentiality,and obtains approval from respective managers of the fish farms to

conduc the study, all of which increased the researcher's accessibility to the respondents.Finally, the statistical

assumptions, sample size requirements, and other issues related to inferential statistics were major concerns for

testing study hypotheses.However,these

obstacles were overcome by adapting the data treatments and increasing the sample size of the study. Despite

these limitations, this research does present important conceptual, empirical,theoretical, and practical

implications for management of the aquaculture firms in Nigeria.

1.9 Operationalisation of Variables

The variables in this study are classified into three - dependent, independent,and moderating variables. The first

independent variable response strategy (X) is measured by; strategy planning, marketing sensing capability, and

exploitative innovation capability. The second independent variable adaptive resilience (K) is measured by;

collaborative engagement,social media agility,and Omoluabi leadership.

The dependent variable aquaculture firm performance (Y) is measured by firm profitability,new product

performance, and firm competitiveness. The moderating variables (Z) is entrepreneurial-mindset. The functional

opertional model carrying these variables are displayed in the mathematical model below:

=Dependent variable: Aquaculture Enterprise Performance (AEP)

Independent variables: X=Response strategy (ESR) K= Adaptive Resilience (AR)

derating variables:=Entrepreeurial Mindset
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The first independent variable- Response strategy (SR) is measured as:

Strategic Planning (SP),

Marketing Sensing Capability(MC),

=Exploitative Innovation capability (EIC)

The second independent variable-Adaptive Resilience (AR) is measured as:

al Media Agility(SMA),
=Omoluabi Leadership(OML),

=Collaborative Engagement(CE)

The dependent variable-Organisational performance (OP) Y is measured as:

Firm profitability (FP),

2= New Product Development (NPD)

y3=Firm Competitiveness (FC)

This study incorporates on Moderating variables (Z)-Omoluabi leade Entrepreneurial Mindset is considered

Z=Entrepreneurial Mindset (EM)

By substituting the acronyms of each variable in the regression model, the researcher presents the following:

Hypothesis One

(i)

Hypothesis Two

(i)

Hypothesis Three

(ii)

Hypothesis Four

(iv)

Hypothesis Five
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(v)

Where:

is the intercept or constant of the equation

the coefficients or parameters to be estimated

=error or stochastic term

1.10 Operational Definition of Terms

Adaptive Resilience Factors: These are critical internal-firm factorsthat enable an entity or a system to recover

from the negative effects of external shocks.

Collaborative Engagement: This approach to engagement is perceived from internal and external collaborative

effort aimed at enhancing intra-firm alignment of persons and obtaining critical external knowledge to achieve

competitive advantage.

Entrepreneurial-Mindset: This offers potential insights to numerous situations in understanding entrepreneurship

in terms of opportunity recognition, entrepreneurial action,new venture formation, business performance.

Exploitative Innovation Capability: This is a capability that enables a firm to deploy resources to create new value

through the reconfiguration of internal and external competencies.

Firm Competitiveness: This shows the ability of a firm to sustainably fulfil its double purpose:meeting customer

requirements at profit.

Firm Performance: This is a general term referringto an assessment of the overall success or health of the

organization.

Firm Profitability: This is the capability to generate sustainable financial rewards through efficient ultilisation of

firm resources by a well-coordinated management process and effective decision making over a given period.

Marketing Sensing Capability: This capability as to do with how well a firm can use the organization's resources to

meet market needs through sensingcapability.

New Product Development: This is the process initiated by an organisation with the sole aim of coming up with a

new product.
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Omoluabi Leadership: This is a positive form of leadership used to develop the trust and positive working

environment to foster the employee for higher self-organisational performance

Response Strategy:These are actions taken to align current strategy of a firm to environment changes so as to gain

competitive advantage.

Social Media Agility: It measures how quickly a firm can obtain information from customer in the virtual space and

create products to fulfill such need.

Strategic Planning: This systematic process involves predicting the desired future and interpreting this vision into

broadly defined goals and sequenced steps to achieve them.
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Chapter Two

Literature Review

This chapter comprises the reviews of relevant literature in line with the research topic.In other words, all the

variables in the conceptual framework which include conceptual,theoretical and empirical were reviewed under

the following subheadings:

2.1 Conceptual Review

This section explains in details major variables that are related to the subject matter of the study which include

adaptive resilience, response strategy and aquaculture enterprise. The conceptual review emphasis shall be on the

concepts of adaptive resilience factors (collaborative engagement, social media agility, and Omoluabi

leadership),response strategy (strategic planning, marketing capability and exploitative innovation capability) and

aquaculture enterprise performance/organisational performance (firm competitiveness, firm profitability,and new

product development) as well as entrepreneurial mindset as moderating variable.

2.1.1 Organisational Performance

Organizational performance can be defined as the comparison of an organization's output to its target or inputs in

order to achieve its goals'. This suggests that a company's organizational performance is a comprehensive view of

the company's operational activities over a given period of time. When it comes to organizational performance, a

researcher defined it as "the total effort to achieve a particular goal"2. An assessment of an organization's overall

success or health is referred to as "organizational performance"3. Organizational performance is defined as the

ability of an organization to successfully transform its inbound logistics into meaningful outputs in order to achieve

a specific goal4. The ability of a firm to produce desirable outcomes was defined by some researchers5. In terms of
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profit level, sales turnover growth,and an organization's investment value, a researcher stated that OP is a measure

of a company's

financial capability6. Defining and measuring busines performance can be done in a variety of

ways, and it is a multidimensional concept?.

An organization's ability to meet stakeholder needs while also meeting its own needs for success and survival is a

key component of organizational performance (OP)8. Because of this,performance cannot be equated with high

market share, a specific profit margin, or the best products,although these things may result from achieving an

entirely accurate description of performance. OP's performance is influenced by a variety of factors that can both

enhance and detract from the overall experience. OP is defined in terms of customer outcomes, people outcomes

and operational outcomes'. Comparing anticipated and actual outcomes,OP looks into deviations from plans,

assesses individual performance, and assesses progress towards achieving specific goals10.

Organizational performance has become the subject of continuous discussion, according to a study". Financial

measures were emphasized by certain authors, whereas other scholars recommended non-financial

measures11,12. The adoption of a balanced scorecard method,which integrates both indicators to explain OP, is

becoming increasingly unpopular. Scholars back the balanced scorecard strategy13,14. Scholars have opined that

financial or non-financial metrics could be used to gauge an organization's performance15. Profitability, return on

capital employed, Sale growth, employee satisfaction and customer satisfaction, market share and business

survival are only few of the OP indicators discovered by the researchers in no particular order.

A company's success or failure can be gauged by its abiliy to meet goals and objectives14.Stewardship reporting on

the financial resources allocated to an organization and the achievement of financial goals set at the beginning of

each business year is made possible by the organization's performance 5. There is a downside, though, to this

strategy:The short-term

focus of organizational performance (especially profit) may make it difficult to determine long-term results, such as

staff creativity or customer satisfaction, for example.While some researchers define OP as an organization's ability
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to achieve its goals and objectives,the researchers tie OP definitions to an organization's drive to achieve its

goals2.16. Organizational Performance (OP) is defined by a researcher as completing a purpose in which personnel

carry out the necessary activities17.There are several ways to measure sustainability: macroeconomic system,

quality, and the balanced scorecard sustainability ae all examples of how it's done.

One way to measure profitability is to examine a company's financial performance 8. There have been some

researchers who have criticized short-term,market-oriented financial performance for being uneven and lacking in

competition. The criticisms spawned the idea of non-financial performance measures19. Banks, despite the

importance of learning and exposure to international business perspectives, rarely implement these practices19.

The idea of using non-financial metrics to address Organizational Performance (OP) is based on its capacity to

measure a wide range of organizational performance factors9. Similarly,some researchers found that non-financial

performance was favorably and strongly influenced by leadership,market competitiveness, and the management

accounting system. For further support,a number of research studies on OP have incorporated financial metrics in

their analysis19,20. The importance of both financial and non-financial factors in measuring OP has been

highlighted by recent research19,9. This study operationalizes OP in terms of financial and non-financial

performance based on the discussed considerations. As a result, the study defined organizational performance as

an outcome concept that describes how well an entity fulfills set objectives that assure its long-term viability.

Within the context of this study, aquaculture organisational performance include; profitability, competitiveness,

and new product development.

2.1.1.1 Firm Profitability

Firm profitability (FP) is defined as the profits that a company is able to generate from the use of its resources over

a period of time. In a similar vein, academics have theorized that FP demonstrates an organization's potential to

earn income from the utilization of its assets over a predetermined time period21,22,23. The position of Abbas and

Abu, which is postponed from past definitions, is that FP is a relative term that refers to how efficiently the

company's operations are run. This is because Abbas and Abu regard FP to be a relative term24.The researchers
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emphasized that financial performance (FP) is the capability of an organization to make earnings on sales, attain

the targeted return on investment, and have human resources used in the management of the business operations.

FP is a crucial feature that should be used to evaluate how well and effectively a company manages its commercial

operation. Nwosu emphasized once more that FP demonstrates the capability to effectively function despite the

presence of a dynamic environment25. Profitability is defined as the ability of a company to generate earnings; it is

an assessment of how successfully an organization utilizes its assets from its principal form of operation to spawn

income26. Some researchers came to the conclusion that FP is the indices that are used to gauge the degree to

which businesses offer new products that result in a competitive advantage.Overall, financial performance (FP)

reflects the management's skill in converting firm-level capabilities into profits over time27,23.

Having the abilityto ascertain whether or not an organization is still operational is one of the characteristics shared

by all forms of FP. In accordance with this narrative, held the opinion that FP is a prerequisite for a company to

survive and flourish in the economic operations of a company for a prolonged period of time22. Some authors

state that a 'income statement' is used to determine how profitable a business is. This is mostly a listing of the

total income for the entire company, less the total expenses for a given period of time. Because it demonstrates

how

successful management decisions were, FP is frequently included as a required component of a company's financial

report28,22. Profitability can be understood as a measurement of income and expenses. FP has the capability of

luring potential investors to make an investment in a particular area of business29.

Profitability can be understood as a measurement of the extent to which a company's earnings brims are related to

its sales,average capital, and own average capital30. FP guarantees survival for profit-oriented firms. As a result,

achieving increasing profitability is imperative for firms to own resources, competency, and develop strategies that

can be used to adapt and take advantage of changing market conditions in an unstable environment31.When the

management of organizations makes sufficient profits, the stakeholders and other investors are ecstatic and
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content, and the company is in a better position to meet the petition of other interest groups.This is because the

company is in a better position to make money32.

Profitability is vital for cost absorption, reinvestment, obtaining further capital, maintaining public trust, and

inspiring expansion, which ensuresa noble position for the firm. However,a lack of profitability or an organization's

failure to run a business in a lucrative manner is cause for concern. Profitability, in and of itself, is not a negative

sign of performance,similar to other performance metrics. One of the arguments that researchers back up is that

FP is an evaluation of past occurrences; this suggests that contemporary FP is especially about the successes or

failures of prior business operations29.Additionally, some researchers said that profitability has significant benefits

because it ensures the sustainability of the company and improves the company's position in the market.

According to the findings of this study, financial performance (FP) is defined as the ability to generate sustainable

financial rewards or earnings through the effective uilization of firm resources by a well-coordinated management

process and sound decision-making over the course of a specific time period34.

2.1.1.2 Firm Competitiveness

The concept of competitiveness can take on a number of different forms, depending on the line of thought and the

depth of the investigation being undertaken. On the other hand, the vast majority of researchers are of the opinion

that it is a complicated and nebulous notion that comprises a great many facets.As a result, the evaluation of

competitiveness ought to be carried out based on a number of different components. A company's ability to fulfill

its dual aim of satisfying customers while also turning a profit contributes to its level of competitiveness in the

marketplace35. This capability is achieved by supplying on the market goods and services that customers value

more highly than those offered by competitors that are in the same market.To achieve this level of competitiveness,

the business must first be able to recognize and respond appropriately to shifting conditions both external to and

internal to the organization.This must be accomplished by continuously achieving the standards established by the

competitive market.

Porter's explanation of competitiveness is known as the "industrial organization view of competitive advantage,"

and it is grounded in the earlier works of some researchers in the field of industrial organization economics3637.
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Both of these authors contributed to the field of industrial organization economics. According to Porter's theory, a

company gains a competitive advantage as a result of the competitive strategy it implements in order to ward off

potential dangers and capitalize on available possibilities in the maket38. Competitiveness is merely another way of

referring to productivity, which takes into account the pace of growth of one firm in comparison to that of other

businesses. In the context of the corporate world, dynamic capabilities,flexibility,agility, speed, and adaptation are

evolving into more crucial sources of competitive advantage39,40.

According to studies, there are many different factors that contribute to a company's level of competitiveness.

Some of these factors include people (human resources), organizational culture and structure, processes and

practices, products and intellectual property, capital and natural resources, and technology41. Some researchers

came to the same conclusion,which is that research conducted in the field of organizational learning has shown

that businesses that gather knowledge over the course of their existence can use this knowledge to their advantage

in the marketplace42,43. In addition, in a study, some researchers found that corporate social responsibility may be

more than just a cost or a constraint; it can also be a source of opportunity,innovation, and a competitive

advantage for a business44.

The protected market position of the company as well as the firm's unique resources and competencies are two

other sources of competitive advantage45. It has been established through research that there are a number of

components that play a significant role in the production of a competitive advantage. For instance, some

researchers postulated that the majority of the antecedents of competitive advantage are internal factors46. They

classified these antecedents as follows: physical and financial resources on the first part (tangible resources), and

human,structural, and customer capital on the second part (intangible resources). Although a number of these

empirical studies came to the conclusion that resources play a significant role in a company's ability to achieve a

competitive advantage, others of these studies came to the conclusion that only intangible resources play a

significant role in the achievement of a competitive advantage47,48.

Some researchers, who were studying the characteristics of marketdriven firms and the antecedents to sustained

competitive advantage, came to the conclusion that the entrepreneurial intensity of a firm, which acts as a link
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between entrepreneurship and organizational capabilities, must be significant for such a firm to be able to pursue

innovation-based strategy,

which will enable it to build specific capabilities that will eventually differentiate that firm from its rivals. This

conclusion was reached while the researchers were exploring the characteristics of market-Second, the authors

hypothesized tat the capability of learning with an eye toward the market is essential for entrepreneurial

companies that are following a competitive strategy49. In a study, market-focused learning refers to a company's

ability to learn from its markets and the marketplace as a whole by maintaining a vigilant lookout for fresh chances

to better serve its clientele50.

Some researchers considered lean thinking and operational agility as antecedents to and strategic drivers of the

achievement of competitive advantage. Despite the fact that their research was conducted in the field of

healthcare and healthcare organizations, these concepts were taken into consideration. They argued that dynamic

capabilities, such as lean thinking (which focuses process improvements on customer value) and operational

agility(which focuses process improvements on responsiveness and adaptability to customer needs),are necessary

antecedents to the achievement of organizational performance.Lean thinking focuses on customer value, while

operational agility focuses on responsiveness and adaptability to customer needs51.

A researcher also maintained that a key characteristic of organizational capabilities is that they are firm-specific,

and in contrast to resources, they cannot be traded or acquired by firms.Furthermore, strategic agility is a dynamic

capability "that prepares an organization to embrace relentless change by generating a range of resource and

capability alternatives, develop skills at aligning, realigning, and mobilizing resources, and take resolute action", so

he concluded that because of these two factors,it is impossible for firms to acquire52.

2.1.1.3 New Product Development

If a company wants to stay competitive in its industry, one of the most important things it can do is to continually

innovate and introduce new items to consumers. More important is the fact that these innovative new items find
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commercial success. It is absolutely necessary for a company that is working toward achieving a competitive

advantage to acquire a new product development performance53. It is likely that such a company will adjust

successfuly to the shifting conditions of the market. One of the characteristics of a dynamic market state is erratic

consumer behavior, which results in the desire to consume new items and changes in consumer taste. This desire

can be attributed to the fact that consumers' tastes are always evolving. In a study,according to the scholars, who

provide evidence in support of this position, the potential of NPP to positively influence company growth and long-

term success causes it to become a prime worry for academics as well as business owners. In a similar vein, some

researchers established a connection between NPD, NPP, and the notion of a competitive advantage54.According

to these academics, natural product differentiation (NPD) is a strategic source of attaining a competitive advantage;

as a result, understanding the characteristics that promote NPD is regarded as having relevant managerial

consequences55.

Definitions of NPP have been developed by a number of different academics in order to better facilitate its

comprehension. According to the opinion of some researchers, a new product is considered successful (performing)

if it is adopted by the target consumers, if it satisfies a demand, if it can be sold successfully, and if it can maintain

its presence in the market56. In the same vein, a researcher pointed out that NPP is the operational effectiveness

of a company's NPD operations. This is similar to what was discussed earlier (quality, timeliness, andcustomer

responsiveness)57. The NPP evaluated the level to which customers accept a product and the degree to which the

product lives up to the standards set by those same consumers.Additionally,some researchers proposed that NPP

is the end result of NPD skills being successfully improved58. While these definitions demonstrated that NPP is a

product of firm-

specific activities, they emphasized its measures based only on customer outcomes59. Despite the fact that NPP is

an outcome of firm-specific activities, these definitions emphasized customer outcomes.However, the calculation

of NPP takes into account a number of internal criteria, such as the date on which the product was last consumed

for lunch.
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Also,academics have defined NPP as the consequence of new products entering the market,which is dependent on

the design to specifications and the capability of translating customer wants into product specifications. This

definition of NPP is equal to the other definitions of NPP60. These researchers incorporate two indicators of NPP,

namely design to specification and addressing the wants of customers; nevertheless, the purpose of NPP to

contribute to the organization's continued viability is not addressed in their view of NPP. In a similar vein, some

researchers supported the notion that the performance of a new product can be gleaned from the degree to

which it is successful in meeting the requirements outlined by its target market61.Additionally,some researchers

emphasized that NPP is a viable measure of marketing performance due to the fact that the majority of new items

that are brought to the markets do not return their cost of investment, which results in the waste of economic

resources62.

NPP was defined in this study as the outcome of well-managed firm-specific capabilities that result in a new

product that satisfies the following criteria: customer expectation, design-specification, functionality,pay-back

investment, zero call-backs, improved firm market share,increased profitability, and enhanced competitive

advantage. These criteria were derived from the definitions presented above.

Researchers have utilized a variety of criteria in order to quantify NPP, but the three primary characteristics of NPP

that are most frequently referenced by existing NPD literature are its financial (profitability), market (market

share), and technica (functionality) objectives63,64,65.On the other hand, some researchers proposed utilizing a

variety of criteria (such as time,

quality, and cost) to evaluate the NPP. The time factor considers the total amount of time that must pass between

the generation of an idea and the launch of the product. The quality of the product is evaluated based on whether

or not it lives up to the anticipation of the buyer, and the cost considers the financial implications of manufacturing

a new product66,67.

NPP is beneficial to organizations due to the fact that successful NPD operations indicate that the product is

enjoying increased patronage, delighting customers, raising market share,enhancing profitability,and positioning

the firm in a competitively advantageous position. NPP ensure the expansion of a company's business as well as its
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continued prosperity over the long term for companies that have the capability to carry out NPD activities

successfully.In a dynamic business environment, companies are able to thrive by capitalizing on their NPP because,

as the market condition changes and consumers' behavior becomes erratic,the opportunity to develop new

products to satisfy the changing consumer taste arises.

These new products can help companies continue to meet the needs of their customers68. The drive to design new

products, develop those items, and bring them to market in order to continue one's company's growth has been

emphasized heavily throughout the NPP literature69.The literature that is now available provides evidence that

NPP has a role in the profitability of businesses,the continuation of commercial operations, economic growth,

technical progress,an improvement in the level of living, and employment71,72. Because successful new goods are

essential to a company's ability to continue existing, achieving success in the process of developing and introducing

new products in a market that is both complex and constantly changing is a competence that is highly sought after

by businesses.

Because it offers a positive outcome that helps the firm assess if their investment in NPD activities results in a

desirable economic gain or a waste of economic resources, the drawback of NPP is ambiguous. This is due to the

fact that NPP suggests a favorable outcome.

Even though the company might be able to influence the NPP by engaging in outside-in marketing activities,this

does not automatically guarantee the success of new products because other external factors such as brand equity,

competing products, economic wellbeing,technological advancement, government legislation, and customer

purchasing-power have a significant influence on what new products are successful23. To bolster this point, I

would like to point out that in recent years, the financial fortunes of companies such as Kodak and Nokia have been

on the decline. This unfavorable trend is not the result of these companies' inability to launch a new product; in

fact, this is the furthest thing from the case. However,the new product has not been able to match the

requirements of the external variables that were discussed before, which is the primary reason why they are

unable to recoup their investment costs73.

2.1.2 Response Strategy
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It is imperative for companies to be able to conduct effective environmental analysis and, as a result, deploy

appropriate competencies in order to copy and survive the changing business landscape. This is especially

important during periods of unprecedented disruptions and challenges to the global business environment74,75. If

we are to believe this story,then the capacity for strategic response becomes a vital success factor during times of

changing and challenging conditions. In the literature on strategic management, strategic responses are frequently

viewed as significant drivers in addressing environmental difficulties and adjusting to unpredictable client

requirements48,77,78. This narrative provides evidence that supports the findings of some researchers, who

investigated the relevance of strategic response capability for businesses. The researchers hypothesized that

businesses who utilized strategic response capability were better able to capitalize on their core capabilities, and as

a result, offered value-

adding products and services at prices that weremore affordable than those offered by their

rivals.

Additionally,a researcher emphasized the significance of strategic reactions,which he defined as "activities done to

match the existing strategy of an organization to changes in the environment in order to obtain a competitive

edge." According to the researcher,this is the case because strategic reaction ensures that an organization survives

in an environment that is always changing, which in turn improves the organization's overall performance79. The

submission made by Michell is supported, in part, by a researcher80. The expert emphasized that with strategic

response capabilites, businesses are in a better position to boost their relevance in an environment that is

changing by remaining consistent with their operations.The implicationof this narrative suggests that under

conditions of intense change in the business environment, companies need to be conscious of the possible

association between their actions and the outcomes as a result of those actions.

This is especially important for them to keep in mind when making strategic decisions.Therefore,companies that

want to continue being a going concern, particularly in an unstable environment caused by the coronavirus

pandemic, will need to evaluate the macro environment, look inward for competencies, and respond with an

appropriate strategy.This is especially true in an environment that has been induced by the pandemic to be
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unstable. In this particular investigation, the corporate strategic response capabilities comprise strategy planning,

exploratory innovation capability, and marketing sensing capability. Given the issues discussed in the first chapter

of this research, these metrics are very dependent on the environment in which they are applied (See sub-section

1.2).

2.1.2.1 Strategic Planning

Strategic planning is a process that involves systematically determining the company's direction and goals,

analyzing the external and internal environment, selecting the appropriate strategy, developing an implementation

plan, establishing a monitoring system,and evaluating the company's achievements81. In a study, strategic

planning is a management tool that is used to help the organization focus its energy, ensure that the members of

the organization are working towards the same goals, and assess and adjust the organization's direction in

response to a changing environment82. The process of generating and maintaining consistency between an

organization's goals and assets and the organization's changing prospects is what we mean when we talk about

strategic planning83. The process of strategic planning is going through a series of predetermined processes, such

as articulating a mission and goals, conductingan environmental inquiry, formulating a strategy, putting it into

action, and monitoring its effectiveness84. Furthermore, strategic planning makes use of systematic criteria and in-

depth investigation in order to design, implement, and control strategy as well as adequately document

organization expectations.

Planning strategically is a methodical process that entails forecasting the desired future and translating this vision

into a set of broadly outlined objectives and a logical order of actions to accomplish these objectives85. According

to some researchers, speculation, strategic planning (SP) is a collection of planning activities carried out by

companies in order to devise strategies that may assist in improving the performance of the companies86,87.The

process of determining the goals and objectives of an organization, the formulation of actions, and the allocation

of resources that will be used to achieve the goals and objectives that have been determined are al part of the

strategic planning process88.

30



33

Planning strategically involves validating and defining a direction for corporate activities by analyzing both current

and future goals. This is accomplished through a process known as strategic planning89. Theprocess by which an

organization defines its vision and strategies,as well as the decisions regarding how its human capital and other

resources are to be allocated in order to support this strategy, is known as strategic planning90. In general, the

process of strategic planning includes the formulation of company objectives, the formulation of a vision,and the

development of a basic design to realize the idea and meet the objectives1.The planning of strategies for the

future is futuristic2. There are important facets to consider when conducting strategic planning,including

functional coverage, centralization, and time range,in addition to planning formality and internal and external

orientation93.

Several research articles have discussed the benefits and drawbacks of strategic planning.Improve coordination by

integrating the strategies of all individual business units into a single overarching company strategy94,95,96,97. A

researcher emphasized the significance of strategic planning as one of the most important aspects that have an

effect on performance. One ofthe toolkits available to modern managers, it can be utilized to deal with uncertain

situations and to stimulate performance88. Disregarding strategic planning in organizations can lead to poor

performance, which in turn reduces the odds of the organization surviving in the market98.Strategic planning can

play a role in improving innovation, motivation, increasing internal communication, stimulating new ideas,

generating information, evaluating the environment of the organization, and ensuring careful consideration of all

appropriate options94. Some researchers suggested that strategic planning is pointless until it is put into action,

and some researchers provided support for this assertion98.

It is commonly considered that strategic planning could result in new and distinct positions,business models,

business processes, and positioning in relation to competitors in light of

improved performance brought about by investments in human resources9. Through careful strategic planning, the

company may either be able to increase its performance as a result of its adoption of a new strategy or see a

decline in that performance100. Therefore, in order for a company to beat its competitors in the face of global

change it must utilize proper tactics to keep ahead of and survive in an environment that is always changing101. If
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a firm is going to respond effectively to the difficulties that emerge from the external environment through

adjustments to its strategy and direction, strategic planning in today's rapidly shifting business climate needs to

have adaptive features in order for it to be effective. According to the findings of the study,strategic planning is an

activity that takes place at the corporate level and involves the creation of a strategic route that leads to the

achievement of an organization's short-term and long-term vision and goal.

2.1.2.2 Exploitative Innovation Capability

Extant literature acknowledges the significance of innovation in enhancing productive activities for all different

types of businesses and its ripple effect in boosting business growth and economic wellbeing. This recognition

suggests that there is an increasing research interest in this area102,103. When discussing innovation, a number of

academics frequently refer to the Oslo Manual from 2005 as a useful reference framework. The handbook

described innovation as the acts of an organization that result in a new or significantly modified market

offering,procedures, marketing tactics, or company entity. Innovation might also be characterized as the

introduction of novel ideas. In the same spirit, a researcher proposes that innovation is the process that is utilized

to generate new ideas and innovations that boost the manufacturing of new items and services to be offered on

the market 104.

Innovation is a collection of many processes that are designed to transform industrial actvities and procedures in

order to acquire and build upon distinctive technological competence.In a

similar vein, innovation can be thought of as a collection of activities with the overarching goal of producing new

information, goods, and services by making use of previously gained or newly acquired information105,106. Taking

into account how each of these academics has defined innovation, it would not be incorrect to argue that

innovation is a firm-level capability that helps organizations in their ability to deploy resources and in their capacity

to create new value107,108.
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Therefore, some researchers defined exploitative innovation capability (IC) as the ability to frequently accomplish

creative results. This definition did not establish the method by which exploitative innovation capability develops

into an inventive outcome109. According to a study innovation capability (IC) is comprised of the factors that drive

successful innovation or the factors that influence thecapacity of an organization to manage innovation 10. In the

same way as a researcher did, another researcher did not provide a defintion that clearly stated the activities that

are included in innovation capability, and they overlooked the purpose of innovation capability within the context

of the goal of the organization".

However, some researchers defined IC differently. The authors considered integrated capability as a dynamic

capability, which enables an organization to integrate, grow, and reconfigure both internal and external

capabilities in order to respond effectively to surroundings that are undergoing rapid changel12. This definition

improved upon the deficiencies that were present in the definition that was offered by some researchers. First,it

describes the actions of the IC, and second, it identifies one of the fundamentals of innovation,which is the

capacity to adjust one's behavior in response to shifting conditions 13.

On the other hand, the IC is capable of much more than just adapting to a shifting environment.According to the

hypothesis presented by some researchers, the intellectual capital of a company is based on both the company's

knowledge and its ability to put that information to

use.The authors appeared to be preoccupied with determining what is necessary to accomplish IC, and as a result,

they neglected to discuss what IC is and what it is capable of accomplishing114. Innovation was defined capability

as the internal driving energy that is used to generate and explore radical new ideas and concepts, to experiment

with solutions for potential opportunity patterns detected in the market's "whitespace," and to develop these

ideas into marketable and compelling innovations by leveraging both internal and external resources and

competencies115.
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In another piece of research, some researchers defined IC as "the ability to absorb,adapt, and transform a given

technology into specific operational, managerial, and transactional routines that can lead a firm to Schumpeterian

profits, and suggesting how a firm can perpetuate itself over time"116. In other words, IC refers to an oganization's

capacity to transform Robust definitions were provided by some rsearchers 112,117.While these definitions

addressed the flaws that were present in earlier definitions, they did not take into account the many types of

IC.Exploitative innovation capability (IC) is defined as the capacity to constantly turn knowledge and ideas into new

products, processes, and systems for the benefit of the organization and its stakeholders118.

In addition, a researcher postulated that IC can be understood as both the company's technological learning

process, which was translated into the technological and operational capabilities, as well as the company's

managerial and transactional routines, which were represented by the managerial and transactional capabilities. In

other words, IC can be understood as both the firm's technological learning process and the firm's managerial and

transactional routines. When compared to the definition given by researchers, one is more

comprehensive119,120.Although it introduced the various characteristics of IC, it neglected to emphasize the

purpose of IC in relation to the organizational objective.

IC is a dynamic skill that companies utilize in order to recognize prospects, actions, and procedures; readily share

information; foster dialogue; and execute new ideas that result in new goods, techniques, and organizational forms.

This description does a good job of addressing the overarching purpose of IC, which is to guarantee that

organization goals are met121. Some researchers considered IC to be a multifaceted construct, referring to the

ability for continuous transformation of intellectual asset and ideas into new market offerings, systems, and

procedures that create additional value for the organization's stakeholders122. This was done to make up for the

weakness in the definition provided by a researcher123.This statement is accurate; nevertheless, the goals of IC

might extend beyond only generating additional value for the stakeholders.

IC possesses the capability of developing new products that satisfy the needs of the market; the capability of

applying appropriate process technologies to produce these new products; the capability of developing and
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adopting new products and processing technologies to satisfy future needs; and the capability of responding to the

accidental technological activities and unexpected opportunities created by competitors. Despite the fact that this

definition addresses all of the shortcomings of the prior definitions and places an emphasis on product and market

innovation, it does not place an emphasis on the organizational IC elements. In light of the definitions presented

above, this research defines innovation capability (IC) as a multidimensional concept that requires an effort across

departments, resources,competencies,and management commitment to improve and reconfigure products,

processes,markets,and static management orientation in order to evolve with a turbulent environment and

achieve a competitive advantage124.

In spite of the multiple definitions that are used in order to explain IC, the majority of the research on innovation

has come to the conclusion that IC can take on a variety of different

shapes 125,126,127. For the purpose of providing support for this viewpoint,some researchers said that IC is

comprised of four dimensions, namely the following: Product innovation is the process by which goods and

services are given the status of being "new." Improvements in previously established practices or the technological

infrastructure that make it possible to produce new goods are examples of what are referred to as process

innovations.

Organizational innovation entails changes in a variety of areas, including but not limited to marketing, purchasing,

sales, administration, management, and personnel policy. The term "market innovation" refers to the process of

penetrating new market segments within already existing markets as well as the exploitation of new geographical

markets128. Ukko and colleagues' findings provide credence to this school of thought'29. The researchers

hypothesized that IC would contain four complementing firm-level competencies,which are as follows:

transactional competence, managerial competence,technological competence,and operational competence.

Before any company entity can be recognized to have IC,the four complimentary capabilities need to be aligned in

a suitable manner.
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It is imperative that the interdependence of IC with the other capabilities of the organization be emphasized. These

other capabilities can be broken down into the categories of structural capability, personnel capability, and

operational capability (SPO model), with operational capability serving as the primary dimension. The technology

capacity and the support capacity are both important factors in determining the operational capability. The

competence of the personnel is dependent on the individual's knowledge capacity, the ability to locate

opportunities in the business environment, and the ability to generate ideas, which is based on the inventiveness

of the human resources. The capabilities of an organization's internal processes, such as its management capacity,

cultural capacity, communicative capacity,and

organizational knowledge capacity, are what determine the organisation's structural

competence130.

The importance of the IC was emphasized in Olsson, Wadell, Odenrick, and Bergendahl's research. According to the

findings presented by the Scholars, IC is a critical factor in the achievement of a competitive advantage in a variety

of different ways.First,IC helps market performance and NPD activities, and new goods help maintain market

shares and boost profitability. Second, IC helps maintain market shares. Second, IC can help to replace goods that

are becoming obsolete (shortening product lifecycles). Last but not least, it can assist in reducing the amount of

time needed for production, which in turn accelerates the amount of time needed for the company to bring a new

product to market in comparison to its competitors.According to a study, businesses that have IC get benefits such

as an improvement in the efficiency of their processes, a rise in their income, and the enjoyment of cost

minimization 131.According to the hypothesis presented by a researcher, IC is a necessary instrument for

companies that want to achieve exceptional performance. In addition, having IC is an absolutely necessary

prerequisite for every company that has the goal of thriving despite operating in an unstable environment. In

addition to this, academics have regarded IC as an essential factor in the achievement of long-term success in an

unstable environment132,133
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It is difficult to propose that IC has bad repercussions for businesses that possess it; this is because the benefit has

been demonstrated in both theoretical and empirical discussions.This makes it tough to suggest that IC has

negative effects for businesses that possess it. On the other hand, the enormous initial financial cost implications of

setting up frameworks for IC,the consistent management efforts, and the commitment to developing

organizational structures and culture to achieve IC may be the drawback that prevents many businesses from being

able to develop this dynamic capability. This may be the case because of the fact that IC

requires consistent management efforts.Also, following the part of the theoretical justification of the performance-

effect of IC, businesses that do not possess this capability would be unable to survive in a dynamic environment, let

alone achieve competitive advantage. This is because the performance-effect of IC is a part of the justification for

the performance-effect of IC.

2.1.2.3 Marketing Capability (Sensing)

In keeping with the concepts of the resource-based view, the ability of a company to succeed resides in its capacity

to concentrate on managing its resources in order to provide a distinctive value proposition134. One competence

that falls under this category is marketing competencies.The need to know the fundamentals and the knock-on

consequences of Marketing Capability (MC) has resulted in the conduct of a number of empirical research i

marketing strategy 134,135.In order to have a better understanding of the idea, this study looked at several

different definitions of MC,all of which were given by previous studies.

According to the research of several academics, the capability of a company to accomplish signiicant market

performance by combining product, price, place, and marketing is referred to as MC136. This definition of martial

arts combat is very restrictive because it restricts MC to only a few types of activity. In a similar fashion, it did not

specify the sorts of capabilities and the sources of capabilities required to deal with the marketing mix dimension.

Some researchers suggested that market creation (MC) is an inter-organizational capability with the sole aim of

creating a need, offering a variety of products to meet the needs,and achieving a superior brand image'37. This

was done in an effort to address the deficiencies in the definition provided by138. Morgan et al. In a similar vein,

marketing academics have emphasized that marketing communications (MC) is a firm-level activity that utilizes
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resources to establish a value proposition for customers in a distinctive manner, with the ultimate goal of achieving

considerable brand loyalty and image139.

However, it failed to emphasize that MC is a multi-departmental responsibility, and it did not reveal the importance

of outside-in sources of information to enhance marketing activities.Although these authors' definition of MC is in

agreement and covers all bases, it failed to emphasize that MC is a multi-departmental responsibility. According to

the hypothesis presented by some researchers, MC serves as a channel for companies to deliver value to their

clientele. Despite the fact that this definition is accurate, it conceals all of the actions and procedures that are

involved in the process of adding value for the client140.

A researcher defines market competency as "the use of market resources in the most efficient inventive manner to

fulfill market need and produce significant value to the organization."Market competency refers to the use of

market resources in the most efficient innovative manner141.When compared to a research study, the definition

appears to be superior because it emphasizes innovation, which is necessary for responding to shifting market

trends 142.Nevertheless, neither definition places sufficient emphasis on the various components that make up MC.

MC was defined as a set of activities that are interconnected,allocate resources toward satisfying market demands,

and enable value addition to the organization. This definition is taken from their own work143. This suggests that

companies who have MC have a better chance at gaining a competitive edge than other companies that do not

have MC.The perspective of the researchers on MC included all of the essential aspects of marketing and even

demonstrated that it is a cross-departmental activity. However, they did not adequately connect the aim of MC to

the organization's larger mission, which was a significant omission143.

Additionally,another researcher described MC as an inter-departmental process that improves the procurement of

marketing resources and the transformation of those resources into unique value propositions for the target

audiences138. This definition addressed the deficiency in prior

definitions provided by researchers; nevertheless, in the same way as some researchers did, it was unable to

establish the purpose of MC in relation to the overall objective of the organization143.
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In addition, a researcher proposed that an activity that is performed repeatedly with the goal of obtaining new

consumers and keeping existing ones is regarded as MC. In light of the fact that there are more endpoints for this

company-specific capability, regarding MC as merely a collection of activities aimed at pleasing and maintaining a

client is an overly restrictive way to think about it 44. However, MC goes beyond simply adapting to the dynamics

of the market,as some authors have stated that from an inside-out perspective, MC can be a proactive strategy

used to shape the market conditions and dictates the level of competitive intensity 145.Researchers suggest that

MC is used as a market adaptation (reactive) strategy, and this is correct 40. In a similar vein, researchers described

MC as an intricately coordinated pattern of capacities that companies deploy in order to develop value

propositions.This definition covered one of the goals of MC, which is to aid in generating a market

offering;however,it did not enumerate any of the other goals, such as increasing product awareness 145.

In their study,some scholars incorporated several MC characteristics, including sales,price,market strategy,and

execution. These aspects are not presented in astraightforward manner at all. In light of these definitions,this

research classifies multicriteria as a multidimensional term that takes into account resources at the company level

(KSA). It integrates cross-functional activities within the organization in order to compete with market demands

and trends through outside-in capabilities and take advantage of market opportunities through inside-out

capabilities. This results in the creation of a unique value proposition that can improve an organization's capacity to

be both competitive and profitable as it continues operations 146.

MC researchers proposed that there are three aspects of MC, which they referred to as "outside-in, inside-out, and

spanning capacities." A marketing attitude that aims to address marketing challenges by seeking information from

the market (outside the organization) on what it requires, how it requires it, and when it requires it to be delivered

is conceptualized as having an outside-in marketing competence. The skill of marketing from the outside in is

called reactive because the company responds to what the market mandates. The sub-dimensions of "outside-in

marketing capability" include "market-sensing" capabilities, "partner-linking"capabilities, "market communication"

capabilities, "pricing" capabilities,"selling" capabilities,"market planning" capabilities, and "implementation"

capabilities143. The capability of operating from the inside out is diametrically opposed to outside-in operation.

Inside-out capability, as defined by a researcher, enables a company to make use of the capabilities that are
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already there within the company and then inquire as to what the market can do for the company. It is more like

selling a product that the market has never asked for and hoping that it would sell when it is provided to them144.

This was a conventional approach of conducting business. However,as soon as the idea that the customer is the

"King" was brought up, it became vital for businesses to react to the demand of customers. This is due to the fact

that a company's ability to adapt to fundamentally shifting market conditions is hindered by their inside-out

skills138,144. Technology development and integrated logistics are two examples of capabilities that extend from

the inside out. The final dimension of marketing capabilities is called "spanning capabilities," and it refers to

activities that are deemed relevant organizational market-driven activities. These activities span both outside-in

and inside-out capabilities of an organization. These include but are not limited to operations such as fulfilling

customer orders, providing customer support, developing new products, and maintaining good customer relations.

Researchers' subdivision of MC, which the Scholar termed specialized MC (including marketing communications,

personal selling, pricing, and product development), and architectural MC (planning and coordination mechanism),

appears to be different from the views of researchers; however, unveiling from other researchers' dimensions of

MC share resemblance with existing classifications144,145. Researchers' subdivision of MC which in

addition,proposed that MC is comprised of activities like as planning and implementation,as well as market-sensing,

relational, and innovative capabilities 137. Some researchers conducted a study in which they proposed that the

dimensions of marketing communication should include eight activities. These activities are as follows: pricing,

marketing communication,sales, product development, distribution channel, marketing planning, marketing

implementation, and management of marketing information'33. The study was conducted after other researchers

work was reviewed146. Regardless of the methods that academics use to quantify the activities that are a part of

MC, the idea will always be a company-specific construct that demonstrates the degree to which a company is able

to utilize its resources to generate a competitive advantage147.

The literature on MC has placed a strong emphasis on the economic gains that are the direct result of it138,143.

MC made it possible for a company to be dynamic in such a way that it could continually adjust product

characteristics. This improved resource utilization and satisfied the expectations of customers. Also, academics
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believed that MC was the most important factor in determining a company's level of competitive

advantage147,148. Shareholders are able to make an investment decision on which company to invest in by using

MC to do so. This is due to the fact that MC of a company gives them the opportunity to assess the capabilities of

the company and, as a result, the company's performance in the market 49. According to researchers, MC enables

businesses to improve the quality of their products by engaging in proactive customer service and NPD activities.

As a result, MC enables businesses to construct substantial brand

equity,which ultimately results in superior organizational performance. Scholars have also established that the

success of a company's manufacturing process is primarily related with the competency of the company in the

marketing activities that it engages in 143.

A firm's ability to build and maintain strong relationships with its trade contacts, differentiate its products from

those of its competitors, respond to and influence market conditions,anticipate customer-specific and latent needs,

and make use of other firm-level capabilities for value creation are all made possible through the use of MC144.

MC from both "outside-in and inside-out" perspective has been related with improved organizational

performance137. Because of this, these competencies can be turned into business strategies in order to drive the

success of an organization. However, the MC conditions have to be satisfied in order to obtain the benefits that

were discussed earlier. Even if MC cannot be faulted in and of itself due to the obligation it has to promote the

attainment of organization objectives, organizations that do not possess this skill could potentially suffer as a result

of their absence of it. The market conditions are always shifting, and in order for an organization to thrive in such

an uncertain environment,it is necessary for that organization to have market competency (MC)148,149,150.

2.1.3 Adaptive Resilience Factors

The Latin term "resilire," from which we get the English word "resilience," literally means "to rebound" or "to

recoil"151. The concept of resilience was first investigated in ecology, where it was applied to socio-ecological

systems and described as the "magnitude of disturbance the system can bear and persist" in that context'52. The

phrase does not have a single definition that is universally recognized and is frequently utilized as a metaphor153.
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The concept of resilience has emerged as a central topic of inquiry across a variety of academic fields, including

social and developmental psychology, social and economic geography, environmental economics,

business, and entrepreneurship, among others 150.Why are there certain organizations that are better able to deal

with challenging environmental situations than others? What kinds of activities ultimately result in the

development and implementation of novel approaches to work? Resilience addresses these questions154.

An early submission on the idea of resilience was interpreted to represent a system's capacity to continue

performing and meeting its objectives in spite of the difficulties that it is confronted with155. The meaning of the

word has evolved over time to more accurately reflect its applicability than simply "bouncing back" from

socioeconomic upheaval. In a research published in 2006 that investigated the origins of the idea of resilience,

Folke proposed that resilience might be defined as the capacity of a system to absorb disruptions while

simultaneously learning from those disturbances and reconstructing itself. Later researchers, in their opinion, came

to the conclusion that machine-like perspective of resilience supports a straightforward cause and effect link. When

applied to an organization,however, it should be thought as the ability of an organization to absorb, adapt, and

transform in response to the difficulties it faces152. The argument that some researchers present is predicated on

the perspective that systems are both complicated and able to adapt156.

Researchers' definition of organizational resilience is consistent with an earlier definition provided by Vogus and

Sutcliffe.This earlier definition suggests that organizational resilience is the maintenance of positive adjustment

under challenging conditions such that the organization emerges from those conditions strengthened and more

resourceful. A resilient company is one that is able to leverage its resources and capabilities in order to capitalize

on unforeseen difficulties and changes. In addition, McManus, Seville, Vargo,and Brunsdon postulated that

resilience is a function of a company's overall situation awareness, management of vulnerabilities, and adaptive

capacity in a complex, dynamic, and interconnected

environment 57. This theory was cited in a study, which stated that the theory was developed

in 2008.
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According to the findings of a researcher, resilience can be broken down into two distinct categories (planned and

adaptive). Utilizing planning and skils that have already been established is an example of planned resilience, also

known as first-order capacity. This is most commonly seen in pre-disaster operations such as risk management and

business continuity planning158. On the other hand, adaptive resilience, also known as second-order

resilience,manifests itself during the post-disaster stages as organizations acquire new capacities by dynamically

reacting to unforeseen conditions that are not accounted for in their plans,some researchers in their study, claimed

that resilience has been regarded from at least three different perspectives, namely engineering, ecological, and

adaptive143,152. This is in contrast to the classification of resilience that was provided in a study157.

In earlier research on "engineering resilience," the emphasis was placed on the stability of a system that was

operating in a manner that was relatively close to equilibrium or a steady state.The ability of a system to "absorb

disturbance and reorganize while changing to preserve fundamentally still the same function, structure, identity,

and feedbacks" is what is meant by the term "ecological resilience." A more modern meaning of the notion has

been given in relation to a region's ability to rearrange economic systems in order to absorb the effect of a

destabilizing shock.This interpretation of the concept is referred to as "adaptive resilience"158.

Given that we are now in a post-coronavirus pandemic period, the focus of this study is on the adaptive resilience

that individuals possess. Researchers pointed out hat adaptive resilience is a complex dynamic that is constituted

by a constellation of tangible and intangible resources.They then used a grounded theory method to identify its

core components after making this discovery. Adaptive resilience is considered to be second-order resilience. In

agreement with

the viewpoint expressed by researchers emphasized that adaptive resilience is made up of both tangible resources

(internal resources) and intangible resources (good leadership, quick decision making, and critical information and

knowledge). This shows that adaptive resilience is an internal resource that helps organizations adapt to external

crises and opportunities,thereby increasing the business performance of enterprises. Adaptive resilience helps

organizations adapt to external crises and opportunities 151,159.
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Adaptive resilience is associatedwith measures or strategies that enable a person, country,or system to withstand

or recover from the adverse effects of external shocks 160.Some researchers also state that adaptive resilience is

associated with the ability of a person, country, or system to learn from its When applied to the realm of business,

the phrase takes on three distinct meanings: the first of these is the capacity to recover rapidly; this is related to

the flexibility of the organization,which enables it to rebound from the negative consequences of a shock.Flexibility

drives resilience. The second type of resilience is the capacity to withstand shocks;this type of resilience is achieved

when the company has mechanisms in place to react to unpleasant shocks endogenously and, as a result, lessen

the consequences of the shocks; in other words, when the organization has absorptive capacity. Last but not least,

the capability of avoiding shocks is an example of a sort of resilience that is thought to be innate and maybe

understood as the opposite of a company's vulnerability161.

On what determined organizational resilience, some researchers align themselves with the established notion that

organizational resilience is achieved by a combination of absorbing the challenges faced and changing by adapting

and transforming to continue to thrive in the face of challenges162,163, This notion has been around for quite

some time. Firm adaptive resilience is increasingly being applied in social innovation. This social innovation focuses

on the long-term growth through continuous self-renewal,rather than the recovery from a specific disruption, and

it involves individuals, organizations, communities, regions,and other This

type of adaptive resilience, among other things, requires proper internal-external engagement (employee-

customer engagement), a crisis management-ethicleadership that can only be found in authentic leadership, and

organization unlearning of obsolete processes and renewing knowledge in order to survive and thrive after

turbulent times161,162,164.

A researcher emphasized that the relevance of adaptive resilience to professionals and academics stems from the

need to pay attention to the increasingly volatile business environment, which disrupts socio-economic activities.

This is because of the necessity to pay attention to the increasingly turbulent business environment 65.

Tremendously disruptive environmental changes such as technological discontinuities, regulatory
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upheavals,geopolitical shocks, industry disintermediation, abrupt shifts in consumer preferences,and emergences

of non-traditional competitors all work to undermine the advantages that incumbents enjoy and increase the

likelihood that they will fail as a business. Therefore,businesses need to develop their adaptive resilience in order

to realize their long-term survival and growth. Adaptive resilience can be defined as the ability to successfully cope

with the influence of environmental changes on an organization's earning potential166.

A researcher, citing similarities with another researcher on the significance of adaptive resilience, emphasized that

in order to overcome the consequences of major incidents, business resilience enables organizations to adapt to

the environment and new circumstances after the incident167. This is similar to what another researcher stated

about the significance of adaptive resilience. When it comes to the organization's benefits, adaptive resilience in

and of itself does not suggest anything unfavorable. However, given that adaptive resilience has been established

to offer the opportunity for a company to continue its operation in the face of intense disruptions, organizations

that do not possess adaptive resilience mechanisms or its attribute may not survive the difficult environment. This

is because adaptive resilience has been

established to offer the opportunity for a company to continue its operation in the face of intense

disruptions161,168

Engagement, authentic leadership, and unlearning are going to be three of the adaptive resilience success

characteristics that are going to be examined in this research. This mechanism is an adaption of the research note

written by a researcher on conceptualizing adaptive resilience using grounded theory169. To develop and maintain

adaptive resilience,the researchers emphasized the need of engagement (internal and external

collaboration),leadership,and unlearning (organizational learning). The markers of adaptive resilience that will be

investigated in this study span factors such as social media agility,new product creation,and engagement.

2.1.3.1 Social Media Agility
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The ability to thrive in an environment that is always evolving has become a defining characteristic of successful

businesses. Agility is one of the most important success factors that guarantees continued survival. That is to say,

agile organizations are able to swiftly sense,adapt, and reinvent their business processes in response tothe

presence of unpredictability,allowing them to capitalize on the expansion opportunities presented by a volatile

environment170. On the other side, the term "social media" refers to a company's capacity to reach out to its

clients and do business through utilizing social networking platforms that are powered by technology. The social

media has evolved from its humble beginnings of enhancing social interactions among families and friends in close

proximity regardless of geographical boundary differentials, into a strategic tool that drives multiple business

models,operations, and has become a source of competitive advantage171.

In addition, the combination of agility and social media results in the creation of a new concept known as social

media agility. According to researchers, having social media accounts is a

positive thing; but, social media agility has become a significantly more valuable capability that improves business

performance161. Being a relatively new notion, social media agility requires providing quick replies, generating

unique content, and optimizing costs. It assesses how rapidly a company can get information from customers and

develop products to meet their demands, researchers pointed out that social media agility implies the use of

social-media application to enhance the operational flexibility of business organization 163,171,172. This

interpretation is in contrast to a researcher explanation of what social media agility entails.More importantly, it

provides businesses with unprecedented visibility to a very diverse range of customers173.

By way of application, a researcher hypothesized that social media agility would make it possible for a company to

carry out market research, assess market dynamics, and comprehend the requirements of potential clients. The

professor emphasized that the benefit of social media agiliy is made feasible and with speed thanks to the usage of

information technical infrastructure174. In addition to this, a company that wants to see a growth in consumer

traffic will need to make its social media platforms more flexible in order to both meet the requirements of its

clientele and adjust to changes in the way the market operates 175.Additionally,social media agility is seen as a

multi-dimensional concept that comprises the capability to respond both internally and externally to shifting client
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expectations.This is done in order to meet the needs of the customer base176. Social media agility, asa leading

digital technical interface, is helping to revolutionize the mode of operation of organizations,providing a new world

of potential and how it relates to the market177.

According to the researchers, social media agility is defined as the practice of using an ICT interface within an

organization to engage with clients, hence removing time and geographical boundaries173. The structure of social

interactions between customers and commercial organizations has been fundamentally altered as a result of the

agility brought about by social

media.Because social media agility is based on information and networking, it is essential for businesses to have an

understanding of how to obtain the necessary information and how to make efficient use of it in order to construct

networks that are to the organization's advantage.The emergence of social media platforms such as LinkedIn,

WhatsApp, Facebook, Telegram,Twitter,and YouTube has created a one-of-a-kind channel through which

businesses can connect with a wide variety of stakeholders, obtain external information to drive innovative

activities, satisfy the requirements of those stakeholders, and gain a competitive advantage178,179,180.

2.1.3.2 Omoluabi Leadership

There have been numerous attempts made to define leadership, which appears to be a complicated phenomenon,

and its definition is dependent on the person's vision as well as their experience. This lack of agreement on a

universal definition of leadership may be due to the large number of different researchers who have endeavored

to comprehend it181. According to a study, "those who research leadership disagree more than you might expect

on what leadership is," which is a statement that is in agreement with what a researcher stated182. The process of

directing and having an impact on the work-related actions of one's followers is what we mean when we talk about

leadership. The process of influencing and deciding on organizational goals, encouraging followers' conductto

attain those goals, and having an effect on their groups and cultures is what we mean when we talk about

leadership171.
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Leadership has a key and substantial role in the success of all companies across the globe,and this function varies

from country to country. However, leadership is essential to the success of all organizations184. Leadership is

described as the ability to influence others, and he states that "a leaderis exceptional because of his or her ability

to inspire others." Leadership requires the ability to encourage, inspire, and assist in the development of the group

in order to accomplish

the objectives that have been set. In addition to this, it requires a leader to shape the group into

a forceful unit that is capable of achieving the objectives set forth 185

The Yoruba are an ethnic group in Nigeria, and the concept of Omoluabi describes the personality atribute of a

person or leader that encapsulates the culture of hard work,transparency,accountability,respect for employees,

possession of sound character, and wisdom in judgement, one equipped to handle problems both inside and

outside of the organization. Omoluabi was conceived from a Yoruba worldview171. In addition to this,the

individual regularly uses language that is socially acceptable while addressing other employees, has an outstanding

knowledge of the company, and is able to communicate effectively while maintaining the capacity to keep

everyone's attention within the organization 85,186. From a "Yoruba" point of view, an individual who possesses

these characteristics is regarded as having a unique capability,which is one that the society cherishes.In addition to

this, a researcher found that such a person will have the ability to positively affect the outcomes that occur within

the community. Therefore, a leader who has these Omoluabi personality traits has a far better chance of achieving

a considerable improvement in the operational efficiency of the firm, motivating the employees, and ultimately

improving the quality of the services provided by the local government187.

The importance of leadership to institutional success as a first-order or second-order condition has been

demonstrated in research that has focused on a variety of contexts, such as small businesses, health science,

libraries, and service institutions74,75,76,77.This research has been focused on a variety of settings such as small
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businesses, health science, libraries,and service institutions. Good leadership is essential for the management of a

successful institution,particularly in a challenging environment. This type of leadership has a positive influence on

the environment and structure of the institution. A suitable philosophy of leadership is essential

in order to achieve such success78.

Contextualizing leadership as Omoluabi leadership emerged from the study conducted by Onamusi in 2020 when

the scholar examined Omoluabi leadership as a contingent factor that enhance the ability of firms operating in

turbulent environment to achieve higher level of firm competitiveness with paint industry in Nigeria. Omoluabi

leadership shares certain characteristics with transformative leadership, but it also has some unique features of its

own171.These attributes include idealistic influence, motivation that inspires and stimulates the mind, and

individual consideration, according to scholars who have come before us. A leader's "idealized influence" is defined

as the amount to which he/she actively promotes the trust and loyalty of his/her followers.

The extent to which a leader provides a vision to motivate followers is characterized as inspirational motivation.

Thirdly, intellectual stimulation is the amount to which a leader encourages his or her subordinates to be

innovative and to challenge themselves intellectually.Finally,the amount to which the leader cares about the

specific requirements of his or her subordinates is characterized by individual concern. Omoluabi leader can

influence members'behavior and encourage them to go above and beyond expectations by using the four methods

outlined above (idealized influence, inspiring motivation, intellectual stimulation, and individualized attention)188.

2.1.3.3 Collaborative Engagement

As an offshoot of the relationship management perspective, the term "engagement" is used in management

literature in two different contexts: first, when dealing with customers and second,when dealing with employees

171,182,189. This method of engagement is conceived as the result

of an internal and external collaborative effort aimed at enhancing intra-firm alignment of person, task, and the

organization, which has the potential of affecting employee-wellbeing;and by obtaining critical external knowledge
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from customers, so that the organization can respond appropriately to shifting market demands171. According to

the hypothesis of a researcher regarding adaptive resilience in the post-disruptions period, the two strategies are

regarded as important success features of adaptive resilience190.

Employee engagement is a concept that was first proposed by Kahn from the internal organizational perspective.

He defined it as the harnessing of organization members' selves to their work roles; self-employment and self-

expression of people physically, cognitively,and emotionally in their work lives. Since Kahn first suggested this idea,

numerous academics have come up with a variety of definitions for it, each of which reflects a distinct perspective

on the topic191. Employee engagement was defined in a study by a researcher as the degree to which an

employee is committed to and involved with their organization and the ideals it upholds. In addition, the

researchers emphasized that an engaged worker is aware of the context of the business and collaborates with

coworkers to improve performance within the job for the benefit of the organization. Practitioners in

organizational behavior and human resources are of the strong opinion that the challenge of employee

engagement is strongly connected with how an employee feels about their work experience and the treatment

they receive in the organization.This is the consensus among the practitioners. In the same vein, the fact that it

deals with emotions, which are intrinsically tied to driving success in terms of a company's bottom line192.

In addition, the word "employee engagement" refers to a situation in which maximum job contribution and

maximum job enjoyment are brought into sync. The means or strategy by which a company strives to develop a

relationship between the organization and its employees is known as employee engagement. This partnership is

one that ultimately results in the

employee demonstrating the citizenship behavior that is required to achieve greater performance. Employee

engagement was not defined by researchers differently;the researchers outline an underlying precondition

through which genuine employee engagement might be accomplished161,172,192,193. Employee engagement

takes place when workers believe that they are needed, valued, and respected at their place of employment and

are given the resources that will assist them in achieving their goals.
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In addition, engaged workers believe that they are provided with the resources that will assist them in achieving

their goals. Some researchers highlight the fact that engaging employees can potentially result in increased

individual or group performance in addition to providing a solid foundation upon which organizational

sustainability can take place194.

There are a few characteristics that define a truly engaged employee. A fully engaged employee is one who is

intellectually and emotionally bound with the organization, gives 100 percent of his commitment, feels

passionately about the organization's goals, and is committed to living by the organization's values. Those are the

characteristics of a fully engaged employee184.Engaged employees work harder for longer periods of time; take

action proactively to budding threats and challenges; expand their roles at work; and adapt more readily to change.

As a result, engaged employees have a high chance of positively contributing by attracting and retaining new

clients, as well as infecting their colleagues with their positive attitude 195.Disengaged personnel, on the other

hand, are not only unhappy in their jobs but also actively demonstrate their discontent through their behavior.

Therefore, leaders have the option of either motivating their followers through money benefits or inspiring them

to strive for a purpose that is greater than themselves196.

It was thought that the term "employee engagement" encompassed a broad scope,including many different types

of engagement (such as psychological state engagement, behavioral engagement, and traits engagement), and that

each of these required a unique concept, such as

"proactive personality" (which refers to traits engagement), "involvement"(which refers to psychological state

engagement), and "organizational citizenship behavior" (which refers to behavioral engagement). Furthermore,

some researchers were of the opinion that employee engagement is comprised of five factors: pleasant harmony,

dedication, organizational identity,vigor, and absorption'97. This was the conclusion reached by some of the

researchers.

A researcher established a model of employee engagement, which consists of three components: positive affect,

activation, and work-role concentration. The model was developed by some researchers who said that employee

engagement was a conception with five dimensions, in contrast to the components that were described by

researchers198. These five dimensions are initiative, loyalty, effectiveness, identification, and commitment.
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Overall,a researcher came to the conclusion that highly "engaged workers make a significant contribution to their

agency and should envision success for the business"199.

The notion of customer engagement (CE) originated in fields like as psychology,and it has since made its way into

studies of organizatonal behavior200. This is an example of an outside-in perspective of engagement. Its scope has

been enlarged by contemporary scholars to include CE behaviors such as transactional behavior (procurement) and

non-transactional behavior in the context of consumer electronics (recommendation and swaying). In order to

conceptually progress the field of CE,researchers come up with a variety of definitions that capture the core of the

field. Pansari and Kumar, for example, defined customer engagement (CE) as "the mechanics of a customer's value

addition to the firm, either through direct or indirect contribution"201. Their definition did not include what CE

involves; however, in an earlier study that was conducted in 2015, Kumar and Pansari claimed that CE contained

buyer buying behavior,buyer referral behavior,buyer swaying behavior,and buyer awareness behavior202.

This definition, on the other hand, is more of a description of the characteristics of CE because it does not explain

how CE is generated, nor does it specify the benefits that can be derived from it in a clear and concise manner. A

researcher in his study viewed CE as a mental state that arises from customer interaction and co-creation

experience with a business.This was done in an effort to remedy a flaw in Kumar and Pansari's definition, which

was published in 2015.In a similar vein, customer engagement (CE) is considered to be a multilevel activity because

it stems from a customer's feelings of having a pleasant experience with a brand,which ultimately results in the

customer achieving a personal goal202. Additionally, some researchers defined customer engagement (CE) as the

degree to which a customer is involved in and associated with the production operations of a company's

products203,204.

On the other hand,some researchers proposed that CE is a state that demonstrates a customer's attitude towards

an organization's engagement effort. This attitude is communicated through emotional,intellectual, and social

interaction that extends beyond purchase activities. There have been a number of academic discussions on how CE

comes into being; nevertheless,the writers of these papers did not discuss the potential advantages of CE205. In a

further study,some researchers came to the conclusion that customer engagement (CE) is the behavioral
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manifestation of a consumer toward a company that goes beyond purchase activities and is the result of a

company-induced motivating activity206. Bowden,was yet another academic who emphasized the benefits of CE

that can be attributed to companies. According to Bowden,customer engagement (CE) is an emotional process that

leads to theformation of client loyalty for both new and existing customers207.

Customer engagement (CE) is a situation in which a consumer voluntarily contributes to a company's marketing

responsibilities in addition to patronage. However, viewing CE as a fim-initiated resource is essential because

organizations typically take the initiative to engage the

customer, and firms should proactively manage the CE experience208. This definition suggested that the customer

is responsible for the organization in driving CE. CE is "the firm's deliberate effort to motivate, empower, and

measure a customer's voluntary contribution to its marketing functions,beyond a core, economic transaction." This

viewpoint is supported by the statement that CE is "the firm's deliberate effort to motivate, empower, and

measure a customer's voluntary contribution to its marketing functions"209.

In a study, a researcher provided a definition of customer engagement (or involvement) as a firm's internally-

initiated activities designed to form a platform; one that allows customers to engage in a direct and voluntary

collaboration with the organization in the manufacturing activities (value co-creation) and distribution

process171,203. The purpose of this collaboration is to create a sense of brand identity and brand loyalty while

building strong marketing capability toward the overall success of the business. When customer engagement was

defined in this manner,the emphasis was placed on the value-creation potentials, which can encourage consumers'

buying behavior, which in turn can boost the organization's patronage.

Some researchers have echoed the submission of Hirschman. They believed that emphasizing CE activities provides

the organization with a more cost-effective means of promoting its products and increasing customer base. In

addition, they believed that CE activities have a positive impact on the environment. For instance, a consumer is

more likely to consider the advice of a fellow customer while making a purchase decision than they are to consider

the advice of a sales representative from a firm or an advertisement campaign204,205,208,209. In addition,the

concept that the formation and deepening of a customer's relationship and loyalty with an organization occurs
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when the client is engaged in activities outside the responsibility of purchasing210,211,212. This is due to the fact

that customers are actively involved in these interactions,during which they form opinions about the company, and

for the company,it is a learning process in which they get to understand how their customers are thinking,which

ultimately leads to the formulation of a strategic response that is in line with the expectations of the customers213.

Scholars have stated that customer experience has become a crucial driver of consumer pleasure and loyalty for

businesses, in addition to the value-creation opportunities it presents214,215.

Literature has positioned the benefits of CE for organizations that are able to implement it, but the majority of

people avoid discussing its drawbacks. This is understandable given that the concept suggested a positive

disposition to an organization; consequently, not having the ability to adequately engage customers would

certainly mean negative consequences to such an organization. One of the most major difficulties associated with

co-creation is having less control over a company's strategic management and planning. This is one of the

obstacles that co-creation presents216.

The ability to innovate is an essential part of effective management and has a significant bearing on how well a

company does overall. A researcher provided evidence that supported the claims made by another researcher and

suggested that there is a possibility of losing the firm's inherent innovative tendencies because the organization

will be working from a reactive standpoint,which can be very limiting217. This evidence corroborated the claims

made by another researcher in his study218. Therefore, it is detrimental to a company's efforts to engage in

strategic planning to give consumers more say in the innovation processes that take place within the company and

the results of those activities219.

In addition to this, a researcher mentioned that customers frequently behave in an unpredictable manner. Because

of this, their requirements are always evolving, which suggests that businesses would not be able to keep up with

the demands of customers following engagement activities. If organizations fail to provide as promised during CE

activities, it might cause customers to reject their products. Last but not least, despite the fact that CE can help

reduce
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costs associated with selling and other aspects of product support, CE activities are not inexpensive. This is

because it takes a concerted effort on the part of management to set up the platform,which includes hiring

personnel, designing its mode of operation, and determining what it hopes to accomplish. Even though academics

have emphasized the positive impact CE has on organizational performance, contrary submissions found in

empirical studies,a researcher suggest a different outcome. This has become a source of apprehension regarding

the appropriate planning and implementation of CE for the organization that the researcher investigated220.

2.1.4 Entrepreneurial Mind-Set

A person with an entrepreneur's mindst "captures the benefits of uncertainty in how they approach company and

the opportunity it presents"221. The ability to think creatively and independently is at the heart of an

entrepreneurial mindset. It is crucial to instill an entrepreneurial mindset in order to sustain the aggressiveness of

economic ties and the socioeconomic lifestyle of entrepreneurs through value creation and employment. An

entrepreneurial mindset is a manner of doing business that exploits risk and rewards novelty.When you begin to

routinely think and act like an entrepreneur,you will know you have fully embraced the entrepreneurial

mindset,according to academics.

One study found that those with an entrepreneurial mindset were better able to see opportunities,take

risks,create innovative products, and increase their companies' bottom line.A person with an entrepreneurial

mindset is motivated to seek out,analyze,and seize new chances. The ability to make practical choices in the midst

of uncertainty is a hallmark of the entrepreneurial mindset, which emphasizes creativity, invention, and the pursuit

of opportunity as means to building a prosperous business. Since fresh ideas and techniques are vital to

fostering an entrepreneurial culture, creativity is a key factor in releasing this potential in

individuals,entrepreneurs, and businesses225.

An entrepreneur is forward-thinking and seizes opportunities before others see them. An entrepreneur is someone

who recognizes unmet needs and gaps in the market as potential sources of revenue or value. The evolution of

society and economic growth are both aided by the efforts of prosperous business owners226. You can't be



62

effective at strategic entrepreneurship without having an entrepreneurial mindset. To think and act

entrepreneurially is crucial not only for solopreneurs, but also for managers and staff at large corporations227.One

definition of an entrepreneurial mindset is "a growth-oriented perspective through which individuals encourage

organizational flexibility, creativity, constant innovation, and renewal"228,229,230. If you develop and apply an

entrepreneurial mindset, you can turn uncertainty into an advantage. As a result, both starting out and revitalizing

current firms call for an entrepreneurial mindset231.

The ability to think creatively, persuasively,autonomously, persistently, inquisitively,nimbly,and independently, and

with a high degree of flexibility and ownership are all hallmarks of an entrepreneurial mindset. Some scholars have

gone on to identify five traits shared by habitual entrepreneurs: a hunger for new opportunities, a dedication to

pursuing them with enormous discipline, a reluctance to exhaust themselves and their organizations by pursuing

every possible course of action, a laser focus on execution-and more specifically,adaptive execution-,and the ability

to rally the resources of everyone within their domain232.

A lack of an entrepreneurial mindset was shown to be a contributing factor in he high proportion of SMEs failing in

South Africa. The author stressed the importance of learning about issues that are intrinsic to an entrepreneurial

mindset. These include learning on the job,openness to change, originality, drive, and a willingness to take risks.

Entrepreneurship is a

way of thinking. It's about looking at the world and current events critically, attempting to figure out where an

individual's actions fit into the grand scheme of things, and how they might contribute to the building and

improving of the economic and social system. The next step is to turn your plans into reality and put your thoughts

into motion.

Having an entrepreneurial spirit is a plus for any company. Taking on a more entrepreneurial frame of mind is a

great way to unleash your imagination. People put their faith in those who appear competent. In contrast, an

entrepreneur's outlook tends to limit their ability to determine their own schedule. In addition, the first year (or

more) of a venture's inception will not yield significant earnings for its founders.
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The goal of the field of entrepreneurship studies is to arm students with the information,training, and inspiration

they need to be successful as entrepreneurs in a wide range of fields and industries. The ability to identify or

create a window of opportunity and take decisive steps toward developing an innovative knowledge practice or

product is what we mean when we talk about entrepreneurial knowledge236. One who has "entrepreneurial

knowledge" understands the ideas, abilities, and mindset of an entrepreneur. Some academics have argued that

regular participation in entrepreneurial activities is the best way to learn and grow one's entrepreneurial skills. In

order to be innovative, small and medium-sized businesses require an understanding of entrepreneurship. In order

to expand, SME owners need entrepreneurial expertise in areas like communication, problem solving, and

innovation. There are numerous routes to acquiring entrepreneurship expertise, but academics have identified

four primary methods of instruction.They suggest that teachers can approach their subjects from three different

perspectives:"about," "for," and "through." The majority of entrepreneurship courses are of the "about"variety,

which uses a more traditional pedagogy and does not involve students in hands-on projects or activities.

The focus of entrepreneurship education is on equipping workers and employees with the drive and motivation to

start their own businesses and see them through to maturity. It aims to equip small and medium-sized enterprises

(SMEs) with the information, training, and inspiration necessary to succeed as entrepreneurs in a wide range of

contexts237. The goal of the study of entrepreneurship is to provide students with the background they will need

to successfully launch a new firm. In doing so, you'll be better able to spot potentially dangerous situations and

steer clear of them. The time and money spent on training in entrepreneurial expertise may seem like a waste at

first, but it would be greatly valued in the long run238.

Self-improvement,originality, independence, initiative, and a can-do attitude are all hallmarks of an

entrepreneurial mind-set. The benefits of entrepreneurship education include the development of creative and

unusual abiities. It also boosts economic activity, confidence,social fairness, and equal opportunity. On the other

hand, there is a considerable degree of risk involved in becoming an entrepreneur and gaining the expertise

necessary to succeed at it239.
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Small and medium-sized businesses need entrepreneurial expertise to successfully obtain finance and develop a

sustainable company plan. SME leadership should be well-versed in customer service best practices. Small and

medium-sized enterprises (SMEs) that possess entrepreneurial acumen will be better equipped to assess the value

of their offerings and communicate those values to current and prospective consumers. With addition, they should

be well-versed in the requirements of potential buyers241.

The degree to which a company is innovative is measured by its willingness to try ot and implement novel ideas,

approaches, technologies, and processes that have the potential to improve existing ones242. Like the previous

definition, this one describes innovativeness as "the inclination of a corporation to experiment with new ideas in

order to activate a process that results in new products, services, or technological development"182.Creativity

encouragement,

research and development funding, process innovation, product and service introduction, and technology

leadership are all examples of innovativeness in this environment. To be innovative is to actively seek out and

promote originality, creativity, and the development of novel ideas through experimentation. Entrepreneurship

can be summed up in the phrase "the pursuit of new chances,"and this includes the risk-taking and creative

problem-solving that yields brand-new products and services or improved technical characteristics for established

ones243.

To be truly innovative, SMEs must abandon tried-and-true methods in favor of exploring uncharted territory. There

are numerous types of innovation, but here are the three most common:Research and development in the

engineering and scientific fields that leads to the introduction of novel goods and services is what we call

technological innovation. Advertising and promotion innovations; market research on products; new product

development;Innovation in administration, also known as Process Innovation, involves the introduction of novel

management strategies, monitoring methods, and organizational structures. Business process reengineering is at

the heart of this type of innovation, which also necessitates putting in place internal mechanisms and resources.
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Companies that are feeling the heat from competitors know full well the value of process innovation and how it

can boost productivity,so this type of innovation is widely encouraged244.

Three perspectives-on the product, the process,and the marketing-are used to examine innovation's aspects or

features. When we talk about product innovation, we're talking about the launch of new products or services, or

the introduction of major improvements to already existing items. A product must be either wholly new or greatly

improved in terms of its features,intended application, software, user-friendliness, components, or materials to be

considered innovative245.

Technologies, new products, and new processes are all examples of innovation. Businesses'innovations can be

broken down into two broad categories: product market innovation and technological innovation. The desire to

attempt new inventions all the way to a genuine dedication to innovation fall on a continuum that we call

"innovation." Speculative in nature,with returns that cannot be predicted in advance, innovators run the risk of

squandered resources if investments do not produce the desired results, but research shows that highly innovative

companies grow faster than their less creative peers. When an innovation takes off,there's a chance that others

will try to copy it246.

Small and medium-sized enterprises (SMEs) in today's highly competitive environment must innovate new

products in response to market demand. To gain new consumers' interest is the ultimate goal of product

innovation. In response to market feedback, SMEs either create brand-new products or improve upon existing ones.

Because of the shorter product life cycle,SMEs are under constant pressure to introduce new innovations. Small

and medium-sized enterprises (SMEs) compete in the market by introducing novel products. When a new product

is introduced, there is usually very little competition, and that's why it can bring in so much money.Researchers

have found that SMEs compete with one another by introducing new products to the market. Small and medium-

sized businesses (SMEs) bring new products to the market that customers love. The functional performance of a

product is a reflection of its innovative nature247.
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Improvements in purchasing, accounting, maintenance, and computing are all examples of back-end processes that

can benefit greatly from process innovation. The author's findings define the effects of different types of

innovation on small and medium-sized enterprises (SMEs). To innovate a performance process means to put into

action a new or significantly improved method of production or distribution. Modifying the production or

distribution

process by significantly bettering its machinery, software, and other supporting infrastructure

is an example of process innovation241.

When a product's packaging, design, placement, promotion, or pricing strategy undergo radical transformations as

a result of marketing innovation, consumers are more likely to take notice.The goals of marketing innovation

include expanding existing markets and raising sales and market share. In contrast to other forms of innovation,

marketing innovations are characterized by the introduction of a previously untested approach of marketing to the

small or medium-sized enterprise. It's important to note that marketing innovation can also refer to a product's

design, even if that design simply affects the product's visual appeal and not its functions or operation. All

innovations in marketing are non-technological. Small and medium-sized enterprises (SMEs) improve their

marketing strategies through innovation, which in turn boosts their productivity248.

The benefits of these cutting-edge methods include cheaper prices, quicker turnaround times,more efficient

distribution, higher product quality, and more attentive service to customers243.

Innovation in the product market places a premium on product design, market analysis,and promotional efforts.

Product/process innovation, engineering, research and development,technical competence, and industry

knowledge are also key components of technological innovation. As it was shown that inventive propensity affects

the persistence of aberrant profit outcomes over time, more innovation leads to higher profits244. Many things

influence innovation, including innovative behavior, the workplace, a focus on learning, and the method by which

an organization learns239.
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Among the benefits of innovation are increases in efficiency and savings. Reducing unit costs,improving quality,

expanding product offerings, and creating greater value are common drivers of process innovation. The process of

invention, while potentially rewarding, can be time-

consuming and expensive. Too much investment and a slow time to market for items might leave a company

bankrupt. A failure in marketability is one way in which innovation can lead to wasted investment. Companies are

unable to mass produce new products at an affordable enough price, hence there is no assurance of a profit244.

To be aware in business, one must take a proactive posture based on a variety of cognitive capacities and

processes, including one's memory, ability to recognize patterns,process information, and communicate with

others214. Entrepreneurship requires more than just being on the lookout for opportunities; it also requires the

ability to make sound decisions and take calculated risks. In addition, the study authors emphasized the

importance of taking action based on the belief that an opportunity exists.

Business vigilance has been identified as a critical factor in the three-pronged process of identifying profitable

opportunities-recognition, development, and evaluation. One's "business vigilance," defined as "the ability to

detect opportunities," is dependent on the individual's capacity for knowledge and information conversion and

transformation. In addition, business vigilance is used to cultivate common sense by gathering, processing, and

selecting data from the environment for the purposeof opportunity identification247.

Business savvy is not a rare trait, but rather one that anyone can cultivate via exposure to a variety of conceptual

frameworks taught in entrepreneurship courses. While some academics stress the importance of opportunity

finders' (entrepreneurs') relative appraisal of the market event or scenario, others argue that it is only coincidental.

That is to say, company owners have an advantage over the general population because they possess a different

kind of human capital-a heightened sense of awareness-that allows them to analyze data and spot potentially

lucrative opportunities. Being awake is a key component of an entrepreneurial mindset and helps one spot

opportunities248.
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Business savvy is not a raretrait possessed by only a select few, but rather the product of the evolution and

application of mental models. So, the intuitive part of the mind,achieved through schema, can define an

entrepreneur's mentality, which is a big step toward comprehending the creative process. Thus, corporate

vigilance is also used to cultivate common sense by gathering,processing, and selecting data from the environment

for use in spotting opportunities247.

The ability to scan and seek for new information, make connections between different pieces of data, and assess

whether or not the data offers an opportunity are all hallmarks of an attentive businessperson. A scholar

formalizes the concept of alertness in the context of entrepreneurship, arguing that it is comprised of three distinct

behaviors: the readiness to scan and search for new information, the facility to connect seemingly unrelated pieces

of data, and the disposition to judge whether or not a new piece of data represents an opportunity249.

Some scholars have characterized risk-taking as the propensity of an organization to undertake high-risk projects,

supported by the preferences of managerial decision-makers who opt for more daring means of accomplishing the

organization's goal. On the other hand, other academics stress the need of remembering that the term "risk" can

be used in a number of different ways, depending on the specific circumstances. Risk-averse businesses, it is

said,would see their market share decline and their status in the industry erode in the face of increasingly assertive

rivals250,251. Taking risks in business involves venturing into uncharted territory or allocating substantial

resources to projects where the outcome is uncertain248.

A willingness to accept calculated risks is what is meant by "risk-taking" in the context of entrepreneurship. Small

and medium-sized enterprises (SMEs) often have to forsake tried-and-true processes and goods in favor of more

daring ventures. To some academics, taking risks means putting one's money where one's mouth is by investing in

ventures that could potentially fail spectacularly, financially speaking. The author expands on this by noting that

the stakes
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extend beyond monetary prosperity to prospects in one's line of work, one's personal and family life, and one's

health. Risk management is an essential part of strategic management and entrepreneurship in the modern, fast-

paced company environment243,251.

It takes courage to allocate significant resources to venture capital in an uncertain market.Entrepreneurship is

commonly associated with risk-taking because of this perception.According to one study,business owners'

willingness to take chances directly correlates to the size of their investments in people and capital. The ability to

"perceive risk at its origin and identify routes to lessen, transfer, or share the risk" is one definition of risk taking.To

take measured and planned commercial opportunities in the marketplace despite the uncertainty of their

outcomes is another definition of risk-taking252,253.

Small and Medium-Sized Enterprises (SMEs) that take advantage of market openings by investing heavily in

resources and taking on substantial debt in order to reap huge financial rewards.Furthermore, they back ventures

with questionable profitability and chase chances with high downside risk. When compared to other types of

businesses, entrepreneurial ones were more proactive in their pursuit of new business possibilities and their

handling of risks.When a small or medium-sized enterprise (SME) takes risks, it means that it is committing a

sizeable portion of its assets to an endeavor whose outcome is uncertain, taking on large amounts of debt,

expanding into uncharted markets, etc246

When it comes to running a business, a willingness to take risks means being open to new opportunities despite

the fact that there is no guarantee of success. To do so requires taking risks without fully comprehending the

potential outcomes. It's when a company consciously chooses to invest in risky endeavors that could yield high

returns, but also have a higher failure rate.Business risks, such as those associated with entering new markets or

supporting unproven technologies; financial risks, such as those associated with the financial exposure needed and

the risk/return profile of the new venture, were identified by the researcher as the three main types of risks that

businesses face when engaging in entrepreneurial activities.Personal Risks can refer to the reputational effects of

the business's success or failure and can include things like heavy borrowing or committing a large portion of their
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resources. A company's success or failure can have a significant impact on the entrepreneur's ability to steer the

company's destiny255.

There are many positive outcomes that can result from stepping outside of comfort zones, such as the chance to

actively pursue achievement, the stimulation of creativity, the development of emotional resilience, and the

discovery of previously unrealized potential. But if your gamble doesn't pay off, you might lose a lot of money256.

To be autonomous means to have complete discretion over one's own actions and to be free to pursue one's own

goals without interference from above or below242,247,256. To act autonomously means to act freely and make

one's own decisions, to have a clear and unencumbered vision, and to see that vision through to fruition. Being

autonomous means that an entity is self-governing, self-sustaining, and legally bound only by its own statutes and

regulations. To put it another way, autonomy is a structural feature of a company or group.This has to do with the

fact that some decisions must be made at the regional level while others must be made at a higher level by a more

distant entity. The term "job autonomy" is used to describe an employee's level of discretion, independence, and

freedom in making decisions about their work schedule, tasks, and other factors.

The term "autonomy" refers to the extent to which an employee is given discretion over his or her work schedule

and methods of accomplishing assigned duties. To be more precise, it's the ability to do a variety of things within

the context of one profession. When given more freedom

to make decisions and carry out projects, employees tend to perform better because they feel

more in control and confident in their abilities247.

Control and autonomy are two different concepts that are sometimes mistaken with one another. Autonomy

entails making independent decisions based on continuous observation and interaction with the supervisor,

whereas control entails molding projects and tasks, methods of work,and working conditions. To put it another

way, autonomy means having one's activities approved by a higher authority. Employees that feel a great deal of

control over their workday face fewer external constraints as a result250.
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One researcher has proposed that employee autonomy is a key component of job satisfaction.Some academics

define autonomy as "how far the work has given substantial freedom,independence, and wisdom in work

scheduling and deciding the procedure used in practice."According to a scholar, when workers are given autonomy

in the workplace, they are better able to make decisions about their work environment and the types of jobs they

want to do.This, in turn, boosts workers' accountability for the outcomes of their efforts and their level of intrinsic

motivation, which in turn boosts the organization's bottom line. Howmuch control an employee has over the pace,

sequence, and technique by which he completes his task, as well as the handling of work exceptions, is what is

meant by "work autonomy"251.

Working in a highly independent role, one has considerable leeway in determining the what,how,and when of

one's work. The study's findings demonstrated how high levels of job autonomy might increase workers'

willingness and drive to grow and plan for the future by providing them with more time, energy, and freedom to

pursue particular actions. According to the self-determination idea, people are more likely to put in extra effort at

work when they believe their efforts have meaning or when they have some leeway in how they go about

accomplishing their work. More freedom and responsibility leads to higher levels of

satisfaction and interest249. Everyone takes responsibility for their actions and strives to do the best they can. In

turn, this boosts morale, productivity, and a positive work environment by encouraging employees to develop

professionally. But independence is one of the traits that can be easily lost. The moment you give in to your own

free will and allow an addictive substance into your life, you no longer have any control over your own life. When

people have a lot of freedom,they may start fighting with each other and start abusing their authority252.

2.2 Theoretical Review

This section discusses various theories about applicable to explain the effect of adaptive resilience factors,

strategic response and performance of aquaculture enterprise in Lagos State,Nigeria. ADKAR theory,Dynamic

capability theory, and Contingency theory(CT)are among the theories discussed in this section. Also discussed are



73

the theories' proponent(s),assumptions(s), and the main issue(s) addressed by each theory,critics and supporters

of the theory,and the theory's relevance to the study.

2.2.1 ADKAR Change Theory

The ADKAR model of Prosci was developed by Jeff Hiatt. It was introduced as a useful tool by Prosci, a well-known

change management consultancy and learning facility264.Awareness,Desire, Knowledge, Ability, and

Reinforcement are all referred to as ADKAR.A well-known goal-oriented change management strategy that

supports organizational changefrom a person's perspective is the ADKAR model. In order to aid subordinates in

navigating organizational change, the ADKAR model is primarily designed to be a coaching and change

management tool. The key tenet of the ADKAR theory is the presumption that people-change is a result of

organizational change266.Organizations don't change; instead, the individuals who make up an organization do.

When organizational change is accomplished, individual change has matched the organizational change stage.

As a result, ADKAR explains the objectves or results of successful change at the individual level. It is a practical tool

for organizing change management tasks, spotting weaknesses,coming up with solutions, and supporting managers

and supervisors267. The model is broken down into five sections or stages: recognition of the need for change,

willingness to take part in and support the change, understanding of how to change, aptitude for implementing

necessary skills and behaviors, and reinforcement to maintain the change. According to Prosci's research,those

steps indicate the turning points that a person must pass through in order for change to be effective. The paradigm

was born out of a movement to match project objectives or goals with conventional change management practices.

Because of this, the Prosci ADKAR Model was initially used to assess whether specific change management

practices (such training and communication) had the intended organizational change outcomes.The concept thus

establishes a link between individual performance,organizational change management,and business

outcomes267,268.

Nonetheless, despite the ADKAR model's relevance, scholars have criticized its assumptions regarding change

management. For example, a researcher emphasized that the model has limitations because it ignores the role of

leadership and program management principles in providing clarity and direction to change. Furthermore, the
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ADKAR model is said to have failed to distinguish between "incremental change" and "radical change," as well as

the roles and functions of leadership and management. Similarly, it overlooks the need for leadership to address

the emotional dimension and fails to see the big picture of program management.

The ADKAR model has been widely adopted in the existing literature to explain factors that management must

consider during change implementation, and numerous scholars have supported these frameworks267,268,269.

The majority of these researchers based their theoretical frameworks for their studies on ADKAR and then

presented findings that supported the

ADKAR model. For example, a researcher believes that the ADKAR model is a useful tool for planning change

activities, diagnosing gaps, developing corrective action,and assisting managers and supervisors270. Furthermore,

some researchers investigated the role of leadership in strategy implementation with Kenya's civil aviation industry,

providing additional support for the ADKAR model's framework. A researcher emphasized the importance of the

five ADKAR model factors in explaining why a company should use the ADKAR change model269,271.

Overall, given the research objectives to be addressed in this study and the criticisms of the ADKAR model, the

ADKAR model is used in this study. This is because the performance effect of adaptive resilience factors and

response strategy, which is the source of contention in this study, are potential result of management change

activity260. More specifically,the processes involved in deploying adaptive resilience to the eventual response

strategy require each individual within theorganization and at all levels to be aware of the need for change;desire

to participate in and support the change; knowledge on how to change; ability to implement required skills and

behaviors; and reinforcement to sustain the change. As a result,the ADKAR change management theory is used to

explain the interaction and the possible outcome of the interaction between adaptive resilience factors, response

strategy and aquaculure enterprise performance in Lagos State, Nigeria.

2.2.2 Dynamic Capability Theory
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David Teece, Gary Pisano, and Amy Shuen developed the Dynamic Capability Theory. The resource-based view

(RBV) of the firm was extended by the theory of dynamic capabilities (also known as dynamic capabilities theory or

DCT). However, while RBV and dynamic capabilities make use of similar assumptions, we can better understand

how a firm's resources change over time and how this impacts its performance. It is assumed that firms with

greater

dynamic capabilities will outperform those with lower dynamic capabilities.The concept has also been criticized for

its difficulty in empirically measuring dynamic capabilities272,273.

In order to have dynamic capabilities, resources must be created,renewed,and the resources mix altered. Some

researchers use he RBV theory to suggest that firms can be conceptualized as collections of heterogeneously

distributed resources, but they fail to explain why some firms have a competitive advantage and outperform others

in rapidly changing environments274.Research into dynamic capabilities is at the fore because it offers a means of

gaining a strategic advantage. Strategic management is a normative field that aims to guide the business aspects

that have a direct impact on a company's success and survival. Managers can use the dynamic capabilities

approach to help them create unique, hard-to-copy advantages and avoid losing customers to the competition. The

term dynamic capability was coined by a researcher to emphasize the firm's ability to utilize internal and external

firm-specific competencies to respond to a dynamic environment. The ability of firms to integrate, builds, and

reconfigure their internal and external resources and competencies in response to rapidly shifting environments is

the source of sustained firm performance275.

Dynamic capabilities emphasize the importance of both dynamics and capability in developing new competitive

advantages. As a strategic management tool, KSA is a means of dealing with changes in the external environment

and internal organizational adaptations that may be required by the organization. Th dynamic capabilities of an

organization enable it to respond instinctively to changes in the business landscape both within its industry and the

broader economy276.

74
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Adaptive,absorptive, and innovative capabilities are all considered essential at the industry level by Teece when

developing the DCT272,273,274. Rapid coordination and reconfiguration of resources in response to sudden

environmental changes is known as adaptive capability while

maintaining the firm's previous level of performance. To put it another way,it has to do with a company's ability to

spot and seize market opportunities. Absorptive capability is defined as a company's ability to recognize, acquire,

and utilize outside knowledge for its own benefit275,276,277.

When a company has the ability to transfer its existing knowledge into its products and processes, it is known as

absorption. Absorptiveness depicts the integration of external information into the firm's knowledge base. This is

premised on the acquisition of knowledge,transformation and assimilation. The ability of a company to introduce

new products and services or enter new markets by aligning its strategic orientation with its organizational

processes is referred to as its innovative capability278. It indicates the ability of a company to demonstrate

innovative behavior while constantly converting knowledge into new products and processes279.

The dynamic capability framework has emerged as the new standard in strategic management because it better

explains competitive advantages than the RBV280. Because of these capabilities, organizations can meet

environmental dynamism's challenges instead of being left behind. This theory suggests that an organization must

simultaneously increase its ability to exploit new resources and renew its existing capabilities and resources. This

will enable an organization to adapt to changing market conditions, resulting in a competitive advantage281.

No strong empirical evidence exists to support claims that a company's dynamic capabilities contribute positively

to firm performance, even though researchers have suggested that this could be the case. As pointed out by some

researchers, dynamic capabilities have a number of drawbacks.Failure to incorporate dynamic capabilities into the

internal processes of a company is one of these. In addition, the complexity of dynamic capabilities and the need

for extensive large-scale management may lead to unnecessary changes. According to other scholars,the

role of dynamic capabilities is limited and indirect because they do not exhibit the

characteristics of heterogeneity282,283,284.

75
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In spite of these limitations and criticisms of the DCT, some scholars believe that dynamic capabilities are the keys

to competitive advantage, especially in a constantly changing environment285. According to a researcher who

conducted a meta-analysis of the literature on dynamic capability, despite its origins in strategy, te underlying

assumptions of the dynamic capability have become a vital theoretical foundation for several scholarly works in

other fields like entrepreneurship, technology and innovation management (T&IM),and so on286. Dynamic

capability was also important because it demonstrated the accumulation of skills within a company and was

directly linked to financial performance.

Despite the criticisms and limitations of DCT, recent empirical literature in a variety of fields has shown a result, its

relevance to this study stemmed from its ability to explain how aquaculture enterprises can successfully respond to

changing environment and maintains superior performance. According to DCT theory, it is necessary to constantly

consider external conditions and deploy appropriate knowledge, skill, and ability to achieve significant adaptive

resilience-performance outcomes. Finally, a company's ability to adapt consistently,sense,and innovate its internal

resources is critical in a rapidly changing environment in order to survive and thrive287,288,289.

2.2.3 Contingency Theory

Fiedler put forth the contingency hypothesis in 1964. (CT). CT was established on the concept that some outside

influences affect how well an organization performs. This suggests that an organization will produce better results

when it can align itself with external elements (such as culture,strategy,technology,structure,and environment).

Every organization is an open system that may both impact and be influenced by the outside world, according to

the central tenet of CT. As a result, the various organizational planning strategies are highlighted. The bottom line

is that an organization's ability to meet its contingencies determines its success. Due to the dynamic nature of the

business environment,the entire organizational-contingency-fit is a series of processes that is always changing.

On the other hand, academics have disputed CT's premises. First, achieving internal and external alignment is still

an elusive aim, especially for companies working in environments where there are many competing demands,

internal-organization trade-offs, and high-performance goals. Therefore, it was stated that it would be highly
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challenging to conceptualize a theoretical solution in this circumstance. There was also a Configuration theorist in

the room.Because the factors themselves continue to change when a firm modifies its structure to match the

contingent factors,they felt that firms could not entirely align with their contingencies.The question of fit does not

ultimately come up. They continued by claiming that because CT organizes what managers may do when faced

with particular circumstances,it is reactive rather than proactive. CT does not, however, detail in detail what these

managers have to do in each of these situations. As a reslt, it is insufficient to merely say that "a managerial

decision relies on the situation290,291

Numerous academics have supported the basics of contingency theory, which has been frequently used in the

literature to explain how specific contingencies influence business performance.The majority of these researchers

used contingency theory (and RBV)as the theoretical foundation for their studies, and they then produced results

that validated the CT.For instance, performance would be enhanced if internal and external organizational aspects

were properly aligned292,293.

The researchers supported the CT in a study by offering empirical proof of how organizational performance is

impacted by structure. According to the research, a structure's suitability affects

operational effectiveness, and the absence of a suitable structure denotes subpar organizational performance. A

researcher looked into how strategic management for the CT affected performance.The contingency perspective's

claim that there is no one ideal way to manage an organization was backed by their research. Particularly,

managerial and strategic decisions depend on the setting. In order to give a more solid theoretical foundation for

their findings in 2018, Titus and Anderson used CT to support the Attention-based approach. One study, for

instance, examined "the past, present, and future of CT." According to the scholar, the fundamental tenets of many

scholarly works on contingent factors served as the foundation for CT.When an organization can align itself with

contingent varables, this alignment is a requirement for improving performance. But if a misfit is employed,the

company should prepare for a run of bad luck292,293,294.

Despite the drawbacks of CT, the CT is often used in this study given the research aims to be addressed. Because it

contributed in the creation of a theoretical rationale for the moderators:an entrepreneurial mind-set as
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contingency variables that may affect the degree of interactions between strategy response,adaptive resilience,

and performance of an aquaculture firm in Lagos State, Nigeria.

The presumptions of CT have been questioned by academics. First, a researcher asserted that the desire to achieve

internal and external alignment continues to be a vague goal, particularly for businesses operating in a setting with

multiple conflicting demands as well as for businesses that are struggling with internal organization trade-offs and

high-performance targets284.

When compared to the ADKAR theory,CT has limited explanatory power to discuss the functional relationship

between adaptive resilience factors, straegic response, and performance. However, within the context of this study,

CT explained the interactions of the moderating variable (entrepreneurial mindset) as they affect the interaction

between adaptive resilience factors, strategic response, and performance of aquaculture enterprise in Lagos State,

Nigeria. An explanation of the interconnections between the adaptive resilience factor,response strategy, and

performance is provided by the ADKAR theory,a change management framework. Given that strategic response is

a management change activity,the framework to ensure successful change was offered.

Despite the literature's support for the importance of the ADKAR model in advancing organizational

transformation and, in turn, enhancing organizational performance, the model has some drawbacks. The

researcher emphasized that the model overlooked the need of leadership and program management principles in

providing direction for change and clarity.Additionally, it is said that the ADKAR model failed to distinguish

between the roles and responsibilities of management and leadership, as well as between "incremental change"

and "step change." It fails to understand the macro level of program management and disregards the requirement

for leadership to address the emotional component. Finally, it focuses on internal organizational elements rather

to taking into account external influences that could sabotage the internal organizational reform process.

Businesses function in a dynamic,intricate, and expansive external environment rather than in isolation285.
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As a result, it was decided that the Dynamic Capability Theory should be used in conjunction with the ADKAR

Theory to describe how to successfully achieve adaptive resilience and strategic reaction in a dynamic

environment. In order to adapt to the rapidly changing environment, an entity must be able to integrate, develop,

and reconfigure its internal and external skills. Overall, the DCT offered complementary evidence and a theoretical

explanation for the connection between adaptive resilience elements, strategic response, and organizational

performance, considering how static the ADKAR theory is295.

The ADKAR theory and the dynamic capability theory emphasized that organizational change (adaptive resilience

and strategic response) must take into account internal organizational

k1=Social Media Agility (SMA),

= Omoluabi Leadership (OML),

= Collaborative engagement (BE)

The second independent variable- Response strategy (ERS) is measured as:

=Strategic planning (SP),

Marketing Capability (MC

= Exploitative innovation capability (EIC)

The dependent variable- Performance (PE) Y is measured as:

Firm profitability (FF

New Product Development (NPD)

y3= Firm competitiveness (FC

This study incorporates on Moderating variables (Z)-Omoluabi leadership is

Z=Entrepreneurial Mindset (EM)

2.3 Review of Empirical Studies

2.3.1 Adaptive Resilience on Firm Competitiveness

Why do some businesses deal with challenging environmental factors better than others? What procedures result

in the development and implementation of novel working methods?Resilience answers these inquiries296. Some
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scholars provide a more detailed response by arguing that businesses with adaptive resilience mechanisms are

more likely to succeed than those without them. One researcher's assertion that resilience is an essential quality

of a strategic company with the capacity to succeed in times of environmental disruption was supported by

another researcher297,298

Some scholars discovered importance for resilience capability in supply chain literature.The study asserts that

supply chain performance is improved by external resilience. According to

the researcher's proposal, organizations must develop resilience capabilities with their supply chain partners to

assure steady material supply as well as continuous product and service delivery in order to meet end consumers'

expectations and boost their ability to compete.Studies did in the past support this finding. For instance, some

scholars stressed that firm resilience helps firms behave as complex dynamic systems that operate within dynamic

systems of SC partners contributing to firms' survival and sustainability299,300.

Researchers discovered in a study that resilience has a good and significant impact on the success of businesses.

Some findings supported the idea put out by another researcher that adaptive resilience significantly affects

corporate performance. According to studies, planned resilience significantly and favorably affected adaptive

resilience. Adaptive resilience showed a positive and statistically significant influence on financial performance

despite having a smaller effect than planned resilience, which had no statistically significant impact. Some

researchers contend that employee-level resilience affects performance favorably when the entrepreneur has a

significant predisposition toward personal resilience in a related study with a different outcome in terms of the

unit ofanalysis298,301,302,303

Some researchers' findings suggested that the owner's resilience has a favorable effect on the owner's CSE and

firm innovation, respectively, and that there is a direct correlation between the owner's CSE and firm innovation.

Another researcher's findings corroborated these predictions.The level of resilience of the owner or manager does

not directly correlate withthe firm's performance, contrary to the claims of another researcher who hypothesized

that resilience has a direct positive impact on firm performance. However, a closer look at the findings showed that

resilience influences performance indirectly through the mediating factors of CSE and creativity. According to
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studies, the garment industry's supply-chain resilience qualities, such as re-engineering, agility, and collaboration,

are positively impacted by the supply-chain risk-management culture299,303,304.

Contrary results were seen despite submissions from multiple resilience scholars about its applicability and

importance in relation to company performance in various contexts. The performance of firms was not directly and

significantly impacted by adaptive resilience,according to a study. Furthermore, the tenacity of the company

owner manager did not translate into improved firm performance. However, further investigation showed that

resilience served as the constraint via which creativity, innovation, and self-efficacy affected company

performance, highlighting the fact that resilience is more of a second-order construct with an indirect impact on

performance than a first order construct. Building creative skills and a willingness to look for innovative solutions in

business are positively associated to being able to deal with difficult situations and adversity, as well as having self-

belief in problem-solving.These, in turn, become essential drivers of corporate competitiveness305,306.

It is crucial for businesses to obtain consumer intelligence that would improve their capacity to respond to market

needs more successfully in the event of unexpected market dynamics,where customers display erratic behavior

and competition becomes aggressive302,304,305,306.In any other case, a company's failure to adapt to these

competitive market dynamics shows that it is not interested in remaining competitive or surviving the challenging

business environment.Using social media channels, as recommended by academics, is one technique to swiftly

connect with customers305,306. Social media can be used as a tool for connecting with customers remotely so

that they can exchange information and provide feedback that will help the company provide better products and

services.By enhancing customer equity, customer trust,and brand connection, this promotes customer

relations307

Although this story may be true, using social media and not responding quickly to customer feedback may prevent

the good ripple effect that was previously mentioned. This is because a lack of agile social media means that a

company cannot rapidly and proactively anticipate shifting market demands related to irregular client feedback

and respond effectively by giving

83
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term. Social media agility is important for customer co-creation, knowledge acquisition,supply-chain management,

and customer equity, which suggests it can improve a company's capacity to respond to shifting market

demands309,310.

2.3.2 Response Strategy and Firm Profitability

To be regarded as a successful going concern, aquaculture businesses in Lagos State must regularly make a sizable

profit year over year. While many elements have been proposed as enhancers of business profitability in the

existing research, this study views the use of an appropriate response strategy, such as strategic planning,

marketing expertise, and exploitative innovation capability, as a viable driver. One of the few who took into

account the aforementioned goal found that commercial banks listed on the Kenyan stock exchange that had made

significant investments in strategy planning and implementation recorded high levels of performance and, as a

result, achieved a significant increase in profitability year over year from 2011 to 2016304,307.

Researchers discovered a positive and significant correlation between strategy planning,implementation, and

company profitability among SMMEs in Buffalo City Municipality in a related study. Although the results of the two

studies were different, one concentrated on the impact of strategy execution on financial performance while the

other looked at the connection between strategy execution and financial performance. Despite these differences,

it is possible to infer that strategic execution has a bearing on business performance. The results are also consistent

with similar investigations. A researcher's study yielded findings that demonstrated a favorable correlation

between company success and plan implementation. These results agreed with earlier studies, as well. The

accomplishment of strategic goals and the profitability of the actions were also discovered by certain researches to

be positively and significantly

correlated. This hints at the rationale behind the strategic goals' inclusion as a benchmark for

organizational performance305,306,309,310.
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Additionally,several academic streams compared the execution of a strategy to the unfolding of a strategy. For

instance, according to some scholars, strategic planning is a management technique that may be used to assist an

organization focus its efforts, guarantee that all of its members are working toward the same objectives, and

evaluate and modify its course in response to a changing environment. The researchers demonstrated a positive

correlation between the SMMEs sampled and thestrategy unfolding processes and financial performance in

SMMEs.The results on how strategy development and organizational performance are related are in line with

previous studies. Additionally, this study's conclusions indicating the strategy unfolding process has a favorable

impact on financial performance are similar to those revealed in other studies311,312,313.

Aver that strategy execution is a key determinant of performance in any business to support the connection

between strategy execution and organizational performance. Another related study that supported certain

authors' findings. The development and implementation of strategy is a crucial component that accounts for a

sizable variation in organizational performance,as the pharmaceutical business in Thailand demonstrated. Strategic

unfolding, high-performance work systems, management communication, monitoring and evaluation, and

organizational structure were among the strategy execution aspects taken into account in this study that have all

been shown to significantly impact organizational performance305,306,314.

The study used a sample of 361 business owners in Kano state to examine the impact of marketing capability on

firm performance in Nigeria. According to statistical analysis,marketing capability has a substantial impact on both

financial and non-financial firm performance, thus a firm's marketing capability must be effective for it to attain

performance 315.

The results are consistent with those of earlier investigations. A sample of 212SMEs from Kano state, in the north-

western region of Nigeria, was used by some researchers to evaluate the relationship between market orientation

and SMEs' business performance. According to the study's findings, market orientation and the success of SMEs in

Nigeria are positively and significantly correlated315,316,317.

Furthermore, this discovery is consistent with some earlier discoveries made by other researchers. Some

researchers used a sample of 127 manufacturing companies registered in Lagos to examine the effects of

marketing expertise and diversification strategy on performance. The findings proved that diversification has a
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major impact on an organization's success and that there is a significant association between marketing capability

and organizational performance (sales growth, customer patronage). Therefore, it is advocated that businesses

spend a lot of money on marketing their goods to their target market. This will raise sales, which would

subsequently boost earnings and enhance the organization's performance318,319.

Using PLS-SEM on survey data collected from 568 Japanese manufacturers over a three-year period (2009-2011),

the researcher looked at howindustry forces, market orientation, and marketing capabilities affected business

performance. The empirical findings, which were based on survey data from three years, showed that industry

forces,specifically competitive rivalry and supplier power, market orientation, and marketing capabilities, have the

greatest positive effects on business performance (as measured by market performance, sale growth,and

profitability). The relative impact of various elements on performance can be seen to follow this noticeable pattern.

893 US and Chinese businesses were studied in terms of marketing aptitude, organizational flexibility, and new

product development performance. The findings indicated a positive

relationship between marketing skill and NPD performance. As long as the company connects organizational

structure variables with the necessity of marketing capability for exploitation and exploration in product

innovation, marketing capability is crucial for the firm to respond to external changes.

The potential of strategic marketers to mobilize technology resources for new product advantage was investigated.

Data was collected from 209 Korean companies, and the results suggested that only through the two types of

technological resources-dynamic technological resources and embedded technological resources-could strategic

marketing capability play a significant leading role in creating both differentiation and cost advantages of new

products320.

Using manufacturing companies registered in Lagos, some researchers examined the effects of marketing

capability and diversification strategy on performance. The findings demonstrate that diversification has a major

positive impact on an organization's performance and that there is a significant association between marketing

competency and organizational performance (sales growth, customer patronage). Therefore, it is advisable for
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businesses to devote a lot of resources to marketing their goods in order to connect with their target market and

grow sales,which will afterwards raise earnings and enhance performance321.

A researcher looked at the performance of 376 US companies' outside-in marketing capabilities. According tothe

study, inside-out marketing capability and strategic flexibility are both impacted by outside-in marketing capability,

which results in better business performance.The researcher looked at 376 US companies' firm performance and

outside-in marketing capability. The study found that outside-in marketing capability influences inside-out

marketing capability and strategic flexibility, which in turn affects company performance (as assessed by

profitability, market share, and customer happiness). In order to compete in a marketing environment that is

rapidly changing, managers must comprehend that outside in

marketing skill is needed to detect gaps in inside-out marketing capabilities. Development of inside-out marketing

capabilities must be in line with indications from partner linkage,consumer engagement, and market sensing.

Results also imply that managers should strategically deploy firm resources for both current productivity and

future competitiveness using outside-in marketing capabilities as a guide. Building outside-in marketing capability

must therefore be given top priority by businesses because doing so fosters inside-out capability and strategic

flexibility, both of which improve company performance315,316,322.

Some investigations looked into the function that sales force innovation and creativity had as a mediator between

market orientation and self-efficacy impacts on sales force performance demonstrated that the three aspects of

sales market orientation, customer orientation, and inter-functional coordination all significantly and favorably

affect the creativity of the sales force.Additionally, sales force self-efficacy significantly affects sales force

performance,whereas sales force innovation implementation modulates the association between sales force

creativity and performance323.

A sample of 361 business owners in Kano state were used in studies to examine the impact of marketing capability

on firm performance in Nigeria. Based on statistical analysis, marketing capability and firm performance (both

financial and non-financial) are substantially correlated.As a result, for a firm to perform, its marketing capability
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must be effective.Their findings concur with those of earlier investigations323,324. A sample of 212 SMEs from

Kano state, in the north-western part of Nigeria, were used in the study to explore the relationship between

market orientation and SMEs' business performance. According to the study's findings,market orientation and the

success of Nigeria's SMEs are positively and significantly correlated.Furthermore, this discovery is consistent with

certain researchers' earlier discoveries222,324,325,326

Studies were conducted to look into the relationship between innovation capability and firm performance among

Nigerian small and medium-sized businesses across all industries. A self-administered structured questionnaire was

used to collect data from 280 SME's in northern Nigeria. Partial Least Squares Structural Equation Modeling

(PLSSEM) was used to analyze the data. The results showed a significant positive link between innovation capability

and company performance. Additionally, the results demonstrated that innovation capability is a crucial

component of SMEs' success, underscoring the significance of companies' innovation capability in enhancing SMEs'

performance. The results also support the claim made by certain academics that innovation capability can affect

business performance. Well-designed,created,and executed innovations play a crucial role in bringing new ideas,

improving, lowering manufacturing costs, and raising performance, which are essential conditons for boosting a

company's success327,328,329.

To assess inventive skills, company performance, and foreign ownership, a researcher used data collected from

264 big and medium-sized Croatian companies with more than 100employees. The findings demonstrated that

while large and medium-sized businesses do not differ in their innovative capabilities, those with more developed

capabilities succeed at greater levels. Medium-sized businesses, on the other hand, have slightly greater rates of

sales growth and market share growth. Additionally, businesses with foreign ownership are better at creating new

goods and production techniques, and they have greater rates of revenue growth,market share, and market share

growth330.

Radical and incremental innovations had a mediating effect on these correlations when a researcher looked at the

relationships between various forms of innovation and business performance. In Kano state, 334 SME
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manufacturing businesses provided survey information.The study discovered strong and favorable links between

administrative, process, and product

innovation and business success (profitability,sales growth, market share,satisfaction and firm

competitiveness).The results of Abiodun's study are in line with other studies271,289,330,331

Effective sense-and-respond methods were investigated, along with the mediating roles of exploratory and

exploitative innovation, among 150 businesses in the manufacturing and service industries of Vietnam argued that

the key modi-operandi via which the effects of technology-sensing and market-sensing skills affect company

financial performance is through exploratory and exploitative innovations332. In their research, some academics

look at the relationship between new product innovation and performance:maximizing the contribution of

individual innovation and detail-orientedness with 150 Indian manufacturing companies in Tech& Chemicals.

According to a study, employees who want to have an impact on how their companies pursue new product

innovation as a contributor to financial performance must engage at high levels of creativity and attention to

detail333.

In a study on the relationship between innovation capability and customer experience, the researcher concluded

that both technical and non-technical innovation capability can change the impact of complicated demographics on

loyalty and reputation. The study collected data from 606 retail customers. Researches on innovation and

commercial success include: the conciliation function of consumer involvement. By separating the linkages

between innovation capability, customer participation, service quality, and company performance, this study's

primary goal is to enhance marketing literature (Saes, market share & profitability). Results indicate that customer

involvement has no discernible impact on business performance. This conclusion is consistent with a theoretical

claim that customer involvement may have opposing impacts on speed to market. Because involving customers in

cooperation activities may decrease efficiency and lengthen turnaround times, client participation activities

specifically have no or even adverse effects on business performance315,316,334.

Researchers looked at the synergistic benefits of innovation on 856 organizations' performance.The findings

showed that the exploration and exploitation orientations had favorable effects on product and process innovation,
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respectively, which favorably affect the performance of the firm. Product differentiation: a tool for gaining a

competitive edge and achieving the best organizational results (a study of Unilever Nigeria Plc). Using a

straightforward random selection technique, Ogun state was chosen for data collection from 323 respondents who

were based in Ota. The results show a strong correlation between an organization's new product innovation and

customer happiness. Similarly, show that there is a strong correlation between an organization's distinctive

product features and its customers' pleasure. A stronger connection exists between improved product quality and

an organization's rise in sales335,336.

The relationship between innovation capability and firm performance was explored by some researchers in their

study, which included 280 owners and managers of SMEs in the northwest region of Nigeria. The structural model's

findings indicate a strong correlation between innovation capability and business performance (market share,

profit, sales growth, customer acquisition). In their study, several researchers looked at the impact of innovation

on the performance of businesses listed on the Nigerian Stock Exchange. Examining the link between

innovativeness and company performance in Nigeria was the main goal of the article. Out of a targeted population

of 176 companies registered on the Nigerian Stock Exchange with positive financial results as of August 2014, 60

companies were purposefully chosen.It was discovered that innovation and both returns on assets and returns on

equity have negative connections.This finding implies that while innovation has been widely adopted and applied

in Nigeria,similar to Kenya, it has not yet had a favorable impact on returns on assets and returns on equity in

Nigeria337,338.

According to certain studies' results, customer involvement influences innovative capabilities,which in turn affect

service quality. This new understanding suggests that businesses should

take part in consumer involvemnt activities when they focus their efforts on utilizingtheir knowledge and abilities

to undertake innovation activities. This resultsupports Bendapudi and Leone's advice that, from a strategic

perspective, businesses may seek to encourage customers who have a good relationship with the company to

participate in production. The results of this study further demonstrate that consumer involvement raises the
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standard of services. These findings support the idea that customer participation, as a firm-customer linking

asset,is a contingency variable that businesses can use to manage innovation activities339. The potential value of

innovation capabilities is achieved through efficient customer participation,and innovation capabilities in particular

are a required but insufficient prerequisite for superiority in performance.

A study of 350 Small and Medium Enterprises in Nigeria looked at how organizational learning,inventiveness,and

financial performance interacted shown that there is no connection between organizational innovation and

financial performance. An investigation was conducted into the connection between innovation and business

performance using data from the 240automotive suppliers in Turkey. Only product and process innovation, out of

the four forms of innovation, has been found to favorably and significantly improve firm performance 340.

Researchers looked at how 153 sales managers' creativity, innovation implementation, and sales effectiveness was

affected by sales force market orientation. Results showed that innovation implementation, which can be

supported by an innovative organizational culture,entirely mediates the influence of sales force creativity on

performance. Effective sense-and-respond strategies: Mediating roles of exploratory and exploitative innovation

were the subject of another study. 150 CEOs and General Managers of B2B companies in Vietnam, both in the

Manufacturing and Service sectors, were studied. A key modi-operandi via which the effects of technology-sensing

and market-sensing skills affect company performance is revealed by the results to be exploratory and exploitative

innovations341.

Researchers looked at how innovation affected the performance of manufacturing SMEs in Nigeria. In total, 305

SMEs in the Southwestern Nigerian subsectors of domestic/industrial plastic and rubber, wood/furniture and

woodworks, and textile/leather/apparel and footwear were sampled for the study. The results of the hierarchical

regression analysis showed that organizational and process innovation greatly improves business performance.

Product and market innovation, however, did not significantly affect business performance (Sales revenue).The

researchers' analysis found that marketing innovation had a negligible beneficial influence on performance which

is consistent with prior research findings342,343.

2.3.3 Response Strategy on New Product Development
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In order to achieve superior firm performance in a changing environment marked by unpredictable consumer

behavior, fierce local and global competition, inconsistent governmental policies, disruptive innovations, and low

purchasing power, strategic management scholars emphasize the need for firms to have strategic response

capability271,299.The story in the research findings revealed that businesses might accomplish a lot by owning and

utilizing strategic response capability345.

Focusing on a strategic response would help an organization achieve an absolute response to the changing

external environment, according to some researchers, who suggested that this is a suitable strategy for

organizational survival and profitability. Response agility, in general,improves businesses' capacity to grow market

share, appease capricious consumer taste, speed up the development of new products, and reduce operational

costs associated with environmental surprises. It was proposed that strategic response capability explained a

favorable and significant association with SMEs' performance in export business within the setting of

manufacturing in Kenya. Findings in a similar vein showed that strategic response

capability in adaptive and sensing capacities significantly enhances corporate operations and,

as a result,enhances Malaysia's SME performance335,336.

A researcher found that strategic response capability has a positive and significant association with firm

performance in the context of local oil marketing enterprises in Kenya, giving these companies the chance to

compete effectively in Kenya's market environment.According to research results, managerial techniques, strategic

reactions, and customer loyalty are all significantly correlated. The basic reasoning behind the discovery is that

companies that acquire customer loyalty status would benefit from repeat business, which subsequently enhances

company success. In spite of research settings in the oil and gas business,banking industry, textile industry,

agrochemical industry, manufacturing industry, and in-service industry, several empirical studies on strategic

reaction capabilities explained favorable and significant contributions to company performance. The relevance of

strategic reaction capability for business performance is supported by all of these studies345,346,347.

Additionally,the preliminary findings demonstrated a high and positive correlation between marketing skill and

NPP. Further investigation found that firms with ambidextrous competency are required for a firm's MC to
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contribute significantly to variation in NPP. The company in question is equipped to combie the extreme product

innovation operations of exploitation and exploration.The findings suggest that technological innovation capability

has a significant positive relationship with various performance measures such as NPP,profitability,market share,

and customer satisfaction. In contrast to Mu, who looked at US and Chinese tech firms,Azubuike concentrated on

manufacturing companies in Nigeria. The findings of Azubuike and Mu,notwithstanding the differences in the

research contexts, confirm the claim made by RBV proponents that organizational capabilities (firm-specific

competence) drive performance348.

With few exceptions, a study's findings were consistent with previous findings. The author looked at the

performance impact of foreign enterprises' innovation capabilities, and it was found that regardless of the size of

the business, firms with innovative proficiency perform better.Further investigation revealed that foreign

companies were better able to create new items, which led to higher NPP. Some researchers' findings revealed

that NPP is related to organizational learning flexibility and innovation exploration capacity in NPD in an effort to

support how distinct internal organizational variables affect. A scholar attempted to create a link between two

firm-specific capabilities-marketing expertise and technology asset-that drive NPP of Korean enterprises, in

contrast to a research. who concentrated on learning and innovation. According to the study, technology resources

(a proximate measure of innovation capability) improve marketing's potential to affect NPP. Specifically,the

existence of technological resources like dynamic and embedded technology assets was used to explain the

favorable correlation between MC and NPp335,336,344.

Additionally,several researchers choose to demonstrate the impact of innovation on collaboration on the

organizational performance of Korean enterprises. The outcome supported the notion that innovation capabilities

factors like product and process have an impact on firm performance through exploitation and exploration

behavior. These results corroborate academic research on the important performance-effect of innovative

capability. By implication,a researcher urges companies that are committed to innovation to embrace utilizing their

current market in an effort to enter the market, improve on initially offered items,and explore the prospects of

introducing a completely new product to the market. If this is done,the innovative efforts will ensure a superior

market and financial performance, claims the study345,346.
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In order to better understand what NPD feature drives NNP, a researcher focused on another firm-specific capacity

variable from a different angle. The results showed that NPP is driven

by NPD characteristics like originality and quality. In a study, the scholars were more interested in what NPD

activities could affect NPP but not the NPD features. The researcher discovered that customer participation in NPD

activities (co-creation activities) is important for NPP.The study found a strong and favorable relationship between

NPP and customer involvement management. This emphasized that by involving customers in the co-creation

activities to create a new product, their expectations for the features and quality of the product are

captured,lowering the possibility of NPD failures347,348.

According to studies, customers that participate in co-creation activities have a favorable brand experience,which

raises customer satisfaction and, as a result, increases NPP.A number of academics have supported this point of

view with studies in various study contexts, such as the automobile,retail, banking, hospitality, and airline

industries347,348,349,350.

Some researches concentrated on the consumer participation aspect of marketing capability from an outside-in

perspective; however, another researcher took into account all aspects of marketing capability to position its

significance to organizational performance. The study found that superior performance as assessed by profitability,

market share, and customer happiness is ensured by competency in market sensing, partner-linking, customer

engagement,selling, communication, and market implementation (dimensions of outside-in marketing capabilities).

It would also be appropriate to state that Outside-in marketing capability largely explains the performance of a

new product since all the performance indicators employed by a scholar are the benchmark measure for

NPP345,346.

The customer-focus-driven perspective, which emphasizes the need to incorporate customer/market realities into

productive activities needed for the market, lends support to this finding by highlighting the need to do so. Doing

so will help prevent the failure of NPD activities and the massive waste of resources. As a result, i is crucial for

businesses to obtain
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information from other sources. Literature currently in print demonstrates that informal,unregistered businesses,

businesses with a high level of competition, relationships with suppliers, customers, markets, and local

communities, as well as businesses with the ability to influence government, can all be sources of this external

knowledge. In order for a company to achieve great performance, it must emphasize acquiring expertise from the

outside in 347.

Contrarily, it is challenging to question the value of firm-specific competencies like strategic planning, marketing,

and innovation, particularly in light of their contribution to NPP. This is due to the fact that some authors, as was

previously mentioned, discovered that these talents considerably increase NPP; nevertheless, some academics

have stated a different opinion. In a similar spirit, other researchers asserted that not all NPD benefits from

customer interaction implying that customer involvement is mostly beneficial to incremental new products and

their performance, but ineffectual for radical new products. Additionally, a study that concentrated on innovation

capabilities discovered no connection between financial performance and the innovativeness of a corporation.

Another study supported the researcher's findings.Researchers discovered a negative correlation between

innovation and financial performance of listed companies on the Nigeria Stock Exchange348,349.

2.3.4 Entrepreneurial-Set:Response Strategy and Adaptive Resilience on Organisational Performance

Strategic reaction capabilityis crucial for businesses to achieve superior firm performance in a dynamic

environment characterized by unpredictable customer behavior,fierce local and worldwide competition,

inconsistent governmental policies, disruptive inventions, and low purchasing power271,298. According to the

statement by academics, businesses can accomplish a lot by having and utilizing strategic response capability345.

A researcher claims that emphasizing strategic response is an effective strategy for firms to thrive since it enables

them to attain an absolute response to the altering external environment.In general, response agility enhances a

company's capacity to grow market share, appease capricious consumer demands, hasten the development of

newproducts, and lower operational expenses related to environmental surprises. Some researches hypothesized

that strategic reaction capability accounted for a favorable and substantial association between
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SMEs'performances in export business in the context of manufacturing in Kenya. Similar findings were made by a

researcher who found that strategic response capability in adaptive and sensing capabilities enhances business

operations and, consequently,the performance of Malaysian SMEs.In the context of local oil marketing companies

in Kenya, the researcher discovered that strategic reaction capability has a positive and significant link with firm

performance,enabling local oil marketing firms to contend with fierce competition in Kenya's market

environment345,346

A study found that resilient leaders, especially at the group level,are necessary for resilient organizations and that

resilient individual have an impact on group resilience. Researchers have found that the lack of resilience among

today's workers has a detrimental effect on their productivity. Being resilient benefits employee performance and

well-being while mitigating the negative effects of precarious and unstable work environments, such as the threat

of losing one's job on a personal level and the potential organizational failure of a company347.

When facing the difficulties of unfavorable work events, a researcher recognized resilience as a coping technique

and discovered that being resilient mattered more at the individual level.Shared leadership and organizational

resilience have been linked, according to a study.Employee resilience may boost internal motivation and initiative,

as well as serve as a powerful catalyst for employee innovation and creativity, all while supporting the strategic

goals of the company348. According to several studies, self-efficacy and intellectual stimulation are

positively connected with organizational resilience. According to some academics,an organization may endure

hardship, recover from shocks to a balanced condition, and even acquire new skills and experience breakthrough

growth. By enhancing their capacity to withstand and adapt to external shocks, organizations with more

organizational resilience can help businesses last longer349.

Resilience, according to a researcher, is a strategc goal meant to support an organization's survival and growth. An

organization that is highly resilient is also more adaptable,competitive,agile, and robust than an organization that

is less resilient. According to several academics, an entrepreneur's resilience is positively connected with the

expansion of their business. The study discovered that resilience has predictive validity and that business owners
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who exhibit traits of resilience are likely to manage successful companies that expand over time.Researchers have

looked at the links between organizational performance and resilience,specifically the mediating effects of resilient

leadership and organizational culture. Their research showed that organizational resilience and performance were

positively correlated350.

The empirical research described thus far only addressed the performance impact of response strategy and

adaptive resilience in the context of the stated target. The relationship between reaction strategy, adaptive

resilience, and organizational performance is still notwell understood, nor is the potential impact of an

entrepreneurial mindset on organization performance. The need for business organizations, regardless of size, to

have an entrepreneurial mindset has been highlighted in the body of literature on the relationship between

entrepreneurship development and performance. This is because it has the potential to support business owners

in using knowledge, creativity, autonomy, and an understanding of how to engage risk to increase organisational

competitiveness and superior performance351.

For instance, some study discovered that having an entrepreneurial mindset helps young people see self-

employment and entrepreneurship as viable career options and as something that can be acquired and developed.

The findings also showed that having an entrepreneurial mindset had a favorable impact on young people's

intentions to launch a firm. Similar to this, a scholar study's on fostering an entrepreneurial mindset in students in

Sweden revealed notable improvements (enhancements) in the students' ability to see opportunities and their

own entrepreneurial orientation, which sparked a desire in starting their own businesses.The results of the

investigation showed that SMEs in Nigeria can succeed with the right entrepreneurial mindset345,346,349,351,352.

According to studies, the success of SMEs is significantly and positively impacted by an entrepreneurial mindset.

The results of the analysis show that SMEs can succeed with the right entrepreneurial mindset. Similar to this,

other researchers observed a substantial corelation between both factors in their study of organizational success

and entrepreneurial mindset in SMEs in Rivers State (entrepreneurial mind-set and organizational success).

Similarly,other researchers found that the success of SMEs in Benue State,Nigeria,is highly influenced by

entrepreneurial knowledge. According to research findings, a researcher investigated the entrepreneurial mindset

and performance of small and medium-sized businesses in the Makurdi metropolis, Benue State, Nigeria, and
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discovered that risk-taking, inventiveness, and business awareness were significant factors influencing the success

of SMEs in the state351,352,353,354.

Additionally,some studies looked at mindset and entrepreneurial activities in Rwanda and discovered that a

business will fail if it has an entrepreneurial mindset, which is a crucial component of performance and

sustainability in Rwanda. Similar to this, a researcher found that adopting an entrepreneurial mindset can help

businesses perform better and succeed. A critical element that greatly influenced an entrepreneur's business

growth in South-East Nigeria

was their experience,according to some academics that assessed the impact of entrepreneurial mindset on the

sustainability of Nigerian SMEs. The researchers also found a strong link between taking calculated risks and firm

profitability. Similarly, another researcher discovered that personality traits have a significant impact on an

entrepreneur's performance and have crucial ramifications for entrepreneurs and for those looking to help them

launch new businesses355,356,357.

Studies that looked at the impact of autonomy on small and medium-sized business performance discovered a

beneficial relationship between the entrepreneurial mindset and the productivity of SMEs. The productivity of new

venture performance is also linked to increases in entrepreneurial alertness, according to certain academics. In a

similar line, a study found that while risk-taking and competitiveness were not significantly connected with

tourism,firm productivity and performance, being inventive, proactive, and autonomous was. Despite the

geographical disparity between the research, the explanation of the majority of the empirical studies examined

earlier revealed that aspects of the entrepreneurial mind-set have a considerable impact on productivity, which is

contrary to the study's hypothesis358,359.

Some scholars investigated the impact of external ties in the organizational creativity in conjunction with the prior

encouraging findings. According to the study, organizational innovation has a higher propensity to lower

administrative transaction costs and raise workplace satisfaction. In a similar line, additional researchers looked at

the connection between organizational innovation and financial performance in the Turkish automotive supplier
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industry. They discovered a positive significant relationship. Despite the geographical disparity between the

research, the explanation of the majority of empirical studies previously evaluated showed that entrepreneurial

mind-set traits have a significant impact on SME success, which is contrary to the study's hypothesis360,361,362.

According to studies, both student entrepreneurial intention and business success depend greatly on having an

entrepreneurial mindset. The relationship between an entrepreneurial mindset and the success of small and micro

businesses in Nigeria, however, has not been sufficiently explored by literature363,364. If government policies are

supportive of SMEs in terms of regulatory frameworks, taxation, and business registration costs, their vital role can

be achieved.

Given the rarity of prior empirical submission on this goal, the study adopted a theoretical approach to logically

present the potential outcomes in order to address the moderating effect on entrepreneurial mind-set on the

interaction between response strategy,adaptive resilience,and organizational performance. The success of a

corporation is dependent on its strategic fit with the environment, or, to use the interactionist viewpoint's

contingency theory of fit as a moderator. In particular, the CT of fit as a moderator suggests that a moderating-

effect has occurred when the interaction between the independent variable and the dependent variable is

strengthened by the addition of a third variable. Inferentially, the dependent variable should be significantly

influenced by the independent variable's fit to the third variable. Given this narrative, this study contends that if

aquaculture fish farms in Lagos State demonstrate a higher level of entrepreneurial orientation/mindset, the

relationship between adaptive resilience,strategic responsiveness, and performance would be enhanced365.

2.4 Conceptual Model
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Figure 2.1Research Conceptual Model

Source: Researcher's Conceptual Model, 2022

The conceptual model of this study is developed based on DCT and ADKAR. The two theories explain the interactions

between adaptive resilience, response strategy and performance of

aquaculture enterprise and the potential outcomes of the interactions. The strength of the DCT provided the link

between the aquaculture enterprise and the macro-environment in which they operate and the ADKAR emphasizes
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that activities that make up the dimension of response strategy and adaptive resilience factors are change activities

that holds potential for enhancing the performance of aquaculture enterprise in Lagos State.

The conceptual model thus summarizes the study; adaptive resilience and response strategy of aquaculture

enterprise in Lagos State, Nigeria. Adaptive resilience is measured by; social media agility, collaborative

engagement, and Omoluabi leadership and Response Strategy is measured by; strategic planning, marketing

capability, and exploratory innovation capability are the independent variables, Aquaculture performance is

measured by firm competitiveness firm profitability, and new product performance is the dependent variable, and

the moderating variable is entrepreneurial mind-set. Therefore, the four null hypotheses will be linked as follows:

ADR dimensions and FC; ERS dimensions and FP; ERS dimensions and FC; ADR,EMS dimensions and PFM. Overall,

these formulated null hypotheses will be subjected to statistical tests to determine the direction of results,

conclusion, and possible recommendation of this study.

2.5 Summary of Gaps in Literature Reviewed

Evident by the challenges faced by organisations globally, scholars opined that possessing adaptive resilience

mechanism (Social Media Agility, Omoluabi Leadership,collaborative engagement) at a time of intense disruptions,

market uncertainties, intense market competition,weak demands and turbulent environment becomes a critical

recipe for business survival and success366.Building resilient abilities at the organizational level is not only essential

for business survival but also for competitive advantage purpose366,367. Scholarly literature has provided

evidence of resilience studies whose emphasis is on developed economies context,

multinational enterprises in multiple industries, and on internal organisation factors that can enhance planned and

adaptive resilience, however within the context of aquaculture enterprise in Nigeria nothing is known about the

interaction between adaptive resilience and performance.This gap limits our empirical understanding of the

relevance of adaptive resilience within the developing economy context with specific emphasis on the

performance of aquaculture enterprise in Lagos State, Nigeria368.
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Furthermore, during challenging times, organisations need to create and recreate itself to cope and achieve

sustainable business performance. How to strategically respond to achieve this superior performance became

critical and challenging given the dynamism experienced in the macro environment. Several studies have been

done regarding different firm-level competences that can guaranty success in the face of adversities in different

developed, emerging market and in developing economies271,299,314,346,

Through the dynamic capability theory scholars have position the relevance of competences that can adapt,

absorb and innovate interorganisational resource to suit changing market dynamics and competitive intensity.

However, these studies did not categorical specify which response capabilities is the holy grail to contend with

changing time. Consequently, strategic response capabilities such risk management, socia media agility, marketing

capability,and innovation capability and their interaction with firm performance becomes a path unexplored and

unclear. The consequence of gap is that it limits the broad understanding of the relevance of strategic response

capability-performance linkage within the context of empiricism. Hence,scholars have suggested the need to

address this gap by conducting further studies to substantiate the interactions between strategic response

capability and organisational performance341,348,387,369It is noteworthy to stress that within the aquaculture

enterprise context in Lagos Nigeria, how entrepreneurial mind-set moderate the link between adaptive resilience

factors and strategic response on performance, is unclear hence,creates another gap for this

study worthy of investigation.
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Chapter Three

Methodology

This section details the methods used to investigate the aims and questions posed in the introduction section of

this study. The methods to be discussed adhered to a synthesized framework that included the research design for

this study, the study population,the computation of sample size, the sampling technique adopted, the methods

used to collect data,the research instrument, the validity and reliability of the research instrument, the data

collection procedures and the method of data analysis.

3.1 Research Design
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In order to investigate a sample of a population at a given period and to establish causal connections between

adaptive resilience, strategic response,and organisational performance,this research utilized a cross-sectional

survey design. In comparison to the costly and time-consuming longitudinal survey design, this approach has

several advantages'. Research has shown that cross-sectional survey design is useful in certain contexts, such as

when looking at the functional link between strategic response, adaptive resiience and short-term organizational

performance2,3. Also, the usage of this design premised on scholars who have found it appropriate in similar but

different research context.

3.2 Population of the Study

This study population comprised of four thousand and twelve (4,012) employees of fish farms in Lagos State,

Nigeria. The selected fish farms have large aquaculture operations in Lagos State and account for more than 75%

of the market size in Lagos State. More so,they partake in Lagos State and federal government skill acquisition

intervention and they are registered members of the Fish research institute Nigeria, Lagos State chapter.

Furthermore, Lagos State

was selected as the location for this study since it is home to the majority of Nigeria's fish farming operations. Also,

no other State in Nigeria can match Lagos State when it comes to the quantity and quality of seafood that it

produces for local consumption and imports.

3.1 Population of the Study

S/N Names of Fish Farm Location Staff

strength

1 Lagos State Fish Farm Estate Ikorodu 1823

2 Anchor Borrowers Fish Farm Agege/Alagbado 1501

Estate

3 Beodale Farm Off Lekki-Epe Exp. 38

4 Tarabaroz/Ocean/ORC fisheries Badagry Creek Apapa 598

5 Dickem Farms Isashi 52
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Total 4,012

Source:Human Resource Offices of selected fish farms (2022)

3.3 Sample and Sampling Techniques

This study adopted Krejcie and Morgan's formula for the determination of sample size from a finite population4.This

is because the researcher is not considering gathering data from every staff of the five fish farms in Lagos State.

More so, the resultant sample size is considered a representation of the population. Below is a mathematical

expression of the formula:The formula is expressed mathematically below:

Where:

P

d

Required Sample size

confidence level)

pulation proportion (expressed as decimal)
(assumed to be 0.5 (50%)

%), expressed as a proportion (.05); It is margin of
error

for the selected fish farms with target population of 4,012employees.
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Furthermore, 20% (70) of the scientifically determined sample size (350) was added to the computed sample. The

addition of the 70 sample was to address issues ofanticipated non-response from the respondents, inappropriate

filling of questionnaire items, and this procedure is in concomitance with existing literature2.Likewise, to avoid

getting response rate below the scientifically determine optimum sample size, it became imperative to provide for

such eventualities. Therefore, the sample size for this study is 420 employees working with the five fish farms in

Lagos State, Nigeria.

Table 3.2:Sampling Frame for the Study

Fish Farms Number of Sample 420 Top Middle Operational

staff Proportional Management Management Managemen

sample level level t level

Lagos State Fish 1823 190 38 57 95

Farm Estate

Anchor Borrowers 1501 158 32 47 79

Fish Farm Estate

Beodale Farm 38 4 1 1 2

Tarabaroz/Ocean/O 598 63 12 19 32

RC fisheries

Dickem Farms 52 5 1 1 3

Total 4012 420 84 125 211

Researcher's Compilation (2022)

A stratified random sample technique will be use to selected the 420participants from the population of this study. To

do this, the sample size will be proportional to each aqua-culture firm population to determine how many employees

to select (Note the proportional sample was calculated as number of employees per fish farm divided by population

and multiplied by the sample size for example for Lagos State fish farm estate 1823/4012 X 420=190).The employees

will then be divided into three groups: upper-level management, middle-level management, and lower-level

"operational" management based on the percentage recommended by extant literature (20%, 30%, & 50% respectively
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for top,middle,and operational level)3. Byusing this method, researchers will be able to collect representative data

about the study's population4. Stratified sampling is ideal for populations with heterogenous features, but not if such

subcategories do not exist or cannot be constructed. Last but not least,the researcher will use a simple random

method to select employees from each stratum in each fish farm according to the proportions already determined. It is

important to note that when the

need to collect data from a population that is not uniform in composition, a stratified random approach is

preferable to a simple random one since it produces smaller error margins.

3.4 Description of Research Instrument

The researcher employed a structured questionnaire for the analysis. The use of questionnaires is also important

since it makes it easier to gather feedback based on the participants'perspectives and opinions, which enhances

quantitative data analysis. The questionnaire's items were modified.The modified questionnaire items are

standardized scales that the authors have used to the topic of this study in other nations, industries, and sectors.

The researcher included a question in the bio-data section asking respondents to rank their understanding of the

overall organizational activities and performance on a scale of 1-10 in order to address the quality of response.

Because it implies a lack of awareness of the organization's overall operations and performance, respondents who

checked fewer than five will not be taken into account.However, those who checked five or more will be taken into

account as necessary. This process was utilized by researchers to increase the accuracy of the replies they collected

for their study,and it was used to both the pilot and the main study. The sources of the modified questionnaire

items are listed in Table 3.3.

Table 3.3: Source of Adapted Questionnaire items

Variable Source

Collaborative Engagement Mu et al. (2018)7

Competitiveness Vlachvei & Notta, (2017)8;Onamusi 202

Entrepreneurial-mindset Arokodare et al 202010

Exploitative Innovation Capability Camisón & Villar-López, (2014)11; Najafi-
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Tavani et al.(2019)12

Market Sensing Capability Mu et al.(2018)7

New Product Development Song & Xie,(2000)13

Omoluabi Leadership Onamusi 2020°

Profitability Vorhies & Morgan (200

Social Media Agility Onamusi(2020)

Strategic Planning Asihkia,Adewole,Onamusi,Makinde,(2022)10
Source: Researcher's compilation (2022)

The 6-point Likert-type scale is used in this study's questionnaire, which is consistent with previous research5. The
numbers on this scale represent ordinal intervals from 6 to 1.Very High Extent (VH,High Extent (HE) = 5,
Moderately High Extent (MHE) = 4, Low Extent (LE)= , and Very Low Extent = 1 were the response options in the
questionnaire for this study. The questionnaire is divided into four parts: Part A covers demographic characteristics
with 6 questions; Part B covers strategy response with 25 questions; Part C covers adaptive resilience factors with
22 questions; Part D covers organizational performance with 19 questions and Part E covers moderating variable
(entrepreneurial orientation) with 10questions.

3.5 Validity of Research Instrument

A pilot study was carried out employing the staff members of the Titan and Ajebo farms in Ijebu Ode given that
they have characteristics in common with the fish farms under research,.
Forty-two (42) people were included in the sample, which was 10% of the total. But the method for gathering data

described in subsection 3.4 called for administering more than 42 copies of the questionnaire. As a result, the

employees of Titan and Ajebo farms received seventy (70)copies of the questionnaire. Respondents were chosen

at random from the sampling unit. 63copies of the questionnaire that had been recovered were usable when they

were sent.However,only 58 respondents ranked six above on the "SCALE" in terms of their familiarity with the

organizational operations and performance. This represented a response rate of 58.5%.

Utilizing construct, content, and criterion validity, the research tools were validated.The researcher's supervisor

and practitioners who participated in the pilot study gave their input on the instruments' criterion and content

validity. Taking into account how each of the variables was measured in the prior research, the contributions will

be utilized to adjust the questionnaire as necessary for the main study. The conducted pilot study offered the

chance to pre-test the instruments in order to determine construct validity.
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Statistics for validity and reliability can be examined and produced by measuring the structural model in PLS-SEM.

Construct validity was demonstrated for each of the investigated variables by the AVE and discriminant validity

scores. The convergent validity was therefore further supported by the AVE value more than 0.5 and the construct

validity was further supported by the discriminate validity value for all the constructs below 0.90 on the

Heterotrait-Monotrait (HTMT) criterion for each of the measured variables. A summary of the construct validity for

these questionnaire items from this study is provided in Tables 3.4 and 3.5 below.

Table 3.4: Summary of Pilot Test Incorporating Construct Validity Test.

Variable No. of

items AVE Remark

Collaborative Engagement 9 0.670 Reliable

Competitiveness 7 0.657 Reliable

Entrepreneurial-mindset 10 0.686 Reliable

Exploitative Innovation Capability 11 0.697 Reliable

Market Sensing Capability 8 0.693 Reliable

New Product Development 6 0.655 Reliable

Omoluabi Leadership 8 0.629 Reliable

Profitability 6 0.731 Reliable

Social Media Agility 5 0.639 Reliable

Strategic Planning 7 0.633 Reliable

Source: Computed from Pilot study, (2022)

Table 3.4 above shows that the AVE values forall the constructs are above the threshold of 0.5to suggest that the

convergent validity has been established for all the reflective constructs in this study.

In addition, the HTMT criterion was used to assess the discriminant validity for all the reflective constructs. The new

acceptable approach to establishing discriminant validity is the HTMT criterion, which measures the indicators' average

correlations across constructs. A researcher posited that where the HTMT values for all the reflective constructs are
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below 0.90,discriminant validity has been established between the reflective constructs. Table 3.5presented the HTMT

criterion for this study5.

Table 3.5:Discriminant Validity using Heterotrait-Monotrait Ratio (HTMT)

Variables CE CC EM EIC MS NP OL FP SM SP

C D A

Collaborative Engagement

Competitiveness 0.05

Entrepreneurial-mindset 0.58 0.2

2

Exploitative Innovation 0.18 0.2 0.2

Capability 8 7

Market Sensing Capability 0.12 0.3 0.1
0.1

1

0 8

New Product Development 0.15 0.1 0.3
0.1

3

0.2

4

9 2

Omoluabi Leadership 0.51 0.1 0.3
0.0

4

0.0

2

0.1

8

5 2

Profitability 0.05 0.0 0.0
0.1

2

0.1

6

0.0

6
0.16

3 8

Social Media Agility 0.14 0.3 0.2
0.1

0

0.0

1

0.0

4
0.15 0.2

4 8 8
Strategy Planning 0.52 0.2 0.7 0.25 0.11 0.27 0.16 0.1 0.1

3 0 0 5

Source:Computed from Pilot study via SmartPLS version 3.3.9,(2022)

All of the constructs in Table 3.5 above met the study's criteria for establishing discriminant validity,which indicates that

discriminant validity has been established for all of the reflective constructs in this study.The importance of convergent

and discriminant validity as crucial indicators of construct validity has been stressed by academics5,6.

Table 3.6: Validity Statistics Process

Variable No. Items KMO Bart. Sig Remark

Collaborative Engagement 9 .786 101.597 (0.000) Accepted

Competitiveness 7 .570 129.173 (0.000) Accepted
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Entrepreneurial-mindset 10 .717 97.848 (0.000) Accepted

Exploitative Innovation Capability 11 .862 218.059 (0.000) Accepted

Market Sensing Capability 8 .711 159.619 (0.000) Accepted

New Product Development 6 .799 77.520 (0.000) Accepted

Omoluabi Leadership 8 .570 112.518 (0.000) Accepted

Profitability 6 .724 94.238 (0.000) Accepted

Social Media Agility 5 .794 124.164 (0.000) Accepted

Strategy Planning 7 .789 124.789 (0.000) Accepted

Source: Computed from Pilot study through SPSS V25(2022)

Kaiser-Meyer-Olkin (KMO) test was used to examine the applicability of the data to the study and the sampling

adequacy for each variable in the model and the full model.This method helped to advance the process of

validating the resarch instrument. The variable must have a KMO larger than 0.5 in order to be accepted. But

readings between 0.5 and 0.7 are considered average, 0.7 and 0.8 are considered good, and 0.8 and 0.9 are

considered quite good6.The Bartlett test of sphericity also gauges how strongly variables are related to one

another. The original correlational matrix's items were then subjected to the null hypothesis test, which revealed

that there is no relationship between them. This would suggest that the variables are unrelated and the study is

therefore inappropriate for them. The KMO and Bartlett test scores and corresponding probability values in table

3.6 above were below the 0.05 cutoff,indicating that the conducted factor analysis was appropriate.

3.6 Reliability of Research Instrument

The reliability of the questionnaire was tested by the researcher. The variables' internal consistency technique of

reliability and composite reliability were assessed. The variables included adaptive resilience components, reaction

strategy, entrepreneurial attitude,and organizational performance measure. By assessing the within-scale

consistency of the responses to the measure's items, the internal consistency was utilized to determine a

measure's reliability. Cronbach's alpha coefficient is frequently used to evaluate this internal consistency and is
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applicable to multiple-item measuring instruments (such as this study). A Cronbach's alpha coefficient for a

questionnaire that is > 0.7 but 1 is deemed reliable6.The instrument's reliability is revalidated using the composite

reliability. The reliability statistic for each variable in this study is shown in Table 3.7 below.

Table 3.7:Reliability Statistic

Variables Composite Cronbach's alpha
Reliability coefficient

Collaborative Engagement 0.912 0.819

Competitiveness 0.912 0.795

Entrepreneurial-mindset 0.839 0.843

Exploitative Innovation Capability 0.882 0.766

Market Sensing Capability 0.874 0.816

New Product Development 0.933 0.910

Omoluabi Leadership 0.928 0.873

Profitability 0.951 0.942

Social Media Agility 0.943 0.929

Strategy Planning 0.806 0.745

Source: Computed from pilot study (2022)

3.7 Administration of Research Instrument and Method of Data Collection

The relevant data were gathered, which helped the study reach its goal. Primary data will be gathered for this

study since it lowers the likelihood of getting inaccurate data and gives the opportunity to learn more about the

respondents at the time of data collection. A systematic questionnaire will be utilized to gather primary data in line

with earlier studies. Because it makes data collecting on respondents' opinions and perspectives on current events

easier and because it is compatible with a cross-section survey methodology. To get permission for the study,the

researcher will arrange meetings with the human resources directors and other specified officials at each fish farm.
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This is crucial since securing the support of HR managers will increase the researcher's accessibility to participants

and, in turn, boost response rates.

Four hundred and twenty (420) employees from the fish farms at the top, middle,and operational management

levels will receive the questionnaire while the firm is open. The responders will get a letter introducing the

researcher, outlining the goals of the study, and copies of the questionnaire. With clear instructions on the

administration method, which comprised giving copies of the questionnaire to regular employees and obtaining

the copies from respondents, the copies of the questionnaire will be given both personally and by qualified

research assistants.

3.8 Method of Data Analysis

The descriptive and inferential statistics were used to examine the information gathered from the fish farms under

investigation. Descriptive statistics was utilized to examine the survey data and provide insight into the research

question. Ordinary Least Square (OLS) technique was used to conduct inferential statistical tests for the study's

hypotheses. Results from testing these hypotheses will be statistically significant at a significance level of less than

or equal to 0.05.

Statistical Package for the Social Sciences (SPSS) version 25 was used to generate descriptive

and inferential statistics,respectively.
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Chapter Four

Results and Discussion of Findings

The chapter provide empirical information concerning the result of the data analysis with respect to data

description, interpretation of the result of the hypotheses tested and the discussion of the study's implications

within extant literature. The purpose of this research is to analyze how adaptive resilience and response strategy

influence performance of aqua-culture firms in Lagos State, Nigeria. This research was carried out via

questionnaire in order to acquire the necessary information for this purpose. The study adopted the SPSS version

25 for the descriptive statistics and inferential statistics to analyze the data.

4.1 Demographic Data Analysis

4.1Data Presentation
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A total of four hundred and twenty (420) copies of questionnaire were administered,and four hundred and one

(401) copies were returned. After sorting the questionnaires only three hundred and ninety-seven (397) copies

were certified as duly filled and considered usable. The useable questionnaire represented 94.5% response rate.

The high response rate was recorded as the researcher administered the instruments with the help of research

assistants who put concerted efforts to regularly visit the respondents to request them to fill the instrument.The

response results are presented in Table 4.1.

Table 4.1:Response Rate

Responses
Frequency Percent

Completed usable copies of questionnaire 397 94.5%

Unusable, unreturned and disqualified questionnaires 23 5.5%

Total 420 100%

Source: Field Survey Results (2023)

Table 4.2:Demographic Characteristic of Respondents

Variables Category Frequency Percentage

Gender Male 278 70.0%

Female 119 24.9%

Age 41-50 years 160 40.3%

51-60 years 237 59.7%

Academic Qualification ND/NCE 259 65.2%

BSc/BA/HND 40 10.1%

Others 98 24.7%

Job Level Top Management 199 50.1%

Middle Management 118 29.7%

Operational 80 20.2%

management

Length of Service 6-10 years 79 19.9%

11-15 years 199 50.1%

16 years and above 119 30.0%

Source: Field Survey Results (2023)
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This section consists of background and respondents' information that describes basic characteristics such as gender of

the respondents, age,academic qualification, job level, and length of service. To this effect, the results are presented in

Table 4.2.

Table 4.2 presents the demographic and personal profile of respondents used for this study.Demographic and

personal profile of respondents as shown in table 4.2. Profile of gender indicated that 278 respondents

representing 70.0% were male, while, 119 respondents representing 24.9% were female, indicating that most of

the respondents were male.Also, 160respondents representing 40.3% were between 41-50 years,and 237

respondents representing 59.7% were between 51-60 years, indicating that most of the respondents were

between 51-60years. Furthermore, 259 respondents representing 65.2% had ND/NCE, 40 respondents

representing 10.1% had BSc/BA/HND, and 98 respondents representing 24.7% had others. In addition, 199

respondents representing 50.1% were top management, 118 respondents representing 29.7% were middle

management, and 80 respondents representing 20.2% were operational management. Also, 79 respondents

representing 19.9% spent 6-10 years, 199respondents representing 50.1% spent 11-15 years, and 119 respondents

representing 30.0%spent 16 years and above.

4.2 Presentation of Data

In Table 4.3, Strategy planning, exploratory innovation,marketing (sensing) capability was presented as measures
of response strategy for aquaculture firms in Lagos State, Nigeria using descriptive statistics and computed for each
statement to reveal the frequencies, percentages,and mean on a six-point Likert-type scale (6Very High extent; gh
extent;4=Partially High extent;3=Partially Low extent;xtent)
Table 4.3: Descriptive Analysis of Responses on Response Strategy

Strategy Planning VHE HE PHE PLE LE VLE MEAN

Establish specific actions 180
178 39

- - -

5.36

to implement the strategy (45.3%) (44.8%) (9.8%)

Encourage staff input in 79 199 119 - - - 4.90

planning strategy (19.9%) (50.1%) (30.0%)

Demarcate resources to 39 139 140 79 - - 4.35

enhance strategy (9.8%) (35.0%) (35.3%) (19.9%)

planning

Designate who is 20 79 198 100 - - 4.05

responsible for each (5.0%) (19.9%) (49.9%)
(25.2%

)
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strategic action

Engage managers in 59 160 98 80 - - 4.50

defining resources (14.9%) (40.3%) (24.7%) (20.2%)

required to achieve plan

Define goal indicators in 40 237 120 - - - 4.80

order to monitor strategy (10.1%) (59.7%) (30.2%)

success

Able to comprehensively 79 239 59 20 - - 4.95

monitor the
(19.9%) (60.2%) (14.9%)

(5.0%

)

implementation of the

strategy

Grand mean 4.70

Exploratory Innovation VF F O R VR N MEAN

Introduce a generation of 80 257 60 - - - 5.05

new products (20.2%) (64.7%) (15.1%)

Extend product range 80 237 80 - - - 5.00

(20.2%) (59.7%) (20.2%)

Open up new markets 99 199 99 - - - 5.00

(24.9%) (50.1%) (24.9%)

Enter new technology 99 218 80 - - - 5.05

fields (24.9%) (54.9%) (20.2%)

Improve existing product 139 179 79 - - -
5.15

quality (35.0%) (45.1%) (19.9%)

Improve 80 239 78 - - - 5.01

production/operation (20.2%) (60.2%) (19.6%)

flexibility

Reduce 180 157 60 - - - 5.30

operation/production cost (45.3%) (39.5%) (15.1%)

Introduce a generation of 60 258 79 - - - 4.95

new products (15.1%) (65.0%) (19.9%)

Extend product range 119 219 59 - - - 5.15

(30.0%) (55.2%) (14.9%)

We consistently explore 40 238 119 - - - 4.80
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new markets (10.1%) (59.9%) (30.0%)

We are quick to adapt our 79 218 100 - - - 4.95

business to suit changing (19.9%) (54.9%) (25.2%)

business environment

Grand mean 5.04

Market Sensing VHE HE PHE PLE LE VLE MEAN

Capability

Alert to market dynamics 139 198 60 - - - 5.20

(35.0%) (49.9%) (15.1%)

Anticipate market records 178 199 20 - - - 4.40

(44.8%) (50.1%) (5.0%)

Know competitors' 20 99 159 119 - - 4.05

pricing tactics (5.0%) (24.9%) (40.1%)
(30.0%

)

Monitor competitors' 20 139 119 119 - - 4.15

price changes (5.0%) (35.0%) (30.0%)
(30.0%

)

Advertise periodically 139 258 - - - - 4.35

(35.0%) (65.0%)

Manage corporate image 60 178 119 40 - - 4.65

(15.1%) (44.8%) (30.0%) (10.1%)

Develop creative 100 238 59 - - - 5.10

marketing strategies (25.2%) (59.9%) (14.9%)

Interact with customers 60 238 99 - - - 4.90
(15.1%)(59.9%)(24.9%)

Grand mean 4.60

Source: Field Survey Results (2023)

According to results in Table 4.3. 45.3% of respondents rated to a very high extent that they establish specific

actions to implement the strategy, 44.8% high extent, and 9.8% partially high extent.On average, the respondents

indicated that they establish specific actions to implement the strategy has a mean of 5.36. Results also indicated

that 19.9% of respondents rated to a very high extent that they encourage staff input in planning strategy, 50.1%

high extent, and 30.0% partially high extent. On average, the respondents indicated that they encourage staff

input in planning strategy has a mean of 4.90. Results also indicated that 9.8% of the respondents rated to a very

high extent that they demarcate resources to enhance strategy planning, 35.0% high extent, 35.3% partially high
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extent, and 19.9% partially low extent. On average, the respondents indicated that they demarcate resources to

enhance strategy planning has a mean of 4.35.

Results also indicated that 5.0% of the respondents rated to a very high that they designate who is responsible for

each strategic action, 19.9% high extent, 49.9% partially high extent,and 25.2% partially low extent. On average,

the respondents indicated that they designate who is responsible for each strategic action has a mean of 4.05.

Results also indicated that 14.9% of the respondents rated to a very high extent that they engage managers in

defining resources required to achieve plan, 40.3% high extent, 24.7% partially high extent, and 20.2% partially low

extent. On average, the respondents indicated that they engage managers in defining resources required to

achieve plan has a mean of 4.50. Results also indicated that 10.1% of the respondents rated to a very high extent

that they define goal indicators in order to monitor strategy success, 59.7% high extent, and 30.2% partially high

extent. On average, the

respondents indicated that they define goal indicators in order to monitor strategy success has a mean of 4.80.

Results also indicated that 19.9% of the respondents rated to a very high extent that they are able to

comprehensively monitor the implementation of the strategy, 60.2% high extent, 14.9% partially high extent, and

5.0% partially low extent. On average,the respondents indicated that they are able to comprehensively monitor the

implementation of the strategy has a mean of 4.95.

According to results in Table 4.3. 20.2% of respondents rated very frequent that they introduce a generation of

new products, 64.7% frequent, and 15.1% occasionally. On average,the respondents indicated that they introduce

a generation of new products has a mean of 5.05.Results also indicated that 20.2% of respondents rated very

frequent that they extend product range, 59.7% frequent, and 20.2% occasionally. On average, the respondents

indicated that they extend product range has a mean of 5.00. Results also indicated that 24.9% of the respondents

rated very frequent that they open up new markets, 50.1% frequent, and 24.9%occasionally.On average, the

respondents indicated that they open up new markets has a mean of 5.00.

Results also indicated that 24.9% of the respondents rated very frequent that they enter new technology fields,

54.9% frequent, and 20.2% occasionally.On average, the respondents indicated that they enter new technology
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fields has a mean of5.05. Results also indicated that 35.0% of the respondents rated very frequent that they

improve existing product quality,45.1%frequent, and 19.9% occasionally. On average, the respondents indicated

that they improve existing product quality has a mean of 5.15. Results also indicated that 20.2% of the respondents

rated very frequent that they improve production/operation flexibility,60.2%frequent, and 19.6% occasionally. On

average, the respondents indicated that they improve production/operation flexibility has a mean of 5.01. Results

also indicated that 45.3% of the respondents rated very frequent that they reduce operation/production

cost,39.5% frequent,

and 15.1% occasionally. On average, the respondents indicated that they reduce operation/production cost has a

mean of 5.30. Results also indicated that 15.1% of the respondents rated very frequent that they introduce a

generation of new products,65.0%frequent, and 19.9% occasionally. On average, the respondents indicated that

they introduce a generation of new products has a mean of 4.95. Results also indicated that 30.0% of the

respondents rated very frequent that they extend product range, 55.2% frequent, and 14.9%occasionally.On

average, the respondents indicated that they extend product range has a mean of 5.15. Results also indicated that

10.1% of the respondents rated very frequent that they consistently explore new markets, 59.9% frequent, and

30.0% occasionally.On average, the respondents indicated that they consistently explore new markets has a mean

of 4.80. Results also indicated that 19.9% of the respondents rated very frequent that they are quick to adapt their

business to suit changing business environment,54.9% frequent, and 25.2% occasionally.On average, the

respondents indicated that they are quick to adapt their business to suit changing business environment has a

mean of 4.95.

According to results in Table 4.3. 35.0% of respondents rated to a very high extent that they are at alert o market

dynamics, 49.9% high extent, and 15.1% partially high extent.On average,the respondents indicated that they are

at alert has a mean of 5.20. Results also indicated that 44.8% of respondents rated to a very high extent that they

anticipate market records, 50.1%high extent, and 5.0% partially high extent. On average,the respondents indicated

that they anticipate market records has a mean of 4.40. Results also indicated that 5.0% of the respondents rated

to a very high extent that they know competitors' pricing tactics, 24.9% high extent, 40.1% partially high extent,
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and 30.0% partially low extent. On average, the respondents indicated that they know competiors' pricing tactics

has a mean of 4.05.

Results also indicated that 5.0% of the respondents rated to a very high extent that they monitor competitors'

price changes, 35.0% high extent, 30.0% partially high extent, and 30.0% partially

low extent.On average, the respondents indicated that they monitor competitors' price changes has a mean of 4.15.

Results also indicated that 35.0% of the respondents rated to a very high extent that they advertise periodically, ad

65.0% high extent. On average, the respondents indicated that they advertise periodically has a mean of 4.35. Results

also indicated that 15.1%of the respondents rated to a very high extent that they manage corporate image, 44.8% high

extent,30.0% partially high extent, and 10.1% partially low extent. On average,the respondents indicated that they

manage corporate image has a mean of 4.65. Results also indicated that 25.2% of the respondents rated to a very high

extent that they develop creative marketing strategies, 59.9% high extent, and 14.9% partially high extent. On

average,the respondents indicated that they develop creative marketing strategies brand has a mean of 5.10.Results also

indicated that 15.1% of the respondents rated to a very high extent that they interact with customers, 59.9% high extent,

and 24.9% partially high extent. On average, the respondents indicated that they interact with customers has a mean of

4.90.

Table 4.4:Descriptive Analysis of Responses on Social Media Agility

Social Media Agility VHE HE PHE PLE LE VLE MEAN

Increased avenues to 100 238 59
- - -

5.10

address customer issues (25.2%) (59.9%) (14.9%)

Deliver our products and 179 218 - - - - 4.45

services more quickly (45.1%) (54.9%)

Respond very reliably to 80 79 158 80 - - 4.40

market changes (20.2%) (19.9%) (39.8%)
(20.2%

)

Achieve greater 60 118 160 59 - - 4.45

flexibility in (15.1%) (29.7%) (40.3%)
(14.9%

)

products/services offered

Been very quick to adapt 20 259 98 20 - - 4.70

to business opportunities (5.0%) (65.2%) (24.7%) (5.0%)
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Grand mean 4.62

Omoluabi Leadership VF F O R VR N MEAN

Always on the lookout138 239 20 - - -
5.30

for new opportunities (34.8%)
(60.2%) (5.0%)

Has a clear view of its 99 278 20 -
- -

5.20

final aims for the (24.9%) (70.0%) (5.0%)

business

Succeeds in motivating 60 218 119 - - - 4.85

all the employee (15.1%)
(54.9%) (30.0%)

Always act as the 100 217 80 - - - 5.05

organization's leading (25.2%) (54.7%) (20.2%)

force

Sets high goals for 58 279 60 - - - 4.99

myself (high (14.6%) (70.3%) (15.1%)

performance

expectations)

Inspires others in the 160 198 19 20 - - 5.25

organization with their (40.3%) (49.9%) (4.8%) (5.0%)

future plans

Behaves in a manner 80 179 138 - - - 4.85

thoughtful of my (20.2%) (45.1%) (34.8%)

personal needs

Builds a system of shared 139 158 100 - - - 5.10

purpose for all (35.0%) (39.8%) (25.2%)

employees

Grand mean 5.07

Engagement VHE HE PHE PLE LE VLE MEAN

Develop a culture that 100 178 119 -

- -
4.95

values and practices open (25.2%) (44.8%) (30.0%)

communication

Possess a transparent 20 198 159 20 - - 4.55

performance appraisal (5.0%) (49.9%) (40.1%) (5.0%)

mechanism

Allow employee 19 80 199 99 - - 4.05

participationin goal (4.8%) (20.2%)(50.1%)(24.9%)
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setting

Possesses a system that - 157 160 80 - - 4.19

guarantees employees (39.5%) (40.3%)
(20.2%
)

personal and

professional growth

Encourages scheduling 19 239 119 20 - - 4.65

work flexibi lity that aids (4.8%) (60.2%) (30.0%)
(5.0%

)

work-life ba ance

Invest resources 120 198 79 - - - 5.10

necessary to closely (30.2%) (49.9%) (19.9%)

connect with customers

Take customers 99 179 99 20 - - 4.90

viewpoint to design and (24.9%) (45.1%) (24.9%)
(5.0%
)

improve business

process

Effectively interact wit 100 138 159 - - - 4.85

customers (25.2%) (34.8%) (40.1%)

Are able to immerse in 60 217 80 40 - - 4.75

customer rea lity (15.1%) (54.7%) (20.2%)
(10.1%
)

Grand mean 4.67

Source: Field Survey Results (2023)

According to results in Table 4.4. 25.2% of respondents rated to a very high extent that they increase avenues to

address customer issues, 59.9% high extent, and 14. 8% partially high extent. On average, the respondents indicated

that they increase avenues to address customer issues has a mean of 5.10. Results also indicated that 45.1% of

respondents rated to a very high extent that they deliver their products and services more quickly, and 54.9% high

extent.On average, the respondents indicated that they deliver their products and services more quickly have a mean

of 4.45. Results also indicated that 20.2% of the respondents rated to a very high extent that they respond very reliably

to market changes, 19.9% high extent, 39.8% partially high extent,and 20.2% partially low extent. On average, the

respondents indicated that they respond very reliably to market changes has a mean of 4.40.
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Results also indicated that 15.1% of the respondents rated to a very high that they achieve greater flexibility in

products/services offered, 29.7% high extent, 40.3% partially high extent,and 14.9% partially low extent.On

average, the respondents indicated that they achieve greater flexibility in products/services offered has a mean of

4.45. Results also indicated that 5.0% of the respondents rated to a very high extent that they have been very quick

to adapt to business opportunities, 65.2% high extent, 24.7% partially high extent, and 5.0% partially low extent.On

average, the respondents indicated that they have been very quick to adapt to business opportunities has a mean

of 4.70.

According to results in Table 4.4. 34.8% of respondents rated very frequent that they are always on the lookout for

new opportunities, 60.2% frequent, and 5.0% occasionally.On average,the respondents indicated that they are

always on the lookout for new opportunities have a mean of 5.30. Results also indicated that 24.9% of respondents

rated very frequent that they have a clear view of its final aims for the business, 70.0% frequent, and 5.0%

occasionally.On average, the respondents indicated that they have a clear view of its final aims for the business has

a mean of 5.20. Results also indicated that 15.1% of the respondents rated very frequent that they succeed in

motivating the entire employee, 54.9% frequent, and 30.0%occasionally. On average, the respondents indicated

that they succeed in motivating all the employee has a mean of 4.85.

Results also indicated that 25.2% of the respondents rated very frequent that they always act as the organization's

leading force, 54.7% frequent, and 20.2% occasionally.On average,the respondents indicated that they always act

as the organization's leading force has a mean of 5.05.Results also indicated that 14.6% of the respondents rated

very frequent that they set high goals for themselves (high performance expectations), 70.3% frequent, and

15.1%occasionally. On average, the respondents indicated that they set high goals for themselves

(high performance expectations) has a mean of 4.99. Results also indicated that 40.3% of the respondents rated

very frequent that they inspire others in the organization with their future plans, 49.9% frequent,4.8% occasionally,

and 5.0% rarely. On average, the respondents indicated that they inspires others in the organization wih their
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future plans has a mean of 5.25.Results also indicated that 20.2% of the respondents rated very frequent that they

behave in a manner thoughtful of their personal needs, 45.1% frequent, and 34.8% occasionally.On average, the

respondents indicated that they behave in a manner thoughtful of their personal needs has a mean of 4.85. Results

also indicated that 35.0% of the respondents rated very frequent that they build a system of shared purpose for all

employees, 39.8% frequent,and 25.2% occasionally. On average, the respondents indicated that they build a

system of shared purpose for all employees has a mean of 5.10.

According to results in Table 4.4. 25.2% of respondents rated to a very high extent that they develop a culture that

values and practices open communication, 44.8% high extent, and 30.0%partially high extent. On average, the

respondents indicated that they develop a culture that values and practices open communication has a mean of

4.95. Results also indicated that 5.0%of respondents rated to a very high extent that they possess a transparent

performance appraisal mechanism, 49.9% high extent, 40.1% partially high extent, and 5.0% partially low extent.On

average, the respondents indicated that they possess a transparent performance appraisal mechanism has a mean

of 4.55. Results also indicated that 4.8% of the respondents rated to a very high extent that they allow employee

participation in goal setting, 20.2% high extent,50.1% partially high extent,and 24.9% partially low extent. On

average, the respondents indicated that they allow employee participation in goal setting has a mean of 4.05.

Results also indicated that 39.5% of the respondents rated to a high extent that they possess a system that

guarantees employees personal and professional growth,40.3% partially high extent, and 20.2% partially low extent.

On average, the respondents indicated that they possess

a system that guarantees employees personal and professional growth has a mean of 4.19.Results also indicated

that 4.8% of the respondents rated to a very high extent that they encourage scheduling work flexibility that aids

work-life balance, 60.2% high extent, 30.0%partially high extent, and 5.0% partially low extent. On average, the

respondents indicated that they encourage scheduling work flexibility that aids work-life balance has a mean of

4.65.Results also indicated that 30.2% of the respondents rated to a very high extent that they invest resources

necessary to closely connect with customers,49.9% high extent, and 19.9% partially high extent. On average, the

respondents indicated that they invest resources necessary to closely connect with customers has a mean of 5.10.

Results also indicated that 24.9% of the respondents rated to a very high extent that they take customers
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viewpoint to design and improve business process, 45.1% high extent, 24.9% partially high extent, and 5.0%

partially low extent.On average, the respondents indicated that they take customers viewpoint to design and

improve business processhas a mean of 4.90.

Results also indicated that 25.2% of the respondents rated to a very high extent that they effectively interact with

customers, 34.8% high extent, and 40.1% partially high extent. On average,the respondents indicated that they

effectively interact with customers has a mean of 4.85. Results also indicated that 15.1% of the respondents rated

to a very high extent that they are able to immerse in customer reality,54.7% high extent, 20.2% partially high

extent,and 10.1% partially low extent.On average, the respondents indicated that they are able to immerse in

customer reality has a mean of 4.75.

Table 4.5:Descriptive Analysis of Responses on Organisational Pw(Aquaculture)

Performance

Profitability VHE HE PHE PLE LE VLE MEAN

Increase between 2 015 118 239 40 - - - 5.20

and 2016 (29.7%)(60.2%)(10.1%)

Increase between 2016- 218 179 - - -
4.55

and 2017 (54.9%) (45.1%)

Increase between 2017 40 79 258 20 - - 4.35

and 2018 (10.1%) (19.9%) (65.0%) (5.0%)

Increase between 2018 - 180 99 118 - - 4.16

and 2019 (45.3%) (24.9%)
(29.7%

)

Increase between 2019 40 179 138 40 - - 4.55

and 2020 (10.1%) (45.1%) (34.8%)
(10.1%

)

Grand mean 4.56

Competitiveness VHE HE PHE PLE LE VLE MEAN

Offer better product 60 218 40 79 - - 4.65

quality (15.1%) (54.9%) (10.1%)
(19.9%

)

Better handling of 20 160 217 - - - 4.50

customers complaints (5.0%) (40.3%) (54.7%)
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in new product

Produce at lower unit 20 139 140 98 - - 4.20

cost (5.0%) (35.0%) (35.3%)
(24.7%

)

Have motivated and 79 100 178 40 - - 4.55

loyal workforce (19.9%) (25.2%) (44.8%)
(10.1%

)

Possess unique selling 60 177 100 60 - - 4.60

point (15.1%) (44.6%) (25.2%)
(15.1%

)

Have better brand 78 140 139 40 - - 4.64

reputation (19.6%) (35.3%) (35.0%)
(10.1%

)

Acquisition of 60 159 119 59 - - 4.55

competitive resources (15.1%) (40.1%) (30.0%)
(14.9%

)

Grand mean 4.53

New Product VHE HE PHE PLE LE VLE MEAN

Development

Performance

Product success rate 159 198 20 20 - - 5.25

(40.1%) (49.9%) (5.0%) (5.0%)

Short time to market 20 238 139 - - - 4.70

(5.0%) (59.9%) (35.0%)

Short development 140 158 99 - - -
4.10

cycle (35.3%) (39.8%) (24.9%)

Market potential of 40 139 99 99 20 - 4.20

new prod ucts (10.1%) (35.0%) (24.9%) (24.9%) (5.0%)

Increase market 59 238 80 20 - - 4.85

presence (14.9%) (59.9%) (20.2%)
(5.0%

)

Better pr oduct quality 99 238 60 - - - 5.10

(24.9%)(59.9%) (15.1%)

Grand mean 4.70

Source: Field Survey Results(2023)

According to results in Table 4.5. 29.7% of respondents rated to a very high extent that there is increase between

2015 and 2016, 60.2% high extent, and 10.1% partially high extent.On average, the respondents indicated that



168

there is increase between 2015 and 2016 has a mean of 5.20. Results also indicated that 54.9% of respondents

rated to a high extent that there is increase between 2016 and 2017, and 45.1% partially high extent. On average,

the respondents indicated that there is increase between 2016 and 2017 has a mean of 4.55. Results also

indicated that 10.1% of the respondents rated to a very high extent that there is increase between 2017 and 2018,

19.9% high extent, 65.0% partially high extent, and 5.0% partially low extent.On average, the respondents

indicated that there is increase between 2017 and 2018 has a mean of 4.35. Results also indicated that 45.3% of

the respondents rated to a high that there is increase between 2018 and 2019, 24.9% partially highextent,and

29.7% partially low extent.On average, the respondents indicated that there is increase between 2018 and 2019

has a mean of 4.16.Results also indicated that 10.1% of the respondents rated to a very high extent that there is

increase between 2019 and 2020, 45.1% high extent, 34.8% partially high extent, and 10.1%partially low extent.

On average, the respondents indicated that there is increase between 2019and 2020 has a mean of 4.55.

According to results in Table 4.5. 15.1% of respondents rated to a very high extent that they offer better product

quality, 54.9% high extent, 10.1% partially high extent, and 19.9% partially low extent. On average, the

respondents indicated that they offer better product quality has a mean of 4.65. Results also indicated that 5.0% of

respondents rated to a very high extent that they handle customers complaints better in new product, 40.3% high

extent, and 54.7%partially high extent. On average, the respondents indicated thatthey handle customers

complaints better in new product has a mean of 4.50. Results also indicated that 5.0% of the respondents rated to

a very high extent that they produce at lower unit cost, 25.2% high extent,44.8% partially high extent, and 10.1%

partially low extent. On average, the respondents indicated that they produce at lower unit cost has a mean of 4.20.

Results also indicated that 19.9% of the respondents rated to a very high that they have motivated and loyal

workforce, 25.2% high extent, 44.8% partially high extent,and 10.1%partially low extent.On average, the

respondents indicated that they have motivated and loyal workforce has a mean of 4.55. Results also indicated

that 15.1% of the respondents rated to a very high extent that they possess unique selling point, 44.6% high extent,

25.2% partially high extent,and 15.1% partially low extent. On average, the respondents indicated that they

possess unique selling point has a mean of 4.60. Results also indicated that 19.6% of the respondents rated to a

very high extent that they have better brand reputation, 35.3% high extent, 35.0%partially high extent, and 10.1%
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partially low extent. On average, the respondents indicated that they have better brand reputation has a mean of

4.64. Results also indicated that 15.1% of the respondents rated to a very high extent that they have acquisition of

competitive resources,40.1% high extent, 30.0% partially high extent, and 14.9% partially low extent.On

average,the respondents indicated that they have of competitive resourceshas a mean of 4.55.

According to results in Table 4.5. 40.1% of respondents rated to a very high extent that there is product success

rate, 49.9% high extent, 5.0% partially high extent, and 5.0% partially low

extent. On average, the respondents indicated that there is product success ratehas a mean of 5.25. Results also

indicated that 5.0% of respondents rated to a very high extent that there is short time to market, 59.9% high extent,

and 35.0% partially high extent. On average, the respondents indicated that there is short time to market has a

mean of 4.70. Results also indicated that 35.3% of the respondents rated to a very high extent that there is short

development cycle, 39.8% high extent, and 24.9% partially high extent. On average, the respondents indicated that

there is short development cycle has a mean of 4.10.

Results also indicated that 10.1% of the respondents rated to a very high extent that they have market potential of

new products, 35.0% high extent, 24.9% partially high extent, 24.9%partially low extent,and 5.0% low extent.On

average, the respondents indicated that they have market potential of new products has a mean of 4.20. Results

also indicated that 14.9% of the respondents rated to a very high extent that they increase market presence,59.9%

high extent,20.2% partially high extent, and 5.0% partially low extent. On average, the respondents indicated that

they increase market presence has a mean of 4.85. Results also indicated that 24.9% of the respondents rated to a

very high extent that they have better product quality,59.9% high extent, and 15.1% partially high extent. On

average, the respondents indicated that they have better product quality has a mean of 5.10.

Relating results in Tables 4.3, 4.4and individual performance measure in 4.5, the measures of response strategy

which includes strategy planning, exploratory innovation,and market sensing capability,lkewise measures of

adaptive resilience which include social media agility,Omoluabi leadership, and engagement all have varying

patterns of increase with performance measures such as firm profitability, competitiveness, and new product

development performance for aquaculture firms in Lagos State, Nigeria. Consequent on these findings mentioned
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above, it suggests that response strategy may exert some influence on firm profitability,competitiveness, and new

product development performance of selected

aquaculture firm in Lagos State, Nigeria. Likewise adaptive resilience may exert some influence on firm profitability,

competitiveness, and new product development performance of selected aquaculture firm in Lagos State, Nigeria. This

provided response to research question one,two,three and has enabled the researcher to achieve the first, second,

third, fourth specific objectives of this study.

Table 4.6: Descriptive Analysis of Responses on Entrepreneurial Mindset

Entrepreneurial VHE HE PHE PLE LE VLE MEAN

Mindset

Display superior business 140 118 139 - - - 5.00

knowledge (35.3%) (29.7%) (35.0%)

Adoption of new 60 278 59 - - - 5.00

technology in service (15.1%) (70.0%) (14.9%)

delivery

Conducting periodic 60 178 119 40 - - 4.65

market analysis for new (15.1%) (44.8%) (30.0%)
(10.1%

)

opportunities

Encourage employee 40 218 79 60 - - 4.60

participation in decision (10.1%) (54.9%) (19.9%) (15.1%)

making

Encourage employee 40 179 119 59 - - 4.50

creativity (10.1%) (45.1%) (30.0%) (14.9%)

Assess its risks - 238 99 60 - - 4.45

(59.9%) (24.9%)
(15.1%

)

Take reasonable risks 40 197 160 - - - 4.70

(10.1%) (49.6%) (40.3%)

Grand mean 4.70

Source: Field Surve Results(2023)
Source: Field Survey Results(2023)

According to results in Table 4.6. 35.3% of respondents rated to a very high extent that they display superior busines

knowledge, 29.7% high extent, and 35.0% partially high extent.On average, the respondents indicated that they

display superior business knowledge has a mean
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of 5.00. Results also indicated that 15.1% of respondents rated to a very high extent that there is adoption of new

technology in service delivery, 70.0% high extent, and 14.9% partially high extent.On average, the respondents

indicated that there is adoption of new technology in service delivery has a mean of 5.00. Results also indicated

that 15.1% of the respondents rated to a very high extent that they conduct periodic market analysis for new

opportunities, 44.8%high extent, 30.0% partially high extent, and 10.1% partially low extent. On average,the

respondents indicated that they conduct periodic market analysis for new opportunities have a mean of 4.65.

Results also indicated that 10.1% of the respondents rated to a very high that they encourage employee

participation in decision making, 54.9% high extent, 19.9% partially high extent,and 15.1% partially low extent. On

average, the respondents indicated that they encourage employee participation in decision making has a mean of

4.60. Results also indicated that 10.1% of the respondents rated to a very high extent that they encourage

employee creativity,45.1% high extent, 30.0% partially high extent, and 14.9% partially low extent. On average,the

respondents indicated that they encourage employee creativity has a mean of 4.50.Results also indicated that

59.9% of the respondents rated to a high extent that they assess risks,24.9%partially high extent, and 15.1%

partially low extent. On average, the respondents indicated that they assess risks has a mean of 4.45. Results also

indicated that 10.1% of the respondents rated to a very high extent that they take reasonable risks, 49.6% high

extent,and 40.3%partially high extent. On average, the respondents indicated that they take reasonable risks have

a mean of 4.70.

Relating results in Tables 4.3, 4.4, 4.5 and 4.5, the measures of response strategy, likewise measures of adaptive

resilience, entrepreneurial mindset all have varying patterns of increase with performance for aquaculture firms in

Lagos State,Nigeria. Consequent on these findings mentioned above, it suggests that response strategy may exert

some influence on firm

profitability, competitiveness, and new product development performance of selected aquaculture firm in Lagos

State, Nigeria. Likewise adaptive resilience may exert some influence on performance of selected aquaculture firm

in Lagos State, Nigeria. This provided response to research question four and has enabled the researcher to achieve

the fourth objective of this study. More so, entrepreneurial mindset holds the potential to act as a moderating
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factor given the interaction between response strategy, adaptive resilience and performance of aquaculture firms

in Lagos State, Nigeria. Hence, this provided response to research question fifth and has enabled the researcher to

achieve the fifth objectives of this study.

4.2.2 Hypotheses Testing

Restatement of Hypothesis One

Hol: Response strategy dimensions have no significant effect on profitability of aquaculture firms in Lagos State,

Nigeria.

In order to test the hypothesis, linear multiple regression analysis was used. In the analysis,the values of

profitability were regressed on thevalues of each of the values of response strategy dimensions. The data for

response strategy dimensions was generated by summing responses of all items for strategic planning, explorative

innovation, and market sensing capability respectively while that of profitability was generated by adding

responses of all items used to measure the variable. The regression test results are presented in Tables 4.7.

Table 4.7: Summary of multiple regression analysis for the effect of response strategy dimensions on profitability of
aquaculture firms in Lagos State, Nigeria

Model Beta t Sig. R R2 Adj. Anova F(df)
R 一 Sig.

0.287a 0.082 0.075 0.000b 11.738(3,393)

(Constant) 4.512 21.607 0.000

Strategic planning -0.001 -0.028 0.978

Explorative
0.197 5.133 0.000

Innovation

Market Sensing
-0.204 -4.789 0.000

capability

a. Dependent Variable: Profitability
b. Predictors: (Constant), Strategic planning, Explorative Innovation, Market Sensing capability
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Source: Researcher's Field Survey Results (2023)

Table 4.7 presents the results of multiple regression analysis for the effect of response strategy dimensions on
profitability of aquaculture firms in Lagos State, Nigeria. Table 4.x presents a model summary which establishes how the
model equation fits into the data. The Adj R2was used to establish the predictive power of the study's model. From the
results, response strategy dimensions (Strategic planning, Explorative Innovation, Market Sensing capability) have positive
but weak relationship with profitability of aquaculture firms(R=0.Adjusted coefficient of determination (Adj R2) of 0.075
shows that response strategy dimensions explained 7.5% of the variation in profitability of aquaculture firms under study
while the remaining 72.5% variation in profitability is explained by other exogenous variable different from response
strategy dimensions examined. This result suggests that response strategy dimensions' influence 7.5% of Profitability of
aquaculture firms in Lagos State.Scholars provided threshold for Adj. R2 Values of 0.02, 0.15, and 0.35, represents small,
medium,and large effects respectively (Cohen, 1988). The Adj.R2 of 0.075 according to Cohen's Adj.R2 criterion
suggest that the effect of response strategy on profitability of aquaculture firm in Lagos State, Nigeria is small.

Table 4.7 presents the results of ANOVA (overall model significance) of regression test which revealed that the

combined response strategy dimensions have a significant effect on profitability of aquaculture firms in Lagos State.

This can be explained by the F-value(11.738)and low p-value (0.000) which is statistically significant at 95%

confidence interval. Hence,the result posited that response strategy implemented by aquaculture firms in Lagos

State influenced their profitability.

Furthermore, the results of regression coefficients which revealed that a positive relative effect was reported for
exploratory innovation, negative relative effect was reported for marketing sensing capability while insignificant
relative effect was discovered for strategic planning components of response strategy. Further, the results reveal
that at 95% confidence level,exploratory innovation=0.00) and market sensing capability (β=-0.204,p=0.001) of the
aquaculture firms in Lagos State were statistically significant as the p-values were less than 0.05 and the t-values
greater than 1.96. Based on coefficient of regression table 4.17c, the regression model is restated as follows:

.. Eq.(iii)

Aquaculture Firm Profitability

Exploitative Innovation

arket Sensing Capability

According to the regression equation above, taking all factors constant at zero, profitability of aquaculture firms in
Lagos State4.512. The result also indicates that taking all other
independent variables at zero, a unit change in exploitative innovation will lead to a 0.197increase in profitability

of aquaculture firms in Lagos State given that all other factors are held constant. Similarly, the results also revealed
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that a unit change in market sensing capability will lead to a 0.204 decrease in profitability of aquaculture firms in

Lagos State given that all other factors are held constant.

Overall,from the results, exploitative innovation had the highest relative effect on the profitability of aquaculture
firms in Lagos State, Nigeria with a coefficient of 0.197 and t value of 5.133. Based on the results, this study can
conclude that response strategy dimensions significantly influence profitability of aquaculture firms in Lagos State,
Nigeria. On the strength of this result),this study rejects the null hypothesis one (Hol) which states that response
strategy dimensions have no significant effects on profitability of aquaculture firms in Lagos State, Nigeria.

Restatement of Hypothesis Two

Ho2: Response strategy dimensions have no significant effect on new product development of aquaculture firms in

Lagos State, Nigeria.

In order to test the hypothesis,linear multiple regression analysis was used. In the analysis,the values of new

product development were regressed on the values of each of the values of response strategy dimensions. The

data for response strategy dimensions was generated by summing responses of all items for strategic planning,

explorative innovation, and market sensing capability while that of new product development was generated by

adding responses of all items used to measure the variable. The regression test resultsare presented in Tables

4.8.

Table 4.8: Summary of multiple regression analysis for the effect of response strategy dimensions on new product

development of aquaculture firms in Lagos State, Nigeria

Model Beta t Sig. R R2 Adj. Anova F(df)

Sig.

0.000b 49.462

0.524 a 0.274 0.269

(3,393)

(Constant) 2.318 7.031 .000

Strategic

.463 11.307 .000

planning

Explorative
.007 .118 .906

Innovation

Market Sensing
.037 .550 .582
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capability

a. Dependent Variable: New product development

b.Predictors: (Constant), Strategic planning, Explorative Innovation, Market Sensing capability

Source: Researcher's Field Survey Results (2023)

Table 4.8 presents the results of multiple regression analysis for the effect of response strategy dimensions on new

product development of aquaculture firms in Lagos State, Nigeria. Table 4.8 presents a model summary which

establishes how the model equation fits into the data.The Adj R2was used to establish the predictive power of the

study's model. From the results,response strategy dimensions (Strategic planning, Explorative Innovation,Market

Sensing capability) have positive relationship with new product development of aquaculture firms (R=0.524,p=0.000).

The Adjusted coefficient of determination (Adj. R2) of 0.269 shows that response strategy dimensions explained

26.9% of the changes in new product development of aquaculture firms under study while the remaining 73.1%

variation in new product development is explained by other exogenous variable different from response strategy

dimensions examined. This result suggests that response strategy dimensions' influence 26.9%of new product

development of aquaculture firms in Lagos State. Scholars provided threshold

for Adj. R2 Values of 0.02, 0.15, and 0.35, represents small, medium, and large effects respectively (Cohen,

1988).The Adj.R2of 0.269 according to Cohen's Adj.R2criterion suggest that response strategy has medium effect

on new product development of aquaculture firm in Lagos State, Nigeria.

Table 4.8 presents the results of ANOVA (overall model significance) of regression test which revealed that the

combined response strategy dimensions have a significant effect on new product development of aquaculture

firms in Lagos State. This can be explained by the F-value (49.462) and low p-value (0.000)which is statistically

significant at 95% confidence interval.Hence, the result posited that response strategy implemented by

aquaculture firms in Lagos State influenced their new product development.

Furthermore, the results of regression coefficients which revealed that a positive and significant relative effect was
reported for only strategic planning components of response strategy while exploitative innovative and marketing
sensing capability have insignificant relative effect on new product development. Further, the results reveal that at
95% confidence level,strategic planning p=0.001) of the aquaculture firms in Lagos State were statistically
significant as the p-values was less than 0.05 and the t-values greater than 1.96. Based on coefficient of regression
table 4.17c,the regression model is restated as follows:
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(ii)

Product Development

trategic Planning

According to the regression equation above, taking all factors constant at zero, new product development of

aquaculture firms in Lagos State is 2.318. The result also indicates that taking all other independent variables at

zero, a unit change in strategic planning will lead to a 0.463

increase in new product development of aquaculture firms in Lagos State given that all other

factors are held constant.

Overall, from the results, strategic planning had the highest relative effect on the new product development of
aquaculture firms in Lagos State, Nigeria with a coefficient of 0.463 and t value of 11.307. Based on the results, this
study can conclude that response strategy significantly influences new product development of aquaculture firms
in Lagos State, Nigeria.On the strength of this result (Adj),this study rejects the null hypothesis two (Ho2) which
states that response strategy dimensions have no significant effects on new product development of aquaculture
firms in Lagos State, Nigeria.

Restatement of Hypothesis Three

Ho3: Adaptive resilience factors have no significant effect on competitiveness of aquaculture firms in Lagos State,

Nigeria.

In order to test the hypothesis, linear multiple regression analysis was used. In the analysis,the values of

competitiveness were regressed on the values of each of the values of adaptive resilience factors. The data for

adaptive resilience factors was generated by summing responses of all items for Social media agility, Omoluabi

leadership, and Collaborative engagement respectively while that of competitiveness was generated by adding

responses of all items used to measure the variable. The regression test results are presented in Tables 4.9.

Table 4.9: Summary of multiple regression analysis for the effect of adaptive resilience
factors on competitiveness of aquaculture firms in Lagos State, Nigeria

Model Beta T Sig. R R2 Adj. Anova F(df)
R2 Sig.

0.501 0.251 0.245

0.000b 43.808(3,393)

(Constant) 2.635 6.103 0.00

0
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Social media
-

0.00

-5.899

agility 0.253 0

Omoluabi 0.00

0.552 9.516

leadership 0

Collaborative
0.056 0.646

0.51

engagement 8

a. Dependent Variable: firm competitiveness
b. Predictors: (Constant), Social media agility, Omoluabi leadership, Collaborative engagement

Source: Researcher's Field Survey Results (2023)

Table 4.9 presents the results of multiple regression analysis for the effect of adaptive resilience factors on
competitiveness of aquaculture firms in Lagos State, Nigeria. Tabl 4.9 presents a model summary which establishes how
the model equation fits into the data. The Adj R2was used to establish the predictive power of the study's model. From
the results, adaptive resilience factors (Strategic planning, Explorative Innovation, Market Sensing capability) have
positive relationship with competitiveness of aquaculture firms(R=0.The Adjusted coefficient of determination (Adj R2) of
0.245 shows that adaptive resilience factors predicted 24.5% of the changes in competitiveness of aquaculture firms
under study while the remaining 75.5% variation in competitiveness is explained by other exogenous variable different
from adaptive resilience factors examined. This result suggests that adaptive resilience factors' influence 24.5% of
competitiveness of aquaculture firms in Lagos State.Scholars provided threshold for Adj. R2 Values of 0.02, 0.15,and
0.35,represents small,
medium, and large effects respectively (Cohen, 1988). The Adj.R2 of 0.245 according to Cohen's Adj.R2 criterion
suggest that adaptive resilience factors have medium effect on competitiveness of aquaculture firm in Lagos State,
Nigeria.

Table 4.9 presents the results of ANOVA (overall model significance) of regression test which revealed that the

combined adaptive resilience factors have a significant effect on competitiveness of aquaculture firms in Lagos

State. This can be explained by the F-value (43.808) and low p-value (0.000) which is statistically significant at 95%

confidence interval.Hence, the result posited that adaptive resilience factors exhibited by the aquaculture firms in

Lagos State influenced their competitiveness.

Furthermore,the results of regression coefficients which revealed that a positive relative effect was reported for
Omoluabi leadership, negative relative effect was reported for social media agility while insignificant relative effect
was discovered for collaborative engagement components of adaptive resilience. Further, the results reveal that at
95% confidence level,Omoluabi leadership (, p=0.00) and social media agility (β =-0.253, p=0.01)of the
aquaculture firms in Lagos State were statistically significant as the p-values were less than 0.05 and the t-values
greater than 1.96. Based on coefficient of regression table 4.17c, the regression model is restated as follows:
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OML-0.253S Eq.(iii)

Where: AFC = Aquaculture Firm Competitiveness

moluabi leadership

ial Media Agility

According to the regression equation above, taking all factors constant at zero, competitiveness of aquaculture
firms in Lagos State 2.635. The result also indicates that taking all other independent variables at zero, a unit
change in Omoluabi leadership will lead to a 0.552
increase in competitiveness of aquaculture firms in Lagos State given that all other factors are held constant.

Similarly, the results also revealed that a unitchange in social media agility will lead to a 0.253 decreasein

competitiveness of aquaculture firms in Lagos State given that all other factors are held constant.

Overall, from the results, Omoluabi leadership had the highest relative effect on the competitiveness of
aquaculture firms in Lagos State, Nigeria with a coefficient of 0.552 and t value of 9.516. Based on the results, this
study can conclude that adaptive resilience factors significantly influence competitiveness of aquaculture firms in
Lagos State, Nigeria. On the strength of this result,this study rejects the null hypothesis three (Ho3) which states
that adaptive resilience factors have no significant effects on competitiveness of aquaculture firms in Lagos State,
Nigeria.

Restatement of Hypothesis Four

Ho4: Response strategy and adaptive resilience have no significant effect on performance of aquaculture firms in

Lagos State, Nigeria.

In order to test the hypothesis, linear multiple regression analysis was used. In the analysis,the values of

performance were regressed on the values of each of the values of response strategy and adaptive resilience. The

data for response strategy and adaptive resilience was generated by summing responses of all items for both

independent variables respectively while that of performance was generated by adding responses of all items

(profitability, new product development, & competitiveness) used to measure the variable. The regression test

results are presented in Tables 4.10.

Table 4.10: Summary of multiple regression analysis for the effect of response strategy and adaptive resilience on
performance of aquaculture firms in Lagos State, Nigeria

Model Beta t Sig. R R2 Adj. Anova F(df)
R2 Sig.

0.453a 0.205 0.201 0.000b
50.935

(2,394)
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(Constant) 2.348 9.229 0.000

Response Strategy 0.349 7.472 0.000

Adaptive Resilience 0.122 2.091 0.037

a. Dependent Variable: firm performance
b. Predictors: (Constant), Social media agility,Omoluabi leadership, Collaborative engagement

Source: Researcher's Field Survey Results (2023)

Table 4.10 presents the results of multiple regression analysis for the effect of response strategy and adaptive resilience
on performance of aquaculture firms in Lagos State, Nigeria. Table 4.10 presents a model summary which establishes how
the model equation fits into the data.The Adj R2was used to establish the predictive power of the study's model. From the
results,response strategy and adaptive resilience have positive but weak relationship with performance of aquaculture
firms(R453, p=0.000). The Adjusted coefficient of determination (Adj.R2)of 0.201 shows that response strategy and
adaptive resilience predicted 20.1% of the changes in performance of aquaculture firms under study while the remaining
79.1% changes in performance is explained by external factors different from response strategy and adaptive resilience
examined. This result suggests that response strategy and adaptive resilience'influenced 20.1% of changes in performance
of aquaculture firms in Lagos State. Scholars provided threshold for Adj. R2 Values of 0.02, 0.15, and 0.35, represents
small, medium, and large effects respectively (Cohen, 1988). The Adj.R2 of 0.201 according to Cohen's Adj.R2criterion
suggest that response strategy and adaptive resilience have medium effect on performance of aquaculture firm in Lagos
State, Nigeria.
Table 4.10 presents the results of ANOVA (overall model significance) of regression test which revealed that the

combined response strategy and adaptive resilience have a significant effect on performance of aquaculture firms

in Lagos State. This can be explained by the F-value (50.935) and low p-value (0.000) which is statistically significant

at 95% confidence interval.Hence, the result posited that response strategy and adaptive resilience strategies

deployed by the aquaculture firms in Lagos State influenced their performance.

Furthermore, the results of regression coefficients which revealed that a positive relative effect was reported for
response strategy and adaptive resilience. Further, the results reveal that at 95% confidence level, response
strategy (p=0.00) and adaptive resilience (β=0.122,p=0.001) of the aquaculture firms in Lagos State were
statistically significant as the p-values were less than 0.05 and the t-values greater than 1.96. Based on coefficient
of regression table 4.10c,the regression model is restated as follows:

= Aquaculture Firm Performance

esponse Strategy

Adaptive Resilience
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According to the regression equation above, taking all factors constant at zero, performance of aquaculture firms

in Lagos State2.348. The result also indicates that taking all other independent variables at zero, a unit change in

response strategy will lead to a 0.349 increase in performance of aquaculture firms in Lagos State given that all

other factors are held constant.Similarly, the results also revealed that a unit change in adaptive resilience will lead

to a 0.122increase in performance of aquaculture firms in Lagos State given that all other factors are held constant.

Overall, from the results, response strategy had the highest relative effect on the performance of aquaculture firms

in Lagos State, Nigeria with a coefficient of 0.349and t value

of 7.472. This was followed by adaptive resilience with a coefficient of 0.122 and t value of 2.091.Based on the
results, this study can conclude that response strategy and adaptive resilience significantly influence performance
of aquaculture firms in Lagos State, Nigeria. On the strength of this result (Adjp=0.000),this study rejects the null
hypothesis four (Ho4) which states that response strategy and adaptive resilience have no significant effects on
performance of aquaculture firms in Lagos State, Nigeria.

Restatement of Hypothesis Five

Ho5: Entrepreneurial mindset has no significant moderating effect on the interactions of response strategy,
adaptive resilience and organisational performance of selected manufacturers of baby-care products in Lagos State,
Nigeria.

To evaluate the null hypothesis five, hierarchical regression was applied whereby the analysis was carried out in the
order of hierarchy. A composite score was obtained for response strategy and adaptive resilience as adopted by the
aquaculture firms in Lagos State, Nigeria and were used in the regression analysis. Also, data for performance (Y)
was created by adding responses of all items for the variable,while that of entrepreneurial mindset (Z) was
obtained from adding responses of all items for the variable. In addition,an interaction term for response
strategy,adaptive resilience, and entrepreneurial mindset(X;*W;*z2) was obtained by multiplying the composite
score for response strategy, adaptive resilience, and entrepreneurial mindset. The hypothesis would be supported
if the effect of the interaction of response strategy, adaptive resilience,and entrepreneurial mindset2) on
performance of aquaculture firms in Lagos State is statistically significant. The results of the analysis step by step
are presented in Table 4.11a-c.
Table 4.11: Summary of hierarchical regression analysis for the moderating effect of entrepreneurial mindset on the
relationship between response strategy,adaptive resilience, and performance of Aquaculture firm in Lagos State, Nigeria

pppgy,p
resilience, and performance of Aquaculture firm in Lagos State, Nigeria

Model Beta t Sig. R R2 Adj. ΔR2 ΔF Sig.F

R2 Change

(Constant) 2.348 9.229 .000 0.453a 0.205 0.201 0.205 50.935 .000

Response Strategy .349 7.472 .000

Adaptive Resilience .122 2.091 .037

F & Anova Sig:50.935(2 ,394), p= .000
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.000

2.270 9.291 .000 .521b .271 .266 0.066 35.458

(Constant)2

Response Strategy .213 4.240 .000

Adaptive Resilience .114 2.047 .041

Entrepreneurial Mindset .162 5.955 .000

F & Anova Sig:48.746(3 ,393),p= .000

.000
-

-15.054 .000 .746° .556 .552 .285251.870

(Constant)3 43.671

Response Strategy 4.399 16.496 .000

Adaptive Resilience 5.340 16.077 .000

Entrepreneurial Mindset 5.387 16.329 .000

-.219 -15.870 .000

F & Anova Sig: 122.864(4,392),p=.000

a. Predictors: (Constant), Response strategy,Adaptive resilience
b. Predictors:(Constant), Response strategy,Adaptive resilience, Entrepreneurial mindset
c. Predictors: (Constant), Response strategy, Adaptive resilience, Entrepreneurial mindset,RS*AR*EM

denote Response strategy*Adaptive resilience*Entrepreneurial mindset
d.Dependent Variable: Performance
Source:Researcher's Field Survey Results (2023)

Tables 4.11 present hierarchical multiple regression results for the moderating effect of entrepreneurial mindset on the
relationship between response strategy,adaptive resilience,and
performance of Aquaculture firm in Lagos State.Results in Table 4.11 model 1 summarizes the output for the
analysis if moderation effect is not considered. Therefore,in this model,the independent variable was response
strategy and adaptive resilience.

From the results, response strategy and adaptive resilience have positive but weak relationship with performance
of aquaculture firms(R = p=0.000). The Adjusted coefficient of determination (Adj. R2) of 0.201 shows that
response strategy and adaptive resilience predicted 20.1% of the changes in performance of aquaculture firms
under study while the remaining 79.1% changes in performance is explained by external factors different from
response strategy and adaptive resilience examined. This result suggests that response strategy and adaptive
resilience'influenced 20.1% of changes in performance of aquaculture firms in Lagos State.

Table 4.11 presents the results of ANOVA (overall model significance) of regression test which revealed that the

combined response strategy and adaptive resilience have a significant effect on performance of aquaculture firms
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in Lagos State. This can be explained by the F-value (50.935)and low p-value (0.000) which is statistically significant

at 95% confidence interval.Hence,the result posited that response strategy and adaptive resilience strategies

deployed by the aquaculture firms in Lagos State influenced their performance.

Furthermore,the results of regression coefficients which revealed that a positive relative effect was reported for
response strategy and adaptive reslience. Further, the results reveal that at 95% confidence level, response
strategy(p=0.00) and adaptive resilience(β=0.122,p=0.001) of the aquaculture firms in Lagos State were statistically
significant as the p-values were less than 0.05 and the t-values greater than 1.96. Based on coefficient of
regression table 4.17c, the regression model is restated as follows:

Eq.(iv)

quaculture Firm Performance
RS=Response Strategy

AR=Adaptive Resilience

In the second model, a multiple regression involving response strategy, adaptive resilience and entrepreneurial

mindset was introduced in the model as predictor variables and the results indicates that a change was

experienced as R2 change is 0.066implying that the regression model explains 26.6% of changes in performance

while the rest (73.4) are attributed to variables not included in the model. The F-statistics is 48.746 with a

corresponding p-value of 0.000 (p<0.05) indicating that the effect is statistically significant.

Response strategy has a coefficient of 0.213; t-statistic of 4.240 and a p-value of 0.000. This implies that response

strategy has positive and significant influence of performance of aquaculture firms in Lagos State, Nigeria.

Moreover, a unit change in response strategywill have a concomitant 0.213 change in performance. In addition,

adaptive resilience has a coefficient of 0.114; t-statistic of 2.047, and a p-value of 0.041. This implies that adaptive

resilience has positive and significant influence on performance of aquaculture firms in Lagos State, Nigeria. More

so, a unit change in adaptive resilience will have a concomitant 0.114change in performance.

The beta coefficient for entrepreneurial mindset is 0.162; t-statistic of 5.955, and a corresponding p-value of 0.000.

This implies that environmental turbulence has positive and statisticaly significant influence on performance of

aquaculture firm in Lagos State, Nigeria.The result posits that a unit change in entrepreneurial mindset would
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result in 0.162 change in performance of aquaculture firms in Lagos State, Nigeria. The regression model is hence

restated as follows;

Eq.(iv)0.114AR+0

= Aquaculture Firm Performance

sponse Strategy

AR= Adaptive Resilience

EM=Entrepreneurial Mindset

The third model involved the introduction of interaction term of response strategy,adaptive resilience, and

entrepreneurial mindset using regression model. Result in Table 4.11 indicates that the R square change is 0.285,

and F-change of 251.870 with a corresponding p-value of 0.000 implied that the interaction term of response

strategy, adaptive resilience,and entrepreneurial mindset have a positive and significant moderating effect on

performance of aquaculture firms in Lagos State, Nigeria (p=0.000). Furthermore, the interaction term of response

strategy, adaptive resilience, and entrepreneurial mindset has a beta coefficient of -.219,and a corresponding p-

value of 0.000. Hence, this implies that entrepreneurial mindset moderates the functional relationship between

response strategy, adaptive resilience, and performance of aquaculture firms in Lagos State, Nigeria. The

established regression equation from the result is stated as follows:

Where:

Aquaculture Firm Performance

esponse Strategy

laptive Resilience

=Entrepreneurial Mindset

Interaction term of response strategy, adaptive resilience, and entrepreneurial mindset
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The results posit that entrepreneurial mindset moderates the functional relationship between response
strategy,adaptive resilience, and performance of aquaculture firms in Lagos State,Nigeria. Based on this result,this
study rejects the null
hypothesis five (Ho5) which states that entrepreneurial mindset has no significant moderating effect on the

association between response strategy, adaptive resilience, and performance of aquaculture firms in Lagos State,

Nigeria.

Resultant Model

188

189
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Source: Researcher's Resultant Model,(2023)
Figure 4.2 presents the summary of result of the five null hypotheses tested in relation to the selected aquaculture

firms in Lagos State, Nigeria. The null hypotheses one, two,three four,and five were not accepted and this

suggested that response strategy,adaptive resilience, entrepreneurial mindset are critical success factors to the
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performance of aquaculture form in Lagos State, Nigeria. This result has implication for management and external

stakeholders of the aquaculture firms in Lagos State,Nigeria. On the aggregate, the result of this study,buttressed

the submission of the ADKAR theory,dynamic capability theory, and the contingency theory hence contributing to

knowledge in this regard.

4.3 Discussion of Findings

The results of multiple regression analysis for the effect of response strategy on profitability and new product

development of aquaculture firms in Lagos State, Nigeria revealed that response strategy has a positive and

significant effect on firm performance. Conceptually the capacity to formulate and execute strategies to contend

with an environment characterized by uncertainties and intense competition is a recipe for sustaining higher level

of performance.This finding aligns with this study's supposition concerning response strategy. This study

considered response strategy as set of actions taken to align current strategy of a firm to environment changes so

as to gain competitive advantage. Moreover, literature on response strategy organisations were better able to

capitalize on their core capabilities, and as a result,offered value-adding products and services at prices that were

more affordable than those offered by their rivals. More so, with response strategy expert emphasized that with

strategic response capabilities, businesses are in a better position to boost their relevance in an environment that

is changing by remaining consistent with their operations.

The findings of this study have support in empirical literature. For instance, a researcher established that

commercial banks listed on Kenya's stock exchange that had significant

investment in strategy planning and implementation recorded a high level of performance and consequently

achieved a substantial increase in profitability on year on year from 2011 to 2016.

In a similar study, some researchers found a positive and significant relationship between strategy planning,

implementation and firm profitability among SMMEs in Buffalo City Municipality.While the finding of researchers

differs because one focused on the financial performance effect of strategy execution, the other examined the

relationship between strategy execution and financial performance. Despite this dissimilarity, an underlining
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relevance of strategic execution for firm performance can be deduced. In addition, the findings are in consonance

with related studies. The study of a researcher produced results that showed a positive relationship between

strategy implementation and corporate performance. These findings were also similar to previous research. Also,

some researchers found a positive and significant correlation between strategic goals achievement and the actions'

profitability. This suggests why the strategic goals are considered as one of the organisational performance

measures1,2,3,4.

To buttress the relevance of response strategy execution to organization performance, aver that strategy execution

is a critical influencer of performance in any organization. Another related study that corroborated the finding of

some authors. The pharmaceutical industry in Thailand showed that strategy unfolding and implementation is a

critical element that explains significant variation in organisational performance5,6.

Study was aimed at determining the influence of marketing capability on firm performance in Nigeria using a

sample of 361 firm owners located in Kano state. Base on the statistical analysis, marketing capability is

significantly related to firm performance (financial and non-financial),hence for a firm to achieve performance, its

marketing capability must be effective67. There findings is in line with the findings of previous studies.Some

researchers

examined the relationship between market orientation and SMEs business performance using a sample of 212

SMEs from Kano state, in North- western part of Nigeria. The finding of the study showed that there is a positive

and significant relationship between market orientation and SMEs business performance in Nigeria8,9,10.

More so, this finding is in harmony with the previous findings of some researchers. Some researchers investigated

the impact of marketing capability and diversification strategy on performance using manufacturing firms

registered in Lagos with a sample of 127. The results showed that there exists a significant relationship between

marketing capability and organizational performance (Sales growth, customer patronage) while also proving the

fact that diversification has a significantly strong impact on the performance of an organization.Thus,organizations

are advised to put much resource on the marketing of its products so as to reach out to its target market, thereby
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increasing sales which automatically increase the profits of the organization while also improving its

performance11.12.

A researcher examined Outside-in marketing capability and firm performance of 376 US firms.Study revealed that

outside-in marketing capability leads to superior firm performance via its impact on inside-out marketing capability

and strategic flexibility. The researcher examined outside-in marketing capability and firm performance of 376 US

firms. The study revealed that outside-in marketing capability leads to superior firm performance (measured as

profitability,market share,customer satisfaction) via its impact on inside-out marketing capabilty and strategic

flexibility. By implication, managers need to understand that outside in marketing capability is required to identify

gaps in inside-out marketing capabilities in order to compete in a fast-changing marketing environment. Inside-out

marketing capability development must align with signals from market sensing, customer engaging and partner

linking.Furthermore,results also suggest that outside-in marketing capability guides how managers should

strategically allocate firm resources for both current productivity and future competitiveness.

Therefore, firm need to prioritize building outside-in marketing capability as it leads to inside-out capability and

strategic flexibility, both of which then lead to superior firm performance 13,14,15.

Studies were aimed at determining the influence of marketing capability on firm performance in Nigeria using a

sample of 361 firm owners located in Kano state. Base on the statistical analysis marketing capability is significantly

related to firm performance (financial and non-financial),hence for a firm to achieve performance, its marketing

capability must be effective.Their findings is in line with the findings of previous studies16.17.

Study examined the relationship between market orientation and SMEs business performance using a sample of

212 SMEs from Kano state, in North- western part of Nigeria. The finding of the study shows that there is a positive

and significant relationship between market orientation and SMEs business performance of Nigeria. Moreso, this

finding is in harmony with the previous findings of some researchers 18,19,20,21.

Studies aimed at investigating the effect of Innovation capability and Firm performance among Nigeria Small and

Medium Enterprises in all sectors. Data was collcted using self-administered structured questionnaire from 280
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SME's in North-western Nigeria. The data was analysed with Partial Least Squares Structural Equation Modelling

(PLSSEM) technique. The findings revealed that innovation capability has significance positive relationship with firm

performance. In addition, the findings also revealed that innovation capability is a significant SMEs success factor

hence, stressing the importance of organizations innovation capability in rising the performance of SMEs. More so,

the finding is in line with the assertion of some researchers who posited that innovation capability can influence

firm performance. The necessary prerequisites for driving firm performance defends on well-designed,

developed,and

implemented innovations which play the important roles in bringing new ideas, improvement,

reduction in cost of production and increase performance22,23,24.

A researcher in his study used data collected from 264 large and medium sized Croatian companies with more than

100 employees, to examine innovative capabilities, firm performance and foreign ownership. The results proved

that companies with more developed innovative capabilities achieve higher performance levels, but that there is

no difference in innovative capabilities between large and medium-sized companies. On the other hand,medium-

sized companies have slightly higher levels of sales growth and increase in market share. Also, companies in foreign

ownership are better at development of new products and new production methods, and they have higher levels

of sales growth, market share and increase in market share25.

A researcher examined Effective sense-and-respond strategies: Mediating roles of exploratory and exploitative

innovation among 150 firms in Vietnam Manufacturing & Service industries.opined that exploratory and

exploitative innovations are salient modi-operandi through which the effects of technology-sensing and market-

sensing capabilities affect firm financial performance26. Some researchers in their study examine the new product

innovation-performance relationship: Optimizing the role of individual-level creativity and attention-to-detail

focusing on 150 Indian manufacturing firms in Tech & Chemicals. study revealed that individuals need to engage at

high levels of creativity and attention-to-detail when seeking to impact the firms' pursuit of new product

innovation as a contributor to financial performance27.
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In a study, a researcher found which focused on Influence of innovation capability and customer experience,

collecting data form 606 customers of retail firms, discovered that both technical innovation capability and non-

technical innovation capability modifies the effect of complex demographics on loyalty and reputation. Some

researchers examined innovation and

business success: The mediating role of customer participation. The main purpose of this study is to advance the

marketing literature by untangling the relationships among innovation capability, customer participation, service

quality, and firm performance (Sales, market share & profitability). Result show that customer participation does

not directly influence firm performance. This finding is in line with a theoretical contention that customer

participation may result in opposite effects on speed to market. Specifically, customer participation activities have

no or even negative impact on firm performance because bringing customers into collaboration activities may

reduce the efficiency and increase the timelines 18,19,23.

Some researchers studied Synergy effects of innovation on firm performance among 856 firms.Result revealed that

exploration and exploitation orientations have positve impacts on product innovation and process innovation

respectively which have positive impacts on the firm's performance. Product differentiation: a tool of Competitive

advantage and optimal Organizational performance (a study of Unilever Nigeria Plc). Collecting data from

323respondents based in Ota, Ogun state were selected based on the simple random sampling technique. Finding

indicates that there is a significant relationship between new product innovation of an organization and its

customer satisfaction. Similarly, indicate that there is a significant relationship between unique product features of

an organization and its customer satisfaction. There is a significant relationship between higher product quality and

the sales growth of an organization29,30.

Some researchers in their study examined innovation Capability and Firm Performance Relationship: a Study of

PLS-Structural Equation Modelling, comprising of 280 SMEs owners/managers in North-western part of Nigeria.

The outcome of the structural model shows that there is significant positive relationship between innovation
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capability and firm performance (market share, profit, sales growth, customer acquisition). The role of innovation

on performance of firms on the Nigerian Stock Exchange was examined by some researchers

in their study. The central objective of the paper was to look at the relationship between innovativeness and firm

performance in Nigeria. 60 firms were purposively selected out of a targeted population of 176 firms listed in the

Nigerian Stock Exchange with financial returns as at August, 2014. Innovation was found to have negative

relationships with both returns on assets, and returns on equity. This result suggests that, in Nigeria, like in Kenya,

innovation has been widely adopted and practiced, but it was yet to have positive relationship with returns on

assets and returns on equity in Nigeria31,32.

In addition, an author investigated the performance-effect of foreign firms' innovation capability,and it confirmed
that firms that possess innovative proficiency achieve better performance, and this is irrespective of the size of the
company. Further analysis showed that foreign firms had more capability to develop new products and
consequently reap better NPP.In an attempt to substantiate how specific internal organisation's contingencies
influence, some researchers result suggested that NPP is attributed to organisationlearning flexibility and
innovation exploration capacity in NPD. However, unlike Wei et al. that focused on learning and innovation, Kim et
al., sort to establish a link between two firm-specific capabilities;marketing proficiency and technological asset that
drives NPP of Korean firms. The study suggested that technological resources (proxy to innovation capability)
enhance marketing capability to influence NPP. Specifically, the positive association between MC and NPP was
explained through the possession of technological resources such as dynamic and embedded technology
assets33,34,35. Focusing on another firm-specific capability variable different fromresearchers perspective, a
researcher was interested in determining what NPD feature drive NNP. The findings revealed that NPD features,
such as uniqueness and quality drive NPP.Contrasting to Dirisu et al., Ateke and Iruka was more interest in what
NPD activities that can influence NPP but not the NPD features. The scholar found that involving the customers in
the NPD activities (co-creation activities) is significant for NPP. The study revealed that customer
involvement management and NPP are strongly and positively related.This stressed that when customers are

involved in the co-creation activities to produce a new product, their expectations as per product features and

quality are captured hence reducing the potential of NPD failures36,37.

From the theoretical stand point both the ADKAR and dynamic capability theory are strengthened. The strength of

the DCT provided the link between the aquaculture enterprise and the macro-environment in which they operate

and the ADKAR emphasizes that activities that make up the dimension of response strategy and adaptive resilience

factors are change activities that holds potential for enhancing the performance of aquaculture enterprise in Lagos

State. This study's results are in concomitance with these theoretical perspectives.Therefore,on the strength of the

support found in conceptual, empirical and theoretical submissions in prior literature with this present study's
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result, the study posits that response strategy have significant effect on performance vis-à-vis profitability and new

product development.

The results of multiple regression analysis for the effect of adaptive resilience on firm competitiveness of

aquaculture firms in Lagos State, Nigeria revealed that adaptive resilience has a positive and significant effect on

firm performance. Conceptually, organizational resilience is the maintenance of positive adjustment under

challenging conditions such that the organization emerges from those conditions strengthened and more

resourceful. A resilient company is one that is able to leverage its resources and capabilities in order to capitalize

on unforeseen difficulties and changes. This finding aligns with this study's supposition concerning adaptive

resilience. This study considered adaptive resilienceas are critical internal-firm factorsthat enable an entity or a

system to recover quickly from the negative effects of external shocks.

The findings of this study have support in empirical literature. For instance when asked why do some organizations

cope with adverse environmental conditions better than others? What processes lead to the creation and adoption

of new ways of working? These are questions addressed by resilience26. Some researchers offer more specific

answer by advocating that firm with adaptive resilience mechanism are more prone to excel better than firm that

do not. A researcher point was corroborated by another researcher that stressed resilience becomes a critical

characteristic of a strategic firm with the capability to excel during environmental distruption38,39.

Within supply chain literature, some researchers found relevance for resilience capability. The study posits that

external resilience enhance supply chain performance. The implication of the researcher submission is that

organisations need to build resilience capability with their supply chain partners to ensure stable material supply as

well as continuous product and service delivery so that the end customers' needs can be satisfied and they can

improve the firm competitiveness. This result is supported by previous studies. For instance, some researchers

emphasized that firm resilience contributes to firms' survival and sustainability by helping firms to behave as

complex dynamic systems, operating within dynamic systems of SC partners40,41.,42.
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In a study, some researchers found that Resilience positively and significantly influences firm performance. Some

researchers corroborated another researcher to posit that adaptive resilience has a significant influence on

business performance. Studies showed planned resilience had a significant and positive influence on adaptive

resilience. Planned resilience had no statistically significant influence on financial performance but, despite the

small effect,adaptive resilience had a positive and significant influence on financial performance. In a related

study,but offering a different outcome in terms of the unit of analysis is some researchers submit that

employee-level resilience affect performance positively when the entrepreneur has a strong

propensity towards personal resilience37,39.

Some researchers in their findings predicted that the owner's resilience has a positive impact on the owner's CSE

and firm innovation respectively,a direct positive relationship between the owner's CSE and firm innovation; this

was also supported by a researcher in his findings.Another researcher predicted that resilience has a direct positive

effect on firm performance,this was not supported, and the owner/manager's degree of resilience does not

directly lead to a higher level of performance for the firm. However, further examination of the results revealed

that resilience has an indirect effect on performance through the mediating variables of CSE and innovation. In the

presence of supply-chain-resilience capabilities in the apparel industry,studies finds that supply-chain risk-

management culture positively affects supply-chain-resilience capabilities, namely re-engineering, agility and

collaboration43,44.

Despite the submission of several resilience scholars about its relevance and significance contribution to firm

performance in different context, contrary findings were observed. In a study, a researcher found no direct positive

and significant influence of adaptive resilience on firm performance. More so, the business owner manager's

resilience did not result in higher level of firm performance. Nonetheless, further analysis revealed that resilience

provided the boundary condition through which creative-self efficacy and innovation influenced firm performance.

Stressing that resilience is more of a second-order construct as against a first order construct with a direct impact

on performance. The ability to cope with challenging situations and to deal with adversity, as well the self-belief in
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problems solving is positively related to building creative capabilities and a willingness to search for innovative

solutions in business, these in turn become important drivers of firmcompetitiveness45,46.

In the event of unprecedented market dynamics, where customer exhibit erratic behavior and competition

becomes aggressive it becomes critical for firms to gather customer intelligent that would enhance its ability to

respond to the market need more effectively39,40,41. Otherwise,failure to be responsive to this competitive

market dynamics suggests a firm that is not interested in being competitive nor wanting to survive the harsh

business environment. As suggested by scholars, one way to quickly reach out to the customer is by adopting social

media platforms47,48. As a customer-related tool, social media can remotely enable customers to connect with

the firm to exchange information and obtain feedback that will better the firm in terms of goods and service on

offer. This helps foster customer relations, improving customer equity,customer trust, and brand attachment49.

While this narrative may be correct, employing social media and not being agile in customer feedback may not

guarantee the positive ripple effect as identified earlier. This is because a lack of agile social media suggests that a

firm that cannot identify changing market demands attributable to erratic customer feedback quickly and

proactively takes advantage of the opportunities it provides and responds efficiently by providing a market offering

that meets customer feedback308. Besides, some researchers in their study stressed that using social media to

create a new product for customers is not an isolated activity because its success is preconditioned on how such

external feedbacks are effectively integrated within existing firm-level capabilities50.

Several studies have found relevance for agility in different topical areas of management, such as in supply chain

management, internet of things, customer engagement, and technology driven operational management and its

usage in this study followed it inter-disciplinary relevance of the concept of agility to firm success.

From the theoretical stand point dynamic capability theory is strengthened. The strength of the DCT provided the

link between the aquaculture enterprise and the macro-environment in which they operate and emphasizes that

activities that make up the dimension of adaptive resilience factors are change activities that holds potential

forenhancing the performance of aquaculture enterprise in Lagos State. This study's results are in concomitance

with these theoretical perspectives. Therefore, on the strength of the support found in conceptual, empirical and
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theoretical submissions in prior literature with this present study's result, the study posits that adaptive resilience

havesignificant effect on performance vis-à-vis firm competitiveness.

The results of hierarchical regression analysis for the moderating effect of entrepreneurial mindset on the

interaction between response strategy, adaptive resilience, and performance of aquaculture firms in Lagos State,

Nigeria revealed that entrepreneurial mindset has a positive and significant moderating effect on the interaction.

effect. Conceptually, a researcher suggested that entrepreneurial mind-set offers potential insights to numerous

situations in understanding entrepreneurship in terms of opportunity recognition, entrepreneurial action,new

venture formation, business performance19. Entrepreneurial mind-set is the inclination to discover, evaluate, and

exploit opportunities. Entrepreneurial mind-set is about creativity,innovation and taking opportunities that leads to

organisational wealth creation and success and that this type of mind-set enables entrepreneurs to make realistic

decisions when faced with uncertainties. Creativity is a means to unlock the entrepreneurial potential of

individuals,entrepreneurs and organisations, since newideas and approaches are key ways of promoting an

entrepreneurial culture22.

An entrepreneur thinks ahead and consolidates opportunities before they become obvious. An entrepreneur sees

the problems/needs around her and sees opportunities to make profits or create value. Successful entrepreneurs

contribute towards the development of society and advancement of economic growth26. An entrepreneurial

mind-set can be seen as a growth-

oriented perspective through which individuals promote flexibility, creativity, continuous innovation and renewal

in organizations28,29,30. Uncertainty can be used to your benefit if you create and employ an entrepreneurial

mind-set. Thus, an entrepreneurial mind-set is required for the founding of new businesses as well as the

rejuvenation of existing ones51.

Within the context of the stated objective, the empirical submission discussed so far only addressed the

performance effect of response strategy and adaptive resilience.However,the potential influence of

entrepreneurial mind-set to organisation performance nor how it can become a contingent factor to affectingthe

interaction between response strategy, adaptive resilience and organisational performance is yet to be addressed.
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Extant literature on entrepreneurship development-performance linkage has made emphasis on the need for

business organisation regardless of size to have entrepreneurial-mindset given it potential to help business owners

to deploy knowledge, innovativeness,autonomy, and understand how to engage risk to enhance organisation

competitiveness and superior performance. For example,some researchers found that entrepreneurial mind-set

has a positive effect in getting youth to see entrepreneurship and self-employment as a possible career path and

something that can be learned and developed. Similarly, the results revealed that entrepreneurial mind-set has a

positive effect on youth intentions to start a business. Likewise, Erik et al. in their study on enhancing students'

entrepreneurial mind-set in Sweden showed significant positive changes (enhancements) of the students'

opportunity recognition and individual entrepreneurial orientation which led to the interest of becoming

entrepreneurs. The findings from the analysis indicated that appropriate entrepreneurial mind-set can ensure the

success of SMEs in Nigeria34,37,43

Studies revealed that entrepreneurial mind-set has a positive and sgnificant effect on success of SMEs.The findings

from the analysis indicate that appropriate entrepreneurial mind-set can

ensure the success of SMEs. Similarly,some researchers in their study of entrepreneurial mind-set and

organizational success in SMEs in Rivers State found a significant relationship exist between both variables

(entrepreneurial mind-set and organizational success). In the same vein,some researchers discovered that

entrepreneurial knowledge significantly affect the success of SMEs in Benue State, Nigeria. In congruence with the

findings of researchers, a researcher examined entrepreneurial mind-set and performance of small and medium

scale enterprises in Makurdi metropolis, Benue State, Nigeria and found that that

innovativeness,creativity,business alertness and risk taking were significant in affecting the success of SMEs in

Benue State48.

Furthermore,some researchers examined mind-set and entrepreneurial activities in Rwanda and found that an

entrepreneurial mind-set is an important factor of performance and sustainability in Rwanda without which a

business will fail. Likewise, a researcher revealed that entrepreneurial mind-set can be used to improve business
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performance to achieve business success. Also, some researchers on assessment of entrepreneurial mind-set on

sustainability of Nigerian SMEs found that entrepreneur's experience was a key factor that significantly affected

entrepreneur's business growth in South-East Nigeria. The researchers also revealed that there was a significant

relationship between risk taking and business profitability. In the same vein, some other researcher found that

personality trait plays an important role in entrepreneurs' success and has important implications for

entrepreneurs and for others wishing to assist them in their efforts to start new ventures35.

Studies examined the role of autonomy on performance of small and medium scale enterprises and found a

positive interaction between dimensions of entrepreneurial mind-set and productivity of SMEs. Likewise, some

researchers found that increases in the levels of entrepreneurial alertness are related to increases in productivity of

new venture performance.In the same vein, a researcher reported that innovativeness,proactiveness and

autonomy were

significantly associated with tourism firm productivity and performance, whereas risk-taking and competitiveness

were not. Despite the geographical difference in the studies,the explanation of most of the empirical studies

reviewed previously indicated that dimensions of entrepreneurial mind-set have significant effect on productivity

which is not in alignment with the hypothesis of the study36.

In collaboration with the past positive findings some researchers examined the effect of external relationships in

the organizational innovation. The study revealed that organizational innovation is more likely to lead to a

reduction of administrative transaction costs, as well as enhance satisfaction in the work environment. In the same

vein, some other researchersinvestigated the relationship between innovation and firm performance among

Turkish automotive supplier industry and found a positive significant relationship exist between organizational

innovativeness and financial performance. Despite the geographical difference in the studies, the explanation of

most of the empirical studies reviewed previously indicated that dimensions of entrepreneurial mind-set have

significant effect on SME success which is not in alignment with the hypothesis of the study36,37,38.

Studies have found that entrepreneurial mind-set plays a pivotal role in entrepreneurial intention among students

as well as business success. However, literature has not contributed much in exploring the influence of government
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policy on the relationship between entrepreneurial mind-set and success of Small and Micro-Enterprises in

Nigeria36,39. The significant role of SMEs can be realized if there are government policies are in their favour in

terms of regulatory frameworks, tax, business registration cost to help them. To address the moderating effect on

entrepreneurial mind-set on the interaction between response strategy,adaptive resilience and organisational

performance, the study given the rarity of prior empirical submission on this objective, adopt a theoretical

approach to logically present the possible outcome.Drawing from the interactionist perspective in other words,

contingency theory of fit

as a moderator, the success of a firm is contingent on its strategic fit with the environment.Specifically, the CT of fit

as a moderator suggst that when the interaction between the independent variable and the dependent variable is

enhanced with the introduction of a third variable then a moderating-effect has taken place. By implication, the fit

between the independent variable and the third variable should produce significant influence on the dependent

variable. Hence, given this narrative, this study can conclude that the interaction between adaptive resilience,

strategic response and performance of aquaculture fish farms in Lagos State was enhance where they exhibit a

higher-level entrepreneurial orientation/mindset43. This study's results are in concomitance with the contingency

theoretical perspectives. Therefore, on the strength of the support found in conceptual,empirical and theoretical

submissions in prior literature with this present study's result, thestudy posits that entrepreneurial mindset has

significant moderating effect on the interaction between response strategy adaptive resilience and performance of

aquaculture firms in Lagos State, Nigeria.
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Chapter Five

Conclusion

This chapter discusses the summary of the findings,conclusions and recommendations of the study. The findings of

this study concisely summarize the contributionsof the study to knowledge whilst also emphasizing respective

limitations to study as well as suggestions to further studies.

5.1 Summary of Findings

The study examined the effect of response strategy (strategic planning, market sensing capability, exploitative

innovation),and adaptive resilience (Omoluabi-leadership,collaborative engagement, social media agility) on

performance (profitability,new product development, firm competitiveness) of aquaculture firms in Lagos State,

Nigeria. It precisely assessed the effect of response strategy on profitability and new product development

respectively. Also, it assessed the effect of adaptive resilience factor on firm competitiveness.Moreover, the study

examined the effect of response strategy and adaptive resilience on performance of aquaculture firms. Further

analysis was done to determine the moderating effect of entrepreneurial mindset on the interaction between

response strategy,adaptive resilience and performance of aquaculture firms in Lagos State. From the analyses and

interpretation of hypotheses, the following can be summed up as the major empirical findings of this study:

1. Response strategy has positive and significant effect on profitability of aquaculture firms in Lagos State, Nigeria

(Adj

2. Response strategy has positive and significant effect on new product development of aquaculture firms in Lagos

State, Nigeria

3. Adaptive resilience has positive and significant effect on competitiveness of aquaculture firms in Lagos State,

Nigeria (Adj
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4. Response strategy and adaptive resilience have positive and significant effect on performance of aquaculture
firms in Lagos State, Nigeria (Adj

5. Entrepreneurial mindset has significant moderating effect on the interactions between response strategy,

adaptive resilience and performance of aquaculture firms in Lagos State,

5.2 Conclusion

Based on the empirical findings, this study concluded that there was a statistically significant effect of response

strategy (strategic planning, market sensing capability, exploitative innovation), and adaptive resilience (Omoluabi-

leadership, collaborative engagement, social media agility) on performance of aquaculture firm which include

profitability, new product development, and firm competitiveness. Further analysis showed that entrepreneurial

mindset has significant moderating effect on the interaction between response strategy,adaptive resilience and

performance of aquaculture firms in Lagos State, Nigeria.

Theoretically, the outcome of this study is in line with the ADKAR theory,dynamic capability theory and the

contingency theory which provided the theoretical underpinnings for this study.The theories were selected to

guide this study because their perspectives relate to the variables under investigation. The strength of the DCT

provided the link between the aquaculture enterprise and the macro-environment in which they operate and the

ADKAR emphasizes that activities that make up the dimension of response stratgy and adaptive resilience factors

are change activities that holds potential for enhancing the performance of aquaculture enterprise

in Lagos State. Drawing from the interactionist perspective in other words, contingency theory of fit as a moderator,

the success of a firm is contingent on its strategic fit with the environment.Specifically,the CT of fit as a moderator

suggest that when the interaction between the independent variable and the dependent variable is enhanced with

the introduction of a third variable then a moderating-effect has taken place. Based on explanatory powers of

these theories, the CT offers explanation for the potential of deploying entrepreneurial mindset as a contingent

factor that moderate the interaction between response strategy,adaptive resilience,and performance of

aquaculture business in Lagos State, Nigeria.
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5.3 Recommendations

Based on the findings of this study, the following recommendations are made;

i. The study established that response strategy significntly contributes to profitability of aquaculture firms.However,

the effect is weak suggesting that more effort in required by management with regards to strategic planning and

market sensing capability given their insignificant and negative relative effect of profitability of aquaculture firms in

Lagos State,Nigeria.

ii. Exploitative innovation capability and market sensing capability has insignificant relative effect on new product

development. This suggests weakness on the part of aquaculture firms in Lagos State hence to reap the benefit

associated with new product development management must reinvent their innovation and marketing activities to

include exploiting their value chain and obtain market information through sensing capability to develop new

product.

iii.Adaptive resilience contributes significantly to aquaculture competitiveness however,the effect is weak. Hence.

Management of the aquaculture firms in Lagos should pay special

attention to collaborative engagement because of its insignificant relative effct on firm

competitiveness.

iv. Response strategy and adaptive resilience have significant but weak effect on performance of aquaculture firms

in Lagos State. This mean that the aquaculture firms in Lagos State should engage a strategic management

consultant to undergo training on internal organisation competences that can enhance the deployment of

response strategy and proper development of adaptive resilience attributes.

v. Entrepreneurial mindset act as a significant moderator which enhance the interaction between response

strategy, adaptive resilience and performance of aquaculture firms in Lagos State, Nigeria. With a significant

moderating effect, it is critical that aquaculture firms in Lagos State, Nigeria take advantage of developing and

deploying entrepreneurial mindset vis-à-vis risk taking, innovativeness, and business alertness which can be used

to take advantage of business opportunities in the environment.

5.4 Contributions to Knowledge
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The finding of this study its findings made important contributions to academia and practitioners in the following

ways:

5.4.1 Implication to Researchers

Based on the conceptual review done, this study offers immerse contribution to knowledge conceptually in several

ways. This study identified and filled conceptual gaps in literature regarding the response strategy and adaptive

resiliencelinkage with performance of aquaculture firms in Lagos State, Nigeria. Likewise gap regarding the

moderating role of entrepreneurial knowledge on the linkage between response strategy,adaptive resilience,and

performance of aquaculture firms in Lagos State, Nigeria was equally addressed. This was done

considering, prior studies have only considered the individual effect of response strategy and business resilience

but not the combined effect of the two variables as it affect aquaculture firm performance.

This study also contributed to conceptual knowledge by providing it definition to each of the independent variables

and their sub variables and this can form the basis for conceptual discussion in future studies on response strategy

and adaptive resilience literature. In conclusion, the conceptual model developed for the study suggests another

area in which this study has contributed to the body of knowledge conceptually because no known similar

studies,both theoretical and empirical, have utilized the model in their studies. Hence,adding to models that can

explain the link between response strategy, entrepreneurial mindset, and performance of aquaculture firms in

Lagos State, Nigeria.

The outcome of this study offered additional support for the tenets of the ADKAR theory,dynamic capability theory

and the contingency theory, which provided the theoretical underpinnings for this study. Specifically, these

theories offered a complementary explanation to substantiate the interaction of response strategy, adaptive

resilience, entrepreneurial mindset as critical for enhancing firm performance. The strength of the DCT provided

the link between the aquacultureenterprise and the macro-environment in which they operate and the ADKAR

emphasizes that activities that make up the dimension of response strategy and adaptive resilience factors are

change activities that holds potential for enhancing the performance of aquaculture enterprise in Lagos State. The

contingency theory of fit as a moderator, offers the theoretical explanation for the potential of deploying
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entrepreneurial mindset as a contingent factor that moderate the interaction between response strategy, adaptive

resilience,and performance of aquaculture business in Lagos State, Nigeria. Therefore, on the strength of the

outcomes of theory testing(see 4.2 Test of hypotheses), this study confirms that via the complementary role played

by the ADKAR theory, dynamic capability theory and the

contingency theory, this study has made a significant contribution to theory application and offers future studies

the ability to infuse three theories to provide theoretical basis and explanation for the achievement of the

objective of a study.

5.4.2 Implications for Practitioners

This study evauated the interactions of response strategy, adaptive resilience, entrepreneurial mindset, and

performance of aquaculture firms in Lagos State, Nigeria. The empirical outcome of this study contributes to the

existing literature and empirical findings in the area of response strategy, adaptive resilience, entrepreneurial

mindset, and performance of aquaculture firms in Lagos State, Nigeria and equally served as a reference materal

for future researchers.Specifically,the empirical findings from the test of hypotheses suggested that response

strategy, and adaptive resilience are critical success factors for performance of aquaculture firms in Lagos State,

Nigeria, given that individually and collectively,they exert positive and significant effects on aquaculture firm

performance.

Moreover,this study positioned the value relevance of having and deploying entrepreneurial mindset given that it

can help aquaculture firms sieze and take advantage of business opportunities within their environment. This is

because entrepreneurial mindset acted as a moderator which enhanced the interaction between response strategy,

adaptive resilience, and performance. These empirical submissions are a product of hypotheses testing, and they

offer future researchers the opportunity of having a robust finding to aid their empirical reviews in their studies

and the basis to corroborate and present a contrary outcome as with this study's submission, hence pushing

forward the frontier of knowledge in accounting field. Overall,these above-mentioned points lay emphasis on the
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fact that this study offers significant contribution to knowledge and has practical implication for the aquaculture

firms in Lagos State that were investigated.

The limitations of this study offer opportunity and suggestions for future study.

i. Future studies may consider a multi-industry study that will incorporate other organisation in FMCG,Automobile

and service industry like hospitality, logistics firms,marketing agencies and quick-service restaurants in the country

to enhance the generalization of this study's findings.

ii. In order to provide explanations of causality between the variables studied over time, future studies may

consider a longitudinal study.

iii. Future studies may consider incorporating environmental turbulence to evaluate the performance-effect of

each dimension.

iv. A comparative study focused on local and multinational aquaculture firms with regards to the performance

effect of response strategy and adaptive resilience factors will present interesting research.
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Dear Respondent,

As part of the requirement for a Doctor of Philosophy degree in Accounting, I am carrying out a study on

"Response Strategy,Adaptive Resilience factors, and Performance of Acquaculture Firms in Lagos State, Nigeria”.

This study is mainly an academic exercise as all information provided would be treated with the utmost

confidentiality.In any case, you feel uncomfortable to proceed; you may withdraw your consent at no cost. Below

is the questionnaire that addressed the objective of this study. Please feel free to tick the option that best express

your personal views.

Thank you.

Jimoh-Lawal

Section A: Demographic Information

Please carefully go through each item and tick (V) as appropriate.

1. Gender: Male()Female()

2. What is your age bracket: 21-30()31-40()41-50()51-60()61-65()

3. What is your highest academic qualification: ND/NCE ()B.Sc/BA/HND()PGD/MBA/MSc/MA() MPhil () PhD( ) Others,

(please specify).

4. Job Level: Top management ( ) Middle management ( ) Operational management ()

6. Kindly rate your knowledge of the overall organisational activities and performance of your

organisation on the scale below.

Very low Excellent

1 2 3 4 5 6 7 8 9 10

Section B:Response Strategy
The statement in this section concerns response strategy applicable to your firm. Using the six-
point Likert-type-scale provided, please indicate the extent to which each statement applies to
your organization by selecting one of the options provided (6,5,4,3,2,1).

6=Very High extent;5=High extent; 4=Partially High extent; 3 =Partially Low extent; 2= Low
extent;1=Very Low extent

I Strategy Planning

To what extent,does your firm do the following?

VHE HE PHE PLE LE VLE

1 Establish specific actions to implement the strategy
2 Encourage staff input in planning strategy

3 Demarcate resources to enhance strategy planning
4 Designate who is responsible for each strategic action
5 Engage managers in defining resources required to achieve plan



5.5 Suggestion for Further Studies

243

6 Define goal indicators in order to monitor strategy success

7
Able to comprehensively monitor the implementation of the
strategy

ry frequently; requently;

III Exploitative Innovation Capability
How often does your firm's do the following?

VF F O R VR N

Introduce a generation of new products
Extend product range
Open up new markets
Enter new technology fields
Improve existing product quality
Improve production/operation flexibility
Reduce operation/production cost
Introduce a generation of new products
Extend product range
We consistently explore new markets
We are quick to adapt our business to suit changing business
environment

IV Market Sensing Capability
To what extent,does your firm exhibit the following?

VHE HE PHE PLE LE VLE

1 Alert to market dynamics.
2 Anticipate market trends.
3 Know competitors' pricing tactics.
4 Monitor competitors' price changes.
5 Advertise periodically.

6 Manage corporate image.

7 Develop creative marketing strategies.

8 Interact with customers.

Section C:Adaptive Resilience Factors
The statement in this section concerns adaptive resilience indicators applicable to your company.Using the six-point
Likert-type-scale provided, please indicate the extent to which each statement applies to your organization by selecting
one of the options provided (6,5,4,3,2,1).

I Social Media Agility

Since our organisation started using social media,we
have?

VHE HE PHE PLE LE VLE

1 Increased avenues to address customer issues

2 Deliver our products and services more quickly

3 Respond very reliably to market changes

4 Achieve greater flexibility in products/services offered.

5 Been very quick to adapt to business opportunities

6 = Very frequently; 5 = Frequently; 4 = Occasionally;
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III Omoluabi Leadership
How often does your firm's leadership exhibit the
following?

VF F O R V

R
N

1 Always on the lookout for new opportunities

2 Has a clear view of its final aims for the business

3 Succeeds in motivating all the employee

4 Always acts as the organisation's leading force

5 Sets high goals for myself (high performance expectations

6 Inspires others in the organisation with their future plans

7 Behaves in a manner thoughtful of my personal needs

8 Builds a system of shared purpose for all employees
IV Collaborative Engagement

To what extent,does your firm exhibit the following?
VHE HE PHE PLE LE VLE

1
Develop a culture that values and practices open
communication

2 Possess a transparent performance appraisal mechanism

3 Allow employee participation in goal settings
4 Possesses a system that guarantees employee's personal

and professional growth

5 Encourages scheduling work flexibility that aids Work-
life balance

6
Invest resources necessary to closely connect with
customers

7 Take customers' viewpoint to design and improve
business process

8 Effectively interact with customers

9 Are able to immerse in customer reality

Section D:Performance of Aquaculture Firms
The statement in this section concerns sustainability performance indicators as applicable to your firm.Using the six-point
Likert-type-scale provided, please indicate the extent to which each statement applies to your organization by selecting
one of the options provided (6,5, 4, 3,2,1).

y High extent; =High extent;4 = Partially High extent; 3 = Partially Low extent;2=Low extent;Low extent
V Profitability

In the last 5 years, to what extent,does your firm achieve the
following relative to industry average?

VHE HE PHE PLE LE VLE

1 Increase between 2015 and 2016
2 Increase between 2016 and 2017
3 Increase between 2017 and 2018
4 Increase between 2018 and 2019
5 Increase between 2019 and 2020
6 Increase between 2020 and October 2021
VI Competitiveness

To what extent,does your firm achieve the following
relative to industry average?

VHE HE PHE PLE LE VLE

1 Offer better product quality
2 Better handling of customer complaints in new product
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3 Produce at lower unit cost
4 Have motivated and loyal workforce
5 Possess unique selling point
6 Have better brand reputation
7 Acquisition of competitive resources
VIII New Product Development Performance

To what extent, does your firm achieve the following relative
to industry average?

VHE HE PHE PLE LE VLE

1 Product success rate
2 Short time to market
3 Short development cycle
4 Market potential of new products
5 Increase market presence
6 Better product quality

Section E:Moderators
The statement in this section concerns moderating variables (Entrepreneurial-mindset) which firm are exposed to. Using
the six-point Likert-type-scale provided, please indicate the extent to which each statement applies to your organisation
by selecting one of the options provided (6,5,4,3,2,1).

=Very High extent;5=High extent;4=Partially High extent;3=Partially Low extent;
ery Low extent

IX Entrepreneurial-mindset: To what extent doesyour
firm's leadership exhibit the following

VHE HE PHE PLE LE VLE

1 Display superior business knowledge

2 Adoption of new technology in service delivery

3
Conducting periodic market analysis for new

opportunities

4 Encourage employee participation in decision making

5 Encourage employee creativity

6 Assess its risks

7 Take reasonable risk

8 Encourage continuous improvement

9 Encouraging product innovation

10 Encourage business opportunity identification

Thank you for participating in this study
Biodata
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4. Nationality: Nigerian
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