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CHAPTER ONE
INTRODUCTION
1.1 Background to the Study
This era of marketing orientation or concept has made firms to look at customers’ needs in designing their offer (product). By marketing concept, we mean the marketing philosophy which holds that the key to achieving organizational goals consist of being more effective and efficient than competitors in integrating marketing activities towards determining and satisfying needs and wants of markets. 
This is in contrast with product concept which holds that consumers will favour those products that offer the most quality, performance or innovation features. The emphasis is on superior product quality and improvement overtime.
Because the consumers have become the central focus in the marketing concept, it becomes pertinent that firms should produce in light of the consumer’s needs, which is the tenet of the embark on marketing strategy in the development of product planning to offer the consumers. Thus, marketing strategy is inevitable in product planning and development in its effect is highly a positive one. This is because it is by the use of marketing strategy firm will know the exact needs of the market she intends to serve and the characteristics of the target consumers. Marketing strategy is one of the tools used by firms or marketers in improving the quantity and quality of decision making and better understanding of the market place of dynamic environment. A marketing strategy model studies who are my customers, where they are what did they want, and how I get there, with what effects. A marketing that builds a product or creates a service and then sits back and waits for things to happen usually discovers that not much happen. 
The fact remains that after you’ve produced the best product, packaged it brilliantly. Priced it rightly distributed it magnificently, and positioned it to best meet the needs of the customers, you would have wasted all these marketing efforts, if nobody knows you have done all these things such is the conscience of marketing research. This finding will enable the firm to appropriately plan the right price, deliver the products to the right place to reach the consumers and communicate them through the appropriate means as well.
Marketing strategy is seen as a systematic gathering, recoding and analyzing of data about problems relating to the marketing of goods and services, which includes investigation of market, segments, product differentiation, channel relationships, effectiveness of salesmen and advertising, pricing practices etc. This means that market potentials and market shares studies to assessments of customers satisfaction, and purchase behaviours, to studies of pricing, product, promotion and distribution.
This justifies how the view about marketing, as the process of researching into and identifying customers’ needs and wants for the purpose of creating goods and services and facilitating their transfer into the hands of customers through the specialized functions of pricing, promotion, and distribution.
In view of this product strategy refers to all activities involves in setting product goals and means or strategies to realize them within the firm’s framework or product policy. It is a careful predetermination of future states of nature (or the environment) and the arrangement of programmes to take advantage of them from this. It means that marketing strategyis one of the major activities that enables firms determine what product to offer to the market. One can say in this era of marketing concept and as revealed in the above statement that marketing strategyis a part of product planning developed, and such a relevant part played that if ignored, will render the whole organization effort useless, hence her (the forms) objectives will not be realized or achieved.
Once more, a little understanding of what marketing and marketing strategy are again will help as appreciate the above statement. Marketing according to Okafor (1995:7) quoting the institute of marketing London, is the management process that is responsible for identifying anticipating and satisfying consumer’s requirements profitably. Also marketing strategy in the same Okafor (1995:31) refers to all human activities scientifically directed towards the enhancement of the organizations offerings (products) and the solution to the marketing. We can see that marketing is basically concerned about the future. In order to be able to identify, anticipate and perfectly satisfy the consumers’ needs profitably means that the organization need abundant vital information at regular intervals to be able to predict consumers buying behaviour during the short and long-terms basis. Supplying this vital information is necessary to aid marketing decisions for effective and efficient satisfaction of consumers’ needs now and in the future is that marketing strategy does. This agrees with the determination of marketing as seen above.
Again it has been found that some organizations totally ignored and some paid little attention to marketing strategy in their product planning development, due to ignorance of the beneficial effect and may be because of cost associate in running or maintaining the marketing strategy department. This study is designed to reveal how inevitable marketing strategy is in product planning development, its benefits, and as well as the consequences of operating without it or ignoring it especially in consumer-marketing oriented firms, knowing the rate of competition in the market, the rate of change in consumer tastes and preferences, the nature of the economic and the dynamic nature of the business market environment.
Therefore, it is the researcher’s wish to examine the effectiveness of marketing strategy on new product development, using Lubcon limited kwara state as a case study
1.2   Statement of the Problem.
There are some producers who failed to carryout marketing research and those who carryout theirs failed to highlight the problem associated with marketing research on product development.
The problem are how to carryout marketing research, the strategies and the techniques to be used in carrying out marketing must be identified.
1.3	Research Question
In order to effectively achieve the aims and objectives of this study, the researcher formulates certain questions this is to ascertain the corrective ness and significance or otherwise of the research topic under consideration (i.e.) the effects of marketing strategy on new product development in a manufacturing company  

The following research questions are hereby written as follows;
i. Which help marketing strategy rendered in development of new product?
ii. What are the approaches and scientific procedures that modern business executives can apply in decision making?
iii. What are the needs for product development through a well-planned marketing research?
iv. What is the impact	of marketing	strategy on new product         development?
1.4	Objective of the Study
At the end of this research study, the researcher intends and wishes to achieve the following objectives:
i. To reveal how marketing strategy can help in the development of new products.
ii. To show how the modern business executives can apply a truly analytical approach and scientific procedures to decision making.
iii. Another factor that leads to this research work is the need for product     	development through a well-planned marketing research.
iv. To help modern business executive in the analysis and evaluation of the marketing decision that have been taken.
v. Finally, this study aims at showing the impact of marketing strategy on             new product development.
15	Research Hypothesis
The following research hypothesis formed the basis of study
Ho: Marketing Strategy does not have positive contribution to the success of a new product development.
H2: Marketing Strategy have positive contribution to the success of a new product development.
 Ho: Marketing Strategy does not help in good packaging and brand design of a new product.
H2: Marketing Strategy help in good packaging and brand design of a new product
1.6	Significance of the Study
The significance of this study is to show how new product can be developed through a well planned and executed marketing strategy in order to enhance and maintain efficiency, high standard production and effective marketing operations. This study is design to show the benefits that lies to any production and marketing firm which have taken the pain to effectively and efficiently carryout marketing research before developing new products



1.7	Scope of the Study
It is designed to cover some data and information needed to create and stimulate demand and supply of products that can efficiently meet and satisfy the needs of both the current and potential customers.
Other areas to be covered in this study include the concept of marketing research, its scope and procedures, meaning of product and product classification, product life cycle, strategies in product development, stages in product development, market and product modification techniques as well as data collection, classification and analysis in marketing research.
1.8 DEFINITION OF KEY TERMS.
In the course of this study, many terms and concepts will be encountered especially by users of this project work. Therefore, for easy comprehension and understanding, the researcher has taken the pain to define some of the key concepts and terms.
MARKETING: Can be define as “ the process of planning and executing the conception, pricing, promotion and distribution of ideas, goods and services to create exchange that satisfy individual and organizational objectives” American Marketing Association (AMA) 2018.
PRODUCT: Product is everything that one receives in an exchange. It could be an idea, goods, services, or any combination of the three.
PRODUCT DEVELOPMENT: It refers to the process of technical development in the laboratory depending on the product, safety test, quality service etc.
MARKETING RESEARCH: Marketing research is the process by which business find out about customer’s needs, wants and desires.
STRATEGY: It is a unified, comprehensive an integrated plans and cause of action designed towards the achievement of set objectives.
POLICY: It simply means a pre-determined method, process and way through which a set objective can be achieved.
DATA AND INFORMATION: Data simply means group of non-random symbol which represent quality, action or things. Information refers to a processed data with a meaning.
INTERVIEW: refers to the use of representative sample in gathering information. Interview represents a personal contact between the researcher who is the interviewer and the respondent, the interviewee.








CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION 
This chapter is about the review of various authors‟ ideas and it is also concerned with the concept and definitions of marketing research, the types of marketing research, roles of marketing research, use of marketing research, concept of product development, needs for product development and stages of the product development among others.
2.1	 Conceptual Frameworks 
Concept of Marketing Research
An inevitability result of the specialization of production and her growth of companies has been the separation of management and the market that they sell. For example, Paul revere, a highly skilled on silversmith, dealt directly with his customers.
Most of the patter, teapots and other silver items reproduced were custom made. He was immediately and directly aware of his customers’ needs and desire and their reaction to his products and the price that he charged.
Marketing research was developed as the specialized function to obtain and analyzes information about market and the company’s activities in serving its customer. In one sense, it completes a communication „loop‟ between the seller, and the market. Though advertisement and personal selling, on elaboration and formally organized system of communication is established between the seller and the market Market research is a formally organized system of communication form the market back to the seller in engineering reference, one of the functions itself it to act as a „‟feedback‟‟ loop.
The sole purpose of market research is to help companies make better business decisions about the development and marketing of new products. Market research represents the voice of the consumer in a company. A company must conduct market research so that management can be provided with relevant, accurate, reliable, valid and current information. Market research helps the marketing manager link the marketing variables with the environment and the consumers. It also helps remove some of the uncertainty by providing relevant information about the market variables, environment and consumers. Without relevant information of customers, companies cannot predict market reliably and accurately.
Research in Marketing
Marketing research is the systematic combination of logical and data to define and solve important problems in the field of marketing. The logical of cost, must be based on sound premises and the consistent in its development. While the data must appropriate to the nature of the problem and significant in quality, note that, analysis of problem is important if data are later to be selected and organized for it, we define a problem briefly as an objective to attained, the solution implies to at least a step towards objective by improving the marketing decision, the result might be increased in profit sales and advertisement, readership, perhaps decrease in selling time or marketing cost. For basic problems a solution implies a contribution to knowledge.
According to Brow and Belk (2020) that since the definition to marketing research is consistent with a broad definition of scientific methods and alternative definition would be that marketing research is the use of scientific methods, in the solution of marketing problem for an applying field, use off available combination of methods and data will provide an opportunity. To improve decision whether or not the immediate result approach the executive growth of scientific knowledge, as decisions are improved and generalization tested by application in a verity of contexts, marketing research gradually contribute to marketing knowledge. Although, marketing decision requires many judgment elements asking to an art rather than science, the fact does not prelude improving judgment through use of scientific techniques wherever appropriate. The above definition tends to agree with the one given by (Nagel 1961) in the philosophy of science. According to the Marketing Research Association (2000), "Marketing Research is the function which links the consumer, customer, and public to the marketer through information used to identify and define marketing opportunities and problems; generate, refine, and evaluate marketing actions; monitor marketing performance; and improve understanding of marketing as a process.
"Marketing Research specifies the information required to address these issues; designs the method of collecting information; manages and implements the data collection process; analyzes the results; and communicates the findings, recommendations and their implications."
According to Williams R. Davidson president of journal of marketing research, either one of the above definitions requires some application of the areas of marketing research might operate perhaps the most commonly used definition of the American Association. The committee defines marketing as „‟the performance of business activities that direct to flow of goods and services from the producer to the consumer or user‟‟ When use to help define the area of operation for marketing research, the definition does not need added explanation the marketing boundaries are not always clear because they overlap another policy areas may be illustrated by following examples
An alternative definitions of marketing might provide a more appropriate guide to the scope of marketing research, marketing consist of those businesses activities which align the needs and wants of customers its appropriate goods and services to the capabilities of the firm.
The purposes of our definition if to provide a description of the research function in the field of marketing and by doing so, to indicate the subject matter of the project. As a practical matter, there are some potentials overlap with the product design, economic and other fields where realistic, the need for co-ordinate effort may arise.
Research identifies market segment estimate market potential, measure have analyzed sales data and forecast sales is conducted essentially to answer two questions:
1. Are the target/market identifies the appropriate ones? 
2. Is the level sales and profit in each market for each product and for each distribution channels as high as it should be? If the answer to either of these questions is known a marketing problem has been identified.
Although research in marketing could be based on;
· Market measurement which is aimed towards obtaining quantitative data on potential demand over a period of time. These data relates to market potential and sales potential.
· Influences of controllable it appraises the effectiveness of current product, distribution, promotion and pricing policies and practice to plan for future.
· influences of uncontrollable it focus on factors such as the level of consumer credit, business expansion plans etc. they are seldom carries out by marketing researchers.
· Competitive situation are specifically designed to delve into competitors marketing practices and policies.
Research in marketing provides information to organization about their product, their market, competitors etc. there by making feasible accurate forecast about the future. It should be noted that the adoption of marketing research should be with caution.
Types of Marketing Research
As a field of endeavor, marketing research is relatively young and certainly expanding. Although, researchers in various kinds conducted earlier studies which we will today call marketing research. The earliest example of formal recognition in the organizational structure of a firm was in 1911, in that year the city publishing company set up what is called their commercial research department
Marketing Research could be qualitative and quantitative, primary and secondary, and basic and applied.
Qualitative and Quantitative.
Qualitative research seeks to explore and uncover answers to problems that are generic in nature or not well defined. It usually involves open-ended questions due to its lack of structure. The most common methods for qualitative research are focus groups with a small, non-random sample. Qualitative research can be time-consuming, with focus groups running well over an hour. Quantitative research, on the other hand, is used when there are already significant findings regarding the research problem. It is usually defined by structure and formality and can include telephone and mail surveys with a large, random sample.
Primary and Secondary
Primary research involves collecting data via surveys, focus groups and interviews directly from your target respondents. This method is typically difficult and time consuming. However, gathering data directly from your source will help you get firsthand accounts that are free from bias. To gather reliable data, you must prepare open-ended questions that allow you to delve deeper into your respondents‟ views. Secondary research involves gathering data from sources other than your target respondents. These sources may include government agencies, textbooks, magazines and Internet publications. Compared to primary research, secondary research consumes less time. 

However, not all data collected may be suited to your research problem.
today, marketing research is present in nearly all large and medium sized company which provides consumer goods as well as a numerous small firm companies serving industrial markets have been considered slower to make use of marketing research, although, their volume of research is now substantial. In addition to producers of goods and services, marketing research is conducted by advertising agencies, newspaper, magazines and broadcasting companies, by accordingly and management consulting firm and market research firms.
Varieties of marketing research could be identified on any of several base classification for example, product research for marketing purpose is calculated or provide a product, or to identify features having special value to customers. Generally, customers in special segment of the marketing research on price and packaging. If not given separate classification. It may fall into this group along with production design.
Production Research
If one were to selected areas in marketing in which the decisions made the most original and criteria to the success or failure of the company, the risks involve is the greatest and reliable information on which to base the decision is the most difficult to obtain, the choice for most marketing managers would be the development of an introduction to new product.
Both the failure rate and the cost of failure of new product are highly researched and development expenditure of companies in the United States for example, is running excess of two billion per year. It is evidence that much of this, is wasted in terms of producing new product when one considers that substantially less than one-half of product on which research and development are carried out even both to the market and of this one-half or more for, development are carried out even both to the market and of this one-half or more for.
As earlier stated in the statement of the problem, lack of proper marketing research by many producers is one of the reasons why products are not doing well in the market today. A study conducted by staff members of the conference board of America revealed the same thing. The study indicates that inadequate and or poorly conducted market research is an important contributory reason for new product failure.
It is appropriate that marketing research for new product is a subject or an area that deserves attention in any producing firm, the step involves consists of:
Developing New Product Strategy: Deciding what product line the company
 will use should offer how products for these lines are to be obtained (acquisition, licensing internal development, some combination of the three) how broad the line should be and how the product extend should be up graded.
Generating Considerate New Product As: Monitoring external source of ideas (pattern, disclosures, products often for license, from other) companies, the government universities, independent research organization and individual inventors, products marketed by the other companies and suggestions by customers and distribution channel members) and generating ideas internally (Sales force, other employee suggestions, research and development).
Preliminary Screening of Prospective: Now product evaluating potential new product on preliminary basis Concept of Development and Testing: 
For promotion prospect deciding to which segment the product should be sold, what is the need of those segments are the design features. Model brand name are attributes necessary to satisfy their needs that are verified.
Conducting a Business Analysis of prospective product: Marketing source forecast and preparing estimate of investment, profit and marketing share.
Use testing the product: Obtaining user reaction to the product compare to competitive product.
Sales Testing the product: Offering the product the sales response to it and to actual or laboratory experiment condition to determine the sales response and to various level of price promotion and other method of distribution.
Commercialization: is the stage where the product is finally into the market, the company faces its greatest challenges in this stage in terms of cost, decision and risk. Introducing the product for sales although marketing research can be (an offer should be) involved in each these stages the greatest of involvement is usually in stages 4, 5, 6, and 7.
Consumer Characteristics: The classes of research attempt to identify users of product by any characteristics which will also allow them to be differentiate from non-users of the general public. In one subject we might be interested why a consumer buys a product or how it is used, which is in order way might be considered with brand references. What we have called consumer characteristics, research describes the nature of consumer in the market place whom combined with the measurement of the size of the market as indicated below. It is often called marketing research, in identifying an exclusive or general terms.
Market Analysis: A common difficult in marketing is lack of adequate information about size dispersion of the market for a company‟s product. Census data and geographic studies helpful bench mark, but a manager might be interested in the size of market for an industrial or the share of market which might be captured by his firm. An analysis of purchase of or use by brands might be especially helpful in estimating competitive position.
Sales Forecast: Plan for marketing activities, production and financial need for all dependent upon expected sales, and forecasting this became important to efficient operation yearly, and internal budgets are based on long term or short term forecast and product line evaluation and company expansion are planned on long term expectation. Forecast might be built up from trade anticipated by individual sales men and regional office estimate, or by product managers.
Distribution Research: In specific usage, distribution research is equated with logistic or research on physical distribution facilities and institutions common subcategories selection of outlets, research on channel of distribution and distribution cost studies.
Pricing Research: Decision concerning the price range for the new product has to be made clearly in the development stage. Product concepts cannot be tested fully, for example without providing an indication of the price of the product.

Concept of new Product Development
Product development is a sequential decision process. It's a series of decisions, not one. It is key, therefore, to concentrate attention on the precise new product decision at hand, and think through the market research and creative tools needed for that stage. Technical specialists and industry experts prepare a detailed requirements specification and product concept design, with a full description of functional features and benefits. At the same time, business analysts write a business plan on the basis of the selected business model and expert reviews. Additional marketing researches, investment searches, and many other types of product research can be conducted at this stage as well
The result of this stage of development is a completed documentation package that defines the product concept.
However management, ensure the system do not run into difficulties which may affect the original purpose of which the plan was set up. In order to do this, the company successfully answered a major question which was what product can be seen as a real need that industrial should develop an offer for sales. Like in any other company, the issue of concept testing with respect to complex product mix was very important. One of the objectives of the concept testing which has to be addressed by the company on research effort whether the new idea fit into existing consumption habit or does it follow at the end in which consumption habit seems to be changing or does the product fit a gap in offering of similar products at time? The answer to this question was in the alternative.
In developing of concept testing for new product care must be taken to note the limitation, which is that some respondent may just accept the question because they have nothing at stake
After the product testing, it is usually the policy of the company to do market testing before the product is finally launched in the market as full scale. This is done here in the country through town storming
Needs for New Product Development
The problem involving the marketing research of the any company calls for an intensive research to improve the product. In the light of that, there is need to conduct more research in the product to maintain quality
it is an indisputable fact that most companies pay more attention to sales promotion than marketing research. While large sum of money is budgeted for sales promotion annually only little is done with respect to marketing research.
There is the need to change this orientation and invest more in marketing research. This will improve the quality of the product as well as its total revenue.
Calantone and Cooper research (1999) shows that the number one reason for a new product to fail is the lack of attention paid to the real needs and wants of the market place. They also noted that this most common type of failure (28%) typically described a technology driven product. The second most common type of failure (24%) was the “me too” product. In this case the new product copied an already successful competitive product. As a result, customers saw no reason to switch.
There are three key elements to meeting a customer’s need when developing new products or services.
(i) Desirability: the new product or service must be desirable, i.e. a person wants to use it
(ii)  Purpose: the new product or service must have a useful purpose, i.e. a person will use it
(iii) User Experience: the new product or service must provide customer satisfaction, i.e. a person is happy using it.
When creating and designing a new product or service it is important to consider the use of the product (what does the product do), the level of usability of the product (how does it work, can it be used comfortably) and the meaning that the product conveys. Meaning refers to its aesthetics, cultural messages, inherent symbolism and the metaphors it incorporates.
Stages of Product Development
When designing new products, there should be adherence to a strict classification of development stages developed by most company. Skipping any stage of project development, maximize the risks and shift them, as a rule, to the final stage of product full-scale production.
Some stages can have several iterations, and this is normal in the process of creating technically complex and competitive products. Iterative approach is also often applied when creating software-hardware platforms, designed for building product lineups on their basis. A successful new product will pass through each of these stages before it is finally launched in the market not all the product progresses from the first stage in the process it can be dropped if it is not found to be feasible, this implies that not all product ideas see the light of the day.
This stages or process or steps involved in the development of new products
[image: ]
1. Idea generation
The first step in new-product development is idea generation; new ideas can be generated by:
· Conducting marketing research to find out the consumers' needs and wants.
· Inviting suggestions from consumers.  
· Inviting suggestions from employees.
·  Brainstorming suggestions for new-product ideas.
·  Searching in different markets viz., national and international markets for new product ideas.
· Getting feedback from agents or dealers about services offered by competitors
· Studying the new products of the competitors.
2.	Idea screening
Most companies have an "Idea Committee." This committee studies all the ideas very carefully. They select the good ideas and reject the bad ideas
Before selecting or rejecting an idea, the following questions are considered or asked
1. Is it necessary to introduce a new product?
2. Can the existing plant and machinery produce the new product?
3. Can the existing marketing network sell the new product?
4. When can the new product break even?
If the answers to these questions are positive, then the idea of a new-product development is selected else it is rejected. This step is necessary to avoid product failure.
3. Concept testing
Concept testing is done after idea screening. It is different from test marketing. In this stage of concept testing, the company finds out:
1 Whether the consumers understand the product idea or not?
 2 Whether the consumers need the new product or not?
 3 Whether the consumers will accept the product or not

Here, a small group of consumers is selected. They are given full information about the new product. Then they are asked what they feel about the new product. They are asked whether they like the new product or not. So, concept testing is done to find out the consumers' reactions towards the new product. If most of the consumers like the product, then business analysis is done.
4. Business analysis
Business analysis is a very important step in new-product development. Here, a detailed business analysis is done. The company finds out whether the new product is commercially profitable or not Under business analysis, the company finds out..
1 Whether the new product is commercially profitable or not? 
2 What will be the cost of the new product?
 3 Is there any demand for the new product? 
4 Whether this demand is regular or seasonal? 
5 Are there any competitors of the new product? 
6 How the total sales of the new product are? 
7 What will be the expenses on advertising, sales promotion, etc.?
 8 How much profit the new product will earn?
So, the company studies the new product from the business point of view. If the new product is profitable, it will be accepted else it will be rejected.
5. Product development 
At this stage, the company has decided to introduce the new product in the market. It will take all necessary steps to produce and distribute the new product. The production department will make plans to produce the product. The marketing department will make plans to distribute the product. The finance department will provide the finance for introducing the new product. The advertising department will plan the advertisements for the new product. However, all this is done as a small scale for Test Marketing.
6. Test marketing 
Test marketing means to introduce the new product on a very small scale in a very small market. If the new product is successful in this market, then it is introduced on a large scale. However, if the product fails in the test market, then the company finds out the reasons for its failure. It makes necessary changes in the new product and introduces it again in a small market. If the new product fails again the company will reject it.
Test marketing reduces the risk of large-scale marketing. It is a safety device. It is very time-consuming. It must be done especially for costly products.
7. Commercialization
If the test marketing is successful, then the company introduces the new product on a large scale, say all over the country. The company makes a large investment in the new product. It produces and distributes the new product on a huge scale. It advertises the new product on the mass media like TV, Radio, Newspapers and Magazines, etc.
8. Review of market performance
The company must review the marketing performance of the new product
It must answer the following questions:
1 Is the new product accepted by the consumers? 
2 Are the demand, sales and profits high?
 3 Are the consumers satisfied with the after-sales-service? 
4 Are the middlemen happy with their commission?
 5 Are the marketing staffs happy with their income from the new product?
 6 Is the Marketing manager changing the marketing mix according to the changes in the environment?
 7 Are the competitors introducing a similar new product in the market?




2.2	Theoretical Framework
2.1.1Resource Based View  
This study is anchored resource based view and dynamic capability theory.  Resource based view theory has its origin from the work of Penrose (1959), though inadvertently the view was formerly presented by Werner felt (1984). A resource based view (RBV) emphasizes the firm’s resources as the fundamental determinants of competitive advantage and performance.
 The model assumes first  that  firm’s  within  an  industry  (or  within  a  strategic  group)  may  be heterogeneous  with  respect  to  the  bundle  of  resources  that  they  control  (Bridoux,  2017). Second assumption is that resource heterogeneity may persist over time because the resources used to implement firm’s strategies are not perfectly mobile across firms.
A  resource  based  view  (RBV)  is  one  of  the  most  widely  accepted  theories  of  strategic management  (Powell,  2001).  New  organizational  resources  may  increase  the  flexibility  in strategic choices, by allowing firms to benefit from new opportunities (Rangone, 1999).The RBV could  be  considered  as  an  “inside-out”  process  of  strategy  formulation:  starting  from  the  internal resources of the firm, their potential for value generation has to be assessed in order to define a strategy allowing the firm to achieve the maximum value in a sustainable way (Grant, 1991; Barney, 1986). In this way, the firm product development strategy is determined by the  resources  available  and  the  capability  to  deploy  them  in  the  best  way  to  obtain  a  good performance
Dynamic Capabilities Theory 
Dynamic Capabilities Theory
Dynamic  capability  philosophy  draws  on  Schumpeterian  reasoning,  which  sees  dynamic capability  as  another  rent-creating  mechanism  based  on  the  competences  of  organizations (Schumpeter,  1950).  Eisenhardt  and  Martin  (2000)  defined dynamic  capabilities as  ‘a  set  of specific and identifiable processes’ that are ‘idiosyncratic’ in details and somehow ‘dependent’ in their emergence. Dynamic capabilities of firms may account for the emergence of differential firm performance within an  industry  (Zott, 2000).  Zott (2000) synthesizing insights  from both strategic  and  organizational  theory,  found  performance  relevant  attributes  of  dynamic capabilities  such  as  innovativeness  of  products  to  be  the  timing  of  dynamic  capability deployment and learning to deploy dynamic capabilities.  
Dynamic  capability  is  about  organizational  competitive  survival rather  resource based  view’s achievement  of  sustainable  competitive  advantage.  Dynamic capability  theory  explains  the capacity  of an  organization to  purposefully create,  extend or  modify its resource  base which refers to the choice of strategy an organization adopts to achieve its goals
New Product Development (NPD) is often costly as it involves substantial expenses. Therefore, it is essential to manage NPD effectively and efficiently. In terms of managing NPD performance,( Anderson 2020) stated that a company’s overall new product performance depends on the five elements: the NPD process; the organisation of the NPD programme; the NPD strategy; culture and climate for innovation; and senior management commitment to NPD.
However, application to actual practice has been somewhat less common. (Poolton and Barclay 2021) even suggest that much research on NP success factors is too generic, and has not actually been applied to specific contexts very well.
They say that success factors and their importance depend heavily on industry and firm characteristics. They also suggest that much research focuses too heavily on variable by variable analysis
NPD studies are markedly broad. Over the past decades, a number of researchers such as (Cooper, 1979; Cooper and Klein Schmidt, 1987, 1993; Maidique and Zirger, 1984) investigated many aspects of innovation. What emerged from such work was that one of the key themes in innovation research was to identify the factors that are associated with NPD success. In facing vigorous competition globally, many manufacturing and engineering companies have adopted various techniques or advanced methods in order to be innovative and competitive. Although NPD brought many new opportunities to companies, however, the potential risks underpin the NPD process causes a number of cases of failure due the inadequate management process in NPD.
2.3	EMPIRICAL REVIEW 
Most companies invest in new product development (NPD) to ensure future success in the market. However, new products are often more likely to fail than to succeed. Many observers cite failure rates as high as 90 to 95 percent (e.g. Business Week 1993; Matthews 2017; Young 2021). Hoban (2021) uses a much more restrictive definition of new products and says that up to one-third of new products are successful. Whatever the failure rate, a substantial amount of NPD spending can be wasted; by one estimate, 46 percent of all new product development costs go into products which fail (Power et al 1993). Further, little is spent on new product development in the first place.
Various estimates place NPD spending in USA companies at between one and four percent of gross sales (Hollingsworth 2021; Gorski 2022; respectively).
Low spending and high new product failure rates can easily put companies at a big disadvantage in the increasingly competitive market place. The industry in recent years has been characterized by rapidly changing consumer tastes (e.g., Sloan 2021; Tyler 2021). Addressing changing tastes with new products is essential in maintaining customer loyalty, so that good NPD becomes a key factor in products, with exports valued at US$ 6 billion in 1995 (BP 2019). About 70 percent of total exports consisted of processed items. However, recently exports have been hit by tough price competition from lower wage Asian countries (BP 2019; Nation 2017).
To remain competitive internationally, Companies will have to focus more on value added products in the future, which will require increased investment in Research & Development.
NPD is also becoming important in domestic markets. Modern retailing and changing consumer preferences foster demand for products with better quality, longer shelf life, and better packaging. Foreign brands which were previously imported for a high income minority are now manufactured locally and affordable to the average. Even if the most innovative NPD is not done inside major companies, local subsidiaries and joint ventures (JVs) have access to new products developed anywhere in the Multi-National Companies (MNC). Many MNCs have major research and development facilities in Asia; some have local facilities in Thailand, so that products can easily be adapted to local markets. This has all forced some local companies to upgrade research and development, but many have not. Thus, the level of NPD expertise is quite varied, even though Thailand as a whole is not particularly strong in Research & Development (Suwannaporn and Speece 2021)
However, the manner by which individual firms manage their product development activities, as well as the underlying NPD processes themselves, differs enormously between firms (Cooper 2022). Moreover, NPD as a process is, in itself, in a state of constant revision, adaptation and change (Jones 2017) and this change is an evolutionary one which reflects the changing nature of the organisation, and the increasingly sophisticated technological and competitive environment in which firms operate. Greater organisational, competitive and industrial complexity and the increasing pace of industrial change are forcing firms to be more flexible and responsive to market changes (Cooper 2022; Rothwell 2022).







CHAPTER THREE
METHODOLOGY
3.1	Introduction 
This chapter deals exclusively with the methods, procedures and system which the researcher employed in the collection of the necessary data and information for the research work
	Every stage of research process focuses on some kind of sampling. This is so because it becomes apparently impossible to include the entire variable, which might provide useful information or to use all the data gathered in the final report.
3.2	Research Design
Research design is the plan and structure of investigation which the researcher wishes to use in obtaining answer/data to her research question. The research is design in such a way that the researcher specifically concentrates her attention on the study area which is Lubcon limited, Ilorin  Branch and also the workers that are working in such area/environment. Questionnaire was administered in the study area, and data collected from the responses supplied by the respondents were analyzed and based on that findings, conclusion were drawn.
3.3	Population of the Study
The case study focused on senior staff of lubcon Limited Ilorin. This was based on the assumption that, this group of employees within the administrative set up were the fulcrum around which all administrative activities in the organization revolves. They assume the roles of heads of department and supervisors in the absence of substantive heads of departments and supervisors in the administration of the organization, implementing the policies of management and ensuring that work in the organization progresses smoothly. The total population of the senior staff in lubcon Limited Ilorin is about fifty (50). Therefore the purposive sampling would eliminate from the population those who do not matter in the research.  
3.4	Sample Size and Sample Techniques
The Sample is a portion of a population selected for the study while sampling is the method used in the population sampling, while size is the number of the selected sample from the population.
For this study, fifty staff of Lubcon limites, Ilorin Branch were randomly selected and fifty customers were also randomly selected for the study. This brings the sampling size of the study to hundred.
3.5	Methods of Data Collection
This is the technique used by the researcher to obtain data for analysis. The researcher used questionnaire, interview and personal observation. Formulated questions relevant to the subject matter were used and printed with instruction to guide the respondent and enable them express their opinion. The personal observation was made by the researcher as she listened to the respondent thereby drawings conclusion


3.6	Instruments for Data Collection
The instrument used here was personal interview which was more of unstructured than structured interview. As the researcher has said earlier on it was chosen because of the ability to describe record, analyzed and interpret the variable that exists in this study.
Questionnaire is a written set of questions which is given to a large number people to elicit information. In the questionnaire, a set of options are given as answers after each question for the respondents to choose. This is done for the uniformity and for easy analysis
3.7.    Methods of Data Analysis
The response to the questions in the questionnaire was analyzed using the nonparametric techniques and chi-square. The objective of the analysis was to establish the extent of variation between the observed frequencies and expected frequencies. It is therefore aimed at testing the independence of perception held by the respondents.
3.8	Historical Background of the Case Study
 LUBCON LTD and Gas Compan y was incorporated in August 1991 as a limited liability company to engage in business of blending lubricants together with distribution and sales of petroleum and allied products.
        The company’s head quarters and A’s plant are located at lubcon Avenue, Adeqale Industry Layout, .
        The initial stage of operation in Lubcon Company Started with staff including the Chairman himself (ALH. JANI IBRAHIM).
        During these times, they managed to produce 25 cartoons per day and distributed their product with only one pick up van.
        Over the years, the company has grown to be the biggest and fastest growing independent lubricant blending company in Nigeria with an ultra modern blending plant of 10,000,000 liters capacity per annum on a single shift located at Adewale Layout, ilorin, in addition the company has a mine blending plant of 2.5 million liters capacity per annum located along Zaria road Tranburawa, Kano.
 In 1995,Lubcon became the Association (NATA). In recognizing the quality products of the company, Lubcon was first company in Nigeria to be awarded the prestigious award (Nigeria Industrial Standard) for lubricating oil. In 2002, Lubcon became the first indigenous oil and gas company to be certified in .
          In 2005, it became the oil company to blend a Lubricant For National Union Of Petroleum And Natural Gas Workers (NUPENG).
          Also in 2006, (NURTW) Nigeria Union Of Road Transport Workers made Lubcon its official blender.
          Lubcon is product that are of different types and in sizes. It manufactures product like super TV 50, Lubcon Adrenalin 2000/50, Lubcon motor lube, Lubcon Grease, Lubcon 2T, Lubcon perform XV 50, Lubcon super outboard. These product are packaged in different size ranging 0.s liters, 1 liter, 2 liters, 4 liters, 5 liters, 185 liters and 200 liters
CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION 
4.1 Introduction
This chapter is concerned with the analysis of the data collected during the course of the investigation of the study.
No matter the quantity and quality of the data collected for a particular study, no much meaningful results can be obtained unless proper and adequate analysis and processing were carried out. In this section, the analysis tools mentioned in chapter three are adequately applied in order to obtain the necessary information required to achieve the set objectives of the study.
4.2	Presentation and Analysis	
A total number of fifty questionnaires was distributed to the population sample size and ninety were duly completed and returned upon the completion of the exercise.
Table 1 Age of Respondents
	Age
	Respondent
	Percentage %

	20 – 30
	25
	50

	31 – 50
	18
	36

	51 and above
	7
	14

	Total
	50
	100


Source: Research survey, 2025
	The above table 4.2.14 shows that 25 (50%) of the respondent have their ages between 20 – 30years 18 (36%) of the fail within 30 – 50years while 7 (14%) of the respondents are between 51years fail between 20 – 30years 
Table 2 Distribution of Respondent by Sex
	
Alternative
	Respondent
	Percentage %

	Male
	33
	66

	Female
	17
	34

	Total
	50
	100


Source: Research survey, 2025
The table above indicate that 33 respondents representing 66% were male, while 17 (34) were female.
Table 3 Distribution of Respondent by Sex
	Status
	Respondent
	Percentage %

	Single
	33
	70

	Married
	17
	30

	Total
	50
	100


Source: Research survey, 2025
The table above indicates that 33 respondents representing 70% were single, while 17 respondents representing 30% are married  
Table 4 Distribution of Respondent by Educational Qualification
	Qualification
	Respondent
	Percentage %

	WAEC / GCE
	8
	16

	A level / NCE
	18
	36

	HND/ BSC
	21
	42

	MBA / MSC
	3
	6

	Total
	50
	100


Source: Research survey, 2025
The above table 4. can notes that 8 (16%) of the respondents the WAEC/GCE holders 18 (36%) of the respondents are HND/BSC holder while 3 (6%) of them are MBA/MSC holders, based on these qualification of the workers, 
SECTION B
Table 5 Do you buy any brand of New Product?
	Variable
	No. of Respondents
	Percentage

	A.	Yes
	-
	-

	B.	No
	3
	6%

	C.	Sometimes
	   45
	90%

	D.	Not all the time
	2
	4%

	Total
	   50
	100%


Source: Research survey, 2025
From the above table it could be deduced that 90% of our respondents responded positively that they sometimes buy any brand of new product, 6% responded “No” while 4% say not all the time.
Table 6 What factors affect /influence your buying habit of New Product?
	Variable
	No. of Respondents
	Percentage

	A	Belief
	  -
	-

	B.	Norms
	  5
	10%

	C.	Quality
	  45
	90%

	D.	Taste
	  -
	-

	Total
	50
	100%


Source: Research survey, 2025
The table above reveals information on the extent of which factors influenced their buying habit of new product, majority of the respondents constituting 90% suggests quality, while only 5% suggested norms.
Table 7 How can one rate the performance of research activities in your company? The performance of marketing research activities in some company. 
	Variable
	No. of Respondents
	Percentage

	A.	Very high
	 -
	-

	B.	High
	 2
	4%

	C.	Average
	 40
	80%

	D.	Low
	 8
	16%

	Total
	50
	100%







Source: Research survey, 2025
Table 8 above indicates the performance of marketing research activities. It completely reveals that only 2 respondent representing 4% of the total indicates that the performance of marketing research activities is high. The performance of marketing research activities was rated average as clearly revealed by 40 respondents representing 80% while the performance was believed to be low by 8 respondents representing 16% of the total.
Table 9 how would you rate the personnel responsible for carrying out marketing research for the company?
Evaluation of marketing research personnel.
	Variable
	No. of Respondents
	Percentage

	A.	Very high
	-
	-

	B.	High
	45
	90%

	C.	Average
	3
	6%

	D.	Low
	2
	4%

	Total
	50
	100%


Source: Research survey, 2025
Table 4.1.5 above shows the rating of marketing research personnel received high rating by 45 respondents representing 90% clearly indicate that the performance is high. However, 3 respondents representing 6% of the total, rated the performance as average, while 2 respondents representing 4% rated it as low.
Table 10 What area(s) of the company activities do customers usually complain on? Areas often complained.
	Variable
	No. of Respondents
	Percentage

	A.	Price
	2
	4%

	B.	Product
	42
	84%

	C.	Distribution/Deliver
	6
	12%

	D.	Others specify
	-
	-

	Total
	50
	100%








Source: Research survey, 2025
Table 11 above indicates areas of activities that are often complained of by customers. It shows that price received less complaint as shown by 2 respondents representing 4% of total while product has been the main problem area as testified by 42 respondents representing 84% of the total, while distribution was revealed by 6 respondents representing 12% of the total.
Table12 Does marketing research have impact on New Product Development?
	Variable
	No. of Respondents
	Percentage

	A.	Most time
	40
	80%

	B.	Sometimes
	6
	12%

	C	Not at all
	4
	8%

	D.	Not all the time
	-
	-

	Total
	50
	100%


Source: Research survey, 2025
.	The table above reveals that 40 respondents representing 80% feels that most times marketing research has impact on new product development, 6 respondents representing 12% feels that sometimes while 4 respondents representing 8%suggest that not at all. Therefore we conclude that it has impact.
Table 13 Does your company adopt marketing research on New Product?
	Variable
	No. of Respondents
	Percentage

	A.	Yes
	40
	80%

	B.	No
	6
	12%

	C	Sometimes
	4
	8%

	D.	Not all the time
	-
	-

	Total
	50
	100%


Source: Research survey, 2025
The above table shows that majority of our respondents representing 80% suggest that their company adopt marketing research on New Product which is significantly high, 8% suggest “sometimes”, while 12% consider “no”.
Table 14 What is your opinion relating to the possibility of marketing research on New Product Development?
	Variable
	No. of Respondents
	Percentage

	A.	Absolutely possible
	45
	90%

	B.	Partially Possible
	4
	8%

	C	Impossible
	1
	2%

	D.	Absolutely Impossible
	-
	-

	Total
	50
	100%


Source: Research survey, 2025
The table above reveals that 45 respondents representing 90% feels that it is absolutely possible to conduct marketing research on New Product Development 4 respondents representing 8% feels that it is Partially Possible while 1 respondents representing 2% suggest that it is Impossible. Therefore we conclude that it absolutely possible.
Table 15: Marketing Research findings usually help in proper utilization of our company resources.
	Variable
	No. of Respondents
	Percentage

	A.	Strongly Agree
	44
	88%

	B.	Agree
	-
	-

	C.	Strongly Disagree
	2
	4%

	D	Neither
	4
	8%

	            Total
	50
	100%


Source: Research survey, 2025
Table 15 indicate proper utilizations of marketing research findings, were 44 respondents represent 88% of the total strongly agree, 2 respondent represent 4% strongly disagree and 4 respondent represent 8% neither
Table16 Marketing Research is an effective tool for exploiting marketing opportunities.
	Variable
	No. of Respondents
	Percentage

	A.	Strongly Agree
	44
	88%

	B.	Agree
	-
	-

	C.	Strongly Disagree
	6
	12%

	D	Neither
	-
	-

	Total
	50
	100%


Source: Research survey, 2025
Table 4.1.16. Reveal the effective tool for exploiting marketing opportunities, where 44 respondents which represent 88% strongly agree that marketing research is an effective tool while 6 respondents which represent 12% strongly disagree.


[bookmark: _TOC_250005]Test of Hypothesis
Test of hypothesis is a hypothetical testable belief or opinion by the use of statistical measure. For the purpose of this research hypothesis H0 and Hi would be tested using Chi-Square. These hypotheses were formulated as follows:
H0: Marketing research has no effect on management decision making. Hi: marketing research has effect on management decision making.
Chi-Square is a statistical formula which is computed as follows:

(X2)     = ( F0 - Fe)2
Fe
Where:

F0:   Observed Frequencies Fe: Expected frequencies
In testing the hypothesis, the critical value depends on the level of significance and degrees of freedom. Therefore, when the critical value is greater than the calculated Chi- Square (X2) then the null hypothesis H0 will be accepted, (Hi) would be rejected, and
vice versa .	For the purpose of testing the hypothesis, responses to question 11from the administered questionnaires will be used.
Chi Square X2 is used to test the hypothesis which is referred to as a “goodness of fit”
test.
Chi Square X2 = ∑ ( O – E )2
E
Where;

O = Observed Frequency (Fo) E = Expected Frequency (Fe)
Does marketing research have impact on New Product Development Is used in testing the hypothesis.
	Variable
	F0
	Fe
	F0 - Fe
	(F0 – Fe)2
	(F0 – Fe)2/Fe

	Most times
	40
	16.7
	23.3
	542.89
	32.5084

	Sometimes
	6
	16.7
	- 10.7
	114.49
	6.8557

	Not at all
	4
	16.7
	-12.7
	161.29
	9.6581

	Not all the times
	-
	-
	-
	-
	-

	Total
	50
	
	
	
	49.0222



X2 = ∑ ( O – E )2	 		(F0 – Fe)2	 	 	49.0222
E	Fe
The expected frequencies were obtained by dividing the total frequencies by number of categories of responses .i.e. fifty divided by three. The degrees of freedom is (r- 1) (c – 1), where r is the number of rows and c the number of columns.
The degrees of freedom = (3 – 1) (2 – 1) = 2.Therefore the critical value at 0.05 level of significance and degrees of freedom 2 =	5.991
DECISION RULE:
When the critical value is greater than the calculated Chi-Square (X2) then the null hypothesis H0 will be accepted, (Hi) would be rejected, and vice versa .












CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	 Summary of Findings
The research is an assessment of the Impact of Marketing Research on New Product Development which is divided into five chapters.
Chapter one introduced the study, it states how marketing has been an important tool for determining the success rate of a new product generating more revenue for the entire success of the organization. It also consists of the statement of the problems, significance of study, limitation of the study, scope of the study, limitation of the study and definition of terms. The objective of the study was to examine the contribution and the importance of marketing research on new product development, and examine circumstances under which marketing research is more likely to be used in the stage of new products development and the impact of marketing research on the profitability.
The chapter two explains why the researcher has decided to go into the area of study. The literature consists of the area of product control, sales, targeting and sales forecasting, it states that although, marketing performance in the market, not much emphasized in most companies. Attempt has been made to look at some theories, research in marketing and the types of research that exist in the field of marketing such as product research, consumer marketing analysis, sales promotion, primary research, distribution research etc.
Chapter three explain the research design of study, techniques and sample size, methods of data collection, method of data analysis and research instruments used. In all, the chapters explain how the research came about, how the data was collected and how the data was analyze to help solve the problem at hand.
Chapter four dealt with the analysis of the relevant data collected for the research, the chapter also dealt with interpretation of the data.
Chapter five is just the summary of all that is contained in the first four chapters.
It contains the summary, conclusion, recommendation and bibliography.
[bookmark: _TOC_250001]5.2	Conclusion
Despite the huge amount of money spent for the promotion activities in most companies, the products are not well recognized. This means that the planning and development stage of the company are the most important areas to consider before any other thing.
Organizations succeed more with uniqueness rather than uniformity. Uniqueness entails doing things completely different from the usual way adopted by competitors and other organizations. To have uniqueness in methods, procedures, processes and systems, organizations need to have the right caliber of people to bring about these changes to

stimulate them and to live with them for the purpose of gaining a competitive edge and advantage over the competitors. To achieve these, organization must spend a lot on marketing research to achieve uniqueness and product delivery.
If sufficient research is undertaken, then the chances of failure are reduced. Indeed, the danger that many companies wish to avoid is the development of products without any consideration of the market.
Marketing research would lead to higher NPD success, and that the integration of marketing research would be the most important of the factors contributing to success in NPD organization. Companies which use marketing research intensively and understand consumer response in great depth are more likely to have higher success rates. The more extensive use of marketing research appears to be related to more experience in doing NPD and a larger role for new products in the companies. Use of marketing research also allows companies to set quantitative goals for new products, and more carefully evaluate performance after launch.
Also most organizations can be regarded as pace setters or market leaders in their various markets, if only they take time in doing marketing research on New Product Development.




5.3	Recommendations
In order to undertake a systematic product planning and development, in marketing research, the researcher is making the following recommendations.
1. Most company should invest in promotional activities to enable the product sell in the market and to increase the profitability of the company.
2. Also companies should adopt the scientific method of product planning and development within the context of marketing research.
3. Another recommendation that can be put forward is that, more money should be invested in promotional activities to enable the product sell in the market
4. That they should also conduct gap analysis of the existing products by interviewing a representative of consumers to find out their views about the company‟s existing products before thinking of producing another one.
5. They should also take note of the types of research approach used at the stage which includes monadic approach which is concern with comparing the concept with or against existing market after of the competitors. The Holistic approach of data about the marketing  mix variable such  as price, promotion  package and distribution. Although the companies conduct testing, it may suggestion that the company studies very well the procedure of product testing which varies from company to company and product to product. It is also expensive since it involves raw materials, machinery, and accuracy of new skill production.
Like product testing, marketing test also involve some procedure of which I will suggest companies to adopt to ensure successful marketing test, and take note of the information required during the marketing test.
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