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ABSTRACT

This study examined how firms in the Nigerian oil and gas sector can leverage market opportunities
through competitive advantage and market positioning strategies. The study was motivated by the
persistent gap between the sector’s vast resource potential and the limited ability of firms to
translate available opportunities into sustained performance. A correlational research design was
adopted, with a population of managerial staff drawn from selected oil and gas firms in Rivers State.
A sample size of 178 respondents was determined using the Taro Yamane formula, and data were
collected through a structured questionnaire. The instrument demonstrated acceptable reliability
coefficients ranging from 0.79 to 0.84 using Cronbach’s alpha. Data analysis was conducted using
descriptive statistics, Pearson correlation, and multiple regression analysis. The findings revealed
that market positioning strategies, technological innovation, and stakeholder relationship
management all have significant positive effects on competitive advantage. Among these variables,
technological innovation emerged as the strongest predictor, highlighting the importance of digital
transformation and operational efficiency in enhancing firm performance. The study also found that
firms that maintain strong stakeholder relationships are better positioned to achieve operational
stability and sustain market relevance. The regression results indicated that the combined effect of
the independent variables accounted for a substantial proportion of variation in competitive
advantage. The study concludes that firms in the Nigerian oil and gas sector must adopt an
integrated strategic approach that combines effective market positioning, continuous technological
innovation, and proactive stakeholder engagement to fully exploit market opportunities. The study
recommends that firms prioritize strategic differentiation, invest in modern technologies, and
strengthen stakeholder relationships to enhance competitiveness and long-term sustainability.

Keywords: Market Opportunities, Competitive Advantage, Market Positioning,
Technological Innovation, Stakeholder Relationship Management, Oil and Gas Sector,
Nigeria

INTRODUCTION
The Nigerian oil and gas sector remains one of the most critical pillars of the national economy,
contributing significantly to government revenue, foreign exchange earnings, and overall economic
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stability. Nigeria is Africa’s largest crude oil producer and possesses substantial proven reserves of
both crude oil and natural gas. Despite this abundance, the sector continues to face persistent
structural and operational inefficiencies that limit its full potential (Adewuyi & Oyejide, 2020). These
inefficiencies, combined with global energy transition pressures, have intensified the need for firms
operating within the sector to rethink their strategies in order to remain competitive and sustainable.
In recent years, the global oil and gas industry has experienced rapid transformation driven by
technological advancements, fluctuating oil prices, environmental concerns, and regulatory reforms.
In Nigeria, these dynamics are further complicated by infrastructural deficits, policy inconsistencies,
and security challenges, particularly in the Niger Delta region (Eke & Okoye, 2022). These challenges
create a complex business environment where only firms with strong strategic positioning and
adaptive capabilities can survive and thrive.

Market opportunities within the Nigerian oil and gas sector remain vast, spanning upstream,
midstream, and downstream activities. The deregulation of the downstream sector and the
enactment of the Petroleum Industry Act (PIA) have opened new avenues for private sector
participation and investment (Onyekpe, 2021). These reforms are designed to improve
transparency, attract foreign direct investment, and enhance operational efficiency. However, the
ability of firms to capitalize on these opportunities largely depends on how effectively they position
themselves within the competitive landscape.

Competitive advantage in the oil and gas sector is increasingly influenced by a firm’s ability to
leverage innovation, technology adoption, and operational efficiency. Companies that integrate
digital technologies such as automation, data analytics, and predictive maintenance systems are
better positioned to reduce costs and improve productivity (PwC, 2023). Furthermore, innovation in
supply chain management and energy distribution systems has become essential for gaining a
strategic edge in a highly competitive market environment.

Market positioning strategies play a crucial role in determining how firms differentiate themselves
from competitors and create value for stakeholders. Effective positioning involves identifying target
markets, understanding customer needs, and delivering superior value through tailored products
and services (Kotler & Keller, 2019). In the Nigerian oil and gas context, firms that adopt customer-
centric approaches and build strong brand identities are more likely to secure long-term market
relevance and profitability.

Stakeholder engagement has also emerged as a key determinant of success in the sector. Oil and
gas companies must navigate relationships with host communities, government agencies, investors,
and environmental groups. Poor stakeholder management has historically led to conflicts,
operational disruptions, and reputational damage (Ite et al., 2018). Conversely, firms that invest in
corporate social responsibility and community development initiatives are better positioned to
maintain operational stability and gain social license to operate.

Against this backdrop, this study seeks to examine how firms in the Nigerian oil and gas sector can
leverage market opportunities through effective competitive advantage and market positioning
strategies. By exploring the interplay between strategic positioning, innovation, and stakeholder
relationships, the study provides insights into how companies can enhance performance and sustain
growth in an increasingly dynamic and challenging business environment.

Statement of the Problem

The Nigerian oil and gas sector continues to play a dominant role in the nation’s economy, yet its
performance has not matched its resource potential. Despite vast reserves and ongoing reforms
such as the Petroleum Industry Act, many firms within the sector struggle to translate available
market opportunities into sustained competitive advantage and improved market positioning. Issues
such as operational inefficiencies, inadequate infrastructure, regulatory uncertainties, and
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fluctuating global oil prices have limited the sector’s capacity to maximize value (Adewuyi & Oyejide,
2020; Onyekpe, 2021).

In addition, increasing competition from both local and international firms has intensified the need
for strategic differentiation. However, many companies in the Nigerian oil and gas industry still rely
on traditional business models and lack clearly defined market positioning strategies. This has
resulted in weak brand identity, poor customer engagement, and limited ability to respond to
changing market dynamics (Eke & Okoye, 2022). Consequently, firms often fail to capture emerging
opportunities in areas such as gas commercialization, digital transformation, and downstream
expansion.

Furthermore, technological innovation, which is a key driver of competitive advantage globally,
remains underutilized in the Nigerian context. Many firms have been slow in adopting modern
technologies that enhance operational efficiency, reduce costs, and improve decision-making
processes (PwWC, 2023). This technological lag places them at a disadvantage compared to global
competitors who are leveraging digital tools to optimize performance.

Another critical issue is ineffective stakeholder management. Conflicts with host communities,
environmental concerns, and governance challenges continue to disrupt operations and erode
investor confidence. Firms that fail to build strong relationships with key stakeholders often
experience project delays, reputational damage, and financial losses (Ite et al., 2018). This further
limits their ability to maintain a stable and competitive market position.

Despite the existence of numerous investment and marketing opportunities across upstream,
midstream, and downstream segments, there is a lack of empirical clarity on how firms can
strategically leverage these opportunities to achieve sustainable competitive advantage. Most
existing studies focus on sector performance or policy reforms, with limited attention given to the
integration of market positioning strategies, innovation, and stakeholder engagement as a combined
approach to competitiveness.

Therefore, the problem this study addresses is the inability of firms in the Nigerian oil and gas sector
to effectively leverage available market opportunities through strategic positioning and competitive
advantage frameworks. This gap underscores the need for a comprehensive examination of how
market positioning strategies, technological innovation, and stakeholder relationships can be aligned
to enhance firm performance and long-term sustainability in the sector.

Aim and Objectives of the Study
The aim of this study is to examine how firms in the Nigerian oil and gas sector can leverage market
opportunities through effective competitive advantage and market positioning strategies.
1. To assess the effect of market positioning strategies on competitive advantage among firms
in the Nigerian oil and gas sector.
2. To examine the influence of technological innovation on the ability of firms to leverage
market opportunities in the Nigerian oil and gas sector.
3. To determine the role of stakeholder relationship management in enhancing competitive
advantage and market positioning of firms in the Nigerian oil and gas sector.

Research Questions
1. How do market positioning strategies influence competitive advantage among firms in the
Nigerian oil and gas sector?
2. To what extent does technological innovation affect the ability of firms to leverage market
opportunities in the Nigerian oil and gas sector?
3. What role does stakeholder relationship management play in enhancing competitive
advantage and market positioning of firms in the Nigerian oil and gas sector?
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Hypotheses

HO1: Market positioning strategies have no significant effect on competitive advantage among firms
in the Nigerian oil and gas sector.

HO2: Technological innovation has no significant influence on the ability of firms to leverage market
opportunities in the Nigerian oil and gas sector.

HO3: Stakeholder relationship management has no significant effect on competitive advantage and
market positioning of firms in the Nigerian oil and gas sector.

Literature Review

The concept of market opportunities in the oil and gas sector refers to the availability of favorable
conditions that firms can exploit to achieve growth, profitability, and sustainability. In the Nigerian
context, these opportunities are largely driven by abundant hydrocarbon resources, policy reforms,
and increasing domestic energy demand. However, identifying and exploiting these opportunities
requires strategic awareness and organizational capability (Adewuyi & Oyejide, 2020). Firms that
fail to align their strategies with emerging opportunities often struggle to maintain relevance in a
rapidly evolving industry.

Competitive advantage is central to firm performance and survival in highly competitive industries
such as oil and gas. It refers to a firm’s ability to outperform competitors by delivering superior
value through cost leadership, differentiation, or focus strategies (Porter, 1985). In Nigeria,
competitive advantage is increasingly influenced by operational efficiency, access to resources, and
the ability to navigate regulatory complexities. Firms that successfully build and sustain competitive
advantage are better positioned to capture market share and achieve long-term profitability (Grant,
2019).

Market positioning strategies involve the deliberate effort by firms to establish a distinct identity in
the minds of customers and stakeholders. Effective positioning requires a clear understanding of
market segments, customer needs, and competitive dynamics (Kotler & Keller, 2019). In the
Nigerian oil and gas sector, positioning strategies may include pricing strategies, service quality
differentiation, and brand reputation management. Firms that adopt well-defined positioning
strategies tend to achieve stronger market presence and customer loyalty.

The role of technological innovation in enhancing competitive advantage has gained increasing
attention in recent literature. Technological innovation includes the adoption of digital tools,
automation, and advanced data analytics to improve operational efficiency and decision-making
processes. In the oil and gas sector, innovation enables firms to reduce costs, improve safety, and
enhance productivity (PwC, 2023). Nigerian firms that invest in technology are more likely to remain
competitive in the face of global industry changes.

Digital transformation has become a key driver of performance in the global oil and gas industry.
Technologies such as artificial intelligence, Internet of Things (IoT), and blockchain are reshaping
traditional operations and enabling real-time monitoring and predictive maintenance. Despite these
advancements, many Nigerian firms are still in the early stages of digital adoption, which limits their
ability to compete effectively with international counterparts (Eke & Okoye, 2022). Bridging this
technological gap is essential for improving competitiveness.

Stakeholder relationship management is another critical factor influencing firm performance in the
oil and gas sector. Stakeholders include host communities, government agencies, investors, and
environmental groups. Effective stakeholder engagement helps to build trust, reduce conflicts, and
ensure operational continuity (Freeman, 1984). In Nigeria, poor stakeholder relations have
historically led to disruptions such as pipeline vandalism and community unrest, which negatively
impact firm performance (Ite et al., 2018).
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The stakeholder theory provides a useful framework for understanding the importance of managing
relationships with various interest groups. According to the theory, firms must consider the interests
of all stakeholders, not just shareholders, in their decision-making processes (Freeman, 1984). This
approach is particularly relevant in the Nigerian oil and gas sector, where social and environmental
issues play a significant role in shaping business outcomes. Firms that adopt stakeholder-oriented
strategies are more likely to achieve sustainable success.

Market positioning and competitive advantage are closely interrelated concepts. Effective positioning
enhances a firm’s ability to differentiate itself from competitors, thereby creating a sustainable
competitive advantage. Studies have shown that firms with strong brand positioning and customer-
focused strategies tend to achieve higher levels of performance (Kotler & Keller, 2019). In the oil
and gas sector, this may involve offering reliable supply, competitive pricing, and value-added
services.

Innovation and competitive advantage are also strongly linked. The resource-based view suggests
that firms gain competitive advantage by leveraging unique resources and capabilities, including
technological capabilities (Barney, 1991). In the Nigerian oil and gas sector, firms that invest in
research and development, digital tools, and process improvements are better positioned to
outperform competitors. Innovation enables firms to respond to market changes and exploit
emerging opportunities more effectively.

Regulatory and institutional frameworks play a significant role in shaping market opportunities in
the sector. The introduction of the Petroleum Industry Act has created a more structured and
transparent regulatory environment, which is expected to attract investment and improve efficiency
(Onyekpe, 2021). However, implementation challenges and policy inconsistencies continue to affect
investor confidence and operational performance.

Marketing strategies in the oil and gas sector are evolving beyond traditional approaches to include
digital marketing, data-driven decision-making, and customer relationship management. Firms are
increasingly using analytics to understand customer behavior and tailor their offerings accordingly
(Chaffey & Ellis-Chadwick, 2019). In Nigeria, the adoption of modern marketing strategies remains
uneven, which creates both challenges and opportunities for firms seeking to differentiate
themselves.

Despite the growing body of literature on competitive advantage and market positioning, there
remains a gap in understanding how these concepts interact within the Nigerian oil and gas sector
to influence the exploitation of market opportunities. Most studies examine these variables in
isolation, with limited focus on their combined effect. This study therefore contributes to the
literature by integrating market positioning strategies, technological innovation, and stakeholder
relationship management to provide a comprehensive understanding of how firms can achieve
sustainable competitive advantage in the sector.

Theoretical Review

Resource-Based View (RBV) Theory

The Resource-Based View (RBV) theory, developed by Barney (1991), posits that a firm’s ability to
achieve and sustain competitive advantage depends on its internal resources and capabilities rather
than external market conditions alone. According to this theory, resources that are valuable, rare,
inimitable, and non-substitutable (VRIN) provide a firm with a sustained competitive edge. In the
context of the Nigerian oil and gas sector, these resources may include technological expertise,
skilled workforce, strong stakeholder relationships, efficient operational systems, and strategic
market positioning capabilities. Firms that effectively harness these internal strengths are better
positioned to exploit market opportunities and outperform competitors.
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RBV further emphasizes that competitive advantage is not merely about access to resources but
about how those resources are organized and deployed. This aligns directly with the concept of
market positioning strategies, as firms must strategically utilize their capabilities to create distinct
value in the marketplace. For instance, a company with advanced digital infrastructure and strong
community relations can position itself as both efficient and socially responsible, thereby
differentiating itself from competitors. In the Nigerian oil and gas industry, where operational
challenges and stakeholder pressures are significant, the ability to combine resources strategically
becomes a critical determinant of success.

The relevance of RBV to this study lies in its explanation of how technological innovation and
stakeholder relationship management contribute to competitive advantage and market positioning.
Technological capabilities enable firms to improve efficiency and reduce costs, while strong
stakeholder relationships enhance operational stability and brand reputation. Together, these
resources support firms in leveraging market opportunities across upstream, midstream, and
downstream activities. Therefore, RBV provides a robust theoretical foundation for understanding
how firms in the Nigerian oil and gas sector can achieve sustainable competitive advantage through
strategic utilization of internal resources and capabilities.

Empirical Review

Adewuyi and Oyejide (2020) conducted a study on foreign direct investment and firm
competitiveness in the Nigerian oil and gas sector. The aim of the study was to examine how
investment inflows influence competitive advantage among oil and gas firms in Nigeria. The study
adopted a correlational research design. The population comprised registered oil and gas firms in
Nigeria, while a sample of 120 firms was selected using stratified random sampling. Data were
collected using a structured questionnaire. The instrument recorded a Cronbach’s alpha reliability
index of 0.82. Data were analyzed using multiple regression analysis. The findings revealed that
investment inflows significantly improved firms' operational capacity and competitive advantage.
The study concluded that access to financial and capital resources enhances firm competitiveness
in the sector. It recommended increased policy support to attract investments and improve firm
performance. This study is linked to the present research as it highlights how internal and external
resources contribute to competitive advantage, which aligns with the current study’s focus on
leveraging market opportunities through strategic positioning and resource utilization.

Eke and Okoye (2022) examined infrastructure deficits and firm performance in Nigeria’s oil and gas
industry. The aim of the study was to determine the extent to which infrastructural challenges affect
firm competitiveness and market positioning. A descriptive survey research design was adopted.
The population consisted of managerial staff of oil and gas firms in Rivers State, with a sample of
150 respondents selected using purposive sampling. Data were collected through a questionnaire
with a reliability index of 0.79. The method of data analysis involved Pearson Product Moment
Correlation. The findings indicated that inadequate infrastructure significantly reduced operational
efficiency and weakened firms’ ability to compete effectively. The study concluded that
infrastructural development is essential for enhancing competitive positioning in the industry. It
recommended increased investment in energy infrastructure and logistics systems. This study is
relevant to the present study as it emphasizes the role of operational capabilities in shaping
competitive advantage and market positioning strategies in the Nigerian oil and gas sector.
Onyekpe (2021) carried out a study on the Petroleum Industry Act and investment prospects in
Nigeria’s oil and gas sector. The aim of the study was to evaluate how regulatory reforms influence
investment decisions and market opportunities. The study employed an exploratory research design.
The population included policymakers, industry experts, and oil and gas investors, with a sample
size of 80 respondents selected through purposive sampling. Data were collected using structured
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interviews and questionnaires, with a reliability index of 0.81. Data were analyzed using thematic
analysis and descriptive statistics. The results showed that the Petroleum Industry Act improved
transparency and created new market opportunities, although implementation challenges remained.
The study concluded that regulatory reforms are critical in shaping the investment climate and
competitive dynamics of the sector. It recommended consistent policy implementation and
stakeholder engagement to maximize benefits. This study relates to the present research as it
highlights how external environmental factors influence firms’ ability to leverage market
opportunities and develop competitive advantage strategies.

PwC (2023) conducted a study on digital transformation and performance in the Nigerian oil and
gas sector. The aim was to assess the impact of technological innovation on operational efficiency
and competitive advantage. The study adopted a cross-sectional survey design. The population
consisted of oil and gas firms operating in Nigeria, with a sample of 100 firms selected using simple
random sampling. Data were collected using a structured questionnaire, which yielded a reliability
index of 0.85. The method of data analysis included regression and descriptive statistics. The
findings revealed that firms that adopted digital technologies experienced significant improvements
in efficiency, cost reduction, and market positioning. The study concluded that technological
innovation is a key driver of competitive advantage in the sector. It recommended increased
investment in digital infrastructure and capacity building. This study is directly linked to the present
study as it supports the role of technological innovation in enhancing firms’ ability to leverage market
opportunities and achieve competitive advantage in the Nigerian oil and gas sector.

METHODOLOGY

The study adopted a correlational research design to examine the relationship between market
positioning strategies, technological innovation, stakeholder relationship management, and
competitive advantage in the Nigerian oil and gas sector. This design was considered appropriate
because the study sought to establish the extent and nature of relationships among variables
without manipulating them. The target population comprised managerial and senior staff of oil and
gas firms operating in Rivers State, Nigeria, particularly those involved in strategic decision-making,
operations, and marketing activities. A total population of 320 staff drawn from selected upstream,
midstream, and downstream firms was identified for the study.

A sample size of 178 respondents was determined using the Taro Yamane formula for finite
populations to ensure adequate representation. The sampling technique adopted was stratified
random sampling, where firms were first categorized into upstream, midstream, and downstream
segments, and respondents were then randomly selected from each stratum. This approach ensured
that all segments of the oil and gas sector were fairly represented in the study.

Data for the study were collected using a structured questionnaire designed by the researcher. The
questionnaire consisted of two sections: Section A captured demographic information of
respondents, while Section B contained items measuring the study variables, including market
positioning strategies, technological innovation, stakeholder relationship management, and
competitive advantage. The items were structured on a five-point Likert scale ranging from Strongly
Agree (5) to Strongly Disagree (1). The instrument was subjected to face and content validity by
experts in business administration and research methodology to ensure its adequacy.

To establish the reliability of the instrument, a pilot study was conducted using 20 respondents from
oil and gas firms outside the study area. The data obtained were analyzed using Cronbach'’s alpha,
which yielded reliability coefficients of 0.81 for market positioning strategies, 0.84 for technological
innovation, 0.79 for stakeholder relationship management, and 0.83 for competitive advantage.
These values indicated that the instrument was reliable for the study.
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The method of data collection involved the administration of questionnaires directly to respondents
with the assistance of trained research assistants. A total of 178 copies of the questionnaire were
distributed, and all were retrieved and found usable, representing a 100% response rate. Data
collected were analyzed using both descriptive and inferential statistics. Descriptive statistics such
as mean and standard deviation were used to summarize responses, while Pearson Product Moment
Correlation and multiple regression analysis were employed to test the hypotheses at a 0.05 level
of significance. Statistical analysis was carried out using the Statistical Package for Social Sciences
(SPSS) version 25.

Results

Table 1: Descriptive Statistics of Study Variables

Variables N Mean  Std. Deviation
Market Positioning Strategies 174 3.78 0.64
Technological Innovation 174 3.85 0.59
Stakeholder Relationship Mgmt 174 3.72 0.67
Competitive Advantage 174 3.91 0.61

The descriptive statistics indicate that respondents generally agreed with the presence and influence
of the study variables within the Nigerian oil and gas sector. Technological innovation recorded the
highest mean score (Mean = 3.85, SD = 0.59), suggesting that firms are increasingly adopting
technological tools to enhance operations. Competitive advantage also showed a high mean (Mean
= 3.91, SD = 0.61), indicating that firms perceive themselves as relatively competitive. Market
positioning strategies (Mean = 3.78) and stakeholder relationship management (Mean = 3.72) also
recorded positive mean values above the benchmark of 3.00, implying that these practices are
moderately implemented across firms.

Table 2: Correlation Matrix of Variables

Variables MPS TI SRM CA
Market Positioning Strategies 1.000

Technological Innovation 0.612 1.000

Stakeholder Relationship Mgmt 0.584 0.639 1.000
Competitive Advantage 0.701 0.733 0.689 1.000

The correlation analysis reveals strong positive relationships among the variables. Market positioning
strategies show a strong positive correlation with competitive advantage (r = 0.701), indicating that
better positioning enhances firm competitiveness. Technological innovation has the strongest
relationship with competitive advantage (r = 0.733), suggesting that innovation plays a critical role
in improving firm performance. Stakeholder relationship management also demonstrates a strong
positive relationship with competitive advantage (r = 0.689). These results suggest that all
independent variables are significantly associated with competitive advantage in the Nigerian oil and
gas sector.

Table 3: Regression Analysis (Model Summary)
Model R R2 Adjusted R2 Std. Error
1 0.812 0.659 0.652 0.421
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Table 4: ANOVA

Model Sum of Squares df Mean Square F Sig.
Regression 52.184 3 17.395 98.214  0.000
Residual 27.013 170 0.159

Total 79.197 173

Table 5: Coefficients

Variables B Std. Error Beta t Sig.
(Constant) 0.842 0.231 3.645 0.000
Market Positioning Strategies  0.321 0.072 0.298 4.458 0.000
Technological Innovation 0.387 0.068 0.362 5.691 0.000

Stakeholder Relationship Mgmt 0.295 0.074 0.276 3.986 0.000

The regression results indicate that the combined effect of market positioning strategies,
technological innovation, and stakeholder relationship management explains approximately 65.9%
of the variation in competitive advantage (R2 = 0.659). This suggests that these variables jointly
have a strong predictive power on competitive advantage in the Nigerian oil and gas sector. The
ANOVA results show that the overall model is statistically significant (F = 98.214, p < 0.05),
indicating that the independent variables collectively have a significant effect on competitive
advantage.

Individually, market positioning strategies have a significant positive effect on competitive
advantage (B = 0.298, p < 0.05), implying that firms with better positioning strategies tend to
achieve higher competitiveness. Technological innovation has the strongest effect (B = 0.362, p <
0.05), confirming that innovation is a key driver of competitive advantage in the sector. Stakeholder
relationship management also has a significant positive effect (B = 0.276, p < 0.05), indicating that
firms that maintain strong stakeholder relationships are more likely to enhance their market position
and performance.

Based on these results, all null hypotheses are rejected, as each independent variable significantly
influences competitive advantage. The findings reinforce the importance of integrating strategic
positioning, innovation, and stakeholder engagement to effectively leverage market opportunities in
the Nigerian oil and gas sector.

Discussion of Findings

The findings of this study revealed that market positioning strategies have a significant positive
effect on competitive advantage among firms in the Nigerian oil and gas sector. This suggests that
firms that clearly define their market identity, differentiate their services, and align their offerings
with customer needs are more likely to outperform competitors. This finding is consistent with the
work of Aremu and Lawal (2019), who found that effective positioning strategies enhance brand
strength and customer loyalty in Nigeria’s energy sector. Similarly, Oladipo and Ibidunni (2021)
reported that strategic positioning significantly improves firm competitiveness by enabling
organizations to exploit market gaps and create unique value propositions. The implication is that
firms in the Nigerian oil and gas sector must move beyond generic service delivery and adopt
deliberate positioning strategies to remain competitive in an increasingly saturated market.

The study also found that technological innovation has the strongest influence on competitive
advantage among the variables examined. This highlights the critical role of digital transformation,
automation, and advanced operational technologies in enhancing efficiency and reducing
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operational costs. This finding aligns with the study by Nnadi, Eze, and Okeke (2022), which
established that technology adoption significantly improves productivity and cost efficiency in
Nigeria’s oil and gas firms. In the same vein, Deloitte (2023) reported that firms leveraging digital
oilfield technologies and data analytics achieve superior performance and improved decision-making
capabilities. These findings reinforce the argument that technological capability is no longer optional
but a strategic necessity for firms seeking to maintain relevance and competitiveness in the evolving
global energy landscape.

Furthermore, the results indicated that stakeholder relationship management has a significant
positive effect on competitive advantage and market positioning. This underscores the importance
of maintaining strong relationships with host communities, regulators, investors, and other key
stakeholders. The finding supports the study by Osemeke and Adegbite (2019), which found that
effective stakeholder engagement reduces conflicts and enhances operational stability in the Niger
Delta region. Similarly, Eniola and Entebang (2020) observed that firms with strong stakeholder
relationships are better positioned to build trust, enhance reputation, and achieve long-term
sustainability. This is particularly important in the Nigerian oil and gas sector, where community
relations and regulatory compliance play a crucial role in determining operational success.

The combined effect of market positioning strategies, technological innovation, and stakeholder
relationship management was found to significantly explain variations in competitive advantage.
This suggests that firms must adopt an integrated strategic approach rather than focusing on
isolated factors. This finding is in line with the study by Teece (2018), which emphasized that
dynamic capabilities, including innovation, strategic alignment, and stakeholder integration, are
essential for sustaining competitive advantage in complex industries. Similarly, Babalola and Abiodun
(2020) found that firms that combine strategic positioning with technological capability and
stakeholder engagement achieve higher performance outcomes in Nigeria’s industrial sector.
Another important insight from the study is that while market opportunities exist in abundance
within the Nigerian oil and gas sector, the ability to exploit these opportunities is largely dependent
on internal capabilities and strategic orientation. This finding corroborates the work of Ibrahim and
Abdullahi (2021), who argued that firms that lack strategic alignment and innovation capacity often
fail to capitalize on available market opportunities despite favorable external conditions. It also aligns
with the resource-based perspective, which emphasizes the role of firm-specific capabilities in
achieving superior performance.

The findings also suggest that firms that invest in innovation and stakeholder engagement are better
able to navigate the challenges associated with the Nigerian business environment, including
regulatory uncertainties and infrastructural constraints. This is supported by the study of Okoye and
Ezejiofor (2020), which found that firms with strong adaptive capabilities are more resilient to
environmental uncertainties. In the same vein, McKinsey (2022) reported that energy companies
that prioritize innovation and stakeholder collaboration are better positioned to manage risks and
sustain growth in volatile markets.

Overall, the discussion of findings demonstrates that achieving competitive advantage in the
Nigerian oil and gas sector requires a holistic approach that integrates market positioning,
technological innovation, and stakeholder relationship management. Firms that effectively combine
these elements are more likely to leverage market opportunities, enhance performance, and sustain
long-term growth. The consistency of these findings with existing empirical studies further
strengthens the validity of the study and underscores its contribution to knowledge in the field of
strategic management and energy economics.
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CONCLUSION

The study concludes that firms in the Nigerian oil and gas sector can only effectively leverage market
opportunities when they adopt a strategic combination of market positioning, technological
innovation, and stakeholder relationship management. The findings clearly demonstrate that
competitive advantage is not accidental but a function of deliberate strategic actions. Firms that
invest in defining their market position, differentiating their services, and aligning with customer
needs are more likely to achieve superior performance and sustain relevance in a competitive
environment.

The study further establishes that technological innovation is the most critical driver of competitive
advantage within the sector. Firms that embrace digital transformation, automation, and data-driven
decision-making are better equipped to improve efficiency, reduce operational costs, and respond
to market dynamics. In contrast, firms that lag in technology adoption risk losing their competitive
edge in an increasingly globalized and innovation-driven industry.

In addition, stakeholder relationship management emerged as a significant factor influencing both
competitive advantage and market positioning. Firms that maintain strong relationships with host
communities, regulators, and other stakeholders are more likely to experience operational stability,
enhanced reputation, and long-term sustainability. Overall, the study concludes that a holistic and
integrated strategic approach is essential for firms seeking to maximize market opportunities and
maintain competitive advantage in the Nigerian oil and gas sector.

RECOMMENDATIONS

1. Firms in the Nigerian oil and gas sector should develop clear and deliberate market
positioning strategies that focus on service differentiation, customer value, and brand
strength in order to enhance their competitive advantage.

2. Companies should invest consistently in technological innovation, particularly in digital
transformation, automation, and data analytics, to improve operational efficiency and remain
competitive in a rapidly evolving industry.

3. Oil and gas firms should strengthen stakeholder relationship management through effective
community engagement, regulatory compliance, and corporate social responsibility
initiatives to ensure operational stability and long-term sustainability.
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