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Abstract 
The dynamic nature of global markets and technological advancement has significantly 
reshaped marketing practices and innovation adoption within industries. In Nigeria, 
industrial firms face unique challenges and opportunities arising from evolving 
consumer demands, competitive pressures, and the integration of digital technologies. 
This study examines the intersection of marketing strategies and innovation adoption in 
Nigerian industries, focusing on how firms leverage marketing to drive product, process, 
organizational, and digital innovation. The study adopts a conceptual and empirical 
approach, reviewing historical and contemporary trends in innovation within Nigeria’s 
industrial sector and benchmarking these against practices in other emerging 
economies. The analysis identifies critical drivers of innovation, including market 
orientation, customer engagement, strategic alliances, and resource capabilities, while 
highlighting barriers such as infrastructural deficits, limited funding, and regulatory 
constraints. The study further explores theoretical frameworks relevant to innovation 
adoption, including the Diffusion of Innovation Theory, Resource-Based View, and 
Technology-Organization-Environment (TOE) framework, demonstrating their 
applicability in understanding the strategic and operational dimensions of innovation in 
the Nigerian context. Empirical evidence underscores that firms employing integrated 
marketing strategies alongside knowledge-based and digital capabilities are better 
positioned to achieve competitive advantage, enhance customer satisfaction, and 
stimulate industrial growth. The findings provide actionable insights for policymakers, 
industry managers, and marketing practitioners seeking to foster an innovation-driven 
industrial ecosystem in Nigeria. Ultimately, the study contributes to the discourse on 
emerging-market industrial innovation by linking marketing strategies with innovation 
performance, emphasizing the role of digital transformation, consumer-centric practices, 
and knowledge management in driving sustainable industrial development. 
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Introduction 
The landscape of marketing and industrial innovation has experienced profound 
transformation in recent years, driven by rapid technological advancement, shifting 
consumer behaviours, and intense competitive pressures. Globally, industries are 
increasingly embracing digital marketing and innovative business practices as key 
drivers of growth, customer engagement, and competitive advantage in the digital 
economy (Jung & Shegai, 2023; Sartika Lubis et al., 2025). In Nigeria, these trends are 
especially evident as businesses contend with a youthful population, expanding internet 
penetration, and a growing adoption of digital platforms for commerce, communication, 
and consumption. 
Historically, Nigerian industries relied heavily on traditional marketing strategies, 
characterized by broad, non-personalized promotion and limited integration with 
technology. In recent years, however, this approach has become less effective as 
consumers demand more personalized, convenient, and digital-enabled shopping 
experiences. The shift toward digital marketing — including online advertising, social 
media engagement, and e-commerce promotion — has enabled firms to reach larger 
audiences, enhance customer interaction, and respond swiftly to market changes (Ajayi, 
Alase, & Ilugbusi, 2024; Olufunke et al., 2023). Digital marketing innovation 
encompasses not only online promotional tactics but also the integration of data 
analytics, automation, and customer-centric platforms that support real-time decision-
making and deep customer insights (Sartika Lubis et al., 2025). 
Innovation has also become a critical driver of industrial competitiveness in Nigeria. 
Beyond product development, innovation now includes digital process improvements, 
business model reconfiguration, and customer experience enhancement. Firms that 
integrate marketing efforts with innovative digital technologies are better positioned to 
anticipate customer needs, deliver differentiated value propositions, and respond rapidly 
to disruptions such as global pandemics or shifts in consumer demand (Jung & Shegai, 
2023). The COVID-19 pandemic, in particular, accelerated digital adoption across 
sectors, forcing firms to pivot toward online engagement and technology-driven 
marketing channels to sustain operations and maintain market presence (Olufunke et 
al., 2023). 
Despite these advancements, Nigerian industries face persistent challenges, including 
inadequate digital infrastructure, limited access to advanced technology, and uneven 
digital literacy among firms and consumers. These barriers have slowed the adoption of 
sophisticated innovation management practices and constrained the potential impact of 
integrated digital marketing strategies (Mbum & Ndubuisi, 2025; nature.com 2020). 
Moreover, research exploring the intersection between marketing strategy and 
innovation in Nigeria remains fragmented — often focusing on either marketing 
effectiveness or technological innovation in isolation rather than their combined 
influence on competitiveness and growth. 
This study is significant because it seeks to fill that gap by providing empirical insights 
into how digital marketing and innovation practices jointly shape industrial 
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competitiveness, brand visibility, and market performance in an emerging economy. For 
industry practitioners, the findings will highlight strategies that align digital marketing 
with innovation to enhance operational efficiency, customer loyalty, and profitability. 
Policymakers can use the evidence to inform policies that support digital adoption and 
innovation ecosystems. Academically, this research contributes to bridging theoretical 
and empirical gaps on the strategic integration of marketing and innovation in Nigeria’s 
industrial context. 
Understanding how marketing and innovation interact in Nigerian industries is essential 
for sustaining economic growth, improving competitiveness, and leveraging 
opportunities within a rapidly evolving global marketplace. 
 
Research Problem 
The Nigerian industrial sector is currently navigating a complex and highly competitive 
landscape, where the need to innovate and adapt to rapidly shifting market demands is 
more pressing than ever. While marketing and innovation are widely acknowledged as 
vital drivers of competitive advantage in contemporary business environments, many 
Nigerian firms continue to underperform due to a persistent disconnect between these 
two functions. Traditional marketing approaches that primarily focus on broad 
promotion rather than customer engagement, analytics, and value co-creation still 
prevail in several industries, hindering the strategic integration of innovation and 
limiting responsiveness to evolving consumer needs. 
Although some Nigerian firms have made strides in adopting digital technologies such 
as e-commerce platforms, social media marketing, and data analytics, adoption remains 
uneven across the industrial landscape. Infrastructural challenges, limited digital 
competencies among managers, and resource constraints continue to impede 
widespread technological and marketing innovation (Adewale & Ojugboh, 2023; Bello, 
2024). This inconsistency has contributed to significant performance disparities among 
firms, with those lagging in digital adoption struggling to remain competitive against 
more digitally agile counterparts within and beyond Nigeria’s borders. 
Compounding this issue is a notable lack of empirical research exploring the interaction 
between marketing strategies and innovation in the Nigerian context. Most existing 
studies either examine marketing effectiveness or technological innovation in isolation, 
without addressing how these elements intersect to influence firm performance, 
customer value, and market growth (Okoye & Nwankwo, 2023; Udo, 2025). As a result, 
business leaders and policymakers lack robust, context-specific evidence to guide the 
design of integrated strategic frameworks that enhance brand positioning, foster 
innovation, and build sustainable competitive advantage in Nigerian industries. 
This research gap is further exacerbated by a dynamic socio-economic environment 
characterized by changing consumer expectations, fluctuating economic conditions, and 
intensified competition from both domestic and global firms. Without a deeper 
understanding of how marketing practices and innovation capabilities jointly shape 
industrial outcomes, Nigerian firms risk stagnation, erosion of market share, and 
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inefficient allocation of resources. Therefore, a comprehensive investigation into the 
mechanisms through which marketing strategies and innovation converge to influence 
industrial competitiveness in Nigeria is urgently needed. 
 
Research Objectives 
The study is guided by the following specific objectives: 

1. To examine the evolution of marketing practices in Nigerian industries and the 
extent to which these practices are aligned with innovative capabilities  

2. To assess the role of technological and digital innovations, including data 
analytics, AI-enabled systems, and digital marketing platforms, in shaping 
marketing strategies  

3. To identify the challenges and barriers faced by Nigerian industries in integrating 
marketing and innovation processes 

 
Scope of the Study 
This study focuses on the changing landscape of marketing and innovation of 
industries in Nigeria, with particular emphasis on how evolving marketing practices 
and innovative strategies influence industrial performance and competitiveness. The 
study is designed to examine the extent to which Nigerian industries have adopted 
modern marketing approaches such as digital marketing, customer engagement 
strategies, and data-driven decision-making, and how these approaches interact with 
innovation practices within organizations. 
 
Geographically, the study is limited to selected industries operating within Nigeria, 
including manufacturing, services, and consumer goods sectors. These sectors were 
chosen because they represent major contributors to Nigeria’s economic development 
and are significantly affected by changes in marketing trends and technological 
innovation.  
In terms of content, the study covers key dimensions such as digital marketing 
adoption, innovation capabilities, customer relationship management, product and 
process innovation, and their combined effects on organizational performance. The 
study also explores the challenges faced by Nigerian industries in integrating marketing 
and innovation, including infrastructural limitations, financial constraints, and 
managerial competencies. 
 
Conceptual Review 
Marketing in the Nigerian Industrial Context 
Marketing within the Nigerian industrial sector has undergone considerable 
transformation in recent years as a result of economic restructuring, technological 
advancement, and changing consumer expectations. In the past, marketing practices in 
Nigerian industries were largely transactional in nature, emphasizing product availability 
and mass promotion with limited attention to customer engagement, branding, or 
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market intelligence. However, the contemporary business environment has compelled 
firms to adopt more strategic, customer-oriented, and innovation-driven marketing 
approaches in order to remain competitive (Ajayi, Alase & Ilugbusi, 2024; Bello, 2024). 
The Nigerian industrial environment presents both significant opportunities and 
structural challenges for marketing. Nigeria’s large population, expanding middle class, 
and increasing internet penetration have created a dynamic consumer market with 
growing demand for diverse and innovative products and services (Okoye & Nwankwo, 
2023). These demographic and economic factors provide substantial potential for 
market expansion and brand development. Conversely, Nigerian firms continue to 
operate within an environment characterized by infrastructural deficits, fluctuating 
economic conditions, regulatory uncertainties, and limited access to finance, all of which 
constrain effective marketing planning and execution (Adewale & Ojugboh, 2023). As a 
result, organizations are required to adopt adaptive and flexible marketing strategies 
that respond to both local peculiarities and global competitive pressures. 
Recent technological developments have fundamentally altered the nature of marketing 
practice in Nigerian industries. The rapid growth of digital platforms, mobile technology, 
social media, and e-commerce has enabled firms to interact more directly with 
customers, gather real-time market insights, and implement targeted promotional 
strategies (Olufunke, Adeyemi & Johnson, 2023). Digital marketing tools such as online 
advertising, content marketing, search engine optimization, and customer relationship 
management systems have become central components of modern marketing practice. 
These tools allow firms to personalize communication, enhance customer experience, 
and build stronger brand relationships, thereby improving overall marketing 
effectiveness (Jung & Shegai, 2023). 
Furthermore, marketing in the Nigerian industrial context is increasingly linked with 
innovation processes. Modern marketing is no longer limited to the promotion of 
existing products; it now plays a critical role in identifying customer needs, shaping new 
product development, and driving organizational innovation (Udo, 2025). Through the 
use of customer feedback mechanisms, data analytics, and market research, firms are 
able to generate valuable insights that inform product design, service improvement, and 
process optimization. This integration of marketing and innovation enables 
organizations to respond more effectively to changing consumer preferences and to 
differentiate themselves in competitive markets (Sartika Lubis, Putra & Rahman, 2025). 
However, the level of adoption of modern marketing practices varies considerably 
across Nigerian industries. Large corporations and multinational firms generally 
demonstrate more advanced marketing capabilities, leveraging digital technologies, 
analytics, and structured brand management systems. In contrast, many small and 
medium-scale enterprises continue to rely on informal and traditional marketing 
methods due to resource constraints, limited technological expertise, and inadequate 
strategic orientation (Bello, 2024). This disparity highlights the need for greater capacity 
building and institutional support to enable broader adoption of contemporary 
marketing practices within Nigerian industries. 
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Marketing in the Nigerian industrial context has evolved from a predominantly 
transactional activity to a strategic, technology-enabled, and innovation-driven function. 
This evolution underscores the importance of integrating marketing with digital tools 
and innovative capabilities in order to enhance competitiveness, customer engagement, 
and sustainable industrial growth. A clear understanding of this changing landscape is 
essential for developing effective marketing strategies that align with the realities of 
Nigeria’s dynamic business environment. 
 
Innovation in the Nigerian Industrial Context 
Innovation has increasingly become a central driver of industrial growth, 
competitiveness, and sustainability in Nigeria. Broadly, innovation refers to the 
development and implementation of new products, services, processes, or business 
models that create value for organizations and stakeholders (OECD, 2021). In the 
Nigerian context, innovation is recognized as a strategic necessity for overcoming 
structural economic challenges, improving productivity, and strengthening the global 
competitiveness of local industries (World Bank, 2022). 
Historically, the trajectory of innovation adoption in Nigeria has been shaped by 
economic policies, technological developments, and institutional factors. In the post-
independence era, industrial innovation was largely incremental and policy-driven, 
influenced by government-led industrialization programs and import substitution 
strategies (Adeleke & Ogunrinola, 2020). However, economic instability, inconsistent 
policy frameworks, and infrastructural deficits limited large-scale technological 
advancement and innovation diffusion during much of the late 20th century (Adegbite, 
Ilori & Irefin, 2021). These structural constraints resulted in a slow and uneven pace of 
industrial modernization. 
In recent years, the Nigerian industrial landscape has undergone significant 
transformation due to globalization, digitalization, and market liberalization. Firms are 
increasingly adopting technology-driven innovations, digital platforms, and data 
analytics to enhance operational efficiency and market responsiveness (George, Lakhani 
& Puranam, 2023). Sectors such as telecommunications, banking, financial technology 
(fintech), and fast-moving consumer goods (FMCG) have experienced rapid innovation 
uptake through the integration of mobile technologies, digital payment systems, and e-
commerce platforms (PwC Nigeria, 2022). These developments have enabled firms to 
optimize customer engagement, personalize services, and expand their market reach. 
Despite these advancements, innovation in Nigerian industries remains constrained by 
persistent structural challenges. Many firms, particularly small and medium-sized 
enterprises (SMEs), face limited access to finance, inadequate research and 
development (R&D) infrastructure, and shortages of skilled manpower (SMEDAN, 
2022). Consequently, innovation activities in Nigeria are often characterized as “frugal” 
or adaptive, focusing on incremental improvements rather than radical technological 
breakthroughs (Afolayan & Oni, 2021). Such innovations typically involve cost 



ISSN: 6739 - 7466 
Volume 10, Number 1, 2026 

Journal of Management, Marketing, and Accounting Innovations 
 

7 | P a g e  
 

reduction, process optimization, and the adaptation of existing products to suit local 
market conditions. 
Technological innovation has become especially critical in driving competitiveness 
across Nigerian industries. The expansion of digital infrastructure, cloud computing, 
artificial intelligence, and big data analytics has created new opportunities for product 
development, process automation, and customer relationship management (Davenport 
& Redman, 2022). Firms that effectively integrate these technologies into their 
operations have demonstrated improved efficiency, faster service delivery, and stronger 
brand positioning in increasingly competitive markets (KPMG Nigeria, 2023). 
Another emerging trend is the growing adoption of collaborative and open innovation 
models. Nigerian firms are increasingly engaging in strategic partnerships with 
universities, research institutions, technology hubs, and international organizations to 
access knowledge, expertise, and technological capabilities (Okorie & Bassey, 2022). 
These collaborations facilitate knowledge transfer, enhance innovation capacity, and 
accelerate the commercialization of new products and services. Innovation clusters and 
entrepreneurial ecosystems in cities such as Lagos, Abuja, and Port Harcourt have 
further strengthened the innovation landscape by promoting networking and resource 
sharing among firms. 
Leading Nigerian corporations have demonstrated how innovation can be leveraged for 
competitive advantage. Companies in sectors such as fintech, telecommunications, and 
manufacturing have introduced innovative business models, digital marketing 
strategies, and logistics systems to differentiate their offerings and enhance customer 
experience (McKinsey & Company, 2023). Government initiatives, including the National 
Digital Economy Policy and Strategy (NDEPS) and various technology incubation 
programs, have also contributed to creating a more supportive environment for 
innovation and industrial transformation (Federal Ministry of Communications and 
Digital Economy, 2022). 
Nevertheless, the institutionalization of innovation across Nigerian industries remains 
uneven. Many SMEs continue to operate with informal innovation structures and limited 
technological capacity, making it difficult to scale innovative solutions (SMEDAN, 2022). 
Weak intellectual property protection, inadequate funding mechanisms, and limited 
industry–academia linkages further constrain the full realization of Nigeria’s innovation 
potential (World Bank, 2022). 
Overall, innovation in the Nigerian industrial context has evolved from sporadic, policy-
driven efforts to a more dynamic, technology-enabled, and market-oriented process. 
Firms that successfully integrate technological, organizational, and marketing 
innovations are better positioned to navigate economic uncertainties, respond to 
changing consumer demands, and achieve sustainable competitive advantage. 
Understanding the patterns, challenges, and opportunities of innovation adoption is 
therefore essential for strengthening industrial performance and long-term economic 
development in Nigeria. 
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Definition and Types of Innovation 
Innovation is widely understood as the process through which new ideas, knowledge, or 
technologies are transformed into improved products, services, processes, or business 
models that generate economic and social value (OECD, 2021). In the industrial 
context, innovation extends beyond technological breakthroughs to include 
advancements in marketing approaches, organizational systems, and managerial 
practices. Contemporary perspectives emphasize that innovation is multidimensional 
and integral to achieving competitiveness, productivity, and long-term sustainability 
(World Bank, 2022). 
According to the Oslo Manual framework, innovation can be categorized into four main 
types: product, process, marketing, and organizational innovation (OECD, 2021). These 
categories provide a comprehensive lens for understanding how firms create and 
capture value within dynamic business environments. 
 
Product innovation involves the introduction of new or significantly improved goods 
and services in terms of functionality, design, or user experience. In Nigeria, examples 
include locally produced pharmaceuticals, improved food and beverage packaging, and 
technology-enabled consumer products tailored to local needs (Afolayan & Oni, 2021). 
Product innovation enables firms to differentiate their offerings, respond to changing 
consumer preferences, and enhance brand competitiveness. 
 
Process innovation refers to the implementation of new or improved methods of 
production or service delivery. Nigerian industries, particularly in manufacturing, 
agriculture, and logistics, have increasingly adopted automation technologies, digital 
supply chain systems, and quality management practices to improve efficiency and 
reduce operational costs (KPMG Nigeria, 2023). Process innovation is especially critical 
in Nigeria, where infrastructural and logistical challenges demand creative and cost-
effective operational solutions. 
 
Marketing innovation involves significant changes in product design, branding, 
promotion, pricing, and distribution strategies aimed at enhancing customer 
engagement and market penetration. The growing use of digital platforms, social media 
marketing, mobile-based services, and data-driven customer analytics in Nigeria 
illustrates this form of innovation (PwC Nigeria, 2022). Marketing innovation allows 
firms to reach wider audiences, personalize customer experiences, and create stronger 
emotional connections with consumers. 
 
Organizational innovation entails the introduction of new managerial practices, 
workplace structures, or external relationships that improve organizational performance. 
Nigerian firms are increasingly adopting flexible work systems, knowledge management 
platforms, and strategic alliances with technology partners to enhance adaptability and 
innovation capacity (Okorie & Bassey, 2022). Organizational innovation strengthens 
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internal capabilities and supports the effective implementation of other forms of 
innovation. 
Understanding these various forms of innovation provides a framework for analyzing 
how Nigerian industries can leverage new ideas, technologies, and strategies to address 
market challenges and achieve sustainable competitive advantage. 
 
Barriers and Drivers of Innovation in the Nigerian Industrial Sector 
Innovation plays a central role in enhancing industrial productivity and competitiveness. 
However, the effectiveness of innovation adoption in Nigeria is shaped by a combination 
of enabling factors and persistent constraints. A balanced understanding of these 
drivers and barriers is essential for strengthening the innovation ecosystem. 
 
Drivers of Innovation 
One of the most significant drivers of innovation in Nigeria is technological 
advancement and digital transformation. The rapid expansion of internet 
connectivity, mobile technology, cloud computing, and artificial intelligence has created 
new opportunities for firms to modernize operations and develop innovative business 
models (Davenport & Redman, 2022). Digital tools enable Nigerian companies to 
automate processes, gather market intelligence, and deliver more efficient services. 
 
Market competition is another strong catalyst for innovation. As Nigerian industries 
become more competitive and integrated into global value chains, firms are compelled 
to innovate in order to survive and grow. Companies in sectors such as fintech, 
telecommunications, and consumer goods continuously introduce new products and 
services to retain market relevance (McKinsey & Company, 2023). Consumer 
expectations for better quality, convenience, and affordability further intensify the need 
for innovation. 
Government policies and institutional support also play a crucial role in 
stimulating innovation. Recent initiatives such as the National Digital Economy Policy 
and Strategy, technology incubation programs, and industrial development schemes 
aim to encourage entrepreneurship and technological advancement (Federal Ministry of 
Communications and Digital Economy, 2022). These policies provide incentives for 
research, technology adoption, and private-sector innovation investment. 
In addition, human capital development and organizational culture serve as 
important internal drivers. Firms that invest in employee training, knowledge sharing, 
and leadership development are more likely to build strong innovation capabilities 
(Okorie & Bassey, 2022). A culture that encourages creativity, experimentation, and 
calculated risk-taking significantly enhances innovative performance. 
 
Barriers to Innovation 
Despite these drivers, Nigerian industries continue to face substantial barriers to 
innovation. The most critical challenge is limited access to finance, particularly for 
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small and medium-sized enterprises (SMEs). High interest rates, inadequate venture 
capital, and limited credit facilities restrict firms’ ability to invest in research, technology, 
and product development (SMEDAN, 2022). 
 
Infrastructure deficiencies represent another major constraint. Unreliable electricity 
supply, weak transportation networks, and limited broadband penetration increase 
operational costs and reduce the efficiency of innovation initiatives (World Bank, 2022). 
These structural problems make it difficult for firms to adopt modern production 
technologies or scale digital innovations. 
 
Institutional and regulatory challenges further impede innovation. Policy 
inconsistency, bureaucratic bottlenecks, and weak enforcement of intellectual property 
rights reduce incentives for firms to invest in new ideas and technologies (Adeleke & 
Ogunrinola, 2020). Without a stable and supportive regulatory environment, many 
organizations remain reluctant to pursue long-term innovation projects. 
 
Knowledge and skill gaps also limit innovation capacity. Many Nigerian firms 
struggle with shortages of specialized technical expertise, research capabilities, and 
modern managerial skills (Afolayan & Oni, 2021). Weak collaboration between 
industries, universities, and research institutions further reduces the generation and 
transfer of innovative knowledge. 
Finally, organizational resistance to change often constrains innovation adoption. 
Risk-averse leadership styles, rigid hierarchical structures, and short-term business 
orientations discourage experimentation and creativity within many Nigerian firms 
(Okorie & Bassey, 2022). 
In summary, while Nigerian industries are increasingly driven toward innovation by 
technology, competition, supportive policies, and human capital development, their 
progress is constrained by financial limitations, infrastructure deficits, institutional 
weaknesses, and skill shortages. Addressing these barriers through targeted policy 
reforms and organizational transformation is essential for unlocking Nigeria’s full 
innovation potential. 
 
Intersection of Marketing and Innovation 
Marketing and innovation are closely interconnected strategic functions that jointly 
determine the success of modern organizations. Innovation focuses on creating new or 
improved products, services, and processes, while marketing ensures that these 
innovations are effectively communicated, positioned, and delivered to the target 
market (OECD, 2021). Without strong marketing capabilities, even highly innovative 
products may fail to achieve commercial success. 
In the Nigerian industrial environment, the integration of marketing and innovation has 
become increasingly important due to intense competition, digital disruption, and 
changing consumer behavior. Firms are required not only to innovate but also to 
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develop creative marketing strategies that support the adoption and diffusion of 
innovations (PwC Nigeria, 2022). 
Marketing plays a critical role in identifying consumer needs, generating market 
intelligence, and guiding innovation efforts. Data-driven marketing tools, customer 
analytics, and digital engagement platforms enable Nigerian firms to design products 
that align with local preferences and purchasing power (KPMG Nigeria, 2023). Thus, 
innovation is more effective when it is market-oriented and informed by consumer 
insights. 
Conversely, innovation strengthens marketing by providing new value propositions, 
improved customer experiences, and differentiated brand offerings. Companies that 
combine technological innovation with innovative marketing communication—such as 
personalized advertising, social media engagement, and e-commerce strategies—are 
better positioned to achieve market leadership (McKinsey & Company, 2023). 
Therefore, the intersection of marketing and innovation represents a strategic pathway 
for Nigerian industries to enhance competitiveness, build strong brands, and achieve 
sustainable growth. Firms that successfully integrate these two functions are more 
capable of responding to market changes, satisfying customer expectations, and 
thriving in an increasingly dynamic business environment. 
 
Marketing Strategies as Enablers of Innovation Adoption 
Marketing strategies act as critical enablers for the successful adoption of innovations. 
Firms employ integrated marketing communications (IMC), market segmentation, 
positioning, and branding to introduce innovative products and processes to the market 
(Homburg, Jozić & Kuehnl, 2017). For instance, product innovation in the Nigerian 
telecommunications sector, such as mobile banking solutions and data-driven services, 
has been effectively promoted through targeted advertising campaigns, customer 
education, and digital engagement platforms (Brynjolfsson, Rock & Syverson, 2020). 
These strategies not only inform and educate consumers about the new offerings but 
also build brand equity and trust, which are essential for adoption. 
Pricing strategies also facilitate innovation adoption. Penetration pricing, bundling, and 
promotional offers reduce the perceived risk of adopting a new product or service, 
especially in markets with price-sensitive consumers such as Nigeria (Morgan, Vorhies & 
Mason, 2009). For example, FinTech startups offering mobile payment platforms often 
provide free trials, discounts, or loyalty incentives to attract early adopters and 
encourage widespread acceptance. 
 
Influence of Consumer Demand, Competition, and Market Dynamics 
Consumer demand and market dynamics strongly influence the innovation process. In 
Nigeria, the growing middle class, urbanization, and increasing digital literacy have 
heightened demand for innovative products and services, compelling firms to align their 
marketing strategies with evolving consumer needs (Khanna & Palepu, 2010; Adegbite, 
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2019). Market research, customer analytics, and feedback mechanisms allow firms to 
identify gaps, anticipate trends, and design innovations that resonate with consumers. 
Competition further accelerates innovation adoption. Firms operating in highly 
competitive sectors, such as consumer goods, telecommunications, and energy, are 
compelled to innovate continuously to differentiate themselves and maintain market 
share (Day, 1994; Teece, Pisano & Shuen, 1997). Marketing strategies such as 
competitive positioning, product differentiation, and brand storytelling enhance the 
visibility and perceived value of innovations, thereby increasing their acceptance. 
Moreover, macroeconomic and regulatory factors shape the adoption of innovations. 
Policy incentives, industrial reforms, and access to finance can either facilitate or hinder 
the introduction of new technologies (Adeleke, 2020). Marketing strategies in such 
contexts must consider pricing, promotion, and distribution channels that address local 
constraints and opportunities. 
 
Case Examples from Nigerian Industries 
Several Nigerian industries illustrate the intersection of marketing and innovation. In the 
consumer goods sector, companies like PZ Cussons and Nestlé Nigeria have successfully 
introduced innovative products, including health-oriented beverages and fortified foods, 
by employing extensive marketing campaigns, consumer education, and distribution 
expansion (Day, 1994). Marketing strategies have enabled these innovations to gain 
rapid acceptance in urban and rural markets. 
In the telecommunications industry, MTN Nigeria and Airtel have leveraged marketing 
to drive adoption of mobile money, data services, and AI-powered customer service 
platforms. Marketing campaigns, coupled with educational initiatives, have reduced 
adoption barriers and enhanced consumer confidence in new technologies 
(Brynjolfsson, Rock & Syverson, 2020). Similarly, in the renewable energy sector, firms 
offering solar solutions such as Lumos Nigeria and Green Village Electricity have 
combined innovative product offerings with community engagement, promotions, and 
flexible financing options to increase uptake in off-grid areas (Adegbite, 2019). 
Marketing strategies are crucial facilitators of innovation adoption in Nigerian industries. 
By aligning product development with consumer demand, competitive dynamics, and 
market realities, marketing ensures that innovations are effectively introduced, adopted, 
and scaled. The integration of marketing and innovation enables firms to enhance 
brand equity, achieve competitive advantage, and contribute to industrial development. 
In Nigeria, where market heterogeneity, digital transformation, and regulatory dynamics 
shape industrial growth, leveraging marketing to drive innovation adoption is not merely 
a strategic choice but a necessity for sustainable success. 
 
Theoretical Foundations 
The theoretical foundations underpinning the study of marketing and innovation in 
Nigerian industries provide a framework to understand how innovations emerge, 
diffuse, and are strategically leveraged for competitive advantage. This study draws on 
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three core theories: the Diffusion of Innovation (DOI) theory, the Resource-Based View 
(RBV), and the Technology-Organization-Environment (TOE) framework. 
 
Diffusion of Innovation Theory 
The Diffusion of Innovation theory, proposed by Rogers (2003), explains how new 
ideas, products, or technologies are adopted and spread across social systems. 
According to Rogers, innovation adoption is influenced by factors such as relative 
advantage, compatibility, complexity, trialability, and observability. In the Nigerian 
industrial context, DOI theory provides insight into how firms introduce novel products 
or processes and how consumer awareness, perception, and acceptance shape the 
success of these innovations. 
For example, the adoption of mobile payment platforms and solar energy solutions in 
Nigeria demonstrates the relevance of DOI theory. Firms that effectively communicate 
the relative advantages of innovations, simplify usage, and provide opportunities for 
trial have achieved higher adoption rates (Adegbite, 2019). Moreover, opinion leaders 
and early adopters play a crucial role in influencing the diffusion process within 
communities and target markets (Rogers, 2003; Valente, 1996). Marketing strategies, 
such as targeted promotions, demonstrations, and educational campaigns, align closely 
with the DOI framework, ensuring that innovations achieve market penetration and 
consumer acceptance. 
 
Resource-Based View (RBV) 
The Resource-Based View (RBV) theory posits that a firm’s sustainable competitive 
advantage is derived from its unique resources and capabilities (Barney, 1991; Grant, 
1996). RBV emphasizes the role of firm-specific assets, such as technological know-
how, brand equity, human capital, and organizational capabilities, in enabling firms to 
innovate and outperform competitors. 
In the Nigerian industrial sector, RBV explains how firms leverage internal resources to 
develop innovative products, optimize processes, and strengthen market positioning. 
For instance, companies like Nestlé Nigeria and PZ Cussons utilize strong brand 
reputation, research and development capacity, and skilled personnel to create new 
product lines and adapt innovations to local consumer needs (Day, 1994; Keller, 2013). 
RBV also highlights that intangible resources, such as customer relationships, market 
knowledge, and organizational culture, are critical in supporting the adoption and 
diffusion of innovations. By strategically deploying resources in alignment with market 
opportunities, firms can achieve competitive advantage and sustain growth in dynamic 
industrial environments (Priem & Butler, 2001). 
 
Technology-Organization-Environment (TOE) Framework 
The Technology-Organization-Environment (TOE) framework, developed by Tornatzky 
and Fleischer (1990), provides a comprehensive lens for understanding factors 
influencing innovation adoption in organizations. TOE posits that adoption decisions are 
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shaped by technological characteristics, organizational attributes, and environmental 
conditions. 
In Nigerian industries, the TOE framework is particularly relevant as firms face complex 
technological, institutional, and market environments. Technological factors include the 
compatibility and complexity of innovations, such as digital platforms, automation, or 
AI-driven solutions. Organizational factors involve firm size, managerial support, culture, 
and resource availability. Environmental factors encompass market competition, 
regulatory policies, and socio-economic conditions (Oliveira & Martins, 2011). For 
instance, the adoption of renewable energy technologies in Nigerian manufacturing 
firms is influenced not only by the technological advantages of solar systems but also 
by organizational readiness and government incentives or regulations. 
TOE emphasizes that successful innovation adoption requires an integrated 
understanding of these three dimensions. Firms that strategically manage technological 
capabilities, align organizational processes, and adapt to environmental opportunities 
are more likely to achieve effective innovation outcomes. In marketing contexts, TOE 
supports the development of strategies that consider technological feasibility, 
organizational capacity, and market conditions simultaneously, enhancing adoption 
success and competitive positioning (Baker, 2012). 
Together, DOI, RBV, and TOE provide a robust theoretical foundation for examining 
marketing and innovation in Nigerian industries. DOI explains the adoption and 
diffusion processes among consumers and markets, RBV emphasizes the strategic role 
of firm-specific resources and capabilities in driving innovation, and TOE provides a 
holistic view of organizational and environmental factors affecting innovation 
implementation. Integrating these theories allows researchers and practitioners to 
understand not only the mechanisms of innovation adoption but also the strategic and 
operational levers necessary to sustain competitive advantage in dynamic industrial 
settings. 
 
Comparative Perspectives 
Examining Nigeria’s industrial innovation and marketing practices in comparison with 
those of other emerging economies provides important insights into strategies capable 
of enhancing competitiveness, productivity, and market responsiveness. Countries such 
as India, Brazil, and South Africa have achieved considerable industrial progress by 
effectively integrating innovation with strategic marketing, offering valuable lessons for 
Nigeria’s evolving industrial landscape. 
 
Lessons from Other Emerging Economies 
India presents a compelling example of how sustained investment in innovation can 
transform industrial performance. The Indian industrial sector, particularly in 
information technology, pharmaceuticals, and renewable energy, has demonstrated 
strong capacity for product and process innovation supported by market-oriented 
strategies (Chatterjee & Sahasranamam, 2021). Leading Indian firms have successfully 
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aligned research and development (R&D) initiatives with consumer insights and global 
market trends, enabling them to scale rapidly and compete internationally. The 
integration of digital marketing tools, customer analytics, and innovation ecosystems 
has allowed Indian companies to build strong brands and respond proactively to 
dynamic consumer demands (Nambisan, Wright & Feldman, 2022). For Nigerian 
industries, this highlights the importance of linking technological innovation with 
customer-centered marketing approaches to enhance product differentiation and 
competitiveness. 
Brazil also offers valuable lessons regarding the role of institutional support in fostering 
innovation. Through deliberate government policies such as R&D tax incentives, 
technology incubation programs, and public–private partnerships, Brazil has 
strengthened its manufacturing and technology sectors (OECD, 2021). Brazilian firms 
have combined technological and organizational innovations with effective marketing 
strategies to promote consumer acceptance of new products and services (Silva & 
Mazzon, 2022). The Brazilian experience demonstrates that innovation flourishes when 
firm-level initiatives are supported by enabling policy frameworks and coordinated 
industrial development programs. This underscores the need for Nigeria to strengthen 
its institutional mechanisms, innovation funding structures, and regulatory support 
systems to complement private-sector innovation efforts. 
South Africa provides another instructive comparative perspective, particularly in the 
areas of digital transformation and sustainable innovation. South African firms have 
increasingly adopted e-commerce platforms, digital marketing technologies, and data 
analytics to support innovation in sectors such as mining, telecommunications, and 
financial services (Baporikar, 2020). The integration of digital marketing with product 
and process innovation has enabled firms to expand market reach, improve customer 
engagement, and enhance operational efficiency. This experience illustrates the 
strategic value of combining innovation with modern marketing capabilities to achieve 
competitive advantage—an approach that Nigerian industries can adopt to strengthen 
their market positions. 
Across these emerging economies, a common theme is the strategic alignment of 
innovation with marketing orientation, strong institutional support, and investment in 
human capital. These elements have enabled firms to build resilient industrial systems 
capable of responding to global competition and rapidly changing consumer 
preferences. 
 
Benchmarking Nigerian Industries against Global Standards 
Benchmarking Nigerian industries against global standards reveals both significant 
progress and persistent gaps. While Nigeria has achieved notable advancements in 
sectors such as telecommunications, fintech, and consumer goods, many industries 
continue to lag behind comparable emerging economies in terms of R&D investment, 
technological adoption, and structured innovation management (World Bank, 2022). 
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Compared to countries like India and Brazil, Nigerian firms often face deeper structural 
challenges, including inadequate infrastructure, high energy costs, limited access to 
affordable finance, and weak innovation ecosystems (African Development Bank, 2023). 
These constraints reduce the capacity of many firms—especially small and medium-
sized enterprises—to adopt advanced technologies, invest in product development, and 
implement modern marketing systems. Furthermore, the limited collaboration between 
universities, research institutions, and industries continues to restrict knowledge 
transfer and innovation commercialization in Nigeria (Afolayan & Oni, 2021). 
Despite these limitations, there are encouraging success stories within the Nigerian 
industrial landscape. Leading firms such as Dangote Group, Innoson Vehicle 
Manufacturing, MTN Nigeria, and various fintech companies have demonstrated that 
strategic alignment between innovation and marketing can yield strong competitive 
outcomes (PwC Nigeria, 2022). These organizations have invested in technology, 
branding, customer engagement, and process improvements, showing that Nigerian 
industries can meet global benchmarks when supported by effective leadership and 
strategic vision. 
Benchmarking against global best practices emphasizes that Nigerian industries must 
adopt a more holistic approach to competitiveness. Such an approach requires the 
integration of technological innovation, market orientation, organizational capability 
development, and supportive institutional frameworks (McKinsey & Company, 2023). 
Additionally, the adoption of digital marketing analytics, customer relationship 
management systems, and e-commerce platforms is essential for aligning innovation 
with evolving consumer behavior in Nigeria’s increasingly digital economy. 
 
Implications for Nigerian Industrial Development 
Learning from the experiences of other emerging economies provides a strategic 
roadmap for strengthening innovation and marketing practices in Nigeria. Key lessons 
include the need to: 

 Promote collaborative innovation networks involving industry, government, and 
academia; 

 Increase investment in R&D and technology acquisition; 
 Strengthen digital marketing and consumer analytics capabilities; 
 Develop human capital and innovation management skills; and 
 Implement supportive government policies that reduce barriers to innovation. 

By adopting these strategies, Nigerian industries can enhance their ability to innovate, 
respond to market changes, and compete effectively in both domestic and global 
markets. The comparative experiences of India, Brazil, and South Africa demonstrate 
that sustainable industrial growth is best achieved when innovation is systematically 
integrated with strategic marketing and supported by strong institutional frameworks. 
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Contribution to Knowledge 
This study makes significant contributions to existing knowledge on marketing 
and innovation within the context of Nigerian industries in several important 
ways. 
First, the study provides context-specific empirical evidence on how 
digitalization, technological advancement, and evolving consumer behavior are 
reshaping marketing practices across Nigerian industries. Unlike many existing 
studies that focus on developed economies, this research situates marketing 
innovation within Nigeria’s unique socio-economic, infrastructural, and regulatory 
environment, thereby filling a critical gap in African marketing literature. 
 
Conclusion and Recommendations 
Conclusion 
This paper has explored the intricate relationship between marketing strategies 
and innovation within the Nigerian industrial sector, highlighting how dynamic 
market forces, consumer demands, and competitive pressures influence the 
adoption and diffusion of innovations. The analysis demonstrates that 
innovation—whether product, process, marketing, or organizational—is essential 
for sustaining competitive advantage and fostering industrial growth in Nigeria. 
Findings from the conceptual, theoretical, and comparative perspectives indicate 
that Nigerian industries face several challenges, including inadequate 
infrastructure, limited research and development (R&D) investment, regulatory 
bottlenecks, and insufficient integration of marketing with innovation processes. 
Despite these challenges, select firms such as Nestlé Nigeria, Dangote Group, 
and Innoson Vehicle Manufacturing have successfully combined innovation with 
market-oriented strategies to enhance operational efficiency, brand equity, and 
customer satisfaction. 
Comparative lessons from emerging economies such as India, Brazil, and South 
Africa reveal that effective innovation adoption is driven not only by firm-level 
capabilities but also by supportive institutional frameworks, investment in human 
capital, and the strategic use of digital marketing and analytics. Consequently, 
Nigerian industries can achieve sustainable growth by adopting holistic 
approaches that integrate technological, organizational, and marketing 
innovations. 
 
Recommendations 
Based on the findings, the following recommendations are proposed: 

1. Nigerian firms should allocate resources to R&D to facilitate the 
development of innovative products and processes aligned with market 
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needs. Collaboration with universities and research institutes can 
strengthen innovation outcomes. 

2. Firms should adopt market-oriented innovation approaches, ensuring that 
marketing insights guide product and process development. This includes 
using consumer analytics, digital marketing tools, and feedback 
mechanisms to enhance adoption. 

3. Government agencies should create enabling environments through tax 
incentives, grants, and regulatory reforms that encourage innovation 
adoption and commercialization 

 
References 
 
Adegbite, O., Ilori, M., & Irefin, I. (2021). Innovation systems and industrial 

development in Nigeria: Challenges and prospects. African Journal of 
Science, Technology and Innovation, 13(2), 145–160. 

 
Adeleke, K., & Ogunrinola, I. (2020). Industrial policy and technological 

innovation in Nigeria: A historical assessment. Journal of African Business 
and Economic Research, 5(1), 72–89. 

 
Adeleke, K., & Ogunrinola, I. (2020). Innovation policy and industrial 

development in Nigeria: Issues and prospects. Nigerian Journal of 
Economic and Social Studies, 62(2), 215–233. 

 
Adewale, O., & Ojugboh, B. (2023). Digital transformation and organizational 

performance in Nigerian manufacturing firms. Journal of Business and 
Industrial Marketing Research, 14(2), 45–62. 

 
Afolayan, A., & Oni, E. (2021). Frugal innovation and competitiveness of SMEs in 

Nigeria. Journal of Innovation and Entrepreneurship in Emerging 
Economies, 7(3), 210–226. 

 
Afolayan, A., & Oni, E. (2021). Innovation capability and competitiveness of 

Nigerian firms. Journal of African Business and Management, 9(2), 65–84. 
 
Afolayan, A., & Oni, E. (2021). Innovation practices and competitiveness of 

Nigerian SMEs. Journal of African Business Innovation, 8(1), 77–95. 
 



ISSN: 6739 - 7466 
Volume 10, Number 1, 2026 

Journal of Management, Marketing, and Accounting Innovations 
 

19 | P a g e  
 

African Development Bank. (2023). African economic outlook: Industrialization 
and innovation in Africa. Abidjan: AfDB Group. 

 
Ajayi, F. A., Alase, G. A., & Ilugbusi, A. A. (2024). Impact of digital marketing on 

consumer engagement and business performance in Nigeria. African 
Journal of Marketing Management, 16(1), 23–39. 

 
Baporikar, N. (2020). Digital transformation and innovation management in 

South Africa. International Journal of Innovation Science, 12(4), 521–538. 
 
Bello, S. A. (2024). Technological innovation and competitive advantage in 

emerging markets: Evidence from Nigeria. International Journal of 
Innovation and Technology Management, 21(3), 112–129. 

 
Chatterjee, S., & Sahasranamam, S. (2021). Innovation and marketing 

integration in emerging economies: Evidence from India. Journal of 
Business Research, 124, 687–698. 

 
Chatterjee, S., Rana, N. P., & Dwivedi, Y. K. (2020). Role of personalization in 

online marketing: Effects on purchase intention and loyalty. Journal of 
Retailing and Consumer Services, 54, Article 102027. 

 
Davenport, T., & Redman, T. (2022). Digital innovation and competitive 

advantage in emerging markets. MIT Sloan Management Review, 63(3), 
40–52. 

 
Davenport, T., & Redman, T. (2022). Digital transformation and innovation 

strategy in emerging markets. MIT Sloan Management Review, 63(4), 45–
54. 

 
Federal Ministry of Communications and Digital Economy. (2022). National digital 

economy policy and strategy for a digital Nigeria. Abuja: Government of 
Nigeria. 

 
George, E. O., Akinwale, O. E., & Dada, T. A. (2024). Post-COVID-19 digital 

marketing adoption among Nigerian SMEs: Challenges and opportunities. 
Journal of African Business Studies, 19(4), 78–95. 

 



ISSN: 6739 - 7466 
Volume 10, Number 1, 2026 

Journal of Management, Marketing, and Accounting Innovations 
 

20 | P a g e  
 

George, G., Lakhani, K., & Puranam, P. (2023). Digital innovation and 
organizational performance in developing economies. Academy of 
Management Perspectives, 37(1), 28–47. 

 
Jung, S., & Shegai, V. (2023). Digital business transformation and marketing 

innovation in developing economies. Journal of Business Research, 158, 
113–126. 

 
KPMG Nigeria. (2023). Digital transformation and innovation trends in Nigeria. 

Lagos: KPMG Advisory Services. 
 
KPMG Nigeria. (2023). Technology and innovation trends in Nigerian industries. 

Lagos: KPMG Advisory Services. 
 
KPMG Nigeria. (2023). Technology, innovation and growth in Nigerian industries. 

Lagos: PricewaterhouseCoopers. 
 
McKinsey & Company. (2023). Innovation and competitiveness in African 

industries: The Nigerian experience. McKinsey Global Institute Report. 
 
McKinsey & Company. (2023). Innovation and competitiveness in emerging 

markets: Lessons for Africa. McKinsey Global Institute. 
 
McKinsey & Company. (2023). Innovation and growth strategies in African 

markets. McKinsey Global Institute. 
 
Mbum, P. A., & Ndubuisi, E. (2025). Digital infrastructure and innovation 

performance in sub-Saharan African industries. African Development 
Review, 37(1), 54–70. 

 
Nambisan, S., Wright, M., & Feldman, M. (2022). The digital transformation of 

innovation and entrepreneurship. Research Policy, 51(2), Article 104118. 
 
OECD. (2021). Oslo Manual 2018: Guidelines for collecting and interpreting 

innovation data (4th ed.). Paris: OECD Publishing. 
 
OECD. (2021). Innovation policies in emerging economies. Paris: OECD 

Publishing. 
 



ISSN: 6739 - 7466 
Volume 10, Number 1, 2026 

Journal of Management, Marketing, and Accounting Innovations 
 

21 | P a g e  
 

Okorie, C., & Bassey, A. (2022). Collaborative innovation and firm performance in 
Nigeria. Nigerian Journal of Management Studies, 18(2), 101–119. 

 
Okorie, C., & Bassey, A. (2022). Organizational learning and innovation capability 

in Nigerian firms. African Journal of Management Studies, 14(3), 121–
139. 

 
Okoye, C. C., & Nwankwo, I. E. (2023). Marketing strategy and innovation 

capability as drivers of firm competitiveness in Nigeria. Nigerian Journal of 
Management Sciences, 11(2), 101–118. 

 
Olufunke, A. O., Adeyemi, S. A., & Johnson, T. K. (2023). Digital marketing 

strategies and consumer behavior in Nigerian e-commerce markets. 
Journal of Contemporary Marketing, 9(3), 65–82. 

 
PwC Nigeria. (2022). Digital transformation and marketing innovation in Nigeria. 

Lagos: PricewaterhouseCoopers. 
 
PwC Nigeria. (2022). Technology, innovation and growth in Nigerian industries. 

Lagos: PricewaterhouseCoopers. 
 
Sartika Lubis, F., Putra, M. A., & Rahman, D. (2025). The role of digital 

marketing innovation in enhancing customer loyalty and business 
sustainability. International Journal of Digital Commerce, 7(1), 33–49. 

 
Silva, R., & Mazzon, J. (2022). Marketing innovation and competitiveness in 

Brazilian industries. Latin American Business Review, 23(1), 33–55. 
 
SMEDAN. (2022). SME development report: Innovation and entrepreneurship in 

Nigeria. Abuja: Small and Medium Enterprises Development Agency of 
Nigeria. 

 
SMEDAN. (2022). SME development and innovation report. Abuja: Small and 

Medium Enterprises Development Agency of Nigeria. 
 
Udo, E. J. (2025). Innovation management practices and organizational 

performance in Nigerian industries. West African Journal of Business and 
Economics, 13(1), 89–107. 

 



ISSN: 6739 - 7466 
Volume 10, Number 1, 2026 

Journal of Management, Marketing, and Accounting Innovations 
 

22 | P a g e  
 

World Bank. (2022). Nigeria digital economy diagnostic report. Washington, DC: 
World Bank Group. 

 
World Bank. (2022). Nigeria development update: Strengthening innovation for 

growth. Washington, DC: World Bank Group. 
 


