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Abstract  
The fast-moving consumer goods (FMCG) 

manufacturing sector faces persistent challenges in 

profitability, market share, sales volume, and 

competitive advantage, often linked to inadequate 

adoption of strategic vigilance and organizational 

ambidexterity. While prior research has explored 

these factors in developed economies, empirical 

evidence on their impact within developing countries, 

particularly in the FMCG manufacturing context, 

remains limited. This study addresses this gap by 

examining how strategic 

vigilance and ambidexterity influence firm 

performance, with management style as a moderating 

variable with focusing on selected FMCG companies 

in Lagos State, Nigeria. Hence, this study 

investigated the effect of strategic vigilance, 

ambidexterity and performance moderated by 

management style of selected FMCG companies in 

Lagos State, Nigeria. The study adopted the positivist 

research philosophy, the deductive research approach 

and the survey research design. The population of the 

study was 12,618 management staff from five 

selected FMCG companies in Lagos State, Nigeria. 

using Cochran’s formular, a sample size of 485 

respondents was determined. The study adopted 

simple random sampling technique to select 

respondents. Data was collected using a structured 

and validated questionnaire with Cronbach alpha 

reliability coefficients for constructs ranging from 

0.71 to 0.82. A response of 100% was recorded. Data 

were analysed using descriptive and inferential 

(multiple and hierarchical regress) statistics at 0.05 

significance level. The findings revealed that 

strategic vigilance and ambidexterity had statistically 

significant effect on organisational performance 

when moderated by management style (β = -0.038, t 

= -4.913, ΔR2 = 0.019, ΔF = 24.133, p<0.05.). The 

study concluded that strategic vigilance and 

ambidexterity significantly enhance organizational 

performance, when moderated by management style. 

The study recommends that management of FMCGs 

manufacturing companies should adopt strategic 

vigilance and ambidexterity, while aligning them 

with an effective management style, to maximize 

performance and competitiveness. 

 

Keywords: Ambidexterity, Competitive advantage, 

Management style, Market share, Organisational 

performance, Profitability, Sales volume, Strategic 

vigilance  

 

I. Introduction 

Fast-Moving Consumer Goods (FMCG) 

manufacturing companies face significant 

performance challenges characterized by declining 

profitability, market share, sales volume, and 

competitive advantage (Dolinski et al., 2024). These 

challenges have become increasingly pronounced 

across global markets (Alnoori & Al-Janabi, 2022). 

According to Deloitte (2023), global EBIT margins 

for FMCG firms decreased significantly from 10.2% 

in 2019 to 8.1% in 2023. European manufacturers 

have been particularly affected by energy price 

volatility, experiencing margin compression to 7.5% 

(Eurostat, 2023). In the Americas, FMCG 

manufacturing companies reported a 12% decline in 

net profits during 2022 (IBISWorld, 2023). 

Concurrently, Asian manufacturers have struggled 

with raw material cost fluctuations, resulting in a 

15% profit reduction across key markets including 

India and China (McKinsey, 2023). 

 

Market share erosion is another critical issue, 

with NielsenIQ (2023) reporting that 23% of FMCG 

brands in Europe and 18% in North America lost over 

5% market share to private labels and digital-native 

competitors. Sales volume growth has also stagnated, 

with global volumes rising just 1.9% in 2023, down 

from 4.3% in 2021 (Euromonitor, 2024), as 

consumers traded down to cheaper alternatives amid 

cost-of-living crises. Competitive advantage in the 

FMCG sector is increasingly tied to agility and 
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innovation, yet many firms lag in these areas. In 

Europe, only 30% of FMCG companies have 

successfully implemented AI-driven demand 

forecasting, contributing to overstocking and waste 

(BCG, 2023). American firms, while more advanced 

digitally, face stiff competition from DTC (direct-to-

consumer) brands, which captured 25% of the U.S. 

market in 2023 (Statista, 2024). In Asia, price 

sensitivity and fragmented retail landscapes have 

made it difficult for multinationals to maintain 

dominance, with local brands gaining 8% market 

share in Southeast Asia in 2022 (Bain & Company, 

2023). Africa’s FMCG sector, though growing at 

5.8% (World Bank, 2023), grapples with distribution 

inefficiencies, resulting in 20% product waste (PwC, 

2023).  

 

Performance challenges vary across key 

African markets. In Egypt, FMCG profitability fell to 

7% in 2023 (CAPMAS, 2023), while sales volumes 

dropped 4% amid inflationary pressures (Kantar, 

2023). South Africa’s FMCG sector grapples with 

energy crises and logistics bottlenecks, leading to a 

10% decline in operational efficiency (Stats SA, 

2023). Nigeria’s competitive landscape is shifting, 

with local brands like Dangote and BUA gaining 

12% market share in staples (Taylor, 2024), but 

manufacturers face hurdles like high production costs 

(30% above regional averages) and distribution 

inefficiencies, causing 20% product waste (PwC, 

2023). Across these markets, digital adoption 

remains low only 25% of African FMCGs use 

advanced analytics (McKinsey, 2023) hindering 

competitive advantage. in Nigeria, multinational 

FMCGs lost 15% market share to indigenous 

competitors between 2020 and 2023 (NielsenIQ, 

2023). Sales volume growth has also stagnated; while 

Africa’s FMCG sector grew at 5.8% annually (World 

Bank, 2023), Nigeria and South Africa saw volumes 

rise by just 2.3% and 1.8%, respectively, in 2023 

(Euromonitor, 2024), constrained by shrinking 

consumer wallets and operational inefficiencies. 

 

The interplay between performance in fast-

moving consumer goods (FMCG) manufacturing 

companies, strategic vigilance, organizational 

ambidexterity, and management style is critical for 

sustaining competitive advantage in dynamic 

markets. Strategic vigilance, as highlighted by 

Altarawneh (2023) and Karima & Zohra (2021), 

enables firms to proactively monitor and respond to 

environmental changes, ensuring adaptability to 

market shifts and emerging risks. Organizational 

ambidexterity, which balances exploration 

(innovation) and exploitation (efficiency), is essential 

for FMCG firms to simultaneously drive growth and 

optimize operations, as emphasized by Zebarjad & 

Rezaei (2023). However, the effectiveness of these 

strategic approaches is heavily influenced by 

management style; Udin (2023) argues that 

transformational and adaptive leadership styles 

enhance the integration of vigilance and 

ambidexterity, fostering a culture of agility and 

continuous improvement. Together, these elements 

create a synergistic framework where strategic 

vigilance identifies opportunities and threats, 

ambidexterity enables dual innovation and 

operational excellence, and management style 

ensures alignment and execution, ultimately driving 

superior organizational performance in the FMCG 

sector. 

 

Despite the growing body of research on firm 

performance, there remains a critical gap in 

understanding how strategic vigilance and 

organizational ambidexterity interact to drive firm 

performance, particularly within the Fast-Moving 

Consumer Goods (FMCG) sector in Nigeria. Prior 

studies have largely focused on either strategic 

vigilance or ambidexterity in isolation, neglecting 

their combined effect on firm performance (Taylor, 

2024). Additionally, research has not sufficiently 

explored the moderating role of management style in 

shaping this relationship, leaving a gap in knowledge 

on how management style influence strategic 

adaptability and decision-making in dynamic market 

environments (Bekinbo et al., 2021). While existing 

literature has highlighted the effect of strategic 

vigilance and organizational ambidexterity on firm 

performance, it has primarily been examined in 

developed economies, making it imperative to 

investigate its relevance in Nigeria’s FMCG sector, 

where firms face volatile economic conditions and 

intense competition (Mutisya & Obonyo, 2023). 

Furthermore, limited empirical evidence exists on 

how firms integrate ambidexterity with strategic 
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vigilance to enhance long-term performance, 

particularly under different leadership frameworks 

(Ramdan et al., 2021). This study addressed these 

gaps providing valuable insights into optimizing 

management practices for sustainable competitive 

advantage in Nigeria’s FMCG industry. 

 

II. Review of Literature 

2.1 Organisational Performance 

Organizational performance refers to the 

comprehensive assessment of a firm's effectiveness 

in achieving its strategic objectives and maintaining 

sustainable competitive advantage (Moumin, 2024; 

Altarawneh, 2022). Contemporary scholars 

conceptualize performance as a multidimensional 

construct that encompasses both financial indicators 

(e.g., profitability, revenue growth) and non-financial 

measures (e.g., market share, innovation capability, 

and stakeholder satisfaction) (Abdel-Aty & Deraz, 

2022; Abdullah & Sadiq, 2023). Adim and 

Maclayton (2021) emphasize that true organizational 

performance extends beyond short-term financial 

outcomes to include long-term sustainability and 

adaptive capacity in dynamic business environments. 

This holistic perspective recognizes that effective 

performance measurement must account for both 

operational efficiency and strategic preparedness for 

future challenges. 

Al-khawaldah et al. (2022) expanded the 

conceptualization of organizational performance to 

incorporate resilience and strategic agility as critical 

components. Asri and Abdul-Moshin (2020) argue 

that high performance requires organizations to 

balance competing demands optimizing current 

operations while simultaneously innovating for 

future success. This dual perspective aligns with 

Bozic and Poola's (2023) assertion that excellent 

performance demands simultaneous excellence in 

exploitation (refining existing capabilities) and 

exploration (developing new competencies). 

Alhawamdeh (2021) further enriches this definition 

by incorporating corporate social responsibility and 

ethical governance as integral elements of sustainable 

organizational performance, particularly in today's 

stakeholder-driven business environment. Together, 

these perspectives present organizational 

performance as a dynamic, multifaceted construct 

that evolves with changing business paradigms and 

societal expectations (Alnoori & Al-Janabi, 2022). In 

view of the various definition in literature discussed, 

the researcher defines organisational performance as 

the degree to which an organisation meets or exceeds 

expectations in terms of financial, operational, and 

strategic outcomes.  

2.2 Strategic Vigilance  

Strategic vigilance refers to an 

organization's proactive ability to monitor, interpret, 

and respond to environmental changes to maintain 

competitive advantage. Bekinbo and Opara (2021) 

describe it as a systematic approach to scanning 

internal and external factors that could influence 

strategic decisions. Altarawneh (2023) emphasizes 

that strategic vigilance involves continuous 

intelligence gathering on competitors, market trends, 

and emerging risks to enhance decision-making. 

Zuochun (2023) asserts that organizations that adopt 

strategic vigilance are better positioned to anticipate 

disruptions and leverage opportunities. Similarly, 

Dawood and Abbas (2018) highlight the role of 

strategic vigilance in reducing uncertainty by 

aligning organizational strategies with dynamic 

market conditions. 

In a broader context, Shahbandi and 

Farrokhshad (2019) argue that strategic vigilance 

integrates risk management, foresight, and 

adaptability to improve resilience. Abdel-Aty and 

Deraz (2022) highlight its importance in turbulent 

business environments, where organizations must 

remain agile to sustain growth. Yunita et al. (2023) 

and Fadhil et al. (2021) underscore the significance 

of real-time data analytics and digital transformation 

in enhancing strategic vigilance capabilities. Park et 

al. (2020) and Mahmood et al. (2020) link strategic 

vigilance to knowledge management and innovation, 

ensuring that organizations stay ahead of industry 

shifts. Furthermore, Ayodele et al. (2020) and 

Karima and Zohra (2021) emphasize the role of 

leadership in fostering a culture of vigilance, 

encouraging employees to engage in continuous 

learning and strategic foresight to maintain 

organizational sustainability. Conclusively, in view 

of the various definition in literature above, the 

researcher defines strategic vigilance as the 
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organisational commitment to staying informed 

about emerging technologies and industry 

disruptions that may affect the business.  

2.3 Ambidexterity 

Ambidexterity in an organizational context 

refers to the ability of firms to simultaneously explore 

new opportunities while exploiting existing resources 

and capabilities to maintain competitive advantage. 

Muis and Isyanto (2022) describe ambidexterity as a 

dynamic capability that enables organizations to 

balance short-term efficiency with long-term 

adaptability. Watering et al. (2022) emphasize that 

achieving ambidexterity requires structural and 

contextual mechanisms that allow organizations to 

innovate while maintaining operational excellence. 

Hani (2023) highlights the role of leadership in 

fostering an ambidextrous culture, where firms 

encourage both incremental improvements and 

radical innovations. 

 

Furthermore, Zebarjad and Rezaei (2023) 

argue that ambidexterity enhances organizational 

resilience, allowing firms to navigate uncertain 

environments more effectively. Alshaer (2020), 

Chang and Gotcher (2020), and De-Almeida-Guerra 

and Campos (2022) collectively assert that 

ambidexterity is essential for sustaining business 

performance in rapidly evolving markets. Their 

studies suggest that firms capable of balancing 

exploration and exploitation are more likely to 

achieve sustained growth, innovation, and 

competitive positioning. In view of the various 

definition in literature above, the researcher defines 

ambidexterity as the ability of an organisation to 

foster a culture that encourages both experimentation 

and efficiency in its pursuit of strategic goals.  

 

2.4 Management Style  

Management style refers to the distinctive 

way in which managers lead, make decisions, and 

interact with their employees to achieve 

organizational goals. Cakir and Adiguzel (2020) 

define management style as a combination of 

leadership behaviors, communication patterns, and 

decision-making approaches that influence employee 

motivation and organizational effectiveness. Udin 

(2023) emphasizes that management styles vary 

based on organizational culture, industry demands, 

and leadership philosophy, affecting employee 

satisfaction and performance. Similarly, Pembi et al. 

(2023) argue that an adaptive management style is 

essential for responding to dynamic business 

environments, ensuring flexibility and resilience in 

organizational operations. Torlak et al. (2019) further 

highlight that effective management styles promote 

collaboration, innovation, and efficiency within 

teams.  

 

Additionally, Iqbal et al. (2021) assert that 

transformational and participative management 

styles contribute significantly to employee 

engagement and productivity. Budur and Demir 

(2019) suggest that management styles should align 

with organizational values and workforce 

expectations to foster a positive work environment. 

Sabran et al. (2022) highlight the role of cultural and 

situational factors in shaping managerial approaches, 

while Udin (2021) and Taylor (2024) stress the 

importance of balancing authority and flexibility to 

achieve sustainable business success. Overall, the 

choice of management style directly impacts 

organizational performance, employee well-being, 

and long-term competitiveness. Based on the various 

definitions in the literature, the researcher defines 

management style as the distinctive manner in which 

managers approach and execute their roles, 

encompassing their decision-making processes, 

leadership approaches, communication methods, and 

interactions with employees. It reflects the attitudes, 

behaviors, and practices that manager employ to 

guide, motivate, and influence their teams, ultimately 

shaping the organizational culture and affecting 

overall performance  

 

2.5 Strategic Vigilance, Ambidexterity, 

Performance, and Management Style  

Asri and Abdul-Moshin (2020) study 

showed that strategic vigilance, ambidexterity, 

organisational performance had a positive effect on 

management style, Preda (2014) study discovered 

that strategic vigilance, ambidexterity, organisational 

performance had a significant impact on management 

style, Schnellbächer and Heidenreich (2020) study 

revealed that strategic vigilance, ambidexterity, 

organisational performance had a significant 
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influence on management style, Gómez-Prado et al. 

(2022) study found out that strategic vigilance, 

ambidexterity, organisational performance had a 

positive impact on management style, 

Corroboratively, Aripin et al. (2022) study indicated 

that strategic vigilance, ambidexterity, organisational 

performance had a significant impact on management 

style, Furthermore, the study of Bekinbo et al. (2021) 

showed that strategic vigilance, ambidexterity, 

organisational performance had a positive impact on 

management style.  

 

Mutisya and Obonyo (2023) study 

discovered that strategic vigilance, ambidexterity, 

organisational performance had a positive effect on 

management style, Ramdan, et al (2021) study 

revealed that strategic vigilance, ambidexterity, 

organisational performance had a significant impact 

on management style, Tahmasebifard (2018) study 

found out that strategic vigilance, ambidexterity, 

organisational performance had a positive influence 

on management style, and also, the study of Huynh 

(2020) indicated that strategic vigilance, 

ambidexterity, organisational performance had a 

significant influence on management style, Jalali and 

Jaafar (2019) study discovered that strategic 

vigilance, ambidexterity, organisational performance 

had a significant effect on management style, and 

also, Park et al. (2020) study revealed that strategic 

vigilance, ambidexterity, organisational performance 

had a positive impact on management style. 

 

2.6 Theoretical Review 

This study is grounded in Resource-Based 

Theory (RBT) and Ambidexterity Theory (AMBT), 

which collectively provide a robust foundation for 

analyzing firm performance in dynamic markets. 

Resource-Based Theory (RBT), pioneered by 

Wernerfelt (1984) and advanced by Barney (1991), 

asserts that sustained competitive advantage derives 

from a firm’s heterogeneous, valuable, rare, 

inimitable, and non-substitutable (VRIN) resources. 

Scholars such as Garcia et al. (2013) contend that 

strategic resource allocation enables firms 

particularly in fast-moving consumer goods (FMCG) 

manufacturing to outperform rivals by optimizing 

internal capabilities. However, critiques by Priem & 

Butler (2001) and Muhammad et al. (2020) highlight 

theoretical limitations, including tautological 

reasoning and ambiguous empirical measures of 

sustainability. Despite these debates, RBT remains 

instrumental in explaining how FMCG firms 

leverage unique resources to enhance performance, 

particularly when moderated by 

adaptive management styles.  

Complementing this 

perspective, Ambidexterity Theory (AMBT), 

introduced by Duncan (1976) and expanded by 

March (1991) and O’Reilly & Tushman (1996), 

posits that organizational success hinges on 

balancing exploration (innovation) 

and exploitation (operational efficiency). Proponents 

such as Ferreira et al. (2021) and Ramdan et al. 

(2021) demonstrate its efficacy in volatile markets, 

where firms must simultaneously innovate and 

optimize processes. Critics, however, argue that the 

theory underestimates implementation challenges, 

including resource allocation trade-offs (Muhammad 

et al., 2020). Nevertheless, AMBT offers critical 

insights for FMCG manufacturers, where strategic 

vigilance proactive environmental scanning 

and ambidextrous capabilities are vital for sustaining 

market share and profitability amid rapid industry 

shifts. By integrating RBT and AMBT, this study 

investigates how strategic 

vigilance and ambidexterity collectively influence 

FMCG performance, with management style serving 

as a key moderator. The research addresses a critical 

gap in emerging economies, where empirical 

evidence on these dynamics remains sparse, and 

provides actionable strategies for firms navigating 

competitive and resource-constrained environments. 

 

III. Methodology 

This study adopted a positivist research 

philosophy, a deductive approach, and a survey 

research design to examine the effect of strategic 

vigilance and ambidexterity on organizational 

performance moderated by management style. The 

target population consisted of 12,618 management 

staff from selected FMCG manufacturing companies 

in Lagos State, Nigeria, including PZ Cussons 

Nigeria Plc, Flour Mills of Nigeria Plc, Cadbury 

Nigeria Plc, Nestlé Nigeria Plc, and Olam OK Foods, 

Nigeria. Using Cochran’s formula, a sample size of 

485 respondents was determined, and participants 
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were selected through simple random sampling 

representing approximately 0.001 of the total 

population included in the study. The achieved 

response rate aligns with established research 

standards, as Dolinski et al. (2024) consider it 

appropriate for survey-based studies. Additionally, 

Johnson and Wislar (2012) suggest that response 

rates exceeding 60% are generally accepted in social 

science research, reinforcing the validity and 

reliability of the collected data. Data were collected 

via a structured and validated questionnaire, with key 

variables assessed using a six-point Likert scale 

ranging from 6 (very high) to 1 (very low). 

Respondents provided ratings on various items 

related to strategic vigilance, ambidexterity, 

organizational performance, and management style, 

offering valuable insights into the dynamics of 

FMCG manufacturing firms. 

 

3.1 Operationalization of Variables 

In this study, the first independent variable 

(X₁ ) is strategic vigilance, which is assessed through 

four key dimensions: technological vigilance, 

environmental vigilance, competitive vigilance, and 

marketing vigilance. The second independent 

variable (X₂ ) is ambidexterity, measured through its 

two core components: exploratory ambidexterity and 

exploitative ambidexterity. The dependent variable 

(Y) is organizational performance, evaluated using 

four critical indicators: profitability, market share, 

sales volume, and competitive advantage. 

Additionally, the moderating variable (Z) is 

management style (Z₁ ), which influences the 

relationship between the independent, dependent and 

moderating variables. The relationships between 

these variables are mathematically represented in the 

equations below. 

 

Variable Identification 

The functional model for the study variables are 

denoted in the equations below: 

Y = Dependent Variable 

X1, X2 = Independent Variable 

Z = Moderating Variable 

 Y = Organisational Performance (OP) 

 X1 = Strategic Vigilance (SV)  

 X2 = Ambidexterity (ABDX) 

 Z = Management Style (MS) 

 

Y = (y1, y2, y3, y4) 

Where: 

 Y = Organisational Performance (OP) 

 y1= Firm Profitability (FP) 

 y2= Market Share (MS) 

 y3= Sales Volume (SVL) 

 y4= Competitive Advantage (CA) 

 

 X1 = (x1a, x1b, x1c, x1d)                                     X2 = (x2a, x2b)  

 Where:                                                    Where: 

 X1 = Strategic Vigilance (SV)             X2 = Ambidexterity (ABDX)           

 x1a = Technological Vigilance (TV)                     x2a = Exploratory Ambidexterity (ELA)                                      

 x1b = Environmental Vigilance (EV)    x2b = Exploitative Ambidexterity (ETA)               

 x1c = Competitive Vigilance (CV)                        

x1d = Marketing Vigilance (MV)              

 

Regression Model 

The model formulated for each of the hypotheses are 

written as:  

Y = f(X1, X2 *Z)  

Y = β0 + β1X1 + β2X2 + (Z) + εi  

OP = β1 + β1SV + β2ABDX + (MS) +εi ---------------

------------------------- Eqn1 

Where: 

β0 - β1 = Coefficient of the independent variables for 

the objective  

β0 = constant of the equation or constant term 

β0 – β1 = Parameters to be estimated  

εi = error term 

 

IV. Data interpretation and Discussion of 

Findings 

A total of 485 questionnaires were 

administered and successfully retrieved. data 

analysis, test of hypothesis, data interpretation and 

discussion of findings were carried out. In testing the 

hypothesis of this study, a three-step hierarchical 
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regression approach was employed to assess the 

moderating effect of management style on the 

relationship between strategic vigilance, 

ambidexterity, and organizational performance. In 

Step 1, the composite index of strategic vigilance and 

ambidexterity (independent variables) was regressed 

on organizational performance (dependent variable). 

In Step 2, the model was expanded to include 

management style (moderating variable). Finally, in 

Step 3, an interaction term (strategic vigilance × 

management style) was introduced alongside the 

original variables to test for moderation effects.  

The regression outputs were analyzed to 

determine significant changes in R-squared values, 

which would indicate the presence of a moderation 

effect. Specifically, moderation occurs if the beta 

coefficient of the interaction term is statistically 

significant, confirming that management style 

influences the strength of the relationship between 

strategic vigilance, ambidexterity, and organizational 

performance. The results of this analysis are 

presented in Tables 1a–c. 

Table 1a:  

Model Summary of Hierarchical Regression on the Moderating effect of management style on the relationship 

between strategic vigilance and ambidexterity and organisational performance 

Model Summary 

Model R R 

Square 

Adjusted 

R Square 

Std. Error 

of the 

Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .702a .493 .492 1.88653 .493 470.583 1 483 .000 

2 .776b .602 .600 1.67388 .109 131.512 1 482 .000 

3 .788c .621 .619 1.63510 .019 24.133 1 481 .000 

a. Predictors: (Constant), Strategic Vigilance and Ambidexterity  

b. Predictors: (Constant), Strategic Vigilance and Ambidexterity, Management Style 

c. Predictors: (Constant), Strategic Vigilance and Ambidexterity, Management Style, Strategic Vigilance and 

Ambidexterity*Management Style 

Source: Researcher’s Findings, 2025 
 

Table 1b:  

Anova of Hierarchical Regression on the Moderating effect of management style on the relationship between 

strategic vigilance and ambidexterity and organisational performance 

ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 1674.797 1 1674.797 470.583 .000b 

Residual 1718.988 483 3.559   

Total 3393.784 484    

2 Regression 2043.277 2 1021.639 364.626 .000c 

Residual 1350.507 482 2.802   

Total 3393.784 484    

3 Regression 2107.800 3 702.600 262.795 .000d 

Residual 1285.985 481 2.674   

Total 3393.784 484    

a. Dependent Variable: Organisational Performance 

b. Predictors: (Constant), Strategic Vigilance and Ambidexterity 

c. Predictors: (Constant), Strategic Vigilance and Ambidexterity, Management Style 

d. Predictors: (Constant), Strategic Vigilance and Ambidexterity, Management Style, Strategic Vigilance 

and Ambidexterity*Management Style 

Source: Researcher’s Findings, 2025 
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Table 1c:  

Coefficients of Hierarchical Regression on the Moderating effect of management style on the relationship between 

strategic vigilance and ambidexterity and organisational performance 

Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 4.933 .931  5.296 .000 

Strategic Vigilance and Ambidexterity .778 .036 .702 21.693 .000 

2 (Constant) 4.572 .827  5.529 .000 

Strategic Vigilance and Ambidexterity .478 .041 .432 11.605 .000 

Management Style .325 .028 .427 11.468 .000 

3 (Constant) -16.261 4.317  -3.767 .000 

Strategic Vigilance and Ambidexterity 1.326 .177 1.197 7.483 .000 

Management Style 1.261 .192 1.653 6.552 .000 

Strategic Vigilance and 

Ambidexterity*Management Style 

-.038 .008 -1.817 -4.913 .000 

a. Dependent Variable: Organisational Performance 

Source: Researcher’s Findings, 2025 

In step one, Strategic Vigilance and 

Ambidexterity were regressed on organisational 

performance of fast-moving consumer goods 

manufacturing companies in Lagos State, Nigeria. 

The findings in Table 1(a) show the result of 

hierarchical regression analysis for Model 1 when 

only Strategic Vigilance and Ambidexterity were 

regressed on organisational performance, the model 

showed (R = 0.702, R2= 0.493, AdjustedR2 = 0.492, 

p = 0.000<0.05, R2 ∆ = 0.493). These indicate that 

Strategic Vigilance and Ambidexterity account for 

49.3% of the variability in organisational 

performance. Furthermore, Table 1c shows beta 

coefficient, β is 0.778, p<0.05 when Strategic 

Vigilance and Ambidexterity is in the model. These 

results indicate that for every unit increase in 

Strategic Vigilance and Ambidexterity, on 

organisational performance of fast-moving consumer 

goods manufacturing companies in Lagos State, 

Nigeria increased by 0.778. The overall model was 

also significant (F(1,483)= 470.583, p<0.05) as evident 

from Table 1(b). 

 

The introduction of the moderator 

(management style) in Model 2 significantly 

improves the effect of Strategic Vigilance and 

Ambidexterity (R= 0.776, R2 = 0.602, Adjusted R2 = 

0.600, p=0.000<0.05, R2 ∆= 0.109). This means that 

Strategic Vigilance and Ambidexterity and 

management style explained about 60.2% of the 

variation in organisational performance as against 

39.8% changes that occurs when only Strategic 

Vigilance and Ambidexterity was regressed against 

organisational performance. The F value is 

statistically significant (F(2,482)= 364.626, p<0.05) 

that the influence of the independent variable and the 

moderator (management style) were significant in the 

model as seen from Table 1c. In addition, Table 1(c) 

shows the beta coefficients of Strategic Vigilance and 

Ambidexterity (β = 0.478, p<0.05) and management 

style (β = 0.325, p<0.05); that is for every unit 

increase Strategic Vigilance and Ambidexterity and 

management style, organisational performance 

increases by 0.478 and increases by 0.325 

respectively. 

Model 3 of the hierarchical regression 

analysis showed how the moderating effect of 

management style affect the relationship between 

Strategic Vigilance and Ambidexterity and 

organisational performance. The results in Table 1c 

(Model 3) provides values of co-efficient of multiple 

correlation, r = 0.788 and a co-efficient of 

determination, R2 = 0.621 when Strategic Vigilance 

and Ambidexterity and organisational performance 

was moderated by management style, this shows 

increase in the r value of 0.776 and an R2 of 0.602 

when the interacting term had not been introduced 

into the model. However, the co-efficient of multiple 

correlations (0.788) reveals that a very strong 

relationship exists between the independent variable, 

the moderating variable and the dependent variable, 

and the co-efficient of determination indicates that 
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about 62.1% variance in organisational performance 

is jointly explained by the Strategic Vigilance and 

Ambidexterity, management style, while other 

factors not studied in this research work contributes 

the remaining 37.9%. 

 

Model 3 results under change statistics 

reveal that the R2 change was 0.019 showing and 

increase (R2 ∆ = 0.019) when the interaction term 

(Strategic Vigilance and Ambidexterity 

*management style) was added. The change was 

statistically significant at p= 0.000 (p-value<0.05). 

The results show statistically significant relationship 

between Strategic Vigilance and Ambidexterity, 

organisational performance, and the interaction term 

(F(3,481)= 262.795, p<0.05). Table 1(b) reveals the F 

statistics changed from 364.626 to 262.795 (F∆ = 

101.831) showing a decrease when interaction term 

was added. The F ratio shows that the regression of 

strategic vigilance and ambidexterity, management 

style, and organisational performance of the fast-

moving consumer goods manufacturing companies is 

statistically significant.  

  

The results in Model 1 Table 1(b) (for step 

one) show statistically significant regression 

coefficients for strategic vigilance and ambidexterity 

(β=0.778, p<0.05) indicating that there is a linear 

dependence on between strategic vigilance and 

ambidexterity and organisational performance. In 

Model 2, strategic vigilance and ambidexterity and 

management style was statistically significant 

[strategic vigilance and ambidexterity (β = 0.478, 

p<0.05) and management style (β = 0.325, p<0.05)]. 

In Model 3, strategic vigilance and ambidexterity, 

management style and the interaction effect were not 

statistically significant [strategic vigilance and 

ambidexterity (β = 1.326, p<0.05); management style 

(β = 1.261, p<0.05]. 

 

The interaction term beta coefficient, β was 

-0.038 meaning that for every unit change in 

interaction term, organisational performance 

decreases by 0.038. Further, the interaction term 

showed a negative effect (β = -0.038, p<0.05) but it 

was statistically insignificant. The results suggest that 

management style has a statistically insignificant 

moderating effect on the relationship between 

strategic vigilance, ambidexterity and organisational 

performance of the fast-moving consumer goods 

manufacturing companies in Lagos State, Nigeria. 

The confirmed regression equation from the results is 

stated as follows:  

 

OP = -16.261 + 1.326V&A + 1.261MS - 

0.038(SV&A*MS) –--------------------------Eqn.  

Where: 

 OP = Organisational Performance  

  

SV&A = Strategic Vigilance and Ambidexterity 

 MS = Management Style  

SV&A*MS= The interaction of strategic vigilance & 

ambidexterity and management style 

The results indicate that management style has 

statistically significant effect on the relationship 

between strategic vigilance, ambidexterity and 

organisational performance. Based on these findings, 

the null hypothesis (H0) which states that Strategic 

vigilance dimensions, ambidexterity dimensions and 

organisational performance are not significantly 

moderated by management style was rejected. ` 

 

4.2 Discussion  

The findings from the hierarchical 

regression analysis confirmed that management style 

significantly moderates the relationship between 

strategic vigilance, ambidexterity, and organizational 

performance in FMCG manufacturing companies in 

Lagos State, Nigeria. This implies that the 

effectiveness of strategic vigilance and ambidexterity 

in driving organizational performance is highly 

dependent on the management style adopted. These 

results align with studies by Preda (2014) and 

Schnellbächer & Heidenreich (2020), which 

highlight the pivotal role of management style in 

shaping strategic initiatives and organizational 

outcomes. Furthermore, Aripin et al. (2022) validated 

that suitable management styles enhance the 

effectiveness of strategic vigilance in improving firm 

performance. The study underpins these observations 

by demonstrating that effective management 

approaches are instrumental in translating strategic 

vigilance and ambidextrous capabilities into tangible 

business benefits. 
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The moderating effect of management style 

is further supported by Gómez-Prado et al. (2022), 

who found that transformational and participative 

leadership styles strengthen the relationship between 

strategic vigilance and organizational performance. 

Similarly, Bekinbo et al. (2021) confirmed that 

democratic management styles enhance the impact of 

ambidexterity on performance metrics. The current 

study reinforces these findings within the Lagos 

FMCG sector, showing that management style is a 

crucial determinant of how effectively strategic 

vigilance and ambidexterity translate into improved 

firm performance. The results revealed an increase in 

explained variance from 49.3% to 62.1% when 

management style was introduced as a moderator, 

emphasizing its substantial influence. However, 

conflicting perspectives from Huynh (2020) and 

Jalali & Jaafar (2019) suggest that management style 

does not always significantly moderate this 

relationship, highlighting the potential impact of 

contextual and industry-specific factors.  

From a theoretical standpoint, this study is 

anchored in Resource-Based View (RBV) and 

Ambidexterity Theory. RBV (Wernerfelt, 1984) 

emphasizes the strategic importance of internal 

capabilities such as management styles in achieving 

competitive advantage. The study’s findings 

reinforce RBV’s premise that organizational 

resources must be effectively managed to yield 

performance benefits. Likewise, Ambidexterity 

Theory (O’Reilly & Tushman, 2013) asserts that 

balancing exploratory and exploitative strategies 

requires adaptive leadership. The study strengthens 

this perspective by demonstrating how different 

management styles influence the success of 

ambidextrous practices in FMCG firms. By 

establishing the significant moderating effect of 

management style, this research provides actionable 

insights for FMCG companies seeking to optimize 

strategic vigilance and ambidexterity through 

effective leadership approaches. 

 

V. Conclusion and Recommendations 

This study investigated the effect 

of strategic vigilance and organizational 

ambidexterity on performance outcomes within 

Nigeria's FMCG sector, with particular emphasis on 

the moderating influence of management style. The 

empirical results demonstrated statistically 

significant positive relationships, confirming that 

both strategic vigilance (encompassing 

technological, environmental, competitive, and 

marketing dimensions) and ambidexterity (balancing 

exploration and exploitation) substantially enhance 

organizational performance. Crucially, management 

style emerged as a pivotal moderating factor, 

amplifying these effects when aligned with adaptive 

leadership approaches. These findings 

reinforce Resource-Based Theory (RBT) by 

validating the performance-enhancing value of 

unique organizational capabilities, while also 

supporting Ambidexterity Theory (AMBT) in 

demonstrating the competitive necessity of dual 

innovation-efficiency competencies in dynamic 

markets. 

 

FMCG manufacturers should 

institutionalize strategic vigilance systems through 

continuous environmental scanning and competitive 

intelligence platforms to anticipate market shifts. 

Simultaneously, firms must cultivate ambidextrous 

capabilities by structurally separating exploratory 

R&D units from operational teams while maintaining 

integrated strategic oversight. Leadership 

development programs should emphasize adaptive 

management styles that flexibly balance control and 

empowerment, as the study confirms these practices 

optimize the performance benefits of vigilance and 

ambidexterity. Regulatory bodies like Nigeria's 

Manufacturers Association (MAN) could facilitate 

sector-wide adoption through policy frameworks 

incentivizing capability-building investments and 

knowledge-sharing platforms. 

 

Future studies should explore: cross-

industry applications of this framework in non-

FMCG sectors with differing innovation 

cycles, longitudinal designs to assess sustainability of 

performance impacts, and cultural moderators of 

Hofstede's dimensions that may influence 

management style effectiveness in emerging African 

markets. Quantitative comparisons between family-

owned vs. multinational FMCGs could further 

contextualize implementation challenges. 

Researchers might also investigate digital 
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transformation as an emergent dimension of strategic 

vigilance in Industry 4.0 contexts, given its growing 

relevance to manufacturing competitiveness. 
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