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Abstract: This study examined the relationship between integration capability and organizational 
competitiveness of quoted manufacturing firms in South-South, Nigeria. The cross-sectional survey was 
adopted. The study population was managerial staff of quoted manufacturing firms in South-South, 
Nigeria. A sample size of two hundred and twenty-one (221) managers and supervisors were drawn from 
the population. The simple random sampling technique was utilized in the study. However, only one 
hundred and ninety-eight (198) copies of questionnaire retrieved were completely filled and used for the 
study. The Spearman Rank Correlation was used to analyse the relationship between integration 
capability and organizational competitiveness. The result of the bivariate analysis revealed that 
integration capability had a significant positive relationship with the measures of organizational 
competitiveness (product quality and client satisfaction). The findings led to the conclusion that 
integration competence is important in improving the competitiveness of manufacturing enterprises in 
Nigeria's South-South. The study suggested, among other things, that manufacturing companies should 
regularly exchange fresh knowledge internally within the business in order to improve their 
competitiveness. 
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Introduction 

The manufacturing sector which has the potential of contributing more than 25 per cent to 
Nigeria's GDP, is currently doing less than 10 per cent (Ekugbe, 2021). There is need to 
strengthen competition among manufacturing firms in this recent time so as to ensure high 
performance of the sector.  One of the basic conditions for an organization to exist and ensure its 
long-term sustainable success is the ability to renew its sources of competitive advantage (Cyfert, 
Chwiłkowska-KubalaI, SzumowskiI and MiśkiewiczI, 2021).  If a manufacturing firm wants to 
survive and be superior, Zuñiga-Collazos, Castillo-Palacio, and Padilla-Delgado (2019), 
contended that obtaining sustainable competitive advantage and superior performance over 
competitors is crucial. Organizations’ long-term competitive advantage is rooted in the 
development of their dynamic capabilities to address external changes by purposely 
reconfiguring their internal resources and capabilities (Karman and Savaneviciene, 2021). 
Therefore, the survival and success of businesses in this turbulent times depends on competition, 
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(Ambastha & Momaya, 2004). Porter (1987) and King (2007), defined Competitiveness as 
capability that is difficult to imitate and valuable in helping a firm outperform its competitors. To 
this end therefore, firms are expected to develop the competence required to adapt to 
environmental changes, as effective strategies help organizations to position themselves well in 
the marketplace, while poor strategies can undermine a firm’s performance (Wang, 2012). 
Claude (2018) investigated the relationship of organizational factors on competiveness of firms 
in Rwanda. The result of the study shows that organizational factors positively correlate with 
organizational competitiveness. Karma and Savaneviciene, (2021), investigated ways of 
enhancing dynamic capabilities to improve sustainable competitiveness. The study found a 
relationship between dynamic capabilities and sustainable competitive advantage. Kaur and 
Mehta, (2017), conducted a study on dynamic capabilities for competitive advantage. The results 
show that dynamic capability significantly impacts competitiveness of a firm. Ofoegbu and 
Onuoha, (2018), in their study examined the relationship between Dynamic Capabilities and 
Competitive Advantage. The study found that dimensions of dynamic capabilities positively 
correlate with a competitive advantage of the firms. Kinuthia and Deya, (2019) examined the 
influence of dynamic capabilities on competitiveness of organization. The study found a positive 
significant effect between knowledge management capabilities and the competitiveness of firms.  
Despite the various attempts to address the exit, corporate collapse and low competitiveness of 
organization using different constructs, there exist dearth of work by scholars on how dynamic 
capability relates with organizational competitiveness among manufacturing firms in South-
South, Nigeria. Literatures as regards the relationship between integration capability and 
organizational competitiveness is scant. This study thus bridges these observed gap. 
 
Aim and Objectives of the Study  

The aim of this study was to examine the relationship between integration capability and 
organizational competitiveness of manufacturing firms in South-South, Nigeria, while the study 
objectives are: 
1. Evaluate the relationship between integration capability and product quality of manufacturing 

firms in South-South, Nigeria. 
2. Examine the relationship between integration capability and client satisfaction of 

manufacturing firms in South-South, Nigeria. 
 

Research Questions   

The following research questions guided the study 
1. What is the relationship between integration capability and product quality of 

manufacturing firms in South-South, Nigeria? 
2. What is the relationship between integration capability and client satisfaction of 

manufacturing firms in South-South, Nigeria? 
 

 

Research Hypotheses 

The following research hypotheses were formed to guide the study: 
Ho1: There is no significant relationship between integration capability and product quality of 

manufacturing firms in South-South, Nigeria. 
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Ho2: There is no significant relationship between integration capability and client satisfaction 
of manufacturing firms in South-South, Nigeria. 

 

    LITERATURE REVIEW 

Theoretical Framework 
Resource Base Theory 
Resource base theory proposes that firm are nitrogenous, simply because they possess 
nitrogenous resources. This means that they can have different strategies as they have different 
resource mixes. This resource base view focuses attention on the internal resources of the 
organization in in order to identify those assets capabilities and competencies within the 
organization that has the potential to deliver superior competitive advantage (Wikipedia, 2021). 
Resource base view according to Wikipedia, is a management term used in determining the 
strategic resources an organization can exploit to achieve competitive advantage. Barney, (1991) 
in an article titled “firm resources and sustained competitive advantage which is cited widely as 
being a pivotal work in the emergency of the resource base view, the theory tries to tackle issues 
relating to the identification of elements that have to do with competitive advantage of an 
organization.  The view holds that firms must develop unique firm and specific core 
competencies that will allow them to perform more than the other competitors in the industry. 
 
Concept of Integration Capability  
Integration here is viewed as organizational activities that open learning pathways, sharing of 
know-how and expertise via transfer of knowledge, technology and technical knowhow within 
an organization (Teece, 2016). Integration capability include internal coordination between 
different specialized subunits within an organization and also involve the capacity to integrate 
external resources of the organization. (Zhon, 2017), example of such external resources 
integration activities are: integration of market and customer knowledge, and that of technologies 
that are emerging in the market (Iansiti & Clark, 1994). It facilitates firms to share knowledge 
internally, help to facilitate both technological and market innovations, help firm in adopting 
technologies from different areas. 
 
Prencipe, (1997) argued that organization should build logics for vertical integration, 
outsourcing, and R & D strategies to integrate both internal and external resources. Effective 
integration of internal and external technological knowledge helps a firm to incorporate the 
necessary characteristics for sources in the new products (Marsh & Stock, 2006). Integration 
capability is rooted in the idea and method that organization should be able to forecast the 
requirement of their customers. With integration capability come ability to interpret current 
market information to prepare for the future market. Iansiti and Clerk, (1994); posit that 
integration capability helps organization to translate vision of the organization into market 
innovation that fits future market expectation. Dutta et al., (2005), agree that external integration 
capability enables organization to strengthen their competiveness by transforming and converting 
their resources into innovative outputs. 
  
Concept of Organizational Competitiveness 
In literature, it has been established that meeting the expectations of firms, such as making 
consistent profits by satisfactorily resolving the inherent business uncertainties, rest on being 
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competitive. The ability to compete means staying alive in the market (Roman et al., 2012).  
Contemporary organizations face globalization’s faster environmental changes, higher 
competition and complex requirements of clients. In the last decades, the rapid rate of technology 
change, the shortened product life cycles, the process of globalization, and the blurring industry 
boundaries make the global business environments increasingly competitive. The twenty-first 
century brought with it exciting new and cutting-age technologies, changing the way businesses 
operate. These increase competitive pressure around all the firms that participate in the industry, 
and also leads to introduction of concepts such as innovation, flexibility and differentiation from 
competitors (Baker & Sinkula, 1999), it is increasingly becoming difficult for organizations to 
achieve, maintain, and improve business competitiveness (Tech-blog, 2019) in this turbulent 
period, thus the rate at which organizations are closing down is a major concern to all 
stakeholders. Ambastha and Momaya (2004), stated that the competitiveness of a firm is 
represented by its share in the market. Globalization on its own brought significant benefits to 
the business world, for example, it gave different organizations the opportunity to explore new 
markets, benefit from falling trade barriers, and has made them adapt more quickly to 
technological progress. Therefore, the survival and success of businesses in this turbulent times 
depends on competition (Ambastha & Momaya, 2004). Similarly, competitiveness has been 
interpreted as the ability to achieve or maintain a competitive advantage in the aspect of the 
concept identical to competitive capabilities (Balkyte et al., 2010). Competitiveness is evidently 
a decisive factor for survival in the business world. To achieve it requires setting priorities, 
which can be defined as a set of options of varying importance that a firm need to have to 
compete in the market over a determined time frame (Santos, Pires & Gonçalves, 1999). 
 
Concept of Product Quality   
According to Skool Team, (2018), product quality can be viewed as the ability of the product to 
fulfil and meet the consumer requirements. It is a collection of features and characteristics of a 
product that contribute to its ability to meet the perceived requirement. They stated five 
techniques for improving product quality, process control, product control, quality control, and 
total quality maintenance. Bhasin, (2020), posits that product quality as a characteristic that is a 
further conglomerate of different feature for fulfilling’s the customer needs and maintaining the 
industry-standard so the product does not include any deficiency. He added that factors such as 
raw materials, implementation of product technologies, workforce expertise and production-
related overhead help to decide the product quality. Consumer’s inclinations preferences and 
loyalties to a product make product quality essential to company. 
 
Concept of Client Satisfaction 
Kierczak, (2021) define client satisfaction as a measurement that determines how a firm products 
or services meet the expectations of the customer. High standard customer service can win a 
client heart, and also make an organization recognizable within their target group. It is important 
for a company to track the factor of customer’s satisfaction and work on improving it so as to 
make client more loyal and eventually turned them into brand ambassadors. Kierczak, (2021), 
listed benefits of client satisfaction as: when a loyal customer is a treasure you should keep and 
hide from other rival firms, your customer can stop being your client in a heartbeat, it is all about 
the money, their opinion and feeling about the brand can affect films revenues in both positive 
and negative ways, customer satisfaction helps a film stand out of the competition, High client 
satisfaction experience can take an organization's brand places. Certified clients are more likely 
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to share your content across. Providing great customer service will not only satisfy the client but 
also the film that gives such services.  
Hatane and Tarigan, (2019) argued that increases customer satisfaction will potentially lead to 
sales growth in the short and long time while customer dissatisfaction will bring risk like 
decrease in the level of sales because of protest from consumer organizations, government 
intervention and the competitors reaction, and also the rise of new substitution product to the 
market. Kotler and Keller, (2009) argue that there are four methods that are widely used to 
ensure the level of customer satisfaction: the complaint system and suggestion, ghost shopping, 
lost customer analysis survey and customer satisfaction surveys. 
     

METHODOLOGY 
 

A cross sectional survey which is an aspect of quasi experimental design was adopted in this study. The 
cross sectional survey provides a snap-shot of the outcome and the characteristics associated with it at a 
given point in time. In line with the assertion of Cooper and Schindler, (2006), this design is most 
appropriate for research in the field of administrative sciences, where, manipulation of the variables 
limited, since the researcher has no control over them. The target population of this study are the fourteen 
(14) quoted manufacturing firms in south-south Nigeria according to the Nigerian Stock Exchange 
(https://ngxgroup.com/exchange/trade/equities/listed-companies/). The six states that make up the south-
south include Akwa Ibom state, Cross River State, Rivers State, Bayelsa State, Delta State and Edo State. 
However, the accessible population will cover 496 managers and supervisors of the fourteen (14) quoted 
manufacturing firms. 
 
 
 
 
Table 1: Names of Quoted Manufacturing firms and Sample Size of Each Manufacturing 
firm 

S/N Names of Quoted Manufacturing Firms Population  Sample Size 
1 BUA FOODS PLC 54 24 
2 CHAMPION BREW PLC 32 14 
3 GUINNESS NIG PLC 32 14 
4 INTERNATIONAL BREWERIES PLC 61 27 
5 VITAFOAM NIG PLC 54 24 
6 AUSTIN LAZ 39 18 
7 BERGER PAINTS PLC 46 20 
8 BETA GLASS PLC 28 12 
9 BUA CEMENT 23 10 
10 CUTIX PLC 42 19 
11 DANGOTE CEMENT PLC 15 7 
12 LAFARGE AFRICA PLC 22 10 
13 NOTORE CHEMICAL IND. PLC 17 8 
14 JOHN HOLT 31 14 
 TOTAL 496 221 
Source: Research Data, 2021 

The sample size for this study was deduced using the Taro Yamane sampling formula (1968). 
Hence, 221 managers and supervisors are chosen as representatives of the 14 manufacturing 
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firms. However, a sample of 221 were drawn from the 496 representatives of the firm using the 
Taro Yamane sampling formula, (1968). 
Spearman’s Rank Correlation was used to analyze the data for this study with the aid of 
Statistical Package for Social Sciences (SPSS) version 21. The spearman’s rank order was 
utilized to test the relationship between integration capability and the measures of organizational 
competitiveness. The spearman is considered appropriate owing to its flexibility across both 
interval and ordinal scaled data, as well as its non-parametric quality. Spearman Rank order 
correlation coefficient (Rho) is the statistical technique for the bivariate hypotheses testing; it is a 
non-parametric test and is symbolized as “rho” or “p”. The Spearman’s rank-order correlation 
was used in this study because it tests the strength of relationship between two ranked variables. 
The tool is used where the two variables are presented in an ordinal scale. This study instrument 
adopts the ordinal scale, thus the use of the Spearman’s rank-order correlation. 
 

RESULTS AND DISCUSSION 

A total of two hundred and twenty-one (221) copies of the questionnaire were administered, of 
these 221 copies distributed, only 204 copies, representing 92% of distributed copies of the 
questionnaire, were retrieved. Out of the 204 copies collected, 6 copies (3%) were observed to be 
invalid by the nature of responses, which were linked to duplicated options, omissions of key 
questions in the questionnaire. Only 198 copies (90%) of the questionnaire were observed to be 
properly filled and valid for subsequent usage in the study.   
 

Demographic (Descriptive) Data Analysis 
Gender Distribution of Respondents 
Table 2: Gender of Respondents 

Gender 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Male 140 70.7 70.7 70.7 

Female 58 29.3 29.3 100.00 

Total 198 100.0 100.0  

Source: Research Data, 2021 

Table 2 show the gender characteristics of the respondents. The respondents comprised of more 
males than female participants. The male participants occupied 70.7% (140 respondents) of the 
population, while the female participants occupied 29.3% (58 respondents) of the population. 
This implies that most workers of quoted manufacturing firms in South-South, Nigeria are male. 
A significant gender disparity is observed.  
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Age Distribution of Respondents 

Respondents were required to indicate their age and the responses are hereby presented in table 
3.  
Table 3: Age of Respondents 

Age of Respondents 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Less 
than 35 
Years 

41 20.7 20.7 20.7 

36-45 
Years 

63 31.8 31.8 52.5 

46-55 
Years 

75 37.9 37.9 90.4 

Above 55 
years 

19 9.6 9.6 100.0 

Total 198 100.0 100.0  

Source: Research Data, 2021 

In Table 3 the age distribution of the respondents is presented. It shows that respondents between 
the ages of 46-55 years and those 36-45 years occupy a greater percentage of the participants 
occupying 37.9% (75 respondents) and 31.8% (63 respondents) respectively, then those less than 
35 years (41 respondents; 20.7%), and finally those above 55 years (19 respondents, 9.6%). 
Overall, the study observed that the study respondents are largely between the ages of 36-55 
years. 
 
Educational qualification distribution of respondents 
The level of education may affect the respondents’ attitudes and understanding of the study 
context. Thus, the educational qualification was assessed using categorical measurement. The 
respondents’ profiles based on their educational qualification are presented in Table 4. 
 
Table 4: Educational qualification of respondents 

Educational Qualification 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid HND/OND 5 2.5 2.5 2.5 

First Degree 94 47.5 47.5 50.0 

Masters 92 46.5 46.5 96.5 

Ph.D 7 3.5 3.5 100.0 
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Total 198 100.0 100.0  

Source: Research Data, 2021 

Table 5 show the educational qualification of the respondents. The illustration shows that most 
respondents (94 respondents; 47.5%) have First Degree; following this is the respondents having 
Master’s Degree (92 respondents; 46.5%); followed by respondents having PhD (7 respondents; 
3.5%); then those with HND/OND (5 respondents; 2.5%). Overall, the study discovered that a 
majority of the study respondents have significant educational experience especially First 
Degree. 
 
Hypotheses Testing   
The Spearman Rank Order Correlation was used to test the correlations and strength of relations. 
This technique is valid in light of the need to determine how Integration Capability relates with 
Organizational Competitiveness in an organization. The criteria used are the coefficient to 
determine the direction of relationship (where > 0.5 is positive and < 0.5 is negative) and the 
significance level to know how significant this observed relationship is. 
The decision rule is:  
p< 0.05 significant level = accept the alternate hypotheses  
p> 0.05 significant level = accept the null hypotheses  
A total of twelve bivariate hypotheses were tested.  
 
Ho1: There is no significant relationship between Integration Capability and Product 
Quality of quoted manufacturing firms in South-South, Nigeria. 
 

Presented in table Table 5 is the result for the tests for the hypothesis of the study. The 
hypothesis 1 assessed the extent to which integration capability relates with product quality.  
 
Table 5: Integration Capability and Product Quality 

Correlations 

 
Integration 
capability 

Product 
Quality 

Spearman's rho Integration 
capability 

Correlation 
Coefficient 

1.000 .466** 

Sig. (2-tailed) . .000 
N 198 198 

Product Quality Correlation 
Coefficient 

.466** 1.000 

Sig. (2-tailed) .000 . 
N 198 198 

**. Correlation is significant at the 0.01 level (2-tailed). 
Source: SPSS Output, 2021 

The result of the analysis in Table 5 shows a significant level p< 0.05 (0.002< 0.05), this means 
that there is a significant relationship between Integration Capability and Product Quality. A 
correlation value of r = 0.466 implying that there is a strong positive relationship between 
Integration Capability and Product Quality. This entails that as one variable increases the other 
increase, that is, an increase in Integration Capability will lead to a corresponding increase in the 
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level of Product Quality. The study therefore observes that there is a strong positive and 
significant association between Integration Capability and Product Quality. In light of this, the 
study therefore rejects the null hypothesis and accept the alternate hypothesis that that there is a 
significant relationship between Integration Capability and Product Quality of quoted 
manufacturing firms in South-South, Nigeria. 
 
Ho2: There is no significant relationship between Integration Capability and Client 
Satisfaction of quoted manufacturing firms in South-South, Nigeria. 
Table 6: Integration Capability and Client Satisfaction 
 

Correlations 

 
Integration 
capability 

Client 
Satisfaction 

Spearman's rho Integration 
capability 

Correlation 
Coefficient 

1.000 .457** 

Sig. (2-tailed) . .000 
N 198 198 

Client Satisfaction Correlation 
Coefficient 

.457** 1.000 

Sig. (2-tailed) .000 . 
N 198 198 

**. Correlation is significant at the 0.01 level (2-tailed). 
Source: SPSS Output, 2021 

The result of the analysis in Table 6 shows a significant level p< 0.05 (0.000< 0.05), this means 
that there is a significant relationship between Integration Capability and Client Satisfaction. A 
correlation value of r = 0.457 implying that there is a moderate positive relationship between 
Integration Capability and Client Satisfaction. This entails that as one variable increases the other 
increase, that is, an increase in Integration Capability will lead to a corresponding increase in the 
level of Client Satisfaction. The study therefore observes that there is a positive and significant 
association between Integration Capability and Client Satisfaction. In light of this, the study 
therefore rejects the null hypothesis and accept the alternate hypothesis that that there is a 
significant relationship between Integration Capability and Client Satisfaction of quoted 
manufacturing firms in South-South, Nigeria. 
 
Discussion of Findings 
Positive Relationship between Integration Capability and Product Quality of Quoted 
Manufacturing firms 
The outcome of the analysis on how Integration Capability relates with Product Quality revealed 
that there is a noteworthy relationship between Integration Capability and Product Quality, given 
the p-value of 0.000 which is less than the level of significance of 0.05 (p=0.000 < 0.05). The 
hypothesis which was given in null form was thus rejected and the alternate hypothesis was 
accepted. The correlation value (rho) was 0.466. This indicates a strong positive relationship 
between Integration Capability and Product Quality among employees of manufacturing firms in 
South-South, Nigeria. The positive relationship implies that the Product Quality increases when 
there is an increase in Integration Capability. In essence, when Integration Capability is low, 
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such could hinder Product Quality in manufacturing firms. Furthermore, the coefficient of 
determination (r2) was 0.217. This denotes that a unit change in Integration Capability in 
manufacturing firms will account for up to 21.7% total variation in Product Quality among the 
employees. Hence, Integration Capability is an essential factor in organisations that help increase 
Product Quality. This finding concurred with that of Bhasin (2020), who argued that product 
quality is a practice of integrating various processes thereby making the product flawless and 
useful in order to meet expectations of the consumers. This has extended the argument by clearly 
demonstrating that with increase in integration capability organization is sure of increasing their 
product quality and meet their customer’s expectation, by extension increase their 
competitiveness. 
 
Positive Relationship between Integration Capability and Client Satisfaction of Quoted 
Manufacturing firms 
The outcome of the second hypothesis on how Integration Capability relates with Client 
Satisfaction showed that the p-value was 0.000 which was less than 0.05 level of significance (p 
= 0.000 < 0.05). This connotes that Integration Capability relates significantly with Client 
Satisfaction among the employees in manufacturing firms in South-South. The null hypothesis in 
accordance with the decision role was rejected and the alternate hypothesis was accepted. When 
the Integration Capability is high, they will work to meet customers’ needs and expectations. The 
correlational value (r) was 0.457. This is to say that Integration Capability has a moderate 
positive relationship with Client Satisfaction among employees in the manufacturing firms. An 
increase in Integration Capability will thus result in high increase in Client Satisfaction. 
Furthermore, the coefficient of determination between Integration Capability and Client 
Satisfaction was 0.209. By implication, a unit change in Integration Capability will account for 
20.9% total variation in Client Satisfaction among the employees in manufacturing firms. Thus, 
one can assert that higher Integration Capability is a contributory factor to higher level of Client 
Satisfaction in organisation. This finding agrees with that of Kursunlouglu (2014) who submitted 
that customer loyalty can be created through service improvement to meet customer needs and 
expectations, and this is achieved through the integrating capability of the firm. Thus this study 
provides empirical support for Marsh & Stock (2006), who argue that effective integration of 
internal and external technological knowledge helps a firm to incorporate the necessary 
characteristics for sources in the new products, which helps them to increase their 
competitiveness. This study has also extended the argument by revealing that effective 
integration of internal and external technological knowledge help an organization to incorporate 
in their products those characteristics that help to achieve customer loyalty. 

 
CONCLUSION AND RECOMMENDATIONS 

Manufacturing enterprises' organizational competitiveness is critical for ensuring that they 
compete favorably with competitors. Because the many firms in the listed manufacturing sector 
compete not just with companies in Nigeria but also with companies all over the world as a result 
of globalization, improving their competitiveness is a never-ending goal to ensure that they 
survive the test of time. The ability of these companies to integrate is a significant aspect in 
gaining a competitive advantage over competitors. This is due to the fact that there is a clear link 
between integration capability and product quality and customer satisfaction. 
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This study proposes the following in light of its results and perspective on the relationship 
between integration capability and organizational competitiveness of quoted manufacturing firms 
in South-South, Nigeria: 

1. Manufacturing company executives should invest in their employees' capabilities in 
order to improve their ability to deal with unprecedented problems, which will help them 
become more competitive. 

2. Manufacturing business management should continually ensure that their processes and 
products are enhanced in order to provide optimal customer satisfaction, as this will 
assist the firms improve their competitive position. 
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