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CHAPTER ONE
INTRODUCTION
1.1 Background to the Study
In today's increasingly competitive business environment, organizations are constantly seeking ways to enhance their market position, boost customer satisfaction, and sustain long-term growth. One of the most effective strategies to achieve these goals is through new product planning and development. Firms that are able to consistently introduce innovative and market-relevant products tend to outperform their competitors, achieve higher sales volumes, and secure a stronger foothold in the marketplace (Schumpeter, 1934; Clark & Fujimoto, 1991).
Studies in various contexts have found that the ability to innovate and launch successful products is a major determinant of organizational performance. Clark and Fujimoto (1991) emphasized that product strategy and organizational capabilities significantly influence the outcome of development projects. Likewise, Haeussler, Patzelt, and Zahra (2012) asserted that while new product development is vital for firm growth, it remains a resource-intensive and risky endeavor.
Ansoff (1987) defined product development as a strategic focus on meeting current customer needs while also expanding into broader markets. He suggested that organizations that leverage structured product development processes are more likely to respond effectively to market dynamics. Raible (2013) and Ramsey (2001) further linked strategy and organizational performance through the lens of industrial organizational theory, positing that firm conduct and structure are central to market outcomes.
In the Nigerian context, particularly within the manufacturing and petroleum-based product sectors, competitive pressure has intensified due to factors such as globalization, liberalization, and the influx of low-cost imported goods. Many companies are compelled to rethink their product development strategies to survive and thrive. Lubcon Nigeria Limited, a leading player in the lubricant manufacturing industry, offers an excellent case study to examine how structured product development processes can serve as a tool for competitive advantage.
Although some Nigerian firms such as Lubcon Nigeria Plc have experienced growth through strategic product development (Ojo, 2000), others have struggled to adapt, leading to underperformance. This raises critical questions about the role of new product planning and development in influencing firm competitiveness. Despite its importance, empirical investigations into this phenomenon within the Nigerian production sector, particularly in companies like Lubcon Nigeria Limited, remain sparse. This study aims to bridge that gap by examining how new product development contributes to competitive advantage and overall organizational performance.
1.2 Statement of the Problem
Company performance is shaped by a combination of environmental factors, strategic decisions, and organizational capabilities. In highly dynamic industries, like lubricant manufacturing, firms must consistently innovate and introduce new or improved products to meet changing consumer demands and remain competitive.
There is significant empirical evidence linking strategic choices such as product development to organizational performance. For instance, Haeussler et al. (2012) highlighted that the successful development of new products positively impacts firm performance. Similarly, Goedhuys and Veugelers (2008) found that innovation in products and processes significantly enhances firm growth. On the contrary, Sharma and Lacey (2004) documented the adverse financial implications of product development failures.
Despite these insights, limited studies have contextualized this relationship within the Nigerian production industry. This study, therefore, seeks to assess the impact of new product planning and development on organizational performance, with specific attention to how it can serve as a veritable tool for gaining a competitive edge at Lubcon Nigeria Limited.
1.3 Research Questions
This study seeks to address the following research questions:
a. Does product quality have any significant impact on sales volume?
b. How does effective new product planning influence market competitiveness?
c. What role does innovation play in product development for gaining a competitive edge?
d. How can companies optimize their product design process to outperform competitors?
1.4 Objectives of the Study
The main objective of this study is to assess the effect of new product planning and development on the competitive advantage of Lubcon Nigeria Limited.
The specific objectives are to:
a. Examine the impact of product quality on sales volume.
b. Evaluate the influence of new product size on market performance.
c. Assess the role of innovation in product development for competitive advantage.
d. Identify strategies for optimizing product design and development processes to outperform competitors.
1.5 Research Hypotheses
To guide the investigation, the following hypotheses are formulated:
H₁: There is a significant relationship between product quality and sales volume.
H₂: There is a significant relationship between product line innovation and competitive advantage.
H₃: There is a significant relationship between product size and customer acceptance.
H₄: There is a significant relationship between product design and organizational performance.
1.6 Significance of the Study
This study will contribute meaningfully to different categories of stakeholders:

· To the Researcher: It provides academic enrichment and a better understanding of the intricacies of product development strategies and their link to competitive performance.
· To Lubcon Nigeria Limited: The study will help the company identify gaps in its current product development strategies and recommend actionable improvements for enhancing competitiveness, increasing market share, and improving sales volumes.
· To the Industry and Economy: The study can aid policy formulation by highlighting the significance of innovation and product planning in industrial growth. It may also stimulate job creation, especially when new products create new market demands.
· To Future Researchers: This study will serve as a valuable reference for further empirical investigations in the area of strategic product development and performance management in Nigeria.

1.7 Scope of the Study
The scope of this research is confined to Lubcon Nigeria Limited, with a focus on how new product planning and development affects organizational performance and competitive advantage. The study emphasizes the processes, strategies, and outcomes related to product innovation, involving both management and technical staff directly engaged in product development activities.
1.8 Definition of Key Terms
i. Product Development: The systematic process of conceptualizing, designing, producing, and launching new or improved products to meet market needs.
ii. Competitive Advantage: A set of unique features of a company and its products that are perceived by the target market as significant and superior to the competition.
iii. Product Design: The process of creating a product that meets consumer expectations, combining functionality, aesthetics, and usability.
iv. Capacity Utilization: The extent to which a firm uses its installed production capacity to produce goods.
v. Innovation: The creation or improvement of products, services, or processes that add value to the customer and differentiate the firm in the marketplace.






CHAPTER TWO
LITERATURE REVIEW
2.1 Introduction
This chapter presents a comprehensive review of relevant literature on new product planning and development as a strategic tool for gaining and sustaining competitive advantage, with specific emphasis on the Nigerian manufacturing sector and Lubcon Nigeria Limited. The aim is to critically assess existing academic and industry insights regarding the role of new product development (NPD) in shaping organizational competitiveness.
A well-conducted literature review not only builds the theoretical foundation for this study but also identifies gaps, supports arguments, and helps align this research with existing knowledge. The chapter is structured into conceptual, theoretical, and empirical frameworks, focusing on how product innovation influences organizational performance in terms of market relevance, profitability, and sustainability.
2.2 Conceptual Framework
New product planning and development (NPPD) serves as a strategic backbone for firms aiming to secure a sustainable competitive advantage. In a dynamic and highly competitive industry like lubricant production, firms must continuously innovate their product offerings to meet evolving customer needs, respond to environmental regulations, and adapt to technological shifts. Lubcon Nigeria Limited, a key player in this sector, exemplifies the critical role of systematic product innovation in staying ahead of the competition.
2.2.1 Dimensions of New Product Planning and Development
The conceptual framework for this study is built around four critical dimensions of NPPD, serving as the independent variable:

· Product Quality – Encompasses durability, reliability, and performance, which directly impact consumer trust and brand loyalty.
· Product Design – Refers to the functional and aesthetic attributes that improve product usability and appeal.
· Product Line Expansion – Involves developing variants of existing products or introducing complementary products to widen market coverage.
· Packaging and Product Size – Considers ergonomic packaging, environmental concerns, and consumer convenience in designing product sizes and formats.
These dimensions collectively influence the firm’s ability to differentiate itself, fulfill unmet market demands, and penetrate new segments effectively.
2.2.2 Competitive Advantage
Competitive advantage refers to an organization's ability to deliver greater value to customers or operate at lower costs than rivals. In this study, competitive advantage (dependent variable) is operationalized through:
· Increased Market Share
· Enhanced Customer Retention
· Improved Profitability
· Brand Reputation and Loyalty
Through effective new product development, firms like Lubcon can maintain a proactive stance in the marketplace, introducing products that are not only innovative but also aligned with strategic goals and customer expectations.
2.2.3 Integrating Product Development with Strategic Objectives
The strategic fit between product innovation and organizational goals is fundamental. Successful firms embed innovation in their corporate strategy, making NPPD a routine part of business operations rather than a one-off event. This strategic alignment ensures that product development activities are market-driven and performance-oriented, contributing directly to long-term organizational sustainability.
2.2.4 Conceptual Model
New Product Development (NPD)
(Product Quality, Product Design, Product Line, Packaging)
↓
Organizational Performance
(Sales Growth, Customer Loyalty, Profitability)
↓
Sustainable Competitive Advantage
This model underscores the linear relationship whereby strategic NPD leads to improved performance, which in turn strengthens the competitive position of the firm.
2.3 Theoretical Framework
This study is anchored on two key theories: the Resource-Based View (RBV) and the Dynamic Capabilities Theory.
2.3.1 Resource-Based View (RBV)
The Resource-Based View, originally developed by Penrose (1959) and refined by Wernerfelt (1984) and Barney (1991), emphasizes that firms gain and sustain competitive advantage through the strategic use of valuable, rare, inimitable, and non-substitutable (VRIN) resources.
Under this view, a firm like Lubcon can use its internal resources—technical know-how, skilled R&D teams, proprietary blends, and branding—to develop superior products that set it apart in the Nigerian oil and lubricant industry.
RBV supports an "inside-out" strategy, starting with what the firm does well internally and leveraging these competencies to create innovative products for market success.


The Dynamic Capabilities Theory extends the RBV by emphasizing the firm’s ability to integrate, build, and reconfigure internal and external competencies in response to rapidly changing environments (Teece, Pisano, & Shuen, 1997). It highlights agility and responsiveness in product innovation.
In the context of Lubcon Nigeria Limited, dynamic capabilities involve the firm’s ability to respond to changing consumer preferences, environmental standards, and technological trends by introducing cutting-edge products quickly and efficiently.
2.4 Empirical Review
Empirical studies from diverse industries and international contexts offer strong evidence that new product development significantly contributes to organizational growth, competitiveness, and financial performance.
Goedhuys and Veugelers (2008) conducted an analysis using World Bank ICS data from Brazilian manufacturing firms. The study examined how internal technology creation and external technology acquisition influenced process and product innovation. Results showed that firms engaging in both strategies experienced superior innovation outcomes and firm growth. This demonstrates the importance of combining internal R&D with external partnerships for successful NPD.
Anurag and Nelson (2004) explored the financial implications of new product outcomes in the pharmaceutical industry. Using event study methodology and daily return data, the findings revealed that financial markets respond positively to successful product launches. This reinforces the strategic value of NPD in improving firm valuation and investor confidence.
Haeussler (2008), studying biotechnology firms in the UK and Germany, emphasized the moderating role of technological capabilities in strategic alliances for product development. The results indicated that firms with specialized capabilities were better positioned to utilize alliances effectively, thereby enhancing their product innovation efforts.
Gatignon and Xuereb (1997) assessed the influence of different strategic orientations (customer, competitive, and technological) on product innovation success. The study concluded that no single orientation guarantees success; rather, the effectiveness of a strategy depends on market context and the nature of the innovation. This finding supports the need for firms to adopt a flexible and integrated strategic approach to NPD.
Cusumano and Nobeoka (1991) focused on Japanese automobile manufacturers and their product development strategies. Their research highlighted the importance of structured processes and project-based teams in achieving high levels of product development productivity. The study confirmed that companies integrating cross-functional teams and efficient planning mechanisms outperform others in product innovation and time-to-market.
These empirical insights affirm the significance of new product development as a tool for gaining competitive advantage. They also provide a solid basis for examining how Lubcon Nigeria Limited applies NPPD strategies to sustain its market leadership in the Nigerian lubricant industry.

CHAPTER THREE
METHODOLOGY
3.1 Introduction
This chapter outlines the methodology employed in conducting the study on New Product Planning and Development as a Veritable Tool for Competitive Advantage, using Lubcon Nigeria Limited as a case study. It discusses the research design, population and sample size, sampling technique, data collection methods, research instrument, and the procedure for analyzing the data. The aim is to ensure a systematic and logical approach to the collection and analysis of data to address the research objectives effectively.
3.2 Research Design
This study adopted a descriptive survey research design. The choice of this design is based on its suitability for studies that seek to collect data from a target population to describe their opinions, attitudes, and behaviors toward a specific issue—in this case, the planning and development of new products at Lubcon Nigeria Limited and how it contributes to competitive advantage.
According to Akintayo (1990), the descriptive survey method enables researchers to gather information from a large group of people and generalize findings to the population. This design was chosen because it allows for the efficient collection of firsthand information from employees, managers, and stakeholders within Lubcon Nigeria Limited. It is also cost-effective, less time-consuming compared to experimental methods, and it provides a clear snapshot of current practices and perceptions related to new product development.

3.3 Population of the Study
The population of a study refers to the entire group of individuals, items, or events of interest from which data may be collected. In this research, the population comprises the employees of Lubcon Nigeria Limited, Ilorin. This includes staff across different departments involved in product development, marketing, operations, and strategic planning.
For the purpose of this study, the population size is 100 employees, as sourced from the human resource department of the organization. This group is considered relevant because they are directly or indirectly involved in the planning, development, and execution of new product strategies in the organization.
3.4	Sampling Techniques and Sample Size
Sampling involves selecting a portion or subset of the population to represent the entire group. According to Harold (2002), sampling is an attempt to assess some characteristics or properties of a large population by studying the same properties within a smaller, representative subset. This approach enables the researcher to draw valid conclusions about the entire population without the need to study every individual element.
For this research, the sample includes a cross-section of Lubcon Nigeria Limited's staff, comprising junior staff, senior/managerial staff, and selected non-staff stakeholders who are involved or knowledgeable in new product planning and development processes within the organization.
To determine an appropriate and statistically reliable sample size from the total population of 100 staff members, the Taro Yamane (1964) formula was adopted. The Taro Yamane formula is widely accepted for calculating sample size in social science research and is given as:
N= N/1(1+N(e)^2
Where n = sample Size
N = total population
E = Error Limit (0.05 on the basis of 95% confident level
I = Constant
1 + N + 2 N
	Ce
 (
(0.41)
2 
100
)1 + 100
	100
1 + (0.0025)2 (100)
	100
	1.41
N = 70
3.5 Method of Data Collection
Data were collected through self-administered questionnaires distributed to the selected employees of Lubcon Nigeria Limited. In some cases, questionnaires were distributed physically, while others were sent via email to ensure accessibility and a higher response rate. Respondents were given adequate time to respond and submit the questionnaires.
All participants were assured of the confidentiality of their responses, and participation was entirely voluntary.
3.5 Research Instrument
The primary instrument for data collection in this study is the structured questionnaire. The questionnaire was designed to elicit responses on various aspects of new product planning and development at Lubcon Nigeria Limited and its influence on competitive advantage.
The questionnaire consists of both closed-ended and open-ended questions, allowing for both quantitative and qualitative data to be collected. The questions are divided into sections that cover:
· Demographic information of the respondents
· Current practices of product planning and development
· Perceived impact of these practices on competitive advantage
· Challenges and recommendations
3.7 Method of Data Analysis
Upon collection, the data were carefully reviewed, coded, and analyzed using descriptive statistical tools such as frequency counts, percentages, and tables to summarize the responses. These tools were used to interpret the findings in a meaningful way that aligns with the research objectives.
Additionally, inferential statistics such as Chi-square tests may be used where appropriate to test hypotheses and examine the relationships between new product development practices and competitive advantage at Lubcon Nigeria Limited.	 
3.8 Brief Historical Background of the Case Study
Lubcon Nigeria Limited is a leading indigenous oil and gas company established in 1988, with its headquarters located in Adewole Industrial Estate, Ilorin, Kwara State, Nigeria. The company was founded with a mission to provide high-quality petroleum products and services to meet the energy needs of Nigeria and the West African sub-region.
Lubcon began its operations with a focus on the production and distribution of lubricants, particularly automotive engine oils, industrial lubricants, and greases. Over the years, the company expanded its scope to include blending, packaging, and marketing of petroleum products, thus positioning itself as a key player in the downstream sector of the Nigerian oil and gas industry.
The company’s lubricant blending plant in Ilorin is among the most advanced in Nigeria, with state-of-the-art technology that enables the production of a wide range of high-performance lubricants under stringent quality control standards. Lubcon has also earned ISO 9001:2015 certification, which attests to its commitment to quality and international best practices.
In addition to its local dominance, Lubcon has extended its operations to several West African countries, including Ghana, Sierra Leone, and Liberia, thereby enhancing its regional footprint and brand recognition.
Lubcon’s sustained growth and competitive edge can be attributed to its emphasis on innovation, new product development, strategic planning, and human capital development. The company continually invests in research and development to introduce new products that meet the evolving needs of its customers while maintaining high standards of environmental responsibility and safety.
Today, Lubcon Nigeria Limited remains a symbol of excellence in the lubricant industry, contributing significantly to Nigeria’s industrial growth and economic development.


	
CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.1 Introduction
This chapter presents, analyzes, and interprets the data collected in relation to the research objectives. The data were obtained through structured questionnaires administered to employees of Lubcon Nigeria Limited, who are involved in or knowledgeable about the processes of new product planning and development.
Out of the 70 copies of the questionnaire distributed, all were properly filled and returned, representing a 100% response rate, which is considered adequate for meaningful analysis. The data are categorized into two sections:
· Section A: Bio-data of respondents
· Section B: Analysis of research questions
4.2 Data Presentation
Section A: Bio-data of Respondents
This section provides insights into the demographic characteristics of the respondents such as gender, age, educational qualification, department, and years of experience. This information helps to understand the background of the respondents and the diversity in their opinions regarding new product planning and development.
	DEPARTMENT
	NO OF QUESTIONNAIRE
	PERCENTAGE

	Returned 
	70
	100%

	No returned 
	0
	0%

	Total 
	100
	100%


Source: Research Survey 2025


4.3 DATA ANALYSIS
The seventy (70) questionnaires successfully administered will be analyzed as show below 
Section a Bio data of Respondents
TABLE 4.1 Gender of Respondents 
	SEX
	FREQUENCY
	PERCENTAGE

	Male
	40
	57

	Female
	30
	43

	TOTAL
	70
	100%


Source: Researcher field survey 2025 
	From the table above, 40 respondents representing 57% of the total respondents are male, while 30 respondents representing 43% of the total respondents were females, these shows that Lubcon Nigeria plc. Employs more male than female.
TABLE 4.1.2: AGE OF RESPONDENTS
	AGE
	FREQUENCY
	PERCENTAGE

	20-25
	25
	35.0

	26-30
	15
	21

	31-40
	10
	14

	41 and above
	20
	29

	TOTAL
	70
	100


Source: Researcher field survey 2025 
	From the table above, 25 respondents were between the ages of 20 -25, while 15 were between the ages of 26 – 30, these were fresh university graduate they are informed about the effect of new product development. Also 10 respondents of the total respondents were between the ages of 31 – 40, while the remaining 20 respondents were between the ages of 41 and above.
TABLE 4.1.3: MARITAL STATUS OF RESPONDENTS
	MARITAL STATUS
	FREQUENCY
	PERCENTAGE

	Single 
	50
	70

	Married 
	20
	30

	Widowed
	-
	-

	TOTAL
	70
	100


Source: Researcher field survey 2025 
	The table above shows that 50 of the respondents are single, while the remaining 20 respondents are married. These shows that Lubcon Nigeria Limited employs more singles than married staffs.
TABLE 4.1.4:  NUMBER YEARS SPENT IN SERVICE
	YEARS
	FREQUENCY
	PERCENTAGE

	Less than 1 year
	-
	-

	Between 1 – 2 years
	- 
	- 

	Between 2 – 4 years
	30
	43

	Above 4 years
	40
	57

	Total
	70
	100


Source: Researcher field survey 2025 
From the respondents interviewed, 43% had worked for the Company for more than 4 years and 57% had worked for the Company between 2 – 4 years.
 This is a quite a good experience for the respondents to give informed responses on new product development. 
They therefore had extensive experience in the field and helped to reveal how product are being exercised in Lubcon Nigeria Limited.
TABLE 4.1.5: EDUCATIONAL QUALIFICATION
	QUALIFICATION
	FREQUENCY
	PERCENTAGE

	Diploma
	14
	20

	Degree
	16
	23.5

	Master
	20
	28.5

	PhD
	20
	28.5

	Total
	70
	100


Source: Research Survey, 2025
From the respondents interviewed, 20% have diploma certificate, while 23.5% have Degree certificate, while 28.5% have Master Certificate and the remaining 28.5% have PhD certificate.
 This is a quite a good experience for the respondents to give informed responses on product development. They therefore had extensive knowledge in the field and helped to reveal how new product are developed in Lubcon Nigeria Limited.









SECTION B: RESEARCH QUESTIONS
TABLE 4.1.6: IS THERE ANY SIGNIFICANT RELATIONSHIP BETWEEN NEW PRODUCT DEVELOPMENT AND PERFORMANCE?
	VARIABLE 
	FREQUENCY
	PERCENTAGE

	Strongly Agreed
	28
	40

	Agreed
	20
	29

	Not Sure
	-
	-

	Strongly Disagreed
	15
	21

	Disagreed
	7
	10

	TOTAL
	70
	100


Source: Research Survey, 2025
	From the table above, 40% of the respondents Strongly agreed to the question, while 29% of the respondents agreed to the question, also 21% of the respondents strongly disagreed to the question, while the remaining 10% Disagreed to the question. 	
TABLE 4.1.7: NEW PRODUCT IS BEING DEVELOPED WHEN THOSE WHO MAKE DECISION FOR THE COMPANY INTERACT AMONG THEMSELVES?
	VARIABLE 
	FREQUENCY
	PERCENTAGE

	Strongly Agreed
	15
	21

	Agreed
	7
	10

	Not Sure
	-
	-

	Strongly Disagreed
	28
	40

	Disagreed
	20
	29

	TOTAL
	70
	100


Source: Research Survey, 2025
	From the above table, 15 of the respondents strongly agreed that new product is being developed when those who make decision for the company interact among themselves, while 7 of the respondents agreed to the question, also 28 of the respondents strongly disagreed to the question also 20 of the respondents disagreed to the question.  
TABLE 4.1.8: MANY ORGANIZATIONS ARE FOCUS ON BECOMING MORE COMPETITIVE BY DEVELOPING NEW PRODUCT?
	VARIABLE 
	FREQUENCY
	PERCENTAGE

	Strongly Agreed
	45
	60

	Agreed
	10
	15

	Not Sure
	-
	-

	Strongly Disagreed
	8
	13

	Disagreed
	7
	12

	TOTAL
	70
	100


Source: Research Survey, 2025
From the above table, 45 of the respondents strongly agreed that many organizations are focus on becoming more competitive by developing new products, while 10 of the respondents agreed to the question, also 8 of the respondents strongly disagreed to the question also 7 of the respondents disagreed to the question.  

TABLE 4.1.9: REGULAR AND CONTINUOUS TRAINING SHOULD BE GIVEN TO THE MARKETING MANAGERS AND R&D PERSONNEL SO AS TO UPDATE THEIR PROFESSIONAL SKILL AND KNOWLEDGE ON PRODUCT DEVELOPMENT?
	VARIABLE 
	FREQUENCY
	PERCENTAGE

	Strongly Agreed
	27
	39

	Agreed
	15
	21

	Not Sure
	-
	-

	Strongly Disagreed
	12
	17

	Disagreed
	16
	23

	TOTAL
	70
	100


Source: Research Survey, 2025
From the above table, 39% of the respondents strongly agreed that regular and continuous training should be given to the marketing managers and R&D personnel so as to update their professional skill and knowledge on product development, while 21% of the respondents agreed to the question, also 17% of the respondents strongly disagreed to the question also 23% of the respondents disagreed to the question.  








TABLE 4.1.10: EFFECTIVE PRODUCT DEVELOPMENT RESTS ON A PRODUCT’S DESIGN’S ABILITY TO CREATE A POSITIVE PRODUCT EXPERIENCE?
	VARIABLE 
	FREQUENCY
	PERCENTAGE

	Strongly Agreed
	10
	15

	Agreed
	7
	9

	Not Sure
	10
	15

	Strongly Disagreed
	15
	25

	Disagreed
	28
	36

	TOTAL
	70
	100


Source: Research Survey, 2025
From the above table, 15% of the respondents strongly agreed that effective product development rests on a product’s design’s ability to create a positive product experience, while 9% of the respondents agreed to the question, also 15% of the respondents are not sure about the question, while 25% of the respondents strongly disagreed to the question and the remaining 36% of the respondents disagreed to the question.  

4.3   TEST OF HYPOTHESIS
In testing the four hypothesis involved in this project, the X2. Testing shall be applied which has the chi-square formula as 
Where
O-observed frequency
E-expected frequency
E-summation size
The testing for the two hypotheses is the null and alternative hypothesis which is denoted with HO AND HI respectively
The decision will be to accept HO and reject HI or otherwise.
   The X value obtained with the formula will referred to X table while appropriate degree of freedom 
Degree of freedom is defined as
DF=(R-I) (C-I)
Where
R – Number of row total
R – Number of column total
The three hypotheses shall be tested with 5% (0.05) level of significance.
DECISION RULE
1. The null hypothesis will be accepted if the calculation value is greater than the table value.
2. The null hypothesis will be rejected if the calculation value is less than the table value.
TEST OF ASSUMPTION
HYPOTHESIS ONE
HO: There is no significant relationship between product design and sales volume in the Nigerian brewing sector
Hi: There is significant relationship between product design and profitability in the Nigerian brewing sector
COMPUTATION OF OBSERVATION
	CELL
	O
	E
	O-E
	(O-E)2 
	(O-E)2\E 

	C1
	85
	68.95
	16.05
	257.60
	3.74

	C2
	45
	61.05
	16.05
	257.60
	4.22

	C3
	11
	27.05
	16.05
	257.60
	9.53

	C4
	40
	23.95
	16.05
	257.60
	10.76

	TOTAL
	
	
	
	
	28.25



X2    = E (O – E)
                     E               = 28.25
Degree of freedom
DF = (R – 1) (C – 1)
	(2 – 1) (2 – 1)
	1X1 = 1
At 5% level of significance, the critical value X2 (0.95) for 1 degree of freedom is 3.84 we accept the null hypothesis and reject the alternative hypothesis.


HYPOTHESIS TWO
HO: There is no significant relationship between product size and performance of Lubcon Nigeria limited 
HI: There is significant relationship between improvement of existing products and performance of Lubcon Nigeria limited 
COMPUTATION OF OBSERVATION
	CELL
	O
	E
	O-E
	(O-E)2 
	(O-E)2\E 

	C1
	85
	68.95
	16.05
	257.60
	3.74

	C2
	45
	61.05
	16.05
	257.60
	4.22

	C3
	11
	27.05
	16.05
	257.60
	9.53

	C4
	40
	23.95
	16.05
	257.60
	10.76

	TOTAL
	
	
	
	
	28.25



X2    = E (O – E)
                     E               = 28.25
Degree of freedom
DF = (R – 1) (C – 1)
	(2 – 1) (2 – 1)
	1X1 = 1
At 5% level of significance, the critical value X2 (0.95) for 1 degree of freedom is 3.84 we accept the null hypothesis and reject the alternative hypothesis.
HYPOTHESIS THREE
HO: There is no significant relationship between product quality on the profitability in Lubcon Nigeria limited
Hi: There is a significant relationship between product quality on the profitability in Lubcon Nigeria limited COMPUTATION OF OBSERVATION
	CELL
	O
	E
	O-E
	(O-E)2 
	(O-E)2\E 

	C1
	85
	68.95
	16.05
	257.60
	3.74

	C2
	45
	61.05
	16.05
	257.60
	4.22

	C3
	11
	27.05
	16.05
	257.60
	9.53

	C4
	40
	23.95
	16.05
	257.60
	10.76

	TOTAL
	
	
	
	
	28.25



X2    = E (O – E)
                     E               = 28.25
Degree of freedom
DF = (R – 1) (C – 1)
	(2 – 1) (2 – 1)
	1X1 = 1
At 5% level of significance, the critical value X2 (0.95) for 1 degree of freedom is 3.84 we accept the null hypothesis and reject the alternative hypothesis.


HYPOTHESIS FOUR
HO: There is no significant relationship between improvements on product line on the performance of Lubcon Nigeria limited 

Hi: There is a significant relationship between improvement on product line on the performance of Lubcon Nigeria limited limited 
COMPUTATION OF OBSERVATION
	CELL
	O
	E
	O-E
	(O-E)2 
	(O-E)2\E 

	C1
	85
	68.95
	16.05
	257.60
	3.74

	C2
	45
	61.05
	16.05
	257.60
	4.22

	C3
	11
	27.05
	16.05
	257.60
	9.53

	C4
	40
	23.95
	16.05
	257.60
	10.76

	TOTAL
	
	
	
	
	28.25



X2    = E (O – E)
                                 E               = 28.25
Degree of freedom
DF = (R – 1) (C – 1)
	(2 – 1) (2 – 1)
	1X1 = 1
At 5% level of significance, the critical value X2 (0.95) for 1 degree of freedom is 3.84 we accept the null hypothesis and reject the alternative hypothesis.



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1 Summary
This study investigated the impact of new product planning and development as a strategic tool for gaining competitive advantage, with a specific focus on Lubcon Nigeria Limited, a leading player in the Nigerian manufacturing sector, particularly in the oil and lubricant industry.
In the preceding chapter, the data collected from respondents were presented and analyzed using appropriate statistical tools, with interpretations aligned to the research objectives. The key findings from the study are summarized as follows:
Product Quality and Profitability: The study established a positive and significant relationship between the quality of newly developed products and the overall profitability of Lubcon Nigeria Limited. High-quality products enhance customer acceptance, leading to increased sales and market share.
Product Quality and Customer Loyalty: The analysis revealed that the degree of product quality significantly influences customer loyalty, as customers are more inclined to remain committed to brands that consistently deliver value and satisfaction.
i. Product Size and Performance Metrics: There was no significant relationship between product size and either profitability or customer loyalty. This indicates that size alone does not drive customer preference or organizational gains; rather, the focus should be on value-added features.
ii. Product Line/Mix and Organizational Performance: The study found a strong and positive correlation between a diversified product line (or mix) and competitive performance indicators such as profitability, sales volume, and customer loyalty. Lubcon’s ability to introduce various products targeting different segments helps broaden its market reach and fosters brand retention.
iii. Product Design and Market Impact: The analysis showed that product design elements such as shape, size, or color do not have a statistically significant impact on sales volume or customer loyalty. Instead, the overall functionality and satisfaction derived from product use remain the primary drivers of loyalty and repeat purchases.
iv. Strategic Integration of NPD: New product planning and development at Lubcon are closely tied to organizational strategy, culture, and employee skills. While management involvement may not be a direct predictor of success, the alignment of NPD processes with business goals, team competencies, and market insights significantly enhances competitive outcomes.
5.2 Conclusion
The findings of this study affirm that new product planning and development is a critical enabler of competitive advantage in manufacturing organizations, particularly in dynamic and innovation-driven sectors like lubricants and petrochemical products.
For Lubcon Nigeria Limited, the integration of structured NPD processes—rooted in strategic foresight, market research, and innovation—has a demonstrable impact on its ability to sustain customer loyalty, enhance profitability, and expand market presence. While aesthetic aspects of product design hold some influence, functional quality, brand diversification, and continuous improvement remain the core determinants of market competitiveness.

In essence, new product development must be viewed not merely as a technical function but as a strategic imperative that interlinks with marketing, operations, human resources, and corporate planning.
5.3 Recommendations
Based on the research findings, the following recommendations are made to further enhance the competitive positioning of Lubcon Nigeria Limited through effective new product development strategies:
i. Invest in Market Research: Lubcon should consistently engage in market research to identify emerging customer needs, technological trends, and untapped market segments. This proactive approach will guide the development of relevant and competitive products.
ii.  Ensure Superior Product Quality: Product development initiatives should prioritize high-quality standards that meet or exceed customer expectations. Superior quality is essential not only for local market penetration but also for gaining foothold in regional and international markets.
iii. Strengthen Research and Development (R&D): Continuous investment in R&D capabilities is vital. Lubcon should foster innovation by equipping its R&D teams with modern tools and creating an environment conducive to creative product ideation and testing.
iv. Enhance Staff Competence: Regular training programs should be organized for personnel involved in product development, especially in marketing, production, and quality assurance. This will ensure alignment with global best practices in NPD.
v. Incorporate Branding and Positioning in NPD: Beyond technical development, efforts should be made to integrate branding, product packaging, usage testing, and positioning strategies into the product lifecycle to ensure maximum market impact.
vi. Adopt Data-Driven Decision Making: Lubcon should deploy effective information management systems to facilitate timely and evidence-based decision-making in product planning and launch strategies
vii.  Customer Feedback Mechanisms: The company should establish structured feedback systems to obtain consumer opinions and incorporate them into future product development efforts.
By adopting these recommendations, Lubcon Nigeria Limited can continue to maintain its edge in the competitive manufacturing landscape and sustain long-term business growth through effective new product planning and development.
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						DEPARTMENT OF BUSSINESS 
						ADMINISTRATION
					KWARA STATE POLYTECHNIC 
					P.M.B 1375 ILORIN
					KWARA STATE
Dear respondent,
QUESTIONNAIRE
I am final year student of the above named department at the Kwara State polytechnic, Ilorin carrying out a research on the topic “New Prodcut planning and Development A Veritable Tools for Competitive Advantage, Lubcon as the case study”.
This research work is in partial fulfilment of the requirements for the award of National Diploma (ND) in Business administration. The questionnaire is therefore part of the final assessment for data collection for the research.
Kindly assist to complete the questionnaire as objectively as possible.
Thank you for your co-operation.
								
								Yours Faithfully

							MALIK KEHINDE ARAMIDE
							HND/23/BAM/FT/1251





QUESTIONNAIRE
APPENDIX I
SECTION A: BIO DATA OF RESPONDENTS
1. SEX: Male (		), Female (		).
2. AGE: 20-25 (		), 26 – 30 (	), 31 – 40 (	), 41 and Above (	).
3. MARITAL STATUS: Single (	), Married (	), Widowed (		).
4. NUMBER YEARS SPENT IN SERVICE: Less than 1 year (		), Between 1 – 2 years (		), Between 2 – 4 years (		), Above 4 years (	).
5. EDUCATIONAL QUALIFICATION: Diploma (	), Degree (	), Master (	), PhD (	).
APPENDIX II
SECTION B: RESEARCH QUESTIONS
6. Is there any significant relationship between new product development and performance? Strongly Agreed (	), Agreed (	), Not Sure (		), Strongly Disagreed (	), Disagreed (		).
7. New product is being developed when those who make decision for the company interact among themselves? Strongly Agreed (	), Agreed (	), Not Sure (	), Strongly Disagreed (		), Disagreed (	).
8. Many organizations are focus on becoming more competitive by developing new product? Strongly Agreed (	), Agreed (	), Not Sure (	), Strongly Disagreed (		), Disagreed (		).
9. Regular and continuous training should be given to the marketing managers and R&D personnel so as to update their professional skill and knowledge on product development? Strongly Agreed (	), Agreed (	), Not Sure (	), Strongly Disagreed (		), Disagreed (	).
10. Effective product development rests on a product’s design’s ability to create a positive product experience? Strongly Agreed (	), Agreed (	), Not Sure (		), Strongly Disagreed (		), Disagreed (	).


21

