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Abstract  4 

Every day, employees at all organization levels in the oil and gas industry in 5 

Nigeria make decisions that affect their company’s values-yet the link between 6 

these decisions and change in company value is often not made. This 7 

prompted the study to ascertain the extent of relationship that exists between 8 

Value Management and performance of these oil companies. The study 9 

specifically seeks to identify the extent to which business value contributions 10 

relate to social responsiveness of these selected oil and gas companies in 11 

South-South Nigeria. The research question and hypothesis were formulated 12 

in line with the specific objective. Survey research design was utilized for the 13 

study. Analysis of variance and simple regression analysis were used for 14 

hypothesis testing. The finding shows that there is a significant positive 15 

relationship between business value contribution and social responsiveness of 16 

these oil companies. The study identified Value Management as a critical 17 

factor in maintaining harmony in the host environment. The study 18 

recommended that the management of these oil companies should train staff 19 

on the current use of VM tools to ensure optimal performance in social 20 

responsiveness to their host communities.  21 

Keywords: Value Management, Performance, Business Value Contribution 22 

and Social Responsiveness.  23 

1. Introduction  24 

Every day, employees at all organizational levels in the oil and gas industry in 25 

Nigeria make decisions that affect their company’s values yet the link between 26 

these decisions and change in company value is often not made. Without this 27 

link, oil and gas companies cannot be sure that the decisions being made are 28 

increasing value which is the single measure of company’s success (Mzera, 29 

2012). These are:- a philosophy that puts value creation at the centre of 30 

operational decision making and a process that links day-to-day management 31 

with strategic objectives. 32 

Dwindling oil prices and global recession have created new challenges and 33 

opportunities for both upstream and downstream players ride out the storm 34 

and emerge stronger. The increasing customers’ demands for flexibility all at 35 

lower costs have generated a new trend in the global oil and gas industry. 36 

(Onyeizugbe and Ossai, 2016). 37 
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Therefore securing a competitive edge in the current global competition is 38 

becoming increasingly difficult for these companies. Consequently many oil 39 

and gas companies in Rivers State find it difficult to live up to their social 40 

responsibility as it is becoming tough for them to catch up with the current 41 

challenges (Onyeizugbe et al, 2016). 42 

Hamidi (2006) posits that value management (VM) is one of the initiatives that 43 

many organizations have been trying to adopt to remain competitive in an 44 

increasingly intensive global market-value management is a service which 45 

maximizes the functional development from concept to completion, through 46 

the comparison and audit of all decisions against a value system determined 47 

by a client or customer (Hamidi, 2016). Value management can also be 48 

defined as a systematic, proactive, problems solving management system that 49 

maximizes the functional value of a project by managing its development from 50 

concept stage to operation stage of the product through multidisciplinary value 51 

team (Fong, Edie and Cheng, 2001). For a company to be performing, it must 52 

be in a position to match its internal resources to the demands of its external 53 

environment and in particular its markets and customer expectations of 54 

increasing value creation (Johnson and Scholes, 1993). No company is going 55 

to survive by history and build the future on historical strengths and therefore 56 

organizations need to continuously improve their performance in order to beat 57 

competition and dynamism of the business world. There are many 58 

management approaches nowadays which can improve organizational 59 

performance but VM is different from all these because it aligns all business 60 

process to the goal of creating value. This study seeks to identify the extent to 61 

which value management relates to performance of selected oil and gas 62 

companies using Rivers State as area of study. 63 

The oil and gas industry in Nigeria plays a vital role in the country’s economic 64 

development in terms of foreign exchange government revenue and provision 65 

of employment and business opportunities. However this industry in Rivers 66 

State in the past years, has witnessed a sluggish growth. Further the 67 

profitability and investment of this industry have not increased significantly and 68 

flourishing of new business in this sector has been on the decline. The main 69 

reason for such a state of affairs of oil and gas industry seems to be linked to 70 

inability of some of these companies to create value in the environment in 71 

which they operate in. This had led to reduction in oil prices, economic 72 

sabotage by oil bunkering and destruction of pipelines by the militants in the 73 

Niger Delta. This problem has caused many oil companies in Rivers State to 74 

close up. These companies seem to lack the requisite skills on improving the 75 
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business value contribution in creating value to the host communities and 76 

clients. 77 

Pursuant to the above stated problem, the study seeks to ascertain the extent 78 

of relationship that exists between value management and performance in 79 

selected oil and gas companies by identifying the VM tool that can enhance 80 

the performance of these companies. 81 

The general objective of the study is to identify how value management 82 

relates to performance in selected oil and gas companies in Rivers State. The 83 

study specifically seeks to ascertain how business value contribution relates to 84 

value creation in terms of social responsiveness of these selected companies 85 

in Rivers State. 86 

Research Question  87 

This research questions was formulated to guide the study; 88 

1. How does business value contribution relates to value creation. 89 

Hypothesis  90 

This hypothesis was stated to guide the study: 91 

Ha1: There is a significant positive relationship between business value 92 

contribution and social responsiveness in selected oil and gas 93 

companies in Rivers State. 94 

Scope of the Study  95 

The study is delimited to value management and performance in selected oil 96 

and gas companies in Rivers State. Value management will be evaluated in 97 

terms of business value contribution and performance for value creation in 98 

terms of social responsiveness of the oil and gas companies. The companies 99 

selected for the study were three (3) out of twelve (12) oil and gas companies 100 

currently operating in Rivers State. The companies selected for the study were 101 

south Atlantic Petroleum (SAPETRO), Sterling Oil Exploitation & Energy 102 

Productive Nigeria Limited, Agip Energy and Natural Resources. 103 

2. REVIEW OF RELATED LITERATURE 104 

2.1 Conceptual Review  105 

2.1.1 Value Management  106 
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The basic concept of value can be traced back to 19th century Economic 107 

Theory which pioneered the idea of residual income. However the term VM 108 

was not used until the mid 1990’s by authors such as (MC Taggart, James, 109 

Peter, Knotes and Michael, 1994). MC Taggart (1994) defines VM as a formal 110 

systematic approach to managing value creation and shareholder value over 111 

long time. 112 

VM is also an approach to management whereby the company’s overall 113 

aspirations, analytical techniques and management processes are all aligned 114 

to help the company maximize its value by focusing decision-making on the 115 

key drivers of value (Copeland, Koller and Murrin, 2000).  116 

Value management became popular in the mid 1980’s when Rapport 117 

published his seminar text, “creating shareholder value-the new standard for 118 

business performance. Value-based management theoretically involves a shift 119 

away from the use of Traditional Accounting Measures such as Earnings Per 120 

Share (EPS) and rate of Return on Equity (ROE) which are argued by the 121 

proponents of VM to offer an unreachable guide to “shareholder value 122 

creation”. Companies should adopt a number of alternative measures like 123 

Economic Value Added (EVA), Cash Flow Return on Investment (CFRO), 124 

Rate of Return on Investment (ROI) and Discounted Free Cash Flow 125 

Valuation (DCF) that are intended to provide “a calculating machine” 126 

consistent with the principles of economic income. (Copeland et al, 2000).  127 

Ansoff and Sullivan (1993) have listed some of the prescriptions for optimizing 128 

profitability such as; strategic planning, back to the basics, emerging strategy, 129 

logical instrumentation, stick to knitting, return to core business and put 130 

customers first. 131 

Fong, Eddie and Chenge (2001) posit that VM is a systematic process that 132 

aims to create the best value for project on the basis that the project factions 133 

must be achieved.  134 

Kelly and Male (2001) view VM as a proactive, problem solving management 135 

system that maximizes the functional value of a project by managing its 136 

development from concept stage to operation state of a project through 137 

multidisciplinary value team.  138 

Kelly and Male (2001) identify three elements of value-based management as; 139 

1. Creating Value – how a company can increase or generate maximum 140 

future value. More or less equal to strategy. 141 
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2. Managing for Value – Governance, change management, 142 

organizational culture communication and leadership. 143 

3. Measuring Value – Value-based management is dependent on the 144 

corporate purpose and the corporate values. The corporate purpose 145 

can either be economic (shareholder value) or can also aim at other 146 

constituents directly (stakeholder value). This study tends to focus on 147 

the stakeholder value. 148 

2.1.1 Value Management Life Cycle 149 

Fong et al, (2001) identify, the stages of Value Management life cycle that can 150 

accelerate the pace of performance in organizations as: 151 

1. Discovery Phase  152 

 Benchmark performance  153 

 Clarify initiatives with defined success metrics communicated 154 

through a robust business case. 155 

 Ensure that executives are accountable for outcomes.  156 

2. Realization Phase 157 

 Drive project prioritization based on value throughout the 158 

implementation. 159 

 Design processes for value  160 

 Build management visibility into the project design.  161 

3. Optimization Phase  162 

 Institutionalize VM capabilities across the portfolio  163 

 Foster performance-based thinking; make success visible. 164 

 Enable management visibility and discipline  165 

2.1.2 Benefits of Value-based Management 166 

 Can maximize value creation consistently  167 

 It increase corporate transparency  168 

 It helps organizations to deal with globalized and deregulated capital 169 

markets. 170 

 Aligns the interests of top managers with the interests of shareholders 171 

and stakeholders. 172 

 Facilitates communication with investors. Improves internal 173 

communication about the strategy. 174 

 Prevents under valuation of the stock  175 

 If sets clear management priorities  176 

 Facilitates to improve decision making. 177 
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 It helps to balance short-term, middle-term and long-term trade offs  178 

 Encourages value-creating investments  179 

 Improves the allocation of resources 180 

 Streamlines planning and budgeting  181 

 It sets effective targets for compensation  182 

 Facilitates the use of stocks for mergers or acquisitions 183 

 Prevents turnover  184 

 It helps to better manage increased complexity and greater uncertainty 185 

and risk. 186 

2.1.3 Business Value Contribution 187 

In management, business value is an informal term that includes all forms of 188 

value that determine the health and well being of the firm in the long run. 189 

Business value expands concepts of value (also known as economic profit, 190 

economic value added, and shareholder value) to include other forms of value 191 

such as employee value, customer value, societal or community value, 192 

supplier value, channel partner value, alliance partner value and managerial 193 

value. Many of these forms of values are not directly measured in monetary 194 

terms (Sliger and Broderick, 2008). 195 

The concept of business value contribution is aligned with the theory that a 196 

firm is best viewed as a network of relationship both internal and external. 197 

These networks are sometimes called a network or value Chain                    198 

(Sward, 2006). Each node in the network could be a stakeholder group, a 199 

resource, an organization, end-customer, interest groups, regulators or the 200 

environment itself. In a value network, value creation is viewed as a 201 

collaborative, creative, synergistic process rather than purely mechanistic or 202 

as a result of command and control (Sliger and Broderick, 2008; Sward, 203 

2006). 204 

2.1.4 Components of Business Value  205 

The components of business value as listed by Sliger and Broderick, 2008; 206 

Sward, 2006) are; 207 

 Shareholder value: For a publicly traded company, shareholder value is 208 

the part of its capitalization that is equity as opposed to long-term debt. 209 

One type of stock would be estimated with the number of outstanding 210 

shares times current share price. Dividends augment shareholder value 211 

while issuing of shares lower it that is stock options lower it. This 212 

shareholder value added should be compared to average/required 213 
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increase in value, also known as cost of capital for private companies, 214 

the firm’s value can be computed using valuation methods like 215 

discounted cash flow.  216 

 Customer value: This is the value received by the end-customer of a 217 

good or service. These customers include a single individual or an 218 

organization with various individuals playing different roles in the 219 

buying/consumption processes. This can be measured as utility, quality, 220 

benefits and customer satisfaction. 221 

 Employee knowledge: This is mostly undervalued and also the area 222 

where there is the most discord in reporting. Employees are the most 223 

valuable asset organizations possess. 224 

 Channel partner value: This can be critical to a firm’s functioning. It 225 

stops to exist if partner value is diminished or lost. 226 

 Supplier value: The suppliers also add or create value for the 227 

organizations  228 

 Managerial value: Managers should follow the principle of system value 229 

and people oriented principle. 230 

 Societal value: The organizations should follow or adopt several values 231 

toward society or communities they carry out their operations. These 232 

social values include the provision of hospitals, schools, employment, 233 

environmental, protection and other programmes that will impact 234 

positively on the host communities. This component is one of the 235 

focuses of this study.  236 

2.1.5 Social Responsiveness 237 

The European Commission defined Social Responsiveness in 2006 as a 238 

concept whereby companies integrate social and environmental concerns in 239 

their business operations and in their interaction with their stakeholder on a 240 

voluntary basis (Kaufmann and Olaru, 2012). Today’s consumers hold 241 

companies to a high standard. Eighty-four (84%) of global consumers also 242 

said they seek out responsible products whenever possible (Post, 2017). 243 

Recognizing how important social responsibility is to their customers, many 244 

companies now focus and practice a few broad categories of corporate social 245 

responsibility (CRS). They are as stated by Post (2017): 246 

 Environment efforts: Green energy usage eco-friendly activities. 247 

 Philanthropy: Donating to national and local authorities 248 

 Ethical labour practices: Treating employees fairly and ethically. 249 
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 Volunteering: By doing good deeds without expecting anything in return, 250 

companies are able to express their concern for specific issues and 251 

support for certain organizations. 252 

Social responsiveness is an organizations obligation to contribute to their 253 

community or country in a way that makes the quality of life and environment 254 

better for those around them. 255 

2.1.5 Techniques of Value Management 256 

The Institute of Value Management, United Kingdom views value management technique as a 257 

combination of concepts and methods to create sustainable value for both organizations and their 258 

stakeholders. Some tools and techniques are specific to value management and others are generic 259 

tools that many organizations and individuals use. Detailed below is a list and summary of some of 260 

the main tools or techniques 261 

i. Brainstorming 262 

ii. Cost efficiency 263 

iii. Criteria weighting 264 

iv. Excursion/Metaphors 265 

v. Function analysis 266 

vi. Objectives Hierarchy 267 

vii. Issues Generation and Analysis 268 

viii. Pair wise comparison 269 

ix. Pareto analysis 270 

x. Process mapping 271 

xi. Risk analysis 272 

xii. Scamper 273 

xiii. Stakeholder analysis 274 

xiv. SWOT analysis 275 

xv. Value analysis 276 

xvi. 5 W’s and H 277 
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xvii. SMART Methodology (simple multi-attribute) 278 

xviii. Creative techniques 279 

i. Brainstorming Technique: Hamersley (2002) in Chan and Tsang (2014) are of the 280 

opinion that this technique is an idea generation technique that focuses or creating of 281 

ideas by volume (no judging). The benefits are that it allows a large volume of ideas to be 282 

generated in a short period of time. It ensures all parties are involved- no ideas are 283 

discounted initially but later, evaluation and filtering of ideas are undertaken. 284 

The Steps involved are; 285 

1. Know and understand the real criteria the company will adopt to make decisions about the 286 

resulting ideas 287 

2. Use questions, the right ones for that matter as the platform for idea generation so that value 288 

management team will explore in small groups during a series of idea generation sessions. 289 

3. Pick people who can answer the questions you are asking by choosing participants with first 290 

hand “In the trenches” knowledge 291 

4. Conduct multiple, discrete, highly focused idea generation sessions among sub-groups on 292 

three to five people on different ideas rather than holding one continuous, rambling discussion on 293 

one idea or topic among the entire group for several hours. 294 

5. Before dividing the participants into sub-groups on their arrival, orient them on what you 295 

expect them to accomplish and the no-go areas. 296 

6. Finally, ask the sub-groups to narrow their list of ideas, to a top few and then share all the 297 

leading ideas with the full group and motivates and inspire participants but a winner with the best 298 

idea or ideas should not be picked, rather notifying them on how the wining ideas will be chosen 299 

and how they will learn about the final decisions 300 

7. Quick follow- up activities on decisions taken should be carried out (Coyne and Coyne 2011) 301 

Criteria Weighting Technique: is a tool used to assist in option selection and uses functional 302 

drivers (or objectives) that are weighted for scoring options against (Coyne and Coyne, 2011). 303 



10 
 

The benefit of this technique is that it enables options selection and alternatives to be reviewed in 304 

order to support decisions being made. There are a number of different weighting techniques with 305 

varying degrees of complexity which are commonly used in value management studies. These 306 

include: 307 

Dots: This is the most simplistic technique and the least scientific but can be the quickest way to 308 

assess the relative importance of a number of items by simply allocating dots to their preferred 309 

choices (Dallas, 2006). 310 

Distribution of points: This is a more statistically sound way to assign weightings by asking the 311 

team to allocate a field number of points between the items. Each person can put as many points 312 

as they wish against anyone item but must use all their points and no more (Kelly and Male 2011) 313 

Paired comparison: Here direct comparisons are made between each of the attributes by judging 314 

each item against the others and a three point scale designed for assessing by how much one 315 

attribute is better than another (Dallas, 2006). 316 

Cost efficiency Technique: is defined as a state in which the inputs and methods used to produce a 317 

product or service results in the maximum feasible outcome. It is also the accomplishment of 318 

objectives with the lowest expenditure of resources (Kelly and Male, 2011). Excursion and 319 

Metaphors Technique: This can be described as a tool used to take delegates on an outward and 320 

return journey (possible excursion). It requires moving delegates from a problem to somewhere where 321 

creativity flourishes. The return journey often releases such creativity and ideas that would not 322 

normally be evident (Institute of Value Management 2015). The benefit of excursion and metaphors is 323 

that it is very effective in bringing creativity to the fore front and is often used as a precursor to 324 

brainstorming. 325 

Function Analysis Technique: is a method or technique or tool of value management for 326 

analysing the functions of the constituent parts of a project. There are many approaches to function 327 
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analysis, some very structured (such as the function analysis system technique) and others less formal 328 

(such as value trees or mind maps). Functional analysis provides a very 329 

powerful tool to identify intended outcomes. In developing a functional model, the team is forced to 330 

make a very clear definition of the project by considering key questions such as: 331 

• What are we trying to achieve? 332 

• What must we get right, if we are trying to achieve it? 333 

• What considerations do we need to bear in mind while designing it? How do various design 334 

solutions contribute towards achieving the desired outcome? 335 

(a) Function Analysis System Technique- This is one of the approaches to function 336 

analysis, defined by the institute of value management as a technique used for 337 

identification of functions (at the heart of value management) of products, processes, 338 

projects or services and focused on client needs and wants. This technique relies on 339 

logically linking functions and allows people from different technical backgrounds to 340 

use a common language to describe and link the functions of complex systems to build a 341 

FAST (Function Analysis System Technique (Diagram. In order to produce the FAST 342 

Diagram, the team will have to interact and communicate with one another effectively to 343 

arrive at a logical diagram that they can all understand and agree with. (Male and 344 

Graham, 2004). 345 

The benefits of function analysis system techniques are that it determines what functions are delivered 346 

i.e. what they do or must not do, not what they are (avoiding solution mode) 347 

(b) Value trees: The value tree is similar to the function analysis system techniques diagram 348 

but the only difference is that in the FAST Diagram, the “how” and “why” are linked 349 

together in a logical way for the team to understand and agree with but in value tree, 350 

functions and attributes of a project normally begins on the left hand side with a statement of 351 

project objectives. The answer to the question “how” is expressed in simple value-adding 352 

attributes required to deliver the project objective. Each of these is broken down into the 353 
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attributes that add value to that branch, this building a tree of decreasing abstraction from 354 

left to right, (connaugtion, 2010). 355 

Objectives Hierarchy Technique: The institute of value management opines that it is a 356 

diagrammatic process for identifying objectives in a hierarchical manner and is often used in 357 

conjunction with functions. The benefit of this techniques is that it assists in focusing input where the 358 

key objectives are an the diagram is constructed in descending order. 359 

Issues Generation and Analysis Technique: This is a way of eliciting many issues connected 360 

with a problem or opportunity. Team members write down their issues on post-it notes and they are 361 

displayed on the wall under appropriate categories or groupings e.g. requirements, constraints, 362 

groupings, opportunities, consumptions, uncertainties, risks. The benefits of this technique are that it 363 

enables voting of the top ten important issues followed by exploration of actions to address issues 364 

(Connaughton, 2010). 365 

Pair wise comparison Technique: This technique enables ranking of items by means of 366 

comparisons between all possible pairs of items. It enables option selection and alternatives to be 367 

reviewed in order to support decisions being made (Connaughton, 2010) 368 

Pareto Analysis Technique: It is often called the 20/80 rule and aims to concentrate on the top 20 369 

percent of items that often have biggest (often 80 percent impact), it focuses on those items or 370 

activities that can achieve the optimum. 371 

Process mapping Technique: Mohd and Zulkaman (2014) is of the opinion that this technique 372 

uses flow charts to review steps in processes. It identifies processes in a diagrammatic format in a step 373 

by step manner and is often used in a manufacturing of system type processes. It is also used to 374 

identify omissions or superfluous items in the process for correction. 375 

Risk analysis Technique: This was defined by Kelly and Male (2011) as a structured approach to 376 

identifying risks that could affect project, product, process or service success. Here, risks are 377 

identified, evaluated (in terms of cost, time, and other impact) and robust action planning applied. It is 378 
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often used in parallel with value management as there are genuine links and assist decision making or 379 

option selection. 380 

Scamper Technique: is used as a checklist to develop ideas by applying separate verbs to choose 381 

ideas singly or together with others e.g. combine, amend etc. this technique could help 382 

with moving an idea form a creative though to a more practical use, expand on the concept behind 383 

ideas and find different ways of expressing the idea. 384 

Stakeholder Analysis Technique: identifies those key stakeholders (groups of individuals) with 385 

an influence or interest in a project, product, process or service. It can assist in following attention 386 

where the priorities are required i.e satisfaction of key stakeholder interests (Connaughton, 2010). 387 

Stakeholders of the firm includes customers, project sponsors, project team, government, suppliers, 388 

and subcontractors etc. 389 

(a) Project sponsor: Walt (2011) sees him as a stakeholder who sometimes is an executive in 390 

the organization with the authority to assign resources and enforce decisions regarding the 391 

project. 392 

(b) Customers: are the reasons why a business was established. Their expectations in terms of 393 

prices, product quality, features and performance must be met for the organization to succeed and 394 

survive. 395 

(c) Top management: May include the president, vice president, directors, division managers, 396 

the corporative operating committee. These people direct the strategy and development of the 397 

organization. 398 

(d) Project team: is made up from the main departments closely related to production activities, 399 

the managers of the departments, workshop planners brainstorming on ideas for the company and 400 

making various analyses. 401 

(e) Suppliers: are those who provide raw materials, equipment for the production activities in 402 

the organization 403 
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(f) Government: are the various government agencies like the regulatory organizations like, 404 

National Agency for Food and Drug Administration and Control (NAFDAC), Standards Organization 405 

of Nigeria (SON), tax and revenue organizations, other task force that influences or regulate the 406 

activities of the organization. 407 

Value analysis Technique: is a structured team based approach to identifying functional 408 

requirements of projects, products, processes or services., it aids in optimization and maximization of 409 

value to the clients or customer. The value analysis process entails. 410 

1. Pre-Analysis which consists of activities of project selection and team selection 411 

2. Analysis phase which consists of activities like investigation, speculation, evaluation, 412 

development and presentation of the report. 413 

3. Post analysis phase which consists of activities’ implementation of the report and regular 414 

audit (Watt, 2011). 415 

Activities for value analysis by Kelly and Male 2011 include; 416 

i. Identifying the product or service which is based on usage and demand, complexity in 417 

development and future potentials. 418 

ii. Understand in detail cost structure in developing and manufacturing the product. 419 

iii. Define all the primary functions of the product and service through satisfying the 420 

basic needs and then taking the next step in delighting the customer. 421 

iv. Shortlist alternatives through brainstorming which can provide value to the primary 422 

function of the product. Cost evaluation at high level needs to be done for all the 423 

alternatives and the cheapest alternative chosen. 424 

v. Secondary functions of the product and services are studied and evaluated. 425 

vi. Value analysis done has to be communicated to the various levels of the management 426 

team as to get acceptance. 427 
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Reasons for Value Analyzing Existing Projects. 428 

1. It reduces costs (in all areas such as materials, parts and products) as well as improving 429 

product function thereby increasing the value of the product to the customer. 430 

2. Reducing the costs of products increases revenue and profit per product. Therefore, giving 431 

your company the option of reducing prices to sell more or investing in research and 432 

development. 433 

3. It enables improvements to be made to the products in a variety of areas such as design and 434 

engineering, material selection testing, manufacturing, assembling, shipping, installation etc. 435 

4.  Value analysis enables your business to take commercial advantage of the constantly falling 436 

prices of some technologies, as well as source alternative components and materials. 437 

5. For many manufacturing businesses, their products range has evolved over time, as a 438 

collection of solutions to meet new customer needs rather than being the result of strategic 439 

planning. 440 

SWOT Analysis Technique: identifies strengths, weaknesses, opportunities and threats 441 

and is also a tool used in many organizations to assist in focusing activities where required 442 

and minimize those items that can impact negatively. It consists in understanding strengths, 443 

weaknesses, opportunities and threats that can impact on an organization, individual, product 444 

or processes (Dallas, 2006). 445 

(a) Strengths: This describes the positive factors of a business. These are completely 446 

under the control of the business owner and he decides how to utilize them for the 447 

benefit of his company. Strengths are considered as an internal factor and include the 448 

positive attributes of a company (Connaughton, 2010). Examples of strengths are strong 449 

finance sector, brilliant marketing team, high skilled workers etc. 450 

(b) Weaknesses: are internal factors that are within the control of the business and include 451 

the lack of technologies, lack of capital invested, in the business, unskilled labours or 452 

even the poor location of the business. (Connaughton, 2010). A business strategy should 453 
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focus less on the different areas of threat to the business and also analyze the weaknesses 454 

by coming up with ideas which improves the weaknesses but also match up with the 455 

competitors. 456 

(c) Opportunities: are external factors of the business that are beyond the control of 457 

the business but they are positive in nature. Opportunities reflect the potentials of the 458 

business and marketing strategy implemented. Zelthan (1996). These open up possibilities 459 

for the business to do well if done right or taken advantage of ,the business will have a 460 

significant boost over its rivals or competitors 461 

(d) Threats: are basically the factors which may put your marketing strategy and entire 462 

business in jeopardy. It is therefore important for a company to asses the threats surrounding 463 

a business opportunity. It is an external factor which the company has no control over. 464 

Examples of threats may include bad weather, government tax regulations, rising prices from 465 

suppliers, pressure from the activist groups, bad media coverage, lawsuits that may damage 466 

the company’s reputation, threats from competitors etc. (Watt, 2011). 467 

5W’s and H Technique: is defined as a technique for exploring problems which 468 

provokes further depth of questioning about the dimensions framing the problem or 469 

opportunity. 470 

2.2 Theoretical Framework  471 

This study is anchored on Porter’s Value Chain Framework. Porter (1985) 472 

analyzes value creation at the firm level. Value chain analysis identified the 473 

activities of the firm and then studies the economic implications of those 474 

activities. It includes four steps: (i) defining the strategic business unit (ii) 475 

identifying critical activities (iii) defining products and (iv) determining the value 476 

of an activity. The main questions that the value chain framework addresses 477 

are as follows: (i) what activities should a firm perform, and how? and (ii) what 478 

is the configuration of the firm’s activities that would enable it to add value to 479 

the product and to compete in its industry. Value chain analysis explores the 480 

primary activities, which have a direct impact on value creation, and support 481 

activities which affect value only through their impact on the performance of 482 

the primary activities. Primary activities involve the creation of physical 483 
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products and include inbound logistics, operations, outbound logistics, 484 

marketing and sales and service.  485 

This theory is relevant to the study in that the oil and gas companies in Rivers 486 

State should study the economic and social activities of their company and 487 

evaluates the level of value creation to the host communities they carry out 488 

their operations in. 489 

 490 

2.3 Empirical Review  491 

These are some of the empirical studies carried out by different authors. They 492 

are reviewed below: 493 

Mzera (2012) carried out a study on the effect of strategic value-based 494 

management on the performance of organizations in coast province, Kenya. 495 

The study was based on a survey of 70 managers of classified hotels in 496 

Mombasa and was relating the performance of these hotels to the probability 497 

of using value-based management visa vis not using value-based 498 

management through regression analysis. The findings indicated that value-499 

based management had a significant positive relationship with the 500 

performance of the hotels.  501 

Khalid, Ibrahim and Raed (2015) in their study on key performance indicators 502 

for value management in Saudi Construction Industry. A list of 55 initial 503 

performance criteria classified within three main groups have been identified 504 

by literature and interviews with VM experts: A survey for 119 of Practitioner 505 

Engineers in Saudi Construction Industry has also been done. They key 506 

performance indicators have been identified to play a big role in measuring the 507 

performance of value management in Saudi Industry. 508 

Oane, Smolag; Marinescu and Szopa (2015) using theoretical approach 509 

studied value-based management as the innovating paradigm of 510 

contemporary governance. The findings showed that indicator systems 511 

developed under value management became irreplaceable sources of 512 

information to ensuring long-term performance. 513 

Wyk and Smith (2008) studied value-based management and its application in 514 

developing value maximizing strategies at Anglo Platinum. The study adopted 515 

descriptive methodology and found out that VM ensures alignment of 516 

objectives and established a common language, standards and processes to 517 

align decisions and actions. Companies who made explicit commitments to 518 

value improvement targets improved their performance. 519 
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Brenda and Dina (2002) carried out a study on evolution and implementation: 520 

A study of values, business ethics and corporate social responsibility. 521 

Correlational analysis was used and the study identified the links among 522 

values, ethics and corporate social responsibility as they are incorporated into 523 

the culture and management of the two organizations studied.  524 

Ezezue (2015) in a study on value management in Nigeria manufacturing 525 

companies: Challenges and prospects. The study surveyed 6000 top, middle 526 

and lower level management staff of twenty selected manufacturing 527 

companies drawn from five states in South East, Nigeria. The results showed 528 

that inadequate orientation and focus on VM principles impeded the success 529 

of VM and performance in these companies. 530 

Ezigbo (2011) using primary data conducted a study on customer service and 531 

business value contribution in manufacturing companies in Nigeria. The data 532 

was analyzed with Pearson Product Moment Correlation. The findings 533 

indicated that customer service significantly relates positively with business 534 

value contribution. 535 

Wenpin and Sumantra (1998) studied social capital and value creation: The 536 

role from multiple respondents in all the business units of a large multinational 537 

electronics company. Social interaction, a manifestation of the structural 538 

dimension of social capital and trust, a manifestation of its relational 539 

dimensional, were significantly related to the extent of interunit resource 540 

exchange, which in turn had a significant effect on product innovation.  541 

Artur, Karan, Craven and Gudrun (2003) in a study on performance 542 

consequences of brand equity management: evidenced from organizations in 543 

the value chain. It was found out that organizations in the value chain 544 

performed improvably. Data was analyzed with regression analysis.  545 

Mold and Zulkamin (2014) carried out a study on impact of value management 546 

on the business growth using four plastic manufactory firms. The data was 547 

analyzed with Z-test and the findings revealed that VM has influence on 548 

business growth of these firms. 549 

Sakunasingha (2013) carried out an empirical study on “Value Analysis and Value Management” 550 

using 462 members and Heads of Finance and Accounts Departments of Electrical and Electronics 551 

industries of Thailand. Data was analyzed using correlation, regression and factor analysis. His 552 

findings revealed that none of the chosen organizational factors studied directly influences the use of 553 

value management tools and a significant relationship was found between 554 
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organizational size and market share position but these two factors do not establish significant 555 

relationship with value management or organizational performance. 556 

Paarlberg & Perry (2006) carried out a study on the topic “value management: Aligning Employee 557 

values and organizational goals. Their respondents were civilian employees and managers who have 558 

worked for over five years in Department of Defence Installation. 559 

They used comparative case analysis to explore differences in the relationship between installation 560 

practices and social values across high-performing and low performing units. Their findings revealed 561 

that strategic values are motivating to employees to the extent that they reflect employees internal 562 

affective, normative and task oriented values, a zone of existing values. 563 

Coyne & Coyne (2011) carried out a study on Seven steps to Better Brainstorming in value 564 

management by observing 200 projects in 150 companies is in industries ranging from retailing and 565 

education to banking and communications. Their experiences have helped reveal a practical approach 566 

that captures the energy typically wasted in a traditional brainstorming session and steers it in a more 567 

productive direction. The trick, they also revealed is to leverage the way people actually think and 568 

work in creative problem-solving situations. 569 

Che Mat (1995) carried out a study on Value Management: An effective cost optimization technique 570 

on 215 managers in five selected construction companies in India using factorial analysis and 571 

correlation to analyse data. Findings revealed that several techniques in value management are often 572 

used to reduce cost and increase profits in construction and design projects. 573 

Mold & Zulkamain (2014) examined the impact of value management on the business growth  using 574 

four plastic production company. The study was guided by three research questions and descriptive 575 

survey design was adopted. The data used were collected through questionnaire and was analysed 576 

with Z-test with the aid of statistical package for social sciences (SPSS).  The study reveal that value 577 

management has a significant effect on business growth  of Production Company 578 
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Cornel (2010) carried out a study on business value contribution and as correlate of customers 579 

satisfaction. The study was guided by one research questions; the data collected was a primary data 580 

through structural questionnaire. The data was analysed with correlation using statistical package for 581 

social sciences (SPSS version 21). The findings shows that business value contribution has a 582 

significant effect on customers satisfaction 583 

Empirical reviews showed that the studies of Khalid et al, 2005; Oane et al, 584 

2015; Wyk and Smith, 2008; Brenda and Dina (2002); Ezezue (2015), Ezigbo 585 

(2011); Wenpin and Sumantra (1998), Artur et al, 2003; Mold and Zulkamin 586 

(2014) revealed that value management significantly improved the 587 

performance of organizations studied. 588 

The research lacuna expressly showed that the studies from other authors did 589 

not focus on business value contribution and social responsiveness of oil and 590 

gas companies in Nigeria. This study fills that gap by studying the extent of 591 

relationship that exists between value management and performance of 592 

selected oil and gas companies in Rivers State of Nigeria with specific 593 

reference to business value contribution and social responsiveness of these 594 

oil and gas companies which have never been studied in Nigerian 595 

environment.  596 

3. METHOD 597 

The study adopted survey research design. The research design enabled the 598 

study to determine the opinions of the respondents on Value Management 599 

towards the performance of oil and gas companies in Rivers State. The data 600 

collected was used in testing hypothesis and making generalization on the 601 

population based on the findings from the sample. 602 

Primary data is the source of data for this study. The data were collected 603 

using structured questionnaire built on a five-point likert scale. Copies of 604 

questionnaire were administered to the respondents. 605 

The total population includes all the oil and gas companies in Rivers state. 606 

The study population of two thousand, three hundred and ninety five (2395) 607 

were drawn from the total population of nine thousand, eight hundred and 608 

thirty seven (9837). 609 

Table 1: Total Population of Oil and Gas Companies Operating in Rivers 610 

State 611 

S/N COMPANY NAME NO. OF 
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EMPLOYEES 
1 Shell Petroleum Company of Nigeria (SPDC) 1638 
2 Total E and P Nigeria Limited (TEPNG) 1164 
3 Nigeria Liquefied National Gas Limited (NLNG) 1342 
4 Nigeria Agip Oil company (NAOC) 1053 
5 Mobil Producing Nigeria Limited (MPN)  1840 
6 Chevron Nigeria Limited (CNL) 2410 
7 Addax Petroleum Nigeria  177 
8 Nigeria Agip Energy and Natural Resources (NAE) 41 
9 South Atlantic Petroleum (SAPETRO) 45 
10 Statoil Nigeria Limited (SNL) 17 
11 Sterling Oil Exploration and Energy Production 

Company Limited  
81 

12 Petroleum Brasileiro Nigeria Limited (PEROBRAS) 29 
Total 9837 

 Source: Field Survey, 2017. 612 

Table 2: Study Population  613 

S/N COMPANY NAME NO. OF 
EMPLOYEES 

1 Nigeria Liquified Natural Gas Limited (NLNG) 1342 
2 Nigeria Agip Oil Company  1053 

Total 2396 
 Source: Field Survey, 2017  614 

Two oil and gas companies were selected from the total of 12 operating oil 615 

and gas companies in River State. 616 

The study relied on the table of random numbers of probabilistic sampling 617 

technique which gave each item of the population equal and independent 618 

chance of being included in the sample. Then the sample size was determined 619 

using the Taro Yamene formula. The computation is shown below: 620 

   n =       N 621 

 1 + N(e)2 622 

Where  n = sample size  623 

  N =Population size  624 

  e = error limit (0.05) 625 

N =       2395 626 

 1+ 2395(0.05)2 = 400 627 

Bowley’s proportionate allocation formula was used to determine copies of 628 

questionnaire to be distributed to each company. The computation is shown 629 

below: 630 
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Nh = n (nh)/N 631 

Where: Nh = number of units to be distributed to each group  632 

  nh = number of respondents in each group  633 

  n = total sample  634 

  N = total population 635 

NLNG  636 

Nh = 400 (1342)/2395 = 224 637 

AGIP Oil Company 638 

400(1053)/2395 = 176 639 

The study adopted content validity where expert judges were carefully 640 

selected in the field of statistics and top management level. They were given 641 

the instrument and asked to rate the instrument independently as “strongly 642 

relevant to the construct”. Then after collecting the instrument from the judges, 643 

the decision rule was applied which states that only the items in the instrument 644 

which the entire expert judges independently certify “strongly relevant to the 645 

construct” should be retained while the ones that fail this test should be 646 

dropped. This approach enabled the study to share the opinions of the experts 647 

and therefore certified this instrument fit to elicit the actual responses and 648 

measure what it is supposed to measure. 649 

The study adopted split-halves method. A pilot study involving 30 participants 650 

was used. The responses of the participants based on the questions from the 651 

instrument were divided into two equal halves by assigning the odd numbers 652 

items to one half and even numbers items to the other half of the test.  653 

Table 3: Reliability Test Table  654 

S/N Pre-test Post-test d d2 
1 30 29 2 4 
2 30 29 1 1 
3 29 28 1 1 
4 29 28 1 1 
5 30 29 1 1 
6 29 27 2 4 
7 30 29 1 1 
8 30 28 2 4 
9 30 29 1 1 
10 30 29 1 1 

Correlation between the two halves  19 
 655 

    rs = 1 - 6∑d2 656 
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       N3-N 657 

 = 1 – 6 x 192 = 0.91 658 

    303-30 659 

Applying Spearman Brown Prophecy Formula  660 

 PXX” = 2PXX’ / 1 + PXX’ 661 

Where PXX’ = the reliability coefficient for the whole test 662 

 PXX’ = the split half coefficient for the whole test 663 

 PXX’ = the split half coefficient  664 

 = 2(0.91)  = 0.9 665 

     1+0.91  666 

This certifies that the instrument is reliable  667 

The analysis of variance and simple regression Analysis were used in testing 668 

the hypothesis to establish the level of relationship/ difference that exists 669 

between the dependent and independent variables.  670 

4. Data Presentation and Analysis 671 

Out of 400 copies of questionnaire distributed, 354 returned the copies of 672 

questionnaire showing 88.5% response rate. 673 

 674 

Table 4: Analysis of Research Question  675 

S/N Question Mean Standard 
deviation  

N 

Business value contribution  
1 My organization reacts quickly to clients where 

there are complaints  
4.48 .991 354 

2 My company embarks on production process 
that reduces cost of production   

4.41 1.029 354 

3 The departments in my company work towards 
generating ideas that will add value to our 
business 

 
4.54 

 
1.126 

 
354 

4 My company makes use of standard equipment 
in production processes in order to produce 
durable products 

 
4.88 

 
.522 

 
354 

5 We work in teams to ensure that we add value 
to our production process and output  

4.14 .556 354 

Social Responsiveness 
6 My company responds promptly to community 

agitations on their social needs   
4.23 .847 354 

7 My company explores any available means to 
control gas flaring in the host communities  

4.71 .854 354 
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8 Management of my organizations gives 
employment opportunities to the host 
communities. 

 
4.62 

 
.972 

 
354 

9 My company builds infrastructure like hospitals, 
schools, roads in the host communities 

 
4.87 

 
.474 

 
354 

10 We do not wait for youth restiveness before we 
provide them with social amenities  

4.70 .793 354 

In the analysis of research questions, it showed the respondents mean values 676 

are more than 3 each of the decision value. This reveals that a business value 677 

contribution is one of the indicators of social responsiveness. This is 678 

supported by Ezezue (2015) in a study carried out on value management in 679 

Nigerian manufacturing companies that inadequate orientation and focus on 680 

VM principles impede the success and performance of companies.  681 

Hypothesis Testing  682 

There is a significant positive relationship between business value contribution 683 

and social responsiveness of selected oil and gas companies in Rivers state. 684 

Table 5: ANOVA Table for Simple Regression Result for the Hypothesis 685 

Model Sum of 
squares 

df Mean 
square 

f Sig  

Regression 191.073 1 191.073 133.349 .000b 
Residual 504.373 352 1.433   
Total 695.446 353    
Source: Field Survey, 2017  686 

Table 5 result above reveals that f-calculated value of 59.875 is greater than f-687 

critical table value of 3.85 at 0.05 level of significance and at 1 degree of 688 

freedom. Null hypothesis is rejected and alternate hypothesis accepted which 689 

states that there is a significant positive relationship between business value 690 

contribution and social responsiveness of these companies. 691 

Table 6: Model Summary for Test of the Hypothesis  692 

Model R R-square Adjusted R-square S.E of estimate  
1 .524a .275 .273 1.197 

 Source: Field survey, 2017  693 

Table 6 is the model summary. It shows how much of the variance in the 694 

social responsiveness of these companies that is explained by business value 695 

contributions. In this case, the R-square value of .275 and an Adjusted R-696 

square value of .273 means business value contributions explains 27.3% 697 

variance in social responsiveness of these oil companies in Rivers State. 698 

5. Discussion of Findings  699 
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The finding from the hypothesis supports the views of Mzara (2012), Khalid et 700 

al, 2005; Oane et al, 2015; Wyk and Smith (2008), Brenda and Dina (2002); 701 

Ezezue (2015); Ezigbo (2011); Wen Pin and Sumentra (1998); Artur et al, 702 

2003; Mold and Zuikamin (2004). The authors’ findings support the study’s 703 

findings that Value Management significantly relates to performance of these 704 

selected Oil and Gas companies in Rivers State significantly.  705 

The findings revealed that the calculated value of 133.349 is greater that f-706 

critical table value of 3.85 at 0.05 level of significance and I degree of 707 

freedom. Alternative hypothesis was accepted. The results revealed that R-708 

square value of .275 and an Adjusted R-square value of .273 means business 709 

value contribution explains 27.3% variance in social responsiveness of these 710 

oil companies. 711 

5.1 Conclusion  712 

Identifying the extent to which business value contributes to creating value in 713 

terms of social responsiveness helps the oil and gas companies to evaluate 714 

VM for optimal performance. Value management plays a very big role in 715 

maintaining harmony in the host environment.  716 

5.2 Recommendations  717 

Based on the findings, the following policy recommendations were made: 718 

1. The oil and gas companies in Rivers State should vigorously implement 719 

value-based management techniques so as to improve performance in 720 

every area of their organization. 721 

2. The companies should realign the value management strategies with 722 

maintaining social harmony in the environment  723 

3. Managers ought to train staff on the use of VBM tools and techniques in 724 

order to be able to measure their performance on social responsiveness 725 

to their host communities.  726 
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APPENDIX 1 794 

  
S/N 

Question Strongly 
Agree 

Agree Undecided Strongly 
Disagree

Disagree 

1 My organization reacts quickly 
to clients where there are 
complaints  

     

2 My company embarks on 
production process that 
reduces cost of production   

     

3 The departments in my 
company work towards 
generating ideas that will add 
value to our business 

     

4 My company makes use of 
standard equipment in 
production processes in order 
to produce durable products 

     

5 We work in teams to ensure 
that we add value to our 
production process and output 

     

6 My company responds 
promptly to community 
agitations on their social 
needs   

     

7 My company explores any 
available means to control gas 
flaring in the host communities 

     

8 Management of my 
organizations gives 
employment opportunities to 
the host communities. 

     

9 My company builds 
infrastructure like hospitals, 
schools, roads in the host 
communities 

     

10 We do not wait for youth 
restiveness before we provide 
them with social amenities  
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