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ABSTRACT
Product differentiation is a critical survival strategy in competitive markets, allowing businesses to stand out by offering unique features, superior quality, or innovative services. In an environment where consumers have numerous choices, differentiation helps companies attract and retain customers, build brand loyalty, and justify premium pricing.
This study examines various differentiation strategies—such as innovation, branding, quality enhancement, and customer experience improvement—and their impact on market success. By analyzing case studies of businesses that have successfully leveraged differentiation, the research highlights best practices and potential challenges. The findings underscore the importance of continuous innovation and adaptability in sustaining a competitive advantage.
Keyword: innovation, branding, quality enhancement,













CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND OF STUDY
The market as some marketers used to think of it, is not a group of homogenous buyers but a group of heterogeneous buyers whose different attitude is in one product for example some women apply cosmetics to draw alteration to themselves while others apply to beautify themselves so the company will tailor her product appeal to satisfy the needs of the fact that the market is always heterogeneous led to the concept of “market segmentation”. Market segmentation is an establishment and acknowledged techniques for dividing a mass market into identifiable sub-units in order that the individual needs if buyers and potential buyer can be easily satisfied. It seeks to establish particular group or cluster of buyers. Market may be served with two different products, which are product standardization and product differentiation. Product standardization is the decision to sell the same type of product to the whole market without considering the heterogeneous nature of the whole market (consumers) of the product. In nutshell product standardization is an efficient method to reduce cost and increase quality by minimizing the differences in your products, you are able to rapidly increase production, streamline distribution, decrease raw material cost and reinforce product branding.
This could be achieved through standardizing the basic component, standardizing the packaging of the product quality. It is the use of one product and four mix for all market segment no attend is made to cultivate various segment of the market place. Product differentiation is the decision to produce two or more types of the same product but differentiate in terms of stage, features, quality, size, price packaging so as to offer variety to the market and distinguish seller products from competitor’s product. it also takes in consideration the heterogeneous nature of the market. Product differentiation allows the firm to promote it product as different in quality than other competing ones and this becomes the edge, which the firm has rather gain than pries product differentiation is seen as that which treat each consumer uniquely as reflected by above definition, product differentiation and standardization are tools of market segmentation. market segmentation itself can be explained as the identification and dividing a marketing into meaningful groups to buyers who might need separate product an organization that decides to produce goods like cosmetics must recognize that they can neither serve nor appeal to the total market with one product or one marketing mix the idea is born out of the fact that the buyers to numerous, widely spread and different in their purchase behavior however, this study will research into how effective, efficient product differentiation is employed as a survival strategy in the competitive marketing environment of cosmetic product, how it helps the profitability of the company. Its impact on the market share of the company.
All these with particular reference to Starline Nigeria Limited Aba. The company started as a simple proprietorship in mid metamorphosed into Starline Nigeria limited. In 1962 founded by Chief (Dr) Peter S. Owuma (Late). Starline Nigeria limited is a market leader in the manufacturing of cosmetics in Nigeria. Over twenty (20) products ranging from, Erato range, ultimate Elope range hair product range, petrosa range, identical range hair product range and so many others are currently in the market and highly differentiated to serve the whole segment of the market and highly basically. Example, Erato Lotions identified as Erato skin Lintner for fair complexion in order to cover the market segment.
1.2	STATEMENT OF PROBLEM
Business fails these days because those responsible for formulating strategies objectives lack the for-sight in identifying the various psychological needs, and differences existing in those markets the company is serving. Once a product is doing well in the market, the decision markets will assume that they are making 100% profit while having 100% success market opportunity available to them.
Also, due to heavy cost involved in a distinct product from existing once, there is always a problem of additional cost when a firm wants to go into product differentiation. For any business to succeed, it must have in-depth knowledge of the market it is serving and must be able to move strategies to satisfy the consumer of her product. Among the many strategies that can be used are: After sales services, discount, product modification and product differentiation.
The research work is aimed at suggesting way, a company will lower the cost that scars firms away form product differentiation so as to compete favorably with other products.

1.3	OBJECTIVES OF STUDY
The main purpose of this research is to look into the impact of product differentiation as a survival strategy in Star-line Nigeria limited, the purpose of this study include:
i.  Examination of the product differentiation on the competitive trend.
ii.  To determine the impact of product differentiation on the profitability.
iii.  To determine the role of product differentiation strategies.
iv.  To identify the problems of differentiation strategies.
To recommend the best approach in applying product differentiation.
1.4	RESEARCH QUESTION
For the purpose of the research, the following questions are formulated to assist the researcher identify the importance of product differentiation as a survival strategy in the marketing of Star-line cosmetics.
i. Is product differentiation being used in Organization?
ii. What are the bases of differentiating a product?
iii. Did product differentiation have any significant on the market share?
iv. Did product differentiation any impact on the market?
v. What effect does product differentiation have on the profit of Organization?
1.5	STATEMENT OF HYPOTHESIS
Ho1:        Product differentiation has no significant effect on the market share of product
Ho2:         Product dedifferentiation increase the sale of product
1.6	SIGNIFICANCE OF STUDY
Any company producing highly competitive product need to differentiate her product(s) from that of her competitors as well as to be able to respond well to the challenges of the market place. On competition, this research work would have shed enough light to the prospects of product differentiation as a survival strategy, this would apart from being useful to students, will also be useful to business owners especially small business owners who will then learn that it pays to differentiate one’s product as this policy will help increase the sales volume, market share and profit. The government will also benefit from the fruit of this research since the improvement of profit of the firm will then improve nation’s economy which will then be a credit to the government.


1.7	SCOPE OF THE STUDY
Because of the limited time allowed for this research work and the need to produce a valid and relevant result, the work is centered on just one organization in Ilorin metropolis Kwara State. The researcher is faced with constrained during the source of materials for this work, the research is expected to attend lectures, write term papers. 
1.8	LIMITATION OF THE STUDY
This research work which deals with production differentiation as a survival strategy in a competitive marketing environment was really affected by a lot of constraints.
The major problem encountered was the inability to give adequate co-operation from the staff of the company, this made things difficult for me to get data required in order to make my findings, this really wasted my time during the research work. Also finance acted as a hindrance during the period of this study, cost of transporting for the number of days this work was carried became a problem to me. Time factor also contributed as there was time given to carry out the research.
1.9	DEFINITION OF TERMS
 There are some terms that must be defined in project writing so as make the work complete and as well avoid the misconception and this interpretation that may arise
·        MARKET MIX: This consist of four (4) major variables in marketing, it serves as pillars that makes marketing stand well, they are products, place price and promotion. Also called 4P’s and marketing elements.
·        PRODUCT DIFFERENTIATION: It is the decision of the management to produce mere types of the same product but differentiated in terms of style, quality, packaging, size and color.
·        STRATEGY: This refers to skillful plans by marketing practitioners to take advantage of competitors in the market place.
·        PRODUCT STANDARDIZATION: It is a tool of market segmentation, which treats the whole market equal by producing the same standard of product for the same (entire) market.
·        MARKETING: Is the management process for identifying, anticipating and satisfying customer’s requirement profitably.




















CHAPTER TWO
LITERATURE REVIEW
2.1	CONCEPTUAL FRAMEWORK
2.2.1	DIFFERENTIATION STRATEGY
Baum, Locke, and Smith (2001) also suggest that firms implementing differentiation strategies like innovative and high-quality products achieve the highest growth. Mosey (2009) posits that manufacturing firms that repeatedly introduce innovative new products end up openings up new market niches, which is essential to their survival. Slater and Olson (2001) lament that the effectiveness of a differentiation strategy depends on how well the firm can balance product benefits and product costs for the customer relative to the competitive offering. Differentiation is the act of creating a set of meaningful differences that makes a company’s offers distinctive from those of competitors (Kotler and Keller 2012). In this study, differentiation was decomposed into product differentiation and personnel differentiation.
Product differentiation: is the process by which a product is distinguished from others (competitors‟ products, or the firm’s products), by making it more attractive to a particular target market (Anderson, De Palma & Thisse, 1992). An organization can differentiate its product by functional aspects, quality of the product, and price. Product differentiation strategy can be a tool of a competitive advantage that is adopted by organizations to provide products that satisfy individual customer’s needs (Dirisu, Oluwole, & Ibidunni 2013). Product differentiation can be achieved through image building, distinctive products, high quality, superior product availability, product reliability, and convenience in payment. 
Personnel differentiation: Employee differentiation is a unique way of overcoming competitive pressure and increasing performance (Rasouli & Sepideh, 2018). Rifat and Sarah (2004) provide variables that can be used in employee differentiation; knowledge for handling tasks requested by the members, unique skills, positive and friendly behavior towards the members, time management, attitude, consistency and accuracy, honesty, communication skills and care when handling customers (as cited in Mbugua 2019). Personnel differentiation is important when customers deal directly with employees and these employees act as a front-line defense against waning customer satisfaction (Kotler et al., 2010). Companies can gain a competitive advantage by having better-trained personnel. Better trained personnel exhibit distinct characteristics such as; competence, courtesy, reliability, credibility, responsiveness, and communication (Kotler & Keller, 2009; Gajic, 2012; Kis, 2005). 
Organizational growth: has the potential to provide small businesses with a myriad of benefits, including things like greater efficiencies from economies of scale, increased power, a greater ability to withstand market fluctuations, and increased survival rate, greater profits, and increased prestige for organizational members Boggs, (2004). Organizational growth, however, means different things to different organizations. There are many parameters a company may use to measure its growth. Since the ultimate goal of most companies is profitability, most companies will measure their growth in terms of net profit, revenue, and other financial data. Other business owners may use one of the following criteria for assessing their growth: sales, number of employees, physical expansion, the success of a product line, or increased market share. Organizational growth was proxy with market share and competitive advantage. 
Market share: is a measure of the consumers' preference for a product over other similar products. A higher market share usually means greater sales, lesser effort to sell more, and a strong barrier to entry for other competitors. A higher market share also means that if the market expands, the leader gains more than the others. Oxenfeldt has argued that a stable market share gives an adequate estimation of the potential sales of a product. 
Competitive advantage: To achieve a competitive advantage, firms seek the best match between organizational abilities and market opportunities. Barney (2002) says that “a firm experiences competitive advantages when its actions in an industry or market create economic value and when few competing firms are engaging in similar actions. Competitive advantage will always result in superior performance by the organization which translates to higher profits. Competitive advantage is the result of an enduring value differential between the products or services of one organization and those of its competitors in the minds of customers. Competitive advantage is ultimately built and maintained by adding value to customers (Prahalad and Hamel, 1990).

2.2.2	OPERATIONAL PERFORMANCE 
The process of achieving the ultimate goal of efficiency, process flexibility, and improvement of the organization's operations is all of the company's performance. Only by improving the productivity, profitability, growth rate and the image of the company, a company can live and thrive. Jianliang (2003) states that performance means the degree or level of the company where they have already achieved. The performance of the operation means the actual practices and the results of an organization. In other words, the performance efficiency of an organization can makes use of resource efficiency to satisfy the needs of employees, to get the achievement of goals and to adapt to external changes. Minhua (2009) states that the performance of the operation is a reflection on the achievement of operating, in which including the creation of revenue, control costs, and the reflection of an accomplishment.

2.2.3	THE RELATIONSHIP DIFFERENTIATION STRATEGY AND CORPORATE PERFORMANCE 
Some of the literature studies and the results showed that there is a positive effect of the application of differentiation strategies on increasing the performance of the company (Aykan Ebru 2013; Teeratansirikool L et al. 2013; Parnell JA, Koseoglu MA 2010) The implementation of product differentiation strategy in the SME industry is composed of two types, namely vertical differentiation with regard to the provision of quality products at multiple levels, and horizontal differentiation with regard to the provision of some of the features and product delivery. Meanwhile, operational performance indicators consist of volumes of production, costs of production, and product defects.

2.2.4	MARKETING ENVIRONMENT
The sale of an organization depends on its marketing activities, which in turn depends on the marketing environment. The marketing environment consists of forces that are beyond the control of an organization but influences its marketing activities. The marketing environment is dynamic in nature.
Therefore, an organization needs to keep itself updated to modify its marketing activities as per the requirement of the marketing environment. Any change in marketing environment brings threats and opportunities for the organization. An analysis of these changes is essential for the survival of the organization in the long run. A marketing environment mostly comprises of the following types of environments: 
1. Micro Environment 
2. Macro Environment
Micro Environment: 
Micro environment refers to the environment, which is closely linked to the organization, and directly affects organizational activities. It can be divided into supply side and demand side environment. Supply side environment includes the suppliers, marketing intermediaries, and competitors who offer raw materials or supply products. On the other hand, demand side environment includes customers who consume products. Micro environment forces in the following points:
i. Suppliers: It provides raw material to produce goods and services. Suppliers can influence the profit of an organization because the price of raw material determines the final price of the product. Organizations need to monitor suppliers on a regular basis to know the supply shortages and change in the price of inputs. 
ii. Marketing Intermediaries: It helps organizations in establishing a link with customers. They help in promoting, selling, and distributing products. Marketing intermediaries include the following: 
a. Resellers: It purchases the products from the organizations and sell to the customers. Examples of resellers are wholesalers and retailers. 
b. Distribution Centers: It helps organizations to store the goods. A warehouse is an example of distribution center. 
c. Marketing Agencies: It promotes the organization’s products by making the customers aware about benefits of products. An advertising agency is an example of marketing agency. 
d. Financial Intermediaries: It provides finance for the business transactions. Examples of financial intermediaries are banks, credit organizations, and insurance organizations. 
iii. Customers: Customers buy the product of the organization for final consumption. The main goal of an organization is customer satisfaction. The organization undertakes the research and development activities to analyze the needs of customers and manufacture products according to those needs. 
iii. Competitors: It helps an organization to differentiate its product to maintain position in the market. Competition refers to a situation where various organizations offer similar products and try to gain market share by adopting different marketing strategies.
Macro Environment
Macro environment involves a set of environmental factors that is beyond the control of an organization. These factors influence the organizational activities to a significant extent. Macro environment is subject to constant change. The changes in macro environment bring opportunities and threats in an organization. These factors in details:
i. Demographic Environment: Demographic environment is the scientific study of human population in terms of elements, such as age, gender, education, occupation, income, and location. It also includes the increasing role of women and technology. These elements are also called as demographic variables. Before marketing a product, a marketer collects the information to find the suitable market for the product. 
Demographic environment is responsible for the variation in the tastes and preferences and buying patterns of individuals. The changes in demographic environment persuade an organization to modify marketing strategies to address the altering needs of customers.
ii. Economic Environment: Economic environment affects the organization’s costs structure and customers’ purchasing power. The purchasing power of a customer depends on the current income, prices of the product, savings, and credit availability. The factors economic environment is as follows: 
a. Inflation: It influences the customers’ demand for different products. For example, higher petrol prices lead to a fall in demand for cars. 
b. Interest Rates: It determines the borrowing activities of the organization. For example, increase in interest rates for loan may lead organizations to cut their important activities. 
c. Unemployment: It leads to a no income state, which affects the purchasing power of an individual. 
d. Customer Income: It regulates the buying behavior of a customer. The change in the customer’s income leads to changed spending patterns for the products, such as food and clothing. 
e. Monetary and Fiscal Policy: It affects all the organizations. The monetary policy stabilizes the economy by controlling the interest rates and money supply in an economy; whereas, fiscal policy regulates the government spending in various areas by collecting the revenue from the citizens by taxing their income. 
iii. Natural Environment: Natural environment consists of natural resources, which are needed as raw materials to manufacture products by the organization. The marketing activities affect these natural resources, such as depletion of ozone layer due to the use of chemicals. The corrosion of the natural environment is increasing day-by-day and is becoming a global problem. Following natural factors affect the marketing activities of an organization in a great way: 
a. Natural Resources: It serves as raw material for manufacturing various products. Every organization consumes natural resources for the production of its products. Organizations are realizing the problem of depletion of resources and trying best to use these resources judiciously. Thus, some organizations have indulged in de-marketing their products. For example, Indian Oil Corporation (IOC) tries to reduce the demand for its products by promoting advertisements, such as Save Oil, Save India. 
b. Weather: It leads to opportunities or threats for the organizations. For example, in summer, demand for water coolers, air conditioners, cotton clothes, and water increases while in winter, the demand for woolen clothes and room heaters rises. The marketing environment is greatly influenced by the weather conditions of a country. 
c. Pollution: It includes air, water, and noise pollution, which lead to environmental degradation. Now-a-days, organizations tend to promote environment friendly products through its marketing activities. For example, the organizations promote the usage of jute and paper bags instead of plastic bags. 
iv. Socio-Cultural Environment: Socio-cultural environment comprises forces, such as society’s basic values, attitudes, perception, and behavior. These forces help in determining that what type of products customers prefer, what influences the purchase attitude or decision, which brand they prefer, and at what time they buy the products. The socio-cultural environment explains the characteristics of the society in which the organization exists. The analysis of socio-cultural environment helps an organization in identifying the threats and opportunities in an organization. For example, the lifestyles of people are changing day-by-day. Now, the women are perceived as an active earning member of the family. If all the members of a family are working then the family has less time to spend for shopping. This has led to the development of shopping malls and super markets, where individuals could get everything under one roof to save their time.
iv. Technological Environment: Technology contributes to the economic growth of a country. It has become an indispensable part of our lives. Organizations that fail to track ongoing technological changes find it difficult to survive in today’s competitive environment. Technology acts as a rapidly changing force, which creates new opportunities for the marketers to acquire the market share. Marketers with the help of technology can create and deliver products matching the life style of customers. Thus, marketers should observe the changing trends in technology. Following points explain the technological trends that affect the marketing environment: 
a. Pace of Technological Change: It leads to product obsolescence at a rapid pace. If the pace of technological change is very rapid then organizations need to modify their products as and when required. On the other hand, if the technology is not changing at a rapid pace, then there is no need for the organization to bring constant changes in the product. 
b. Research and Development: It helps in increasing growth opportunities for an organization. Many organizations have developed a separate team for R&D to bring innovation in its products. Pharmaceutical organizations, such as Ranbaxy and Cipla, have started putting greater force in R&D and these efforts have led to great opportunities in global market. 
c. Increased Regulation: It refers to government guidelines to ban unsafe products. Marketers should be aware of these regulations to prevent their violation. Every pharmaceutical organization takes the approval of the Drugs Controller of India, which lays down the standards for drugs manufacturing. 
v. Political and Legal Environment: Political and legal environment consists of legal bodies and government agencies that influence and limit the organizations and individuals. Every organization should take care of the fact that marketing activities should not harm the political and legal environment prevailing in a country. The political and legal environment has a serious impact on the economic environment of a country. For example, in some regions of Uttar Pradesh, Reliance Fresh had to shut down its stores because of the lack of political support.

2.3	THEORETICAL FRAMEWORK
2.3.1	Strategic Balance Theory
Strategic Balance Theory as propounded by David Deep house (1999) was adopted. Deep house recognized a trade-off between differentiation and conformity: strategic differentiation reduces competition which increases performance, but strategic conformity increases legitimacy which increases performance as well. The theory predicts that the intensity of competition among organizations is directly related to the distribution and availability of the resources. The theory suggests that intermediate levels of differentiation where organizations balance the benefits of reduced competition against the costs of reduced legitimacy will improve an organization’s performance. Deep house (1999) proposes a strategic balance theory in which the gains and losses from differentiation are well balanced at intermediate levels of differentiation; that is, an intermediate level of strategic similarity ensures optimal performance.























CHAPTER THREE
RESEARCH METHODOLOGY
3.1	RESEARCH DESIGN 
Research design is a pattern or an outline of a research project. It is a statement of only the essential element to a study those that provide the basic guideline for details of the research work. It comprises a series of prior decisions that are being taken together to provide a master plan for excellent research work. Put in a simple way, research is a way of collecting data either from new or past records. It involves the evaluation and analysis of data collected in order to find out how the data will be used in a practical sense. The researcher of this study adopts simple method of data collection involving administration of questionnaire in preparing this research study, the researcher also made use of tables and percentage as the basic instruments of data analysis. So, in all, total number of thirty-seven questionnaire were administered in which twenty-five (25) of the questionnaires were returned.
3.2	POPULATION OF THE STUDY
According to Toluhi (2001) “research population directly relates to the group of people or objects the researcher is taking as his case study”. The population of this research work comprises of both senior and junior staff of Unilever Nigeria plc branch office, which is 42.
3.3	SAMPLE OF THE STUDY
Sample refers to the part or fraction of a population that is subjected to detail and wide-ranging examination. (Toluhi, 2001). A sample size of 25 staff is drawn from the total staff of Unilever Nigeria plc. Judgments or purposive sampling will be used in this sample selection in order to meet the requirement of the intention of this work.

3.4	METHOD OF DATA COLLECTION 
Reliable information is the “life-blood” of research surveys. The data used for the purpose of this study is the primary data. Primary data are data collected primarily and for the first time. They are usually collected and used for a specific purpose for which they are required. Most marketing investigations use some form of questionnaire either posted or administered through personal visitation. Questionnaires are the backbone of most surveys and require careful planning and execution. Questionnaires were mailed to the sample of the research population. This method is specifically attractive on account of cheapness.
3.5	DESCRIPTION OF INSTRUMENTS
Descriptions of instruments are typically collected through a questionnaire. It determines and reports the ways things are, it involves assessing attitudes or opinions towards individuals’ business.
3.6	METHOD OF DATA ANALYSIS
The data analysis involves how the information was placed and analyzed. There are several ways through which research adopts the used of table and percentage in analyzing the research data collected. Questionnaires were administered to respondents and their responses were analyzed in a tabular form with percentage as the basis of analysis. The use of table and percentage makes the analysis to be precise, accurate and properly structured.






CHAPTER FOUR
DATA ANALYSIS AND PRESENTATION
4.1	INTRODUCTION
In this chapter, the data collected for the purpose of this research work will be presented and analyzed in a form that can be easily understood and interpreted by the users of this research work.
0.     PRESENTATION OF DATA
     Presentation of data involves the organization of data collected on the field in a form that will be easily understood by users. Data in this regard can be presented in so many ways; it could be presented in charts diagrams, graphs, tables etc.
In the course of this research study, the researcher adopted the use of table in presenting the data used.
4.3    ANALYSIS OF DATA
Having classified and tabulated the data, the next thing is to obtain the parameter of the population (data), which will later be used for analysis and inference.
This follows immediately after data has been processed into a more comprehensive form that will enable the researcher as well as the users to extract relevant information. Data analysis takes many forms, and shapes ranging from simple comparison to complex statistical and mathematical analysis to display various features of the processed data.
The instrument of data analysis used by the researcher of this research study is percentage (%).


Table 1
	Alternatives
	Number of Responses
	Percentage (%)

	Strongly Agree
	9
	9/25×100/1=36%

	Agree
	16
	16/25×100/1=64%

	Strongly Disagree
	0
	0/25×100/1=0%

	Disagree
	0
	0/25×100/1=0%

	No Idea
	o
	0/25×100/1=0%

	TOTAL
	25
	100



Question: marketing research creates job opportunity?
The above table shows that, 9 respondents (36%) strongly agree that marketing research create job opportunity and 16 respondents (64%) agreed, nobody strongly disagreed while both disagree and no idea are also none (0%)

	Alternatives
	Number of Responses
	Percentage (%)

	Strongly Agree
	8
	8/25×100/1=32%

	Agree
	16
	16/25×100/1=64%

	Strongly Disagree
	1
	1/25×100/1=4%

	Disagree
	0
	0/25×100/1=0%

	No Idea
	0
	0/25×100/1=0%

	TOTAL
	25
	100




Table 2: Question: Marketing research is of benefit to marketing management as a whole?
Table 2 shows that 8 respondents (32%) strongly agree that marketing research is of benefit to marketing management as a whole. 16 respondents agree (64%), and only a single person (4%) while strongly disagree and no idea were nil.

	Alternatives
	Number of Responses
	Percentage (%)

	Strongly Agree
	12
	12/25×100/1=48%

	Agree
	13
	13/25×100/1=52%

	Strongly Disagree
	0
	0/25×100/1=0%

	Disagree
	0
	0/25×100/1=0%

	No Idea
	o
	0/25×100/1=0%

	TOTAL
	25
	100


Table 3: Question: Marketing research is necessary in developing new products?
Table 3 shows that, 12 respondents (48%) strongly agreed that marketing research is necessary in developing new products, 13 people (52%) agreed, while strongly disagree, disagree and no idea where nil (0%).

Table 4: Question: Marketing research is of benefit to employees and employers of Unilever Nigeria plc.

	Alternatives
	Number of Responses
	Percentage (%)

	Strongly Agree
	4
	4/25×100/1=16%

	Agree
	7
	7/25×100/1=28%

	Strongly Disagree
	3
	3/25×100/1=12%

	Disagree
	8
	8/25×100/1=32%

	No Idea
	3
	3/25×100/1=12%

	TOTAL
	25
	100


The above table shows that 4 respondents (16%), strongly agreed that marketing research is of benefit to the employees and employers of Unilever Nigeria, 7 respondents (28%) agreed, 3 respondents (12%) strongly disagreed, 8 of the respondents (32%) disagreed and 3 respondents had on idea (12%).
Table 5: Question: Customers of Unilever Nigeria plc branch office, benefit from marketing research?

	Alternatives
	Number of Responses
	Percentage (%)

	Strongly Agree
	4
	4/25×100/1=16%

	Agree
	13
	13/25×100/1=52%

	Strongly Disagree
	1
	1/25×100/1=4%

	Disagree
	3
	3/25×100/1=12%

	No Idea
	4
	4/25×100/1=16%

	TOTAL
	25
	100



Table 5 shows that 4 respondents (16%) strongly agreed that customers of Unilever Nigeria plc branch also benefit from marketing research. 13 respondents (52%) Agree, 1 person (4%) strongly disagreed, 3 respondents (12%) disagreed, while 4 of the respondents (16%) had no idea.

Table 6: Question: Marketing research helps manager to produce products that can effectively satisfy his customers?

	Alternatives
	Number of Responses
	Percentage (%)

	Strongly Agree
	19
	9/25×100/1=76%

	Agree
	3
	3/25×100/1=12%

	Strongly Disagree
	2
	2/25×100/1=8%

	Disagree
	1
	1/25×100/1=4%

	No Idea
	o
	0/25×100/1=0%

	TOTAL
	25
	100



Table 6 shows that 19 respondents (76%) strongly agreed that marketing research should always be carried out before new product are developed, 3 respondents (12%) agreed, and 2 people (8%) strongly disagreed, 1 respondent (4%) disagreed, while nobody had no idea.
Table 7: Question: marketing research helps manager to identify the needs of his target market

	Alternatives
	Number of Responses
	Percentage (%)

	Strongly Agree
	3
	3/25×100/1=12%

	Agree
	16
	16/25×100/1=64%

	Strongly Disagree
	0
	0/25×100/1=0%

	Disagree
	3
	3/25×100/1=12%

	No Idea
	3
	3/25×100/1=12%

	TOTAL
	25
	100



Table 7 shows that 3 respondents (12%) strongly agreed that marketing research helps managers to identify the needs of his target market. 16 of the respondents (64%) agreed, 3 people (12%) disagree and 3 respondents had no idea, while no one strongly disagreed.

	Alternatives
	Number of Responses
	Percentage (%)

	Strongly Agree
	11
	11/25×100/1=44%

	Agree
	12
	12/25×100/1=48%

	Strongly Disagree
	2
	2/25×100/1=8%

	Disagree
	0
	0/25×100/1=0%

	No Idea
	o
	0/25×100/1=0%

	TOTAL
	25
	100



Table 8: Question: Marketing research helps manager to produce product that can effectively satisfy his customers.
The above table shows that 11 respondents strongly agreed that marketing research helps managers to produce product that can effectively satisfy his customers. 12 people (48%) agreed, 2 respondents strongly disagreed, while disagree and no idea where nil (0%).

	Alternatives
	Number of Responses
	Percentage (%)

	Strongly Agree
	4
	4/25×100/1=16%

	Agree
	6
	6/25×100/1=24%

	Strongly Disagree
	0
	0/25×100/1=0%

	Disagree
	7
	7/25×100/1=28%

	No Idea
	8
	8/25×100/1=32%

	TOTAL
	25
	100



9: Question: Marketing research enable marketing managers to sustain their market share.
Table 9 shows that 4 respondents (16%) strongly agreed that marketing research enable marketing managers to sustain his market share. 6 respondents agreed, (24%), 7 People Disagreed (28%), 8 respondents had no idea, while no one strongly disagree.
Table 10: Question: Marketing   development   helps   to   forestall   competing products from over taken Unilever Company’s product?

	Alternatives
	Number of Responses
	Percentage (%)

	Strongly Agree
	5
	5/25×100/1=20%

	Agree
	8
	8/25×100/1=32%

	Strongly Disagree
	1
	1/25×100/1=4%

	Disagree
	3
	3/25×100/1=12%

	No Idea
	8
	8/25×100/1=32%

	TOTAL
	25
	100



Table 10 shows that 5 respondents (20%) strongly agreed that product development helps to forestall competing products from over taken Unilever Nigeria plc, 8 respondents (32%) agreed, only one person that strongly disagreed, 3 respondents disagree, while 8 people had no idea.

	Alternatives
	Number of Responses
	Percentage (%)

	Strongly Agree
	6
	6/25×100/1=24%

	Agree
	9
	9/25×100/1=36%

	Strongly Disagree
	1
	1/25×100/1=4%

	Disagree
	6
	6/25×100/1=24%

	No Idea
	3
	3/25×100/1=12%

	TOTAL
	25
	100



Table 11: Question: marketing research and product development helps to improve the standard of living?
Table 11 shows that 6 respondents (24%) agreed strongly that marketing research and product development helps to improve the standard of living. 9 respondents agreed, only one person that strongly disagreed, 6 respondents disagree while 3 people had no idea.




	Alternatives
	Number of Responses
	Percentage (%)

	Strongly Agree
	8
	8/25×100/1=32%

	Agree
	4
	4/25×100/1=16%

	Strongly Disagree
	2
	2/25×100/1=8%

	Disagree
	2
	2/25×100/1=8%

	No Idea
	9
	9/25×100/1=36%

	TOTAL
	25
	100



Table 12: Question: marketing research helps managers of Unilever Nigeria plc, in truly analytical and scientific approach to decision making?
Table 12 above shows that 8 respondents (32%) strongly agreed that marketing research helps managers of Unilever Nigeria plc lokoja to apply
truly analytical and scientific approach to decision making. 4 of the respondents agreed, 2 people strongly disagree and 2 people also disagree, while 9 of the respondents had no idea.

0.     DISCUSSION OF THE FINDINGS
This research study is of importance to individuals, firms or organizations that need or may need to embark on marketing research on developing new products. This study shows that there is no thorough marketing research in our organizations today. Thus, many organizations have gone into the development of product, but at the wrong time and for the wrong target markets.
More so, this study has shown that some marketing and research managers do not take marketing research too seriously as it should have been taken. Some managers go to the field of research without the right focus and motive directed or aimed at gathering information about the customers and their needs in order to produce products that will satisfy those needs.
Also, this study reveals that dishonesty and incompetence are other paramount causes of failure of organization engaging in marketing research before developing new products. Some of the researchers today have no knowledge and experience as to how a proper and thorough marketing research should be conducted so as to help their organization(s) in taking decision on which strategy and policy to be adopted in developing new products that will satisfy the needs of their target market and in turn bring high productivity, effectiveness, efficiency and profitability.
It was also revealed that there is no good management decision in regard to marketing management in our organizations today. This has made marketing research and product development ineffective. It was revealed that there is no good and easy flow of information between the marketing managers and their target market during research and product development is stunted.
Lack of adequate fund for marketing research and development (R&D) makes most of our organizations to fail in their bid to develop new products that will satisfy the needs of their target market.
Finally, this research study has also revealed that inadequate timing is another problem faced by managers. If the product is not developed on time, competitors may come into the market and render the efforts to see that their products are developed on time especially when the demand for them is high.


CHAPTER FIVE
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS
This research work is on the impact of marketing research on product development. Unilever Nigeria plc was used as the case study. It was revealed that lack of adequate fund and time committed to marketing research has caused failure to our organizations in their attempt to develop products that will satisfy their target market.
The study also show that lack of good communication network between managers and their customers, poor and ineffective management decision, dishonesty and incompetence on the part of marketing managers and research planners, as well as absence of thoroughly planned and effective execution of marketing research in our organizations in developing products that will satisfy the needs of the target market, at a profit level that will ensure continuity, growth and expansion of the organization and as well enhances the overall achievement of the organizational goals.

0.   CONCLUSION
In conclusion, good marketing research should be adopted by marketing managers in developing new products because through this, management will be able to achieve its marketing objectives by producing products that will satisfy the needs of their target market at the optimum level of profitability.
Also, through a thorough planning and effective execution of marketing research, the organization will be able to know which product to develop, for which market to produce, when to produce and where the production should be done. This will enable to put the organization on a balance in its marketing operations.

0.   RECOMMENDATIONS
Based on the findings earlier discussed, it is hereby recommended that before new product can be developed via a thoroughly planned marketing research, the following factors must be duly considered and put in place.
There must be good management design and approach. This is an important factor that contributes immensely to organizations’ marketing and managerial success.
The management must be very skillful, considerate and effective in its decision making by applying a truly analytical and scientific approach to its decision-making process.
Different tactics and strategies should be put in practice in order to have an effective and efficient product development resulting from a thorough planning and execution of marketing research. This will in turn help the management to achieve the overall organizational goals and objectives.
Firms should appoint product managers to manage individual products and new product teams to ensure that the process is carried out successfully.
Marketers should look for ways to design better quality into new products and to improve the quality of the existing ones.
They should ensure that exact quality, size and the features of their product should be made known to the public (customers) through the use of informative and transparent advertisements.
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