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Abstract 
The study examined the effect of competitive 

aggressiveness on the performance of SMEs in Yewa 

South Local Government, Ogun state. The specific 

objectives explored how competitors’ analysis, 

market orientation and strategic dynamism affects the 

performance of the selected SMEs in Ilaro the 

headquarters of the Local government area. The 

study employed a survey research design, a close-

ended structured questionnaire on a 4-point Likert 

scale of strongly agree to strongly disagree was used 

to collect data from 270 registered SMEs owners and 

operators that have existed for more than five (5) 

years in Ilaro, from a population of 248,630. The data 

was analyzed using multiple regression from SPSS 

version 24. The findings revealed that market 

orientation and strategic dynamism have statistical 

significance and positive correlation with 

performance of SMEs with a p-value of 0,001 and 

0.000 respectively while competitors’ analysis with a 

p-value of 0.311 had a negative correlation. The study 

further recommended among others that 

Entrepreneurs should employ appropriate price 

control mechanisms, invest heavily in marketing, 

advertisement, sales promotion and aggressive 

growth to enhance their competitive advantage, 

which is critical for organizational performance. 

 

Keywords: Competitive Aggressiveness, 

Competitors’ Analysis, Market Orientation, Strategic 
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I. Introduction 
Small and medium scale enterprises (SMEs) 

play a crucial role in economic development by 

providing employment opportunities and improving 

the standard of living for both business owners and 

employees. Additionally, SMEs contribute to 

national income by serving as a link between people 

and essential goods and services. However, their 

performance has not met expectations due to 

challenges in competitive aggressiveness and 

proactiveness, leading to a decline in market share 

and overall business performance (Kabuoh, 

Iwuchukwu, Onyia, & Akintaro, 2020). As 

globalization intensifies competition, SMEs face 

substantial challenges in securing market positions 

against both local and international firms. This 

competitive pressure necessitates strategic 

approaches to enhance performance and 

sustainability in Nigeria's business environment. 

The competitive landscape for SMEs is 

characterized by aggressive price wars, heavy 

advertising competition, first-mover advantages, and 

rapid response to market dynamics (Ibrahim, 2022). 

Due to their relatively smaller scale, SMEs often 

struggle to match the resources and strategic 

maneuverability of larger corporations. Additionally, 

global business trends have made competition tighter, 

exacerbating the challenges faced by these 

enterprises. Poor management, lack of requisite skills 

among managers and employees, low-scale 

operations, and an absence of forward-thinking 

practices have been identified as key factors 

hindering SME performance (Usoroh, 2021). These 

obstacles highlight the necessity of proactive and 

aggressive strategies for SMEs to compete 

effectively in both local and international markets. 

Competitive aggressiveness, a critical 

component of entrepreneurial orientation, refers to a 

firm's strategic response to competition to protect its 

market position (Pradip, 2023). It involves taking 

preemptive actions, aggressively responding to 

competitive threats, and continuously innovating to 

stay ahead in the market (Linyiru and Ketyenya, 

2017). Firms that adopt a high degree of competitive 

aggressiveness tend to achieve better profitability, 

increased market share, and sustained competitive 

advantage. Research has shown that the ability of top 

management teams to identify market trends and act 

swiftly is instrumental in shaping a firm's competitive 

strategy (Tahir and Usman, 2019)). Given the 

economic landscape in Nigeria, SMEs must prioritize 

competitive aggressiveness by adopting strategic 

initiatives that enhance their market positioning and 

long-term sustainability (Usoroh, 2021). 

Globalization has intensified competition 

among firms, posing significant challenges for SMEs 
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in developing countries like Nigeria, particularly in 

Ogun State. These SMEs not only compete with local 

enterprises but also face pressure from foreign-

owned firms operating within the region. The influx 

of cheaper imports and the presence of multinational 

companies have created a highly competitive 

business environment, making it difficult for local 

SMEs to thrive. This has led to poor performance 

among many SMEs, as they struggle to maintain their 

market share and profitability. In response, business 

managers are seeking strategic approaches to 

enhance organizational performance and sustain 

competitive advantage in Nigeria’s challenging 

economic landscape.   

Several factors contribute to the lack of 

competitiveness among Nigerian SMEs. Key 

challenges include insufficient capital, erratic power 

supply, poor infrastructure, and inadequate market 

research. Many SMEs also suffer from poor 

management practices such as lack of focus, absence 

of a succession plan, improper bookkeeping, and 

failure to separate business and personal finances. 

Additionally, many businesses struggle with 

acquiring the right machinery, employing skilled 

workers, and implementing effective business 

strategies. Over-reliance on limited markets and 

intense competition further weaken their 

performance. To survive and grow, SMEs in Nigeria 

must address these challenges by improving financial 

management, investing in infrastructure, and 

adopting strategic business practices. 

The study is set to; 

i. Examine the effect of competitors’ analysis on 

the performance of SMEs in Ogun state. 

ii. Determine how market orientation affects the 

performance of SMEs in Ogun state. 

iii. Assess the effect of strategic dynamism on the 

performance of SMEs in Ogun state 

 

II. Literature Review 
Competitive Aggressiveness  

Competitive aggressiveness means a firm’s 

propensity to directly and intensely challenge its 

competitors to achieve entry or improve position to 

outperform industry rivals in the marketplace, being 

characterized by responsiveness in terms of 

confrontation or reactive action. Competitive 

aggressiveness or competitive aggressions are terms 

used interchangeably and also used the same way in 

this research. Also, competitive aggression as a 

dimension of an Entrepreneurial orientation refers to 

the type of intensity and head-to-head posturing that 

new entrants often need to compete with existing 

rivals (Obi et. al., 2021).  

In contrast to proactiveness, competitive 

aggression relates to market opportunities. Equally, 

Competitive aggressiveness refers to how enterprises 

relate to competitors and respond to trends and 

demand that already exist in the marketplace with 

regard to competitors. As a component of an 

entrepreneurial orientation, also reflects a willingness 

to be unconventional rather than rely on traditional 

methods of competing, which might extend to 

changing contexts, how things are done, or expending 

more resources than the competition (Kabuoh et. al., 

2020). In the following consideration of the literature 

relating to competitive aggressiveness, different 

conceptions are considered in terms of their expected 

or predicted associations as was found to be a 

contributor of performance (Usoroh, 2021). These 

associations are derived with reference to the 

potential shaping of competitive aggressiveness by 

contextual factors, or predicted associations between 

competitive aggressiveness and entrepreneurial 

performance. For passive and low performing 

enterprises, whether this passivity may be a response 

to the low level of performance of the enterprise in 

the industry itself, or a cause of it is unclear 

(Abdullah, Kunya, Bustani and Usman, 2019). 

Emelah and Onuoha (2018) noted that 

navigating the competitive landscape and 

consequences of competitive actions, their findings 

indicates that a firms sequence of competitive actions 

is influenced by top management team heterogeneity, 

past performance, slack and important characteristics 

of industry. Another study confirms that results were 

positively connected to a better performance under 

the moderating effect of firm size; the profitability of 

competitive aggressiveness is context dependent 

(Asika & Konya, 2020).  

In the study of Ibrahim (2022), competitive 

aggressiveness may be described as the number of 

actions taken by a firm and the time it takes a firm to 

respond to a competitor’s action. By using this 

approach, studies have determined that rapid 

response measures of competitive aggressiveness 

may lead to improved performance. However, 

Entrepreneurship Scholars have argued that more 

aggressiveness is not always positive, that businesses 

may damage their reputation and lose goodwill by 

being too aggressive and that competitive 

aggressiveness is a strategy best used in moderation 

(Nwachukwu & Onuoha, 2023). Other studies have 

utilized Motivation, Awareness, and Capability in an 

attempt to measure competitiveness of firms. 

 

 

Competitors Analysis  
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Competitor’s analysis is the foundation for 

rival awareness, but rival awareness extends 

competitive analysis by adding the dynamics nature 

of competitive interactions. Taking competitive 

actions typically requires a stimulus, which in 

business could be the attack of a competitor or the 

recognition of an emerging competitive opportunity 

(Hatzijordanou, Bohn, and Terzidis, 2019). Detecting 

these actions suggests active, real-time processes 

where firms closely monitor rivals. Hence, we define 

rival awareness as, the level of information a firm has 

concerning its rivals’ actions, intentions and 

capabilities. This definition makes clear, the rival-

focused nature of the construct and incorporates the 

dynamic aspect of monitoring rivals to detect 

competitive actions and also anticipating future rival 

moves (Abidemi, Lawal, Yaro, Nanchan and Shehu, 

2020). 

Rival awareness focuses on analysis of 

competitive behaviour and head-to-head competition 

among rivals, in which an organization singles out 

another as an adversary, tracking that organization’s 

action and engaging in counter-action, or using a 

more sophisticated approach, anticipating the 

counter-action of the identified, and this competitive 

behaviour may be offensive or defensive to the 

competitor (Gur & Greckhamer, 2019).  

According to Abubakar, Ruslan and Suriani 

(2024), rival awareness involves gathering and 

analyzing information about your competitors. 

Analyzing your competitors’ strengths and 

weaknesses can help you gain valuable information 

about your own company and why customers don’t 

always choose your product or service. For examples, 

a competitive analysis report is a regular tool in most 

marketing operations, assessing the level of service a 

product provides. A competitive analysis report could 

include everything from pricing and product features, 

all the way down to target audiences and key 

demographics. Once compiled, all of this information 

can be used to create a formidable product that caters 

to the customer, while avoiding problems other 

businesses have faced. 

 

Strategic Dynamism 

Strategic dynamism refers to a firm’s ability 

to adapt, innovate, and respond proactively to 

environmental changes, competition, and market 

demands. The concept underpins that the ability of 

the firm to gain competitive advantage is dependent 

on its ability to create economic value that 

differentiates its brands and lead to better market 

acceptance than competitors (Carlo Salvato and 

Roberto Vassolo, 2018). It is critical for sustaining 

competitive advantage and improving performance. 

SMEs operate in highly uncertain environments 

where rigid strategic planning may be ineffective. 

Instead, adopting a dynamic approach, characterized 

by continuous learning, agility, and flexible decision-

making enables SMEs to navigate market 

uncertainties successfully (Teece, 2018).  

Studies have shown that SMEs with high 

strategic dynamism tend to achieve superior financial 

and non-financial performance outcomes, such as 

increased market share, innovation capabilities, and 

customer satisfaction (Arrighetti, Costa, De Santis 

and Landini, 2024). This is because such firms can 

capitalize on emerging opportunities and mitigate 

risks associated with rapid environmental shifts. 

strategic dynamism allows SMEs to leverage 

resources efficiently, align with industry trends, and 

enhance operational resilience. For instance, SMEs 

that invest in digital transformation and continuous 

innovation are more likely to outperform competitors 

that rely on static strategies (Tidd & Bessant, 2020). 

Furthermore, research indicates that strategic 

dynamism fosters long-term sustainability by 

encouraging proactive decision-making and adaptive 

leadership (Barker et. al., 2021). In an era of rapid 

technological advancements and market disruptions, 

SMEs that embrace strategic dynamism are better 

positioned to sustain growth and profitability, thereby 

ensuring their long-term success. 

 

Marketing Orientation 

Marketing orientation is a strategic 

approach that emphasizes understanding and 

responding to customer needs, market trends, and 

competitive dynamics to drive business performance. 

The adoption of a strong marketing orientation by 

SMEs can significantly enhance growth, profitability, 

and customer loyalty. According to Akintokunbo, 

(2018), marketing orientation consists of three core 

components: customer orientation, competitor 

orientation, and inter-functional coordination. SMEs 

that actively engage in these practices tend to develop 

superior value propositions, build strong brand 

equity, and create sustainable competitive advantages 

(Fakhreddin and Foroud, 2022). Research indicates 

that SMEs with a high level of marketing orientation 

exhibit better financial and market performance due 

to their ability to identify emerging customer needs 

and tailor their offerings accordingly (Barker et. al., 

2021). Furthermore, customer-centric SMEs can 

foster long-term relationships and increase customer 

retention, leading to sustained revenue growth. 

Moreover, marketing orientation enables 

SMEs to enhance their adaptability in dynamic 

market environments, fostering innovation and 

differentiation. SMEs with a proactive marketing 
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approach often leverage data analytics, digital 

marketing strategies, and customer feedback to refine 

their products and services (Akintokunbo, 2018)). 

This orientation not only boosts sales and brand 

positioning but also enhances resilience in 

competitive markets. Studies suggest that SMEs that 

integrate marketing orientation into their strategic 

decision-making processes tend to experience higher 

levels of innovation performance and business 

sustainability (Fakhreddin and Foroud, 2022). Given 

the resource constraints typical of SMEs, a well-

implemented marketing orientation strategy ensures 

efficient allocation of limited resources, optimizing 

both customer engagement and overall business 

success. 

 

III. Theoretical Review 
Resources Based View (RBV)  

Wenerfelt (1984) and Barney (1991) 

propounded this theory. Barney, (1986) argues that 

firm possesses resources, a subset of which enables 

them to achieve competitive advantage, and a subset 

of those that lead to superior long-term performance. 

Resources that are valuable and rare can lead to the 

creation of competitive advantage. That advantage 

can be sustained over longer time periods to enjoy 

long term performance. The RBV takes the 

perspective that valuable, tangible firm resources and 

capabilities provide the key sources of sustainable 

competitive advantage (Hart, 1995). The RBV 

articulated that there are relationships among firm 

resources and competitive advantage (Hart, 1995). 

Penrose (1959) argues that firms' resources are 

important to a firm's competitive advantage. 

Similarly, Barney (1991) posits that firms that 

possess Resources that are valuable and rare would 

attain a competitive advantage and enjoy improved 

performance. The resource that makes a competitive 

advantage is resources that are valuable and rare. 

Penrose (1959) focus on the internal resources of the 

firm as the major determinant of competitive success. 

 

Empirical Review 

Ibrahim (2022) examined the effect of 

Entrepreneurial Marketing Capabilities (EMC) on 

the Competitiveness of Large-Scale Enterprises 

(LSEs) in Kwara State. The broad study objective 

was to determine the effect of Entrepreneurial 

Marketing Capabilities such as resource leverage, 

opportunity focus, value creation and risk taking on 

competitiveness of Large-Scale Enterprises (LSEs) 

as measured by price competitiveness, product 

quality, promotion effectiveness and distribution 

effectiveness of large scale enterprises in Kwara 

State.  A descriptive survey design was employed, the 

unit of analysis was large scale enterprises while the 

management staff of LSEs was the questionnaire 

respondents. Data were collected using questionnaire 

administered on a sample of three hundred and thirty 

(330) respondents out of which two hundred and 

seventy-two (272) were returned. The data was 

analyzed using multiple linear regression model. The 

findings revealed that Entrepreneurial Marketing 

Capabilities made up of Opportunity Focus with a p-

value of 0.004 and Risk Taking with a p-value of 

0.000 have significant positive effects on 

competitiveness of Large-Scale Enterprises (LSEs), 

while Resource Leverage with a p-value of 0.007 and 

Value Creation with a p-value of 0.286 were not 

found to be a predictors of LSEs competitiveness in 

the study area. The study found that Entrepreneurial 

Marketing Capabilities (LSEs) have positive effect 

on the competitiveness of Large-Scale Enterprises in 

the study area.  

 

IV. Methodology 
The study adopted a survey research design. 

A population of two hundred and forty-eight 

thousand, six hundred and thirty (248,630) SMEs 

were recorded according to the 2023 most recent 

census Yewa South local government area. A 

purposive sampling method was used to select the 

sample size of two hundred and seventy (270) small 

and medium scale enterprises owners and operators 

that have existed for more than five (5) years in Ilaro, 

the headquarters of the local government area. Data 

was collected on a 4-point Likert scale of strongly 

agree to strongly disagree, while the data was 

analyzed using multiple regression analysis from 

SPSS version 24. 

 

 

 

 

 

 

 

 

 



 

   

International Journal of Humanities Social Science and Management (IJHSSM) 

Volume 5, Issue 2, Mar.-Apr., 2025, pp: 09-15                               ISSN: 3048-6874 

www.ijhssm.org                                                      

 

 

 

| Impact Factor value 7.52 |                                     ISO 9001: 2008 Certified Journal                                 Page 13 

V. Results and Discussion 
Correlation Analysis 

 
Summary of Regression Analysis 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .847a .661 .640 .24993 

a. Predictors: (Constant), STRATEGICDYNAMISM, 

MARKETORIENTATION, COMPETITIVEINTENSITY 

Source: SPSS Output 

 

The table above shows the R square with the value of 

.661, which indicates that 66.1% variation in 

stakeholder engagement is caused by explanatory 

variables, which includes competitors’ analysis, 

market orientation, and strategic dynamism. In 

addition, the adjusted R square indicates that after 

adjusting the degree of freedom, the explanatory 

variables can still explain 64% variation in the 

performance of SMEs. 

 

ANOVAa 
Model Sum of Squares Df Mean Square F Sig. 

1 Regression .559 3 .186 12.983 .034b 

Residual 8.620 138 .062   

Total 9.179 141    

a. Dependent Variable: Performance of SMEs 

b. Predictors: (Constant), STRATEGICDYNAMISM, MARKETORIENTATION, COMPETITORS’ 

ANALYSIS 

 

The F statistic table reveals the overall significance of the model, the (F= 12.983), probability value of 0.034 

which is below the 0.05 level of significance indicate that the overall model of the study is statistically significant. 
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Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 2.578 .581  4.437 .000 

COMPETITOR’S 

ANALYSIS 

-.106 .104 -.086 -1.018 .311 

MARKETORIENTATION .246 .092 .220 2.664 .001 

STRATEGICDYNAMISM .121 .109 .093 1.106 .000 

a. Dependent Variable: PERFORMANCE OF SMEs 

Source: SPSS Output 

The regression model for the study is Y = βo+βiCA+βiMO+βiSD + µ 

Y = 2.578 – 0.106CA + 0.246MO + 0.121SD 

 

The coefficient table reveals the relationship between 

the variables, which shows the coefficient of 

competitors’ analysis (-0.106) has a negative 

relationship with performance of SMEs while market 

orientation (0.246) and strategic dynamism (0.121) 

have a positive relationship with performance of 

SMEs. The table further reveals the significance of 

the explanatory variables, which was however used 

to test the hypotheses of the study. However, the T 

statistic rules states that once the probability value of 

the variable is greater than 0.05, which is the level of 

significance, we therefore accept null hypothesis and 

if otherwise, we reject null hypothesis and accept 

alternate hypothesis. 

 

VI. Conclusion and Recommendations 
The study explored effect of competitive 

aggressiveness and the performance of selected small 

and medium scale enterprises (SMEs) in Ogun State. 

The second and third objective explored how market 

orientation and strategic dynamism affect the 

performance of SMEs. With a p-value of 0.001 and 

0.000 respectively, the study concluded that there is a 

statistically significant and positive relationship 

between the two variable and the performance of 

SMEs. However, competitors’ analysis had a 

negative relationship with a p-value of 0.311. 

 

Based on the findings, the study recommends that: 

Small and Medium Scale Enterprise (SMEs) should 

intensify on the analysis of their competitors at 

individual and organisational level so as to enhance 

their prompt response to every move within the 

industry and gain competitive advantage above their 

rivals. 

Entrepreneurs should employ appropriate price 

control mechanisms, invest heavily in marketing, 

advertisement, sales promotion and aggressive 

growth to enhance their competitive advantage, 

which is critical for organizational performance. 

SMEs should develop skills and capacity for 

competitive aggressiveness to enhance innovation, 

creativity and continuous dynamism to ensure 

unpredictability of rivals and sustain competitive 

advantage. 
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