CHAPTER ONE
INTRODUCTION
1.1 	BACKGROUND OF THE STUDY
	Is product development strategy rewarding in terms of company performance? Studies in wide ranging contexts have found mixed results in different measures of performance. researchers have connected higher profits with the ability for firms to innovate (Schumpeter, 1934), while performance in development projects has been found to be determined by a firm’s product strategy and its capabilities in overall processes arid organization (clark & fujimoto, 1991). others have found financial market losses from product losses failure, being larger in magnitude than financial market gains from product development successes (sharma & lacey, 2004)effective product development rests on a product design’s ability to create a positive product experience (clark & fujimoto, 199 1).while product innovation performance has been seen as an important driver for firm growth particularly the combination of product and processes innovations significantly improving firm growth (Goedhuys & veugelers, 2008). the researcher’s further point out that product innovation translates into superior sales growth rates and access to finance. Hacussler, patzelt & zahra 2012) concluded that new product development is important for new firms’ successful performance though they also at test that development new products is costly and time consuming with at times uncertain outcomes. Ansoff (1987) brought into limelight the concepts product development which he defined as the focus on the focus on the needs of the current customers and the wider customer markets.
	According to Raible (2013) industrial theory is key in the influence on the choice of strategy and decision making of company. Ramsey (2001) further articulates that industrials organizational theory is reflected in the structure conduct performance model, which claims presence or a link between the structure of a market the organizational conduct and organizational performance. Porter (1981) pointed out that the central analytical aspect of industrial organization theory can be used to identify strategic choices. Product development strategy is recognized arid realized through a process whereby those with the power to make decisions for the organization interact among themselves with other organizational members and with external parties. This study therefore considers choice of strategy mainly in term of product development. Many organizations today are focusing on becoming more competitive by launching strategies that give them an edge over others. Sugar companies are equally facing the same challenge in their choice of strategy giver the crisis the subsector is currently experiencing. The challenge of liberalization, increasing competition from cheap sugar imports, poor industry policies and structures in sugar industry forms the basis of this study institute of Economic affair (2005). It is worth noting that a major part of the industry’s challenges are emerging from the dynamics of macro environment, According to the institute of economic affairs (2005). Stakeholders have not been involved in the creation of industry policies which brings into focus the role of corporate social responsibility and the resultant outcome of the choice of strategies.
1.2 	STATEMENT OF THE PROBLEM
	Company performance is a function of combination of factors, The concepts of environment, strategy and performance have been found to have a linkage that derives from the structure conduct- performance (S—CP) paradigm of the industrial organization economics. Continued existence of house hold product companies necessitates that they continually consider how product development strategy impacts on their performance how consistent their strategic behaviors are with environmental changes is expected to have implications in their performance. There is empirical evidence of the relationship between choices of strategy on performance of companies. Haeussler et al., (2012) related development of new products with successful firm performance, Goedbuys &Veugclers (2008) associated product innovations with firm growth while Sharma & Lacey, (2004) found evidence in financial losses to have an implication of product development failures, While different studies have been conducted in different contexts and industries, in the view of the above, this study seeks to address performance implications of product development strategy in terms of development of new products and improvement of existing products in Tuyil Pharmaceutical, lorin, Kwara State.
1.3 	RESEARCH QUESTION 
	This study seek to address the following question 
i. To what extend does new product Development affect sales performance? 
ii.  What is the impact of new product Development on Tuyil pharmaceutical company?
iii. Does obsolesce of and product have effect on the company? 
1.4 	OBJECTIVE OF THE STUDY 
	This study is guided by the following objectives: 
i. To finds out to what extent does new product Development affect sales performance of tuyil pharmaceutical company Ilorin. 
ii. To investigate the impact of new product Development on tuyil pharmaceutical company. 
iii. To find out if the obsolesce of any product have a positive or negative effect on the company.
1.5 	RESEARCH HYPOTHESIS 
Ho: There is no significant impact of new product Development on the performance of an organization. 
Hi: There is a significant impact of new product Development on the performance of the organization. 
Ho: There is no relationship between government polices and product Development. 
Hi: There is relationship between government polices and product Development. 
Ho: There is no relationship between new product Development and profitability. 
Hi: There is relationship between new product Development and profitability. 
1.6	 SIGNIFICANCE OF THE STUDY 
	The study will be of great benefit to prospective entrepreneur -by improving the performance of the current product line adding new product line. It is noteworthy to maintain that almost in all growth strategies, it follows an up— signing process. This is a management lad used in the context of increasing the size of an organization by mainly hiring more employees.
1.7	 SCOPE OF THE STUDY. 
	The study is limited to the effect of new product development on organization performance.
Geographical Scope 
	The study was centered at the Tuyil pharmaceutical Industry in Ilorin, Kwara State. Because it is the headquarters of the industry were marketing plan is carried out, and it has large sales volume.
Time Scope 
The time scope of the study is between 2018/2019.
1.8	 DEFINITION OF TERMS 
NEW PRODUCT DEVELOPMENT: Process of developing a new product or service for the market. 
ORGANIZATION: Is an entity comprising multiple people, such as an institution or an association, that has a collective goal and is linked to an external environment. 
PRODUCT: A product is the item offered for sale. A product can be a service or an item it can be physical or not physical psychological satisfaction that a buyer receives from purchases. 
DEVELOPMENT: The systematic use of scientific and technical knowledge to meet special objective or requirement.
CONSUMERS: This are people who purchase and use goods or services to satisfy a particular needs and want. 































CHAPTER TWO
LITERATURE REVIEW
2.1	INTRODUCTION 
	Product management assists organizations to plan, ensure repeatable sales and market-driven products and services to suit the needs and wants of the customers (Johnson, 2009). Past studies have indicated that many large companies have a high product failure rate of new product development at more than 65 per cent (Adams, 2010). One of the reasons for the failure is the introduction of an unattractive new product in the market (Euchner, 2008). 
	New product development is a difficult process but it has been identified as an important precursor to performance (Bendoly, Bharadwaj & Bharadwaj, 2012). As highlighted by im and Rai (2008), organizations have come to realize the importance of new product development for a company to survive in this competitive environment. 
	In addition to that, past studies have posited that new product development is a complex or higher- order capability that involves multiple organizational functions and competencies that are used to enhance organizational performance (Mishra & Shah, 2009).There are many new products that are available in the market. Nonetheless, not every new product in the market is successful. Surveys have shown that there are high failure rates in new products which range from 33 per cent to over 60 per cent and this has not improved in the last decades (Adams, 2010). 
	Furthermore, almost 90 per cent of the new products introduced in the market did not achieve their company’s business objectives (Yahaya & Bakar, 2007). On another note, having a good relationship with customers is a crucial criterion in improving the business performance of an organization. Maintaining good customer relationships helps enhance customer satisfaction and this in turn results in better company performance (Lo, 2012). Past studies posited that in every country, customers have ended at least one relationship per year and nearly two-thirds of the customers who have ended a relationship with a company turn to their competitors Genesys, 2009). Hence, it is timely to investigate the relationship between new product development and its performance in the banking industry. The services sector is the largest contributor to Malaysia’s gross domestic product (GDP) and the financial services sector is a sector that is well positioned to respond to the challenging environment (Tenth Malaysia Plan, 2011-2015). The financial sector provides services such as investrn.ent, lending, insurance, banking, securities trading and securities issuance (Kolakowski, 2011). Banking industry is one of the most promising financial services industries in Malaysia. Due to a competitive environment, banks are keen to maintain customer satisfaction by providing new and innovative products and services. As a result, one of the innovations that had been developed by banks was Internet banking (Ragoobur, Ayrga & Doomun, 2010). Thus, new product development serves as a key to achieve long-term success. 
	To achieve the objectives, the study develops as follows. Based on previous research, the section on hypotheses proposes a series of hypotheses on the five types of new product development, namely, firm image, brand strength, market- sensing capability, product innovativeness and new •product quality on performance measurements, namely, new product performance, rIational performance and customer satisfaction. The method section presents the data and is used to empirically analyze the hypotheses developed in tuyil Industry The section on the results presents the findings. Lastly, the section on conclusions and future research discusses the results and some of the limitations in this study. 
2.2	CONCEPTUAL FRAMEWORK 
	New Product Management New product management is an important function in an organization as it helps to identify and quantify problems and opportunities in the market segment (Johnson, 2009). According to Windley (2002), product management focuses on customer’s needs and wants rather than on the organization’s assets, such as technology, and employee skills. As a result, product management enables organization to satisfy the customers’ needs and wants. 
	According to a. resource based view, sources of competitive advantage are segregated into two broad types, which are resources and capability. First, resources represent the assets controlled by the firm that are used as inputs to organizational processes (Kaleka, 2002). Second, capability represents a complex bundle of skills and accumulated knowledge that enable a firm to utilize their resources to create value and competitive advantage (Day, 1994). Given this, new product development is categorized as organizational capability in resource-based theory (Spanos &Lioukas, 2001). This is so because new product management is one of the internal and external integrative and marketing capabilities in organizational capabilities that enable an organization to achieve and sustain new product competitive advantage (NPGA) (Akroush, 2012). Thus, an effective and efficient new product management is becoming a powerful strategy for organizations to gain a competitive advantage. 
Firm Image 
	Firm image is an intuitively appealing concept where a favorable image can boost sales through increased customer satisfaction and loyalty (Kim, jeon, Jung, Lu & Jones, 2011). A firm’s image is crucial for organizations as the world is transforming from a traditional, ‘industrial economy to an attention economy’, from selling product branding to selling corporate-branding in order to cope with the globalization challenge (Abdullah, 2009). Image can be built and developed by meeting the personal standards of the employees, the quality standards of the customers and community and the profitability standards of the investors (Ismail, Mustapa & Mustapa, 2006). Thus, an organization needs to be concerned about the company’s marketing strategy, such as processes and people, in order to develop a good image for an organization (Collins& Stevens, 2002). 
Brand Strength 
	Brand represents a product’s position in the mind of the customers (Sanyal & Banerjee, 2008). In this competitive environment, many companies and brands are using corporate social responsibility (CSR) as societal initiatives to communicate with their potential customers (Moreau & Parguel, 2011). As a result, the impact of an organization’s societal initiatives demonstrate a positive impact on the customer’s attitude towards the product, firm or on the customer’s purchase intention (Mohr, Webb & Harris, 2001). Brand strength can lead to the superior performance of an organization. Similarly, other researchers hate also found that customers who value brand name arc more likely to purchase due to the familiarity of the products (MacDonald & Sharp, 2000). Thus, building brand equity is a major issue that is of the concern of an organization. 
Market-sensing Capability 
	Market-sensing capability is one of the firm’s rare, valuable and difficult-to-imitate resources that can be used to achieve superior business performance (Olavarrieta& Priedmann, 2008). Capabilities can be defined as what an organization can do to ensure superior performance (Ulaga & Reinartz, 2011). Organizations that’ focus on market-sensing capability are known as market-driven organizations; these organizations have the ability to sense events and trends in the markets ahead of eornpctitxrs (Lankinen, Kuusela, Rokman& Tuominen, 2007). Thus, market-sensing capability creates value from the resources and competences for an organization to gain a cornpcutive advantage (Theoharakis, Sajtos& Hooley, 2009). 
Product innovativeness 
	An organization’s innovativeness can be defined as product newness, product advantages, product-company fit and innovation-market fit (Olavarrieta& Friedmann , 2008). Product innovativeness is known as a form of intangible resources that use to gain competitive advantage for an organization (Runyan Huddleston & Swinney, 2006). Given this, product innovation is an essential strategic approach for creating competitive advantages (Rainey, 2005). Hence, the more innovative an organization is, the more timely, creative and prolific in the introduction of the new products or services, and the faster in modifying existing offerings will, in turn, provide superior benefits to the customers (Moornian, 1995). 
New Product Quality 
	Quality can be segregated into objective quality and perceive quality in which objective quality is defined as the actual technical excellence of the product that can be verified and measured (Monroe & Krishman, 1985), whereas perceived quality is known as the customers’ judgments about the product’s overall performances(Zeithaml, 1988).
	In order to have good product quality, an organization needs to define and communicate their mission to the members. This is so because it can influence the quality related values, behaviour and reaction of the employees about the change (Wittig, 2012). As a result, the quality of a new product can influence an organization’s image, customer loyalty, the attractiveness of the products, product market share and profitability (Cooper & Klcinschmidt, 1995). Hence, the importance of new product management in an organization cannot be denied and the following section reviews the performance measurements in an organization. 
Performance Measurement 
	Performance measurement serves the purpose of ensuring that an organization pursues strategies that will lead to achievement of the overall goals and objectives (Brignall& Ballantine, 1996). As highlighted by Park (2010), performances mostly occur at the final stages of the project due to the uncertainty of the information during the period of the new product development. As such, an organization can design performance measurement that supports the organization s mission, strategy and plan of action in order to obtain competitive advantages (Kuwaiti & Kay, 2000). Salleh, Jusoh and Isa (2010) indicated that a good performance measurement should focus not only on the financial aspect of measures such as profitability, return of investment, return on equity and earnings per share, but also on the nonfinancial aspect of measures such as customers, quality, people, systems and processes. In this study, performance measurements are referred to new product performance, relational performance and customer satisfaction. 
New Product Performance 
	New product performance is the outcome of new products in the market that depends on the design to specifications and the ability to translate the customers’ needs into product specifications (Meyer & Utterback, 1993). New product development performance can be in the form of cost, lead time, external and internal quality, schedule-following and product profits (Oliver, Dostaler & Dewberry, 2004). Besides, the performance of the new products is noted through the positive response and improvements in the product design itself (Bakar & Ahmad, 2010). Past researchers have elucidated that there is positive relationship between innovation and new product performance (lm& Workman, 2004). Hence, new products are more successful if they are designed to satisfy the customers’ needs and wants (Myers & Marquis, 1969). 
Relational Performance 
	Relational performance shows how smooth the interactions are carried out and how easy the barriers across organizations can be overcome (Bouncken & Lekse, 2010). Besides, relational performance is closely related to relational marketing in which relational marketing aims to improve the understanding of how the parties relate to each other (Gronroos, 2000). Nu and Jen (2010) noted that if an organization establishes a good relationship with their business customers, the organization can increase their competitiveness and ensure sustainable profitability. In a business context, an organization not only needs to have a good relationship with their customers, but it also needs to have a good relationship with its supply chain members, competitors and investors (Ellinger & Daugherty, 1997). As a result, good relational performance positively impacts customer satisfaction and operation performance in an organisation (Stank, Goldsby & Viekery, 2003). Thus, relational performance is an important strategy that uses to achieve competitive advantage.
Customer Satisfaction 
	Customer satisfaction indicates how well the product-use experience compares to the customer’s value expectation (Cravens & piercy, 2009). Awan, Bukhari and lqbal (2011) highlighted that satisfaction or dissatisfaction is based on the gap between the customers’ expectations of the products and services with the actual perceived performance. If the customers’ expectations are met, the result is satisfactory. On the other hand, if the customers’ expectations are riot 
met, dissatisfaction occurs (Vavra, 1997). As highlighted by Howell and Shamir (2005), customer satisfaction can be measured in terms of availability, responsiveness, timeliness, completeness, tangibility, empathy, reliability and professionalism. Besides, customer satisfaction can be improved by providing a value offering such as product innovativeness and product quality that matches the value proposition, that are considered important by customers (Cravens & Piercy, 2009). Ahmad, Rehman and Saif (2010) suggested that an organization should concentrate on service quality in order to satisfy the customers as it is proved that service quality has a great and strong positive impact on customer satisfaction. Hence, customer satisfaction is important for an organization to sustain a competitive advantage in this turbulent business environment in view of the above the following hypotheses have been developed



2.3 	THEORETICAL FRAMEWORK 
	According to Ewah et al (2008), in 1994, mercer management consulting in collaboration with the R & D magazine, gathered data from 193 enterprises and found that there are some relationships between (a) new product development practices and new product development process performance and (b) product life cycle and firms’ revenues.
	According to Haiss (1992) in a study of 200 new business products success and failure introduced by some 100 companies revealed major factors that differentiate winners from losers. These factors were superiority of the new product, strong market orientation and marketing proficiency, and superior technological and production capabilities. Superiority of the product refers to other competing products in terms of better meeting products in terms of better meeting customer’s needs unique features not found in competitive offering, high quality, innovativeness and lower cost to customers. Strong market orientation and marketing - proficiency was characterized by the good research prior to product development, good understanding of the market, strong market and distribution efforts, and guidance by knowledgeable marketing people. Superior technological and production capabilities implied that the company had a strong and capable engineering and production base for the new product. Based on these studies, according to Ewah (2008), it can be adduced that certain factors positively affect new product success. For instance, high quality offerings are more likely to succeed than low quality product. The product that better meets customers’ needs and offer benefits not found in competitive products stand a better chance of succeeding. In addition, new product success is enhanced when competent and faithful marketing personnel direct the product launch.
Organizational Development Theory 
	Adedo, (2016) posited organizational development (OD) is a field of research, theory and practice dedicated to expanding the knowledge and effectiveness of people to accomplish more successful organizational change and performance. Organizational development is a process of continuous diagnosis, action planning, implementation and evaluation, with the goal of transferring knowledge and skills to organizations to improve their capacity for solving problems arid managing future change. 
HISTORY AND APPLICATION OF ORGANIZATIONAL
DEVELOPMENT THEORY 
	Organizational development emerged out of human relations studies from the 1930s where psychologists realized that organizational structures and processes influence workers behavior and motivation. Lewins work in the 1940s and 1950s also helped show that feedback was a valuable tool in addressing social process more recently, work on organizational development has expanded to focus on aligning organization with their rapidly changing and complex environments through organizational learning, knowledge management and transformation of organizational norms and values. 



KEY CONCEPTS OF ORGANIZATIONAL DEVELOPMENT THEORY ORGANIZATIONAL CLIMATE
	It is defined as the mood or unique “personality” of an organization. It is attitudes and beliefs about organizational practices create organizational climate and influence members collective behaviour. 
	Climate features and characteristic may be associated with employee satisfaction, stress, service quality and outcomes and successful implementation of new programs-S Climate features and characteristics include: leadership, openness of communication, participative management, role clarity and conflict resolution, leader support and leader control.
ORGANIZATIONAL CULTURE 
	Duly seated norms, values and behaviours that members share. 
The five basic elements of culture in organizations include: 
· Assumptions
· Values
· Behavioural Norms
· Behavioural Patterns 
· Artifacts 
The subjective features (assumptions, values and norms) reflect members’ unconscious thoughts and interpretations of their organizations. The subjective features shape the behaviors and artifacts take on within organizations. 
Organizational Strategies 
	A common organization development approach used to help organizations negotiate change, i.e. action research, consists of four steps. 
1 .Diagnosis 
• Helps organization identify problems that may interfere with its effectiveness and assess the underlying causes.
• Usually done by CD enlisting the help of an outside specialist to help identify problems by examining its mission, goals, policies, structures and technologies; climate and culture; environmental factors; desired outcomes and readiness to take action.
• Usually done through key informant interviews or formal surveys of all members. 
2. Action planning
• Strategic interventions or addressing diagnosed problems are developed 
• The organization is engaged in ac action planning process to assess the feasibility of implementing different change strategies that lead to action 
3.lntevention 
• Change steps are specified and sequenced, progress monitored, and stakeholder commitment is cultivated. 
4. Evaluation
• Assess the planned change efforts by tracking the organization’s process in implementing the change and by on the organization.
Comparative Advantage Theory 
	Comparative advantage theory is inherently dynamics in which when an organization has resources that are rare, valuable, difficult to imitate and non- substitutable among the competitors, it shows that the organiz.ation has the potential of producing a comparative advantage (Braney, 1991). Comparative advantage exists when customers perceive that a market offering can provide superior value and can he produce at a lower cost (Hunt and Morgan, 1995). There are few foundations of comparative advantage theory that can be applied in this study. First, the demand in the market heterogeneous and dynamic and this can be identified by the organizations ability to sense the market in order to achieve a favourable new product performance, good relational performance and customer satisfaction (Dickson, 1992). Second, an organization’s objective is to achieve superior financial performance such as high profit (Jacobson, 1992). As a result, an organization that has a good image will lead to favourable new product performance (Roberts and Dowling, 2002) and a good relationship with the stakeholders will in turn satisfy existing.
Resources Based Theory 
	In recent years, resource-based theory of an organization has emerged as a popular theory for competitive advantage (faliy, 2000). Resource based view of an organization can be described as the unique or distinctive resources possessed by an organization that arc a sources of sustained competitive advantage (Caldeira and Ward, 2001). This is further supported by Henry (2ifiD8) that a resource-based view serves as the’ internal capabilities that an organization has in order to achieve sustainable competitive advantage in the market and industries. There are three distinct sub-groups in resources -based theory, namely tangible assets, intangible assets and capabilities (Faliy and smithee, 1999). Tangible assets refers to the fixed and current assets of an organization such as the plants, equipment, 
etc. (Hall, 1989).
Benefits of successful new product 
	According to Ewah (2008), new product terms strive to develop technical knowledge and achieve commercial objective by building innovation capacity, that would make the company and its product remain competitive in an ever-dynamic business environment. Other benefits include; Creates a market for the firm or company’s product and improve its productivity level 
· Sustain the profit of the company as a going concern 
· Increase consumers selectivity or choice making
· Acceptance for a company’s product and create a good image for the company
· All resources of a company arc put into useful purpose, especially idle resources
· Reduces the threat of obsolescence which hangs over some products 
Result of full employment level for the firm and growth of the economy 
Result to company diversification objective
· Translate to positive diffusion process in the minds of market segment.
Response why some, new products fail 
	According to Agbonifor et al (1998) as quoted by Forster (1978) which encapsulates the views of other scholars, new products fail because of the following reasons. 
· The basic concept, specification or proposition was at a fault or out of step with the true nature and needs of the markets, technology or manufacturing capabilities of the company.
· Price, size, performance, disability or specification may be wrong.
· Technological skills of the company may have been stretched beyond reasonable bonds
· Assessment of market potentials and its location were wrong, or the estimate of the timing (of either acceptance by the market or launching of the products) was wrong
· Competitive strength, especially the power to launch a countermove, was underestimated
· There was no systematic programming or control of the work.
· Technical and production design and planning were rushed.
· The whole product planning operation was badly organized or rushed.
· All other research and evaluation were skipped or rushed
· Too much time was taken in the initial launch, other companies managed to leap frog into the national market and establish their market position first 
· The products were “Ivory Tower” The product was out of the tune with the market needs and therefore the products were unassailable.
· The global or international aspects were over looked. 
But in the case of our society (Nigeria) the main reason for new product failure could also include, poor quality, artificial features, lack of information about the product, resistance to change by some consumers, false content, indecent packaging, stringent government policy and laws among others (Ewah et al 
2008). 
The relationship between new product development process and business
performance
	There are few works that discuss about the relationship between new product development process and business performance (IVourlioti et al 2008), Mis and Jublee (2010), Zirger and Madique (1990), Cooper and Kleinschmidt (1995), Balbontin et al 2000, among others. They posit that new product development process success is influenced by certain factors - the new product development plan, importance of firms strategy, the required personnel skills for an effective new product development process, management involvement in the new product development process, organizational culture, the importance of the new product development process for improving product quality and the importance of the new product development process for improving business performance.
Figure 1: New Product Development Model 
Source: Fieldwork (2019)
	The research model (figure 1) presents the factor that affect the NPD process that are examined in this study. These factors are the implemented business strategy, the skills of the personnel, the management involvement in the new product development process, and the organizational culture. Additionally, the new product development plan, product quality and the business performance are included in the model as dependent factors. 
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