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ABSTRACT
This study focuses on the impact of production planning and development on marketing activities of an organization. It brings with the examination of problems which leads to the decision to embark on this research in the first place and goes on to outline the objectives of the study and as well set out the research questions from which the research hypothesis were formulated. The research methodology was explained outlining methods and instrument used in the research.Questionnaires were the major instrument employed in gathering the primary data for the work. Means of frequency tables and percentage analyzed the data being collected, some of the findings include the following. That product planning and development creates distinctive advantages in product performance and price through the effort of management. 
That product planning and development leads to good customer’s perception of the products in the market place. Some recommendations were equally made on a few areas which includes the following: That producers, managers and marketers should always be engaged by business firms for the firm to reap from their expertise. That planning should always be made before development to ensure that the product developed is what the customers need and required.
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CHAPTER ONE
1.0 INTRODUCTION
1.1	BACKGROUND OF THE STUDY
Companies from time to time come up with new products from time to time and introduce them into the market; old products as well are often modifies and made new though the help of its management processes and procedures. In fact, any organizations its management fails to plan and develop new products usually have limited study in the organization, hence, the need for product planning and development.
According to elder E.C. OI (2005:39) a lot of products fail for several reasons yet, there are still various solutions available to ensure that products succeed in the organization. One of such is the over-estimation of the target market which may result in low demand and one of such solutions is adequate and proper managerial planning and development of the product. Secondly, product failure is an indication that such a product is not welcomed by the customers. In order words, it lacks customer’s satisfaction.
Henceforth, this research work focuses on product planning and development to management. It is the position of this research work to ascertain how product planning can be used to prevent product failure by ensuring management efficiency.




1.2	STATEMENTS OF PROBLEMS
	Many problems were involved in this study. The most prominent of these problems are whether products planning and development can lead to management efficiency.
Efficiency is capable of preventing product failure, whether product planning and development can facilitate organization competitive capability, whether product planning and development can take care of unpredictable change in the customer’s performance and whether in the planning and development creates distinctive advantages in product performance and prices.

1.3	OBJECTIVE OF THE STUDY
To ascertain, the various ways product planning and development can enhance management efficiency.
To reveal how product planning and development can be used to caution changes in customers performance.
To find out how product planning and development can be used to creates distinctive advantages in product performance and price.
To determine how product planning and development can prevent product failure in the market place.
To find out how product planning and development can increase organizational competitive ability.



RESEARCH QUESTION
The following are the research questions relevant to the study.
What does product planning and development creates distinctive advantage in product performance and price?
What does product planning and development prevent in the market place?
To what extends can product planning and development increase organizational competitive ability?
To what extends can product planning and development caution the efficiency of unpredictable change in customer’s performance?
What does product planning and development prevent through efficient management?

1.5	THE SIGNIFICANCE OF THE STUDY 
The research is very significant in various respects in the first place, it is significance in the sense that it exposes the various ways product planning and development can help to achieve management efficiency, therefore, it is important to management and managing director’s practissioners.
It is also of value to business organization as well, the project will help to reveal product planning and development which can be used to caution unpredictable change in workers performance at work.

1.6	RESEARCH HYPOTHESIS
	To achieve the objective of the study the following hypothesis are formulated.

Hypothesis One
Ho – Good quality and performance product offers significant advantage over existing competing items.
Hoi – Provision of follow up for the product after introduction.
Hii – Provision of sufficient quantities to meet demand.

Hypothesis Two
Ho – Organization changes aimed at strengthening new product planning.
Hi – Improve screening and evaluation of ideas and product
Hii – Better marketing research to evaluate market needs.

1.7	THE SCOPE OF THE STUDY
The area covered by the study includes product planning and development organizational competitiveness, management efficiency, management concept, workers performance and concept.
The research is being structural and directed on Terra Seasoning Introduction Model and the staff of company consist the population of the research work which the population sample is being selected.

1.8	DEFINITION OF TERMS
Appraisal: This is assessment of an organization to ascertain whether it would produce the expected result.
Efficiency: This term is used to denote a state of minimizing cost, while at the same time, maximizing quality and quantity without addition of resources.
Management: This term is best refers to the act or process of carrying out the affaire of an organization in a co-ordinate number to achieves a co-operate goals.
Performance: This term is refer to as the end result of organization activities.
Development: This refers to the process and procedures undergo in bringing somethings into existence or an already existing items been modifies.
Plan: This term refers to blue print of organizational activities.
Planning: This term refers to the process of forecasting the failure i.e. knowing what to do tomorrow today.













CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION
	This chapter shall discuss literature related on impact of product planning and development on marketing activities of an organization. It shall discuss conceptual review, theoretical review and gaps in literature.

2.1	CONCEPTUAL REVIEW
	The major aim of product planning and development is to design a product which must satisfy the ultimate wants of the customer in its performance durability simplicity of operation and at a cost affordable to the consumers. It also focuses its attention in finding or discovering a porotype that embodies the key attributes in it’s product concept and management.
However, the ultimate aim of product development is to make immolation or improvement and it is always that responsibility of research department.

2.2	THEORETICAL REVIEW 
	Product theory holds that consumers will favour those products that offers the most quality, performance or innovative features. Managers in this organizations focus on making superior products and improving them over time. They assume that buyers admire well made products and can evaluate quality and performance.
	According to Kolter 2004, assumptions of products concepts are:
Consumers are solely interested in product quality for their money.
Consumers buy product rather than solution to needs.
Know quality and features difference of competing brands.
Hold customer loyalty on by continuous product quality improvement.
Marketing theory begins with the determination of needs and wants of target markets and then the organization adopts itself through marketing mix that is the 4P’s (Price, Product, Place and Promotion) towards effective and efficient delivery of the satisfaction of these needs and wants. The market concept challenged the preceding concepts instead of a product – centered “make and sell” philosophy, we shift to a customer – centered, “sense and respond” philosophy. The job is not to find the right customers for your products but the right products for your customers.
	Marketing theory holds that the key to achieving its organizational goals consist of the company being more effective than competitors in creating, delivering and communicating superior customer value to its chosen target markets. Various departments have to come together to project a positive and united business image in the minds of the customer. Marketing involves interconnected marketing activities to ensure that the customer is likely to purchase their product rather than competition.

2.3	GAPS IN LITERATURE
Research and development is an investigative activity that a business organization chooses to conduct with the intention of making a discovery that can either lead to the development of new products or procedures, or to improvement of existing products.
Research and development is one of the means by which management of every business can experience future growth by developing new products or processes to improve and expand their operations.
Research and development may be carried out by an organization for the following reason.
To improve on personnel capacity and capability
To plan ahead of time
To be able to improve new products
To modify existing products
To develop new product and
To create a level playground for participation
Research and development enhances products which may provide a marketing level with which to obtain an improvement in the products market share. It ensures processes and procedures organization activities are expected to be carried out.

2.4	THE SCOPE OF PRODUCT PLANNING AND DEVELOPMENT
The brief scope of product planning and development includes management decision making in the following are:
The type of products the firm should make and buy as well if the company should expand or not.
The study of the new use of each product

The firm should decide and know he brand, package and label that should be used for each product, in what sizes and colour.
The company should determine what qualities and quantities the products should be produced.
The company should determine prices the products should be charged for each product.

2.5	THE NATURE OF A NEW PRODUCT
Nwokoye (1999:106) says that a new product is one that is new to the company but not necessarily new to the market organization. 
Less than ten percent (10%) of all new products are truly innovation and new to the world, meanwhile these products involves the risk because of their some time being new to both the company and the market place as well.
Anyawu (1999) adds a new product is anything that is perceives as such by the consumer or with which the firm has no previous experience, the first definition permits the inclusion of variance in existing products and their packaging as well a totally new products.

2.6	THE CATEGORIES OF NEW PRODUCT
New products are categories as follow:
Products that are really innovated, these includes product that are actually unique.

Replacement for existing products: these refer to replacement of existing products that entails a significant difference from the existing article.
Imitative products: these refers to products  that are new to the company but are not considered new to the market and are intended for capturing a large share of the market by the firm, it may only change some product features such as designing, colour etc.
New to the world products: these are now product that creates an entire new market.
New product lines; new products that allows a company o enter an established market for the first time.
Addition to existing product line: new products that supplement existing and established product lines such as package size, flavor, etc.
Improvement and revision of existing products: these refers to new products that provide improved performance and greater perceived value and replace existing product.
Reposition: this category refers to existing products that are targeted to new market or market segments.

2.10	STEPS TO NEW PRODUCT DEVELOPMENT
New product development requires many steps which must be followed logically of which any mistake, the process can lead to serious failure either in the introducing stage of the product or later.


The steps include:
Step 1: PRODUCTION IDEALS
New product developments start with ideas being formulated, the ideas many come from sales or services, managerial process and procedures, people, non-management or marketing employees, consumers, middle trade association, private research to carry out the new development function required.
Step 2: PRODUCTION SCREENING
Many ideas generated at the first stage are reduced to a few work to exploration. The screening stage may have two stage, first to take raw ideas and develop them into potential products that are not consistent with the firms objectives and resources structure. Second, an idea that may seen perfectly capable of achieving market success may be an almost insurmountable production, financial or personnel difficulties.
Step 3: ANALYSIS OF IDEAS
This step sees the firm engaging in a formal economic analysis of the product proposal that pass secreting stage, the next stage here will now be for it to be subjected, it intensive are the qualifications of demand risk investment cost and profitability.
Step 4: PRODUCT STRUCTURING
A product structuring stage is that stage that the plastically characteristic of the product that are most amendable to the firm’s production and marketing system are worked out, here, the basic nature of the product is determined, certain features such as colour, can skill be carried after the marketing existing stage.
Step 5: MARKET TESTING PROCESS
Market testing and other commercial experiment in limited geographic area would be conducted at the stage officiates and ascertaining the feasibility of the full marketing programme. In this stage however the fuel design and production factors may be have to be adjusted as a result of test findings. At this stage, management must make a decision as to whether to market the produce to commercially or not.
Step 6: FULL-SCALE PRODUCTION & MARKET
When the development process is researched at this stage then the production would be launched, the goals of this phase is to carry out the marketing plan until the product becomes a regular feature of the firms.

2.11	ORGANIZATIONS FOR VIEW PRODUCT DEVELOPMENT
Marketing Committee: a committee is usually changed with the responsibility of screening and suggesting now product.
Idea people who have idea or can gather information about the product from consumers and middleman may contribute to the success of the programme.
Manager system: this is a method where a product manager directs all the various aims of the corporation towards a new product development. 
A product development department: this is a method whereby a special product development department is being established with the charge of reporting directly to top management.

2.9	CURRENT LITERATURES OF PRODUCT PLANNING AND DEVELOPMENT
A research work carried out by ndaa, evans in 1997 at the Rivers State University of Science and Technology title “the role of product planning and development in management effort” it was discovered that:
Product planning and development is vital for management effort to be fulfilled.
Product planning and development is the bed rock of product success or failure.
Product planning and development makes the work of the marketing team and sales force easier.
The essence of product planning and development is to incorporate the values of the management concept in every product to ensure customers satisfaction.

2.10	SUMMARY
Product decision may relate to the modification of existing product or the introduction of a new product development. An organization has to decide whether or not there is a need to offer a new product. 
New product failure refers in today’s market is high and the cost of development and learning a new product is equally high. In effect, the risk involved in product planning and development seems enormous. It is equally risky not to offer new product.
CHAPTER THREE
RESEARCH DESIGN AND METHODOLOGY
3.0	INTRODUCTION
	This chapter deals with the scope, research and methodology employed in gathering and analyzing data for this study.

3.1	RESEARCH DESIGN
A design according to Nwanna (1981), is a number of decisions which need to be taken regarding data collection before ever survey, it also refers to the collecting of data when no specific control is exercised over any of the factor influencing the variable of interest. 

3.2	SOURCES/METHODS OF DATA COLLECTION
In searching and gathering information for the study, two main sources of data collection are primary data collection and secondary sources of data collection.

3.3	PRIMARY DATA COLLECTION
The primary data adopted for the research study was the questionnaires distributed and collected from various groups. The questionnaire is divided into two parts includes: section one personal data.

3.4	SAMPLING TECHNIQUES
This refers to how the sample size was selected. In this research, systematic random sampling techniques were adopted to carry out this research work easily and to save time.
3.5	VALIDITY AND RELIABILITY OF MEASURING INSTRUMENT
The relevance of data collection is ascertained by the validity and reliability of the measuring instruments. Validity here refers to the degree to which the result of a given study can be generalized to a broader target population while reliability on the other hand, is the degree of the consistency of the response receives from the respondents.

3.6	METHOD OF DATA ANALYSIS
The data collected were analyzed using the description approach supported by tables and percentages in analyzing the collected data. The data include questionnaire and responses given. The information gathered through the questionnaire is used in chapter four of this study.











CHAPTER FOUR
4.0 INTRODUCTION
In this chapter, the data collected for this research are presented and analyzed using percentages. Each question is the questionnaire is restated and the response were analyzed and presented in a tabular form.

4.1 PRESENTATION OF DATA
In process of carrying out this research study, the total number of one hundred and ten was selected as the sample size and was selected as the simple size and was distributed to one hundred and ten respondents but a total of one hundred and six questionnaires was properly filed and returned while four questionnaire was returned but not properly filed.

4.2	ANALYSIS OF DATA
Question 1: Do you think that product planning and development caution the effect of unpredictable changes in customers performance?
Table 4.2 show the responses to question 1
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	8
	22
	69
	99
	97

	No
	0
	2
	5
	7
	5

	Total
	8
	24
	74
	106
	100


Narration: The table above shows that 8 managers, 22 supervisor and 69 other agreed to the question while 2 supervisor and 5 other disagreed to the question.
Question 2: Does management enhance product planning and development towards creating distinctive advantages in product performance and price?
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	8
	22
	70
	100
	97

	No
	0
	3
	4
	7
	3

	Total
	8
	24
	74
	107
	100


Narration: The table above shows that eight managers, responded positively to question with twenty-one supervisors as well as seventy others, making up the total of one hundred positive responses.

Question 3: Does management through product planning and development prevents products failure in the market place?
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	7
	18
	66
	91
	89

	No
	1
	6
	8
	15
	11

	Total
	8
	24
	74
	106
	100


The table above shows that while seven managers, eighteen supervisors and sixty six others agreed. Positively to the question, one manager, six supervisors and eight other disagreed to the question, making up the total of ninety-one positive and fifteen negative response respectively.


Question 4: Would you say that product planning and development enhance organization competitive ability.
Table 4.4 below show that the rate of responses to question numbers iv:
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	8
	23
	68
	99
	98

	No
	0
	1
	6
	7
	2

	Total
	8
	24
	74
	106
	100


	The above table shows that while eight managers, twenty-three supervisors and sixty eight others responded. Positively to the question, one supervisor alongside with six others respondent negatively to the question making up ninety-nine positive responses and seven negative responses respectively.
Question 5: Does management through product planning and development generally ensures marketing efficiency?
Table 4.5 shows the responses to question v
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	7
	22
	64
	93
	95

	No
	1
	2
	10
	13
	5

	Total
	8
	24
	74
	106
	100


The table above shows that while seven managers, twenty-two supervisor and sixty-four others responded positively to the questions, two supervisor, one manager alongside with others responded negatively to the question at eh total rate of ninety-three and thirteen responses respectively.
Question 6: Do you think that product planning and development lead to the production and marketing of quality products?
Table 4.6 shows the response to the question.
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	8
	23
	72
	103
	99

	No
	0
	1
	2
	3
	1

	Total
	8
	24
	74
	106
	100


The table above shows that while eight manager, twenty three supervisors and seventy-two others, agreed with the question while one supervisor and two others disagreed with the question , hence, the total responses of one hundred and three and three respectively and ninety-nine and one percentage rates respectively.
Question 7: does product planning and development ensures effective allocation of scare resources in production process?
Table 4.7: shows the responses to question vii
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	8
	24
	72
	104
	99

	No
	0
	2
	2
	2
	1

	Total
	8
	24
	74
	106
	100


The table above shows that all eight mangers agreed with the question alongside with twenty-four supervisor and seventy-two others, meanwhile only two others disagreed with the question, hence, total result of one hundred and four and two at ninety-nine and one percentage respectively.
Question 8: Does efficient marketing of a product begin production and development stages?
Table 4.8 responses to the question
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	8
	23
	73
	105
	99

	No
	0
	1
	1
	1
	1

	Total
	8
	24
	74
	106
	100


This above table shows that while all eight managers, twenty three supervisor and seventy-three others respondent negatively to the question, hence, the total result of one hundred and four and two with ninety nine and one percentage respectively.
Question 9: Does frequent changes necessitates the need for product planning and development?
Table 4.9 below shows the responses to question ix
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	8
	21
	72
	101
	99

	No
	0
	3
	2
	5
	1

	Total
	8
	24
	74
	106
	100


Table 4.9 above shows that eight managers agreed to the question positively alongside with twenty-one supervisors and seventy-two others, while three supervisors and two others disagreed with the question, this bringing the total responses to one hundred and one, and five as well as ninety-nine and one percentage respectively.
Question 10: Do you agree that the ultimate aim of product planning and development is to ensure customers satisfaction?
Table 4.10 responses to question 10
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	8
	24
	74
	106
	100

	No
	0
	0
	0
	0
	0

	Total
	8
	24
	74
	106
	100


The table above shows that the total of eight managers agreed positively alongside with the total seventy-four supervisor as well the total seventy-four others, meaning that there is no negative responses to this question, hence, the total result of one hundred and six positive and zero negative responses and one hundred and zone percentage respectively.
Question 11: Do you think that cost of product planning and development weights its benefits?
Table 4.11 shows the responses collected on question xi.
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	1
	4
	6
	11
	6

	No
	7
	20
	68
	95
	94

	Total
	8
	24
	74
	106
	100


This table shows that one manager, four supervisor and six others agreed with the question, while seven manager, twenty supervisors and sixty-eight others disagreed with the question. Therefore, a total of eleven positive responses to ninety-five negative responses, resulting to aggregate percentage of six and ninety- four respectively.
Question 12: Do you agree that research and development should be consulted before product plans are prepared?
Table 4.12 responses to question xii
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	8
	23
	72
	103
	99

	No
	0
	1
	2
	3
	1

	Total
	8
	24
	74
	106
	100


This table here shows that while eight managers twenty-three supervisor and seventy-two other agreed positively to the question, one supervision and two others responded negatively to the question thereby bring the total  result of one hundred an three and it’s percentage as ninety-nine positive against one negative respectively.
Question 13: Does management terms has a role to play in product planning and development?
Table 4.13: Shows the responses that resulted from the question
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	8
	23
	73
	104
	99

	No
	0
	1
	1
	2
	1

	Total
	8
	24
	74
	106
	100


The table above shows that all the eight managers, twenty-three supervisors and seventy-three others agreed to positive view on the question, while only one supervisor and one others as well disagreed.
Question 14: Do you think that product planning and development applies only to large scale enterprises?
Table 4.14 shows the responses to question xiv
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	1
	5
	7
	13
	7

	No
	7
	19
	67
	93
	93

	Total
	8
	24
	74
	106
	100


The above table shows that while only one manger, five supervisors and seven others agreed positively to the question, seven managers, nineteen supervisors and sixty-seven others disagree to the question hence, the total result of thirteen and ninety-three respectively.
Question 15: Does product planning and development can enhance marketing efficiency?
Table 4.15 shows the responses to question xv
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	8
	21
	73
	102
	100

	No
	0
	3
	1
	4
	2

	Total
	8
	24
	74
	106
	100


From the table above, it shows that while all the eight managers, twenty-one supervisors and seventy-three others agreed positively to the question, three supervisors and one other disagreed with the question.

4.3	DISCUSSION OF FININGS
Out of the one hundred and six (106) respondents, ninety (99) people stated that product planning and development caution the effect of unpredictable charge in customers performance while seven (7) people held that the opposite is true.
Another ninety-nine (99) people also said that management exchange product planning and development towards creating distinctive advantages in product performance and price but seven (7) people also responded the product planning and development is capable of enhancing organizational competitive ability, while seven (7) persons held that the entry view is best suited.
Also, while ninety-three (93) people said that product planning and development generally ensures marketing efficiency, thirteen (13) people said it does not.
Again, about one hundred and three respondents agreed that product planning and development leads to the production and marketing of quality products, but only three (3) people answered in negative view while one hundred and our (104) respondents said that product planning and development ensures effective allocation of scarce resources in the production process, but two person held the opposite view.
Another one hundred and our (104) people said that efficient marketing of a product from the product planning and development stages, only two (2) people held the opposite view.
Finally, one hundred and one (101) respondents affirmed that frequency changes in consumer’s performances necessitates the need for efficient product planning and development but five (5) persons degreed to the view. However, a total of one hundred and six (106) respondents agreed that the ultimate aim of product customer satisfaction at all time.
The above stated facts were the finding that I made from the research
CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.0	INTRODUCTION
Having analyzed data in the chapter preceding this, we will present the summary of our findings.

5.1	SUMMARY OF FINDINGS
The following are findings drawn from the study.
Management through product planning and development create distinctive advantages important performance and price.
Management enhances product planning and development thereby preventing product failure in the market place process.
Product planning and development is capable of enhancing organizational competitive ability
Product planning and development ensure effective allocation of source resources in the production process.
The ultimate aim and concern of product planning and development is to ensure total customers satisfaction.
The cost product planning and development does not out weight it’s benefit.
Research and development should be consulted before product plans are prepared
The marketing terms has a role to play in product planning and development stages.
Product planning and development applies not only to large scale enterprises product planning and developments actually improve organizational efficiency.
 The efficient marketing of a product being from the planning and development stage.
Production planning and development cautions the effects of unpredictable changes in customers’ performances.
Product planning and development generally ensures marketing efficiency and that.
Frequency change in customers’ performance necessitates the need for effective planning and development of products.

5.2	RECOMMENDATION
The following recommendations have being made with the acceptance that they will help to strengthen the relationship between planning and development and management efficiency.
It is recommended that experts such as production mangers in collaboration with research and development staff should be consulted when preparing product plans to ensure that they will bring their  expertise to bear on the job as this will ensure that plans are well prepared and product will developed in line with the prepared plans. 
It is as well recommended that product plans should always be followed, means while, and management approval must be sought before any alteration is made on the product plan. This will ensure that original product plans are strictly adhered to. 
It is also recommend that product should be assessed after development to ascertain whether the resultant product conforms to the original plans. Corrective actions should as well be taken to align products with the stipulations of the product, plan, especially if any form of deviation is being noticed.
It’s recommended that before, production plan are prepared, marketing personnel should be consulted or ascertain what the customers themselves feel about such product being developed.
Marketers as people who come into close contact with the customers usually know more about their feelings, desires and preferences regarding any products.
Hence, their advice will be valuable in the planning and development of any product.
· 
5.3	CONCLUSION
From the finding stated above, the following can be said to be the conclusion drawn:
That management through product planning and development prevent product failure in the market place and it is capable of unhandy organization.
That product planning and development leads to the production and marketing of quality goods and it is as well ensures effective allocation of resources in the production process.
That product planning and development caution of effect of some unpredictable changes in customers performance because it creates some distinctive advantage in product performance and price in the market place
Frequent changes in customer’s performance necessitable the need for product planning and development, but the ultimate goals of management ensuring product planning and development 	is to satisfy the utmost desire of customers.
Efficient marketing of a product being from the product planning and development stage.
· 












QUESTIONNAIRES
INSTRUCTIONS
· Please tick right, as you tick appropriate in any of the provided space against each question.
· Not as well that double or multiple answers to any one participation question vender such answers in valid and will be rejected.
Section One (Personal Data)
Name:
Bank/position:
Sex:			
Marital status: 	
Section two (the impact of production planning and development to management efficiency)
1.	Do you think that management through product planning changes in customer’s performance?
Manager: 
Supervisors: 
Others: 
2.	Does management enhance product planning and development create destructive advantages in product performance and price?
Manager:   	
Supervisor: 
Others:
3.	Does management through product planning and development prevent		product failure in the market place?
Manager: 
Supervisor: 
Others:
4.	Would you say that product planning and development enhances	organizational competitive ability?
Manager: 
Supervisor: 
Others:
5.	Does management though product planning and development generally	ensures marketing efficiency?
Manager:
Supervisor: 
Others:
6.	Do you think that product planning and development leads to the	production and marketing of quality products?
Manager: 
Supervisor: 
Others:
7.	Does product planning and development ensures effective allocation of	scare resources in the production process?
Manager: 
Supervisor: 
Others:
8.	Does efficient marketing of product beings from the production and	development stages?
Manager:
Supervisor:
Others:
9.	Does frequent changes necessitates the need for product planning and\	development?
Manager:
Supervisor:
Others:
10.	Do you agree that ultimate aim of product planning and development is	to ensure customers satisfaction?
Manager: 
Supervisor: 
Others: 
12.	Do you think that the cost of product planning and development out weight it’s benefits?
Manager:
Supervisor:
Others:
13.	Do you agree that research and development should be consulted before product plans are prepared?   
Manager:
Supervisor:
Other:
14.	Does management term has a role to play in product planning and development 
Manager:
Supervisor:
Others:
15.	Do you think that product planning and development applies to large scale enterprises?
Manager:
Supervisor:
Others:
16.	Does product planning and development enhance marketing efficiency?
Managers:
Supervisors:
Others:
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