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ABSTRACT
New Product Development (NPD) is a critical driver of business growth, competitive advantage, and customer satisfaction in today’s rapidly evolving market environment. However, the process of developing and launching new products is fraught with challenges ranging from high development costs and technological uncertainties to unpredictable market responses and competitive pressures. This study explores the key problems organizations face during the NPD process, including inadequate market research, misalignment with consumer needs, time-to-market delays, and cross-functional coordination issues. At the same time, it identifies emerging prospects that can enhance NPD success, such as the use of data analytics, agile methodologies, customer co-creation, and innovation management systems. By examining both the barriers and opportunities in NPD, this paper provides insights into how firms can improve their product innovation strategies to better meet market demands and sustain long-term growth. The findings suggest that organizations that invest in customer-centric design, robust research and development, and strategic flexibility are more likely to succeed in dynamic market environments.




TABLE OF CONTENTS
Title Page
Certification
Dedication
Acknowledgement
Table of Contents
Abstract 
CHAPTER ONE
1.1	Background to the study						
1.2	Statement of Problem of the study				
1.3	Aims and objectives of the Study
1.4	Research questions			
1.5	Significance of the Study					
1.6	Scope of the Study						
1.7	Limitation and constraints to the study				
CHAPTER TWO
LITERATURE REVIEW
2.1 	Conceptual Framework
2.1.1 	Process of New Product Development		
2.1.2 	Rationale for New Product Development		
2.1.3	Concept of Marketing Research			
2.1.4	The Rationale for Marketing Research	
2.2	Theoretical Framework
CHAPTER THREE			
RESEARCH METHODOLOGY
3.1	Research Population and Sample			
3.2	Research Design						
3.3	Instrument of Data Collection			
3.4	Administration of Instruments			
3.5	Method of Data Analysis					
CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1 	Brief History of New Product Development In Nigeria Bottling CompanyPlc				
4.2	The Company’s Products				
4.3 	Reason for Embarking on New Product Development in Nigeria Bottling Company	
4.4	Effect of Marketing Research on New Product Development in Nigeria Bottling Company 	
4.5	importance of Marketing Research On New Product Development in Nigeria Bottling Company 						
4.6	Constraints to Effective Use of Marketing Research in new product development in the company				
CHAPTER FIVE
	SUMMARY, CONCLUSIONS AND RECOMMENDATIONS
5.1	Summary of Findings					
5.2	Conclusions					
5.3	Recommendations							
References







CHAPTER ONE
1.1	INTRODUTION
Marketing research is a systematic design, collection, analysis and reporting of data finding relevant to a specific marketing situation facing the company. It is also the activity of presenting, advertising and selling a company product in the best possible way. 
	Marketing research is also a systematic approach to the development and provision of information for marketing decision making.
	The collection and provision of information by market research is systematic. It is planned and well organized progress. The method of obtaining information is objective or by interview process.
	Since data are pieces of information it is through the research process that the data collected take on meaning and become information until it is being process into a meaningful information before it become an information;. Information is gathered through marketing research for purpose, it is used by marketer’s to make accurate decisions.
	Marketing research is an encompassing term covering research in virtually all aspects of marketing activities including business, economic, corporate research, advertising research product research, sales and marketing research. “To manage a business well is to manage its future and to manage its future is to manage its information”. Therefore marketing executive must be future oriented. That is they must be 
a. Anticipate change 
b. Forecast the direction and intensity of the changes.
c. And adjust their strategic marketing planning in line with these changes. 
To do these marketing manager need a lot of information’s about potential markets and environment force. It is essential that marketing manager understand the research process. They research face in order to evaluate the research effectively. Marketers used a very large amount of research information and in using it they must be it is “as error free” as is humanly possible. As matter of fact obtaining accurate information is a major goal of the research process. Marketing researcher try very hard to eliminate error that can creep research is to reach conclusion and to make recommendation that the marketing manager can use in solving a particular problems. Obviously, if the researcher are collecting information and in drawing conclusion, the market is likely to be given incomplete and accurate. Information a result he or she may make decision. To avoid this situation, marketing researchers attempt to apply the scientific method by concluding their assignment. That is they emphasis objectively and accuracy in collecting information to solve a problem.
The essence of marketing is that, a firm will produce what it can sell rather than what it can produce.
Marketing therefore, require an assessment of consumers needs through research and the orientation of all firms activities toward the satisfaction of those needs.
According to David Hughe and Donald, Donald competently managed enterprise today attempt to realized the marketing concept or orientation if its total efforts to the satisfaction of the market. That attempt can succeed only when they has accurate and up to date knowledge of the ultimate buyer whose decision and motivation should be its guiding star. Peter M. Donald, supports the above ascertains by staling that marketing research is a fact finding process, logical and essential for successful marketing and adoptable to the requirement of the firm operating in market of all kinds.
1.2	STATEMENT OF THE PROBLEM
The study wants to find out an answer to series of question and problems. This research also to give the appropriate answers to the following question. Do these organizations? Take up marketing research? What form of marketing research is practiced in your industry or organization? Is marketing research so important to the company in new product development? And lastly to what extent the marketing research can be of help to the industry and organization (Nigeria Bottling Company Plc, Ilorin)
1.3	AIMS AND OBJECTIVES OF THE STUDY
The primary motive behind this research work is to fulfil the requirement as a pre-requisite for the award of higher National Diploma in Marketing Department of Kwara State Polytechnic Ilorin.
Secondly, the study intends to carry out the empirical study of the roles which the marketing research functions actually play in the operational activities of the industry in (Nigeria Bottling Company). The study also intends to find out the justification for marketing research in (Nigeria Bottling Company Ilorin).
1.4	RESEARCH QUESTIONS
· Highlighting and emphasizing the importance of marketing research on new productdevelopment.
· We need to examine the effect / extent of marketing research contribution to new product development.
· We need to examine circumstances under which marketing research is more likely to be used in the stage of new productdevelopment.
· Identify the factors that influence marketing research on new productdevelopment.
· Also recommend as the need arises in order to create customerssatisfaction.
1.5	SIGNIFICANCE OF THE STUDY
The motive behind this was to find out how the organization in question can make use of marketing research to get more information about the consumers and competitors of its product. 
The study will all also enable the organization or industry to know the attitude of consumer. Through this study the organization know the development of marketing research and why marketing research is very important, lastly the study will also help the organization to know the development of new product and why new product fail. 
1.6	SCOPE OF THE STUDY
The research study which centers on impact of marketing research on new product development with particular reference to Nigeria Bottling Company plc, Ilorin.
The number of marketing research department has grown steadily since the end of the 2nd world war. Marketing research is gaining more status in the corporate management hierarchy with 40% of the marketing research directors accountable to management. However, the scope of the study will cover the role of marketing research on Nigeria Bottling Company Plc, limited and how to reduce the uncertainty in decision making.
1.7	LIMITATION OF THE STUDY
Some problem which might be responsible for the limitation of this research work includes.
1. A. Attitude of the interview: during the process of interviewing some of the respondents were not ready to give out information to researchers.
B. Lack of adequate and statistical data in almost all the departments in Nigeria Bottling Company plc.
2. Although the case study is not quite distance. The cost of transportation to its location, as well as time which has to be shared with other academic obligations cannot be over emphasized.
The following are the main objectives of this research:
A. The need to identify problems and solving the problem through collection, analyzing and implementing the data collected.
B. Finding the conditions under a certain phenomenon occurs and the conditions under which it does not occur in what might appear to be similar circumstances
C. The need to make rational choices based on valid criteria among alternatives resources. Practices and procedures.
D. To be able to meet wish, and cope with the fast changing social and technical changes in the economy.
E. The use of modern innovations such as computer and the like calls for constant research because it requires qualifiable information, logically defied concepts, verifiable and valid objective for the educational, scientific and educational system.
F. Research occasionally re-orientates our thinking and conceptualization about happening and general problems of the society.
G. Research seeks answer and solution to problems and also desire to guide future action or activity.
H. Research seeks to build upon existing knowledge, Connecting, extending, modifying and refining the older knowledge.


CHAPTER TWO
LITERATURE REVIEW
2.1	CONCEPTUAL FRAMEWORK
A new product is the product that is perceivable different from bundle of benefits currently available in the market place.
According to Kotler, several questions were raise on what is new product? 
The model that can manufactures introduce each year or if a firm adds a wrinkle-remover cream to its assortment of woman cosmetic is this new product? Several possible categories of product can be recognized as new product that is this important. However the each separate category is may require different marketing program suit it desire need.
The fact that no product maintains its position in the market indefinitely brings about of new product decisions and innovations. Also taste and fashion change arbitrarily as a result of complex human native as well as dynamic and competitive human environments. The source of ideal of new product development may be external and internal they went further to include the company research and development department and employee suggestion in addition to the source earlier enumerated by Kotler (2004) in order to ensure a reasonable profitability of market success.
(1) Product that are really innovator truly unique these are product of which no existing substitute are considered satisfactory for example malaria, disease, several categories of drug or category of product that are quick deferent from the existing product but satisfy the same needs can be called new product 
(2)  Replacement for existing product that are significance different from the existing goods, dry cereals manufacturer introduce new cereals and often discontinue the existing one that no longer fulfil sales and profit expectation for instant coffee replaced ground coffee peas in the market.
The newness of the product can be view from four perspectives, namely.
1. Newness compared with existing product: a product can be considered new if it is functionally different from existing product
2. Newness from the company’s perspective:  a revised product item or a completely new innovation is considered by business firm as new.
3. Newness from consumer’s perspective can be viewed as new on the basis of its consumption effect
4. Newness is a legal term: regulation may stipulate the period of time after it enters regular distribution for which a product should be considered new.
NEW PRODUCT MAY BE CATEGORIZED INTO THE FOLLOWING TYPES
1. A “never before” product- a totally new and unique product, not currently available on the market 
2. An improved product – an improvement over the other brands currently on the market
3. A category extension- a “new” type brand as compared to other brands currently on the market
4. A” me too” product- essentially the same as the other brands currently on the market.

2.1.1	PROCESS OF NEW PRODUCT DEVELOPMENT
	As a product is developed, it progresses from the pen stage do the production and marketing stage. In each stage management must decide whether to do move on the next stage or abandon the product or seek additional information. These are essentially three stages for new product development these are:
1. The ideal of generation and evaluation of ideal for new product 
2. Market analysis is the context for cooperating strategy 
3. Product creation and pre-launch tasting 
These three stages are further divided into six steps or stages in the new product development.
I. Idea Generation 
The new product development process starts with the search for ideas. New product idea can come from interacting with various group and from using creativity generation techniques. It could be through journal, magazine or textbooks which are refers to literature review.
Company can also find good ideas by researching competitors of product and services. They can find out what customers like and dislike about competitor product. They can buy their competitors product take them apart and build ones. Company sales representative and intermediaries at the particular good save of ideas, these groups have first hand exposure to customer and they are often to learn about competitive development.
II. Idea Screening 
Once ideas have been conceived, they have to pass through a shifting process. The objective here is to eliminate those ideas, which are not consistent with the company’s policies and objectives. Idea should be written down and reviewed by an idea committee. The company now sorts the proposed idea into three groups.
1. Promising idea 
2. Reject idea 
Each promising idea is research by committee members, who report back to the committee. The surviving idea move into full-scale screening process. The purpose of screening is to drop poor idea as much as possible. The rational is that product development costs rise substantially with each successive development stage.
iii. Business Analysis 
	After management develops the product concept and marketing strategy, it can evaluate the proposals of business attractive. Management need to prepare sales, cost and profit projection to determine whether they satisfy company objectives if they do the concept can move to the business analysis will undergo revision and expansion. In the estimation of total sales, the sum of estimated, the first time sales, replacement sales and repeat sales will be considered sales estimation methods depend on whether the production is a onetime purpose, an infrequently purchased product, or a frequently purposed product.
IV. Product Development
This stage implies when the idea from the market may yield or lead to low sales of the product. This stage means the idea from papers is converted into physical goods. Where a given to customers to sell, giving it out free to people or at a reduce price by then you can commercialize the product for onward sales.

V. Test Marketing
Here, this stage is somehow interwoven with the upper stage in the sense that a few quantities is also produce from market test, so as to stimulate the public for the existence of the new product it is at this stage when the management of the company will determine whether to make or commercialize the product.
VI. Commercialization 
This is the stage where the product is submitted to the market and this commences the life cycle. It is indeed final stage in the new product development process and it is a market introduction stage. At this stage a certain quality of production is produce for onward sales, as to make profit and desires goals.
2.1.2	RATIONALE FOR NEW PRODUCT DEVELOPMENT
New products are needed by business firms because of the following reasons:
1. Fundamental changes in the world design Industry: The industry of design is undergoing deep transformation, from now on design is not only for appearance and style. Design dramatically changing its role from being a simply a tactical device to becoming a strategic business tool.
2. 	Transformation of Consumption Culture: Technological revolution provides customers with real [power in the market. Tooling, the question of the utmost importance for brands is how to satisfy people who have an almost endless choice rein forced by instant access to global market.
3. Marketing Research/design Research:Traditional marketing tools are good for analyzing existing market ideas. Inductive thinking, qualitative approach used by designers is very good for imagining new possibilities. Design identity new product opportunities create design briefs. Conduct market research, develop a platform for further innovations even brief advertising companies on how to promote the new product.
4. From consumer to Human Experience: In contrast to artificial situations of focus group discussions, designers prefer conducting in context observations looking at the world through their customers eyes, emphasizing with the soul, mind and body of customers.
5. Strategic Reasons:
a.	Buyer often demands that associated products be made by the same manufacturer.
b.	Firms channels of distribution are strengthened by the addition of new products.
c.	Additional of new products is frequently important from a promotional strategy stand-point.
d.	Some companies add new products for the purpose of trading their line up or down.
6.	As an insurance against business failure emanating from product obsolesce, there must be adequate provisions for new product addition.
2.1.3	CONCEPT OF MARKETING RESEARCH
Marketing research is a branch of the business research which studies customers and is concerned with the improvement of the quality of marketing decision.  Its also the internal part of the marketing task, it was stated further that it provides the manager with the means of identifying marketing opportunities.  It can provide data for control of marketing programme.
American marketing Association (1968) defines marketing research as an aspect of management that collect, records, analyse, precise, objectively and systematically, data relative to marketing problems.
Burger Zaltman (1995) sees marketing research as consisting of diagnosing the necessary information and selecting the pertinent variables for which valid and reliable data will be collected, recorded and analysed.
Gren and Tull (1975) sees marketing research consisting a systematic and objective collection as well as appropriate analysis of information that will provides solution to all marketing problem.
Marketing research seems to have developed in America during a period from the late nineteenth century up to and into the 1920’s Charles Coolidge parking, who seems to be acknowledge as the outstanding figure in this development, is said to have founded the first commercial research company in the 1920’s.  Names which also stem from this era and which are still going strong are Daniel Starch (Advertising Effectiveness Research).
Marketing research is the collecting, recording and sense of all available information which will help a business unit to understand its market.  The main objective of marketing research has been defined as reducing the uncertainty surrounding business decision, an objective which it achieve through the collection and analysis of data relevant to marketing problem.
Marketing research as an objective and systematic investigation of market itself, he stated further that since marketing involves all business activities required to move goods and services from products to final consumer, marketing research studies all aspect of company’s marketing effort.  And also Dania Dafoe made through the whole Island of Great Britain published in 1920 describe marketing research as activities as a tool use by dynamic business organization for the purpose of accurate decision making.  Among such dynamic organization as mention Coca-Cola company the largest manufactures of soft drinks in the whole world which was established in 1886 and as continuously prospered in its times and term of its business. The marketing organization has conducted some form of marketing studies since the inefficacy for marketing research.
Marketing research can be said to be the ability to gather required information at the right time, analyse the information to solve challenging marketing problem.  Marketing research is the process of defining marketing problems and then systematically collecting and analyzing information to recommendation to improve an organization marketing activities (Barkouitz K. R., 19860
2.1.4	THE RATIONALE FOR MARKETING RESEARCH
Marketing research is investigating and carefully studying your customers, competitors and industry conditions.
Below are the reasons for marketing research:
1.	Market research tells us whether or not there is demand for your product or services.  Even the most passionate of entrepreneurs will become disillusioned if few are interested in buying his or her goods.
2.	Market research also answers the question what kind of person or company is most likely to buy my goods/service.  Knowing the demographic profile of your customer base allows you to more easily estimate the size of your market, using census, trade association or other data, the knowledge also helps you make smarter marketing and advertising decision.
3.	Marketing research helps make you more successful by gathering information about your competitors.
4.	Marketing research helps to provide and produce product that meet the need of the customers.
5.	Marketing research helps to solve any production problems such as shortage production, poor quality and poor competitive ability.
6.	It also helps to improve in the quality and quantity of products and services.  It’s because they have been able to compare with other product in the market.
2.2	THEORETICAL FRAMEWORK
	The following subsections will attempt to provide an integration of the various major works on the theoretical aspects of marketing.
2.2.1. BARTELS' (1962. 1965. 1968) CONTRIBUTIONS 
	"The General Theory of Marketing" by Bartels (1968) represents the classical attempt to integrate all other micro theories into marketing. In his outline of the General Theory, Bartels (1968) proposes seven component sub-theories which - go to make up an integrated general theory of marketing. These include:
1. Theory of Social Initiative - where consumption needs dictate production and distribution.
2. Theory of Economic (Market) Separations - where the separation of both consumers and producers in all aspects brings about conditions which affect marketing.
3. Theory of Market Roles, Expectations and Interactions - where market innovations, demand and competition reflect the functional relationships between market role behaviours and their associated discrepancies.
4. Theory of Flows and Systems - where complex marketing movements between separate markets are classifiable as series, parallel, reciprocal and duplicatory.
5. Theory of Behaviour Constraints - where marketing activity is affected by the constraints posed by political, economic, social and technical factors.
6. Theory of Social Change and Marketing Evolution - where the growth and evolution of marketing depend on the successful adaptation, both internally and externally, by the organisation.
7. Theory of Social Control of Marketing - where the emergence of a marketing mechanism is appraised and sanctioned according to both individual and collective social objectives.
	Bartels' (1962, 1965) earlier work on the marketing timetable has remained unchallenged to-date and represents an authoritative documentation of how marketing thoughts have developed since the turn of the century in the US. Therein, six periods were identified between 1900 and 19601. 
1. Period of Discovery (1900 - 1910)
	Before 1900, macroeconomics theory was the principal source for explaining market behaviour and trade practices. With the infusion of scientific management theories, attention was subsequently turned away from public to private economic problems. This, however, does not provide for the applications of management science to the distributive concerns of the then predominately agricultural economy, but nonetheless supplied the necessary setting where the eventual discovery of marketing was nurtured. The activities then were only known as “trade", "distribution" or "exchange". It was only after the turn of this century that the connotation "marketing" was used and subsequently adopted in university course titles at the Universities of Pennsylvania (in 1905), Pittsburgh (in 1909) and Wisconsin (in 1910). The focus on problems of the market place, nevertheless, remained from the standpoints of the agriculturists, psychologists and financiers.
2. Period of Conceptualization (1910- 1920)
	This period witnessed the initial development, classification and definition of many marketing concepts which provide the structure of marketing thoughts for the next forty to fifty years. Three perspectives to the analysis of marketing activities were also identified, namely, the institutional, functional and commodity approaches; as well as repetitive elemental activities which came to be known now as advertising, selling, buying, transporting and storing. The advent of Frederick W. Taylor's classical management theories also brought forth the prerequisite management of the selling functions through to the supervisory organisation of salesmen’s activities and credit administration. The focus of this period remained predominately with the distribution of agricultural products
3. Period of Integration (1920 - 1930)
	This constituted the period where marketing principles were first developed and integrated into a general body of thought. The period also marked the coming of age of the marketing discipline with the appearance of two other areas of specialization in wholesaling and marketing research. The institutional, functional and commodity studies of the previous decade were now complemented by appropriate research techniques to constitute the main body of marketing thought. The classical statement emerged, indicating marketing as an economic activity affected by the socio-economic conditions of the market. This involved the performance of basic functions by marketing establishments in the distribution of goods, and where managers operated within a social framework of governmental control and assistance.
4. Period of Development (1930- 1940)
	The moulding of marketing thought and practice during this period of time was influenced tremendously by the economic depression, urban-rural migration, the emphasis on savings and low prices, the consumer movement, governmental participation and regulation of business activities, as well as the competition faced in distribution as a result of the adoption of new marketing concepts and techniques. Although the marketing discipline started to differentiate into sub-specialties, it continued to be viewed both as a functional management area as well as a mode of economic production. Ideas which differed from the usual expositions of marketing continued to be evolved. The qualitative reliance became more quantitative gradually as scientific research methodology continued to develop and contribute to the body of knowledge.


5. Period of Reappraisal (1940 - 1950)
	The disruption caused by the Second World War in between this period slowed down the development and expression of marketing thought. Nonetheless, during this period, explanations of marketing from the traditional perspective were reappraised in the light of new marketing knowledge. The question of whether marketing thought had or should attain the status of a science started to develop. A preference for a managerial approach to the practice of marketing and its holistic interpretation within the context of the economy started to emerge. Interests were cultivated in visualizing the entire operations of marketing as single whole rather than fragmented parts.
6. Period of Reconceptualisation (1950 - 1960)
	This period experienced the increased use of managerial decision-making, interests in quantitative methods, consumer behaviour as well as a realization of the marketing impact on society. The important concept of the "marketing mix" crystallized as a reflection of marketing management's attempt to consciously manipulate variables in order to consolidate the achievement of stated sales objectives. The holistic interpretation of marketing as a broad and interrelated process with sweeping coverage continued unabated to generate much interest. The social influences graduated at the same time to comprehend comparative marketing for the assessment of marketing conditions in different environments.
	In summary, Bartels' (1962, 1965) historical review indicated clearly the thinking’s of men in successive periods in their respective efforts to solve the marketing problems of their days. The traditional approach throughout tended to be mechanistic, with management operating within the commodity, functional and institutional frameworks. The manipulation of variables alone ultimately became a feature of the marketing process but failed to provide an all-embracing effect. Dissatisfactions gave rise to other schools of thought, culminating eventually into the systemic approach which seeks to provide an overview of the whole marketing process. This, in turn, led to the exploration of logical structures within which any systems may be placed, invoking again, in the process, the possibility of elevating marketing to the proportion of a science. The pervasive display of marketing influences within the boundaries of practice also gave rise consequently to a wariness of their adverse effects on society and between environments if misguided. Bartels' (1962, 1965) review, however, covered only developments within the first six decades of this century.
2.2.2. AXIOMS OF SHETH AND GARDNER (1982)
	Sheth and Gardner (1982) attempted to follow up Bartels' contributions by updating the history of marketing thought since the 1960s. In their short treatise, and despite the prevalent divergence of opinions, two axioms were identified. While the first axiom stemmed essentially from economic activity, the second axiom of consensus was derived in the main from a belief that the initiator of marketing programmes and activities was the marketer and not the consumer in the market place. Each, in turn, constitutes three related schools of thought, with the first axiom of value exchange providing for micromarketing, consumerism and the systems approach. The second axiom of power balance, on the other hand, focuses on buyer behaviour, behavioral organizations and strategic planning. Their contributions to marketing theory are dealt with briefly as follows:
1. Macromarketing
	This school of thought will be expounded again in detail later in this chapter, suffice to say here that this represents a broadening of marketing horizons to non-economic areas of behaviour. In the attendant redefinition of marketing objectives, it indicated clearly why the uni-dimensional objective of profit maximization may no longer be relevant for an organisation. A multi-objective function for marketing effort was instead adopted.
2. Consumerism 
	The consumerism school of thought has had a greater impact on marketing practice rather than on marketing theory. Market satisfaction is now brought out as a far more important measure of marketing success than both market share and profitability. Involvement with marketing practices alone seems to generate distractive obstacles for the eventual development of a marketing theory. Sheth and Gardner (1982), nonetheless, believed that the concept of market satisfaction qualifies as one among other major constructs in the development of marketing theory.
3. Systems Approach
	The adoption of a systemic perspective has enabled the gap between marketing and science to be bridged as both quantitative and methodical procedures became popularized for simulation and optimization purposes. The rigour involved spontaneously served to maintain a balance between the links of both the supply and demand functions. A more sophisticated portrayal of the marketing processes was achieved, yet retaining, at the same time, the marketing identity in full view of the inherent complexities.
4. Buyer Behaviour
	An understanding of buyer behaviour has proved to be pertinent for marketing purposes. However, the impact of this school of thought tends to be divisive as a result of its alienation from the marketing processes. This arises because buyer behaviour theory leans heavily towards scientific studies, drawing substantially from both psychology and social psychology. Buyer behaviorists, therefore, have a tendency to disassociate themselves from the rudiments of marketing practice, except perhaps in the case of industrial marketing where buyer behaviour is perceived to be more rational. Nonetheless, Sheth and Gardner (1982) argued that the contribution of buyer behaviour theory for the development of theoretical marketing constructs has remained significant.
5. Behavioral Organisation
	The school of behavioral organisation thought has produced a noticeable amount of work on the interdependence among organizations but has failed to make any plausible inroads into marketing. The resultant descriptive research generated, although abundant, has not shown how the findings therein can be utilized gainfully in the marketing discipline. The emphases of marketing objectives on both profitability and market share have led to its disassociation with the behavioral organisation school of thought which have traditionally concentrated on the institutional and functional frameworks. Nevertheless, the potential for contributions appears to remain attractive.


6. Strategic Planning 
	The gradual shift of attention from marketing tactics and technicalities towards strategic issues is indicative of the growing realization and acceptability of this school of thought. The strategic approach brought forth a greater awareness of relativity in place of the more controversial view of marketing resources in absolute terms. Adaptability then became indispensable. However, as Sheth and Gardner (1982) have suggested, the integration of market research into marketing practices appears, by far, to provide the most domineering impact of the strategic planning school on marketing theory. 
	Sheth's and Gardner's (1982) axioms have generated six new schools of thought since Bartels' (1962, 1965) classical review of marketing history and development up to the early 1960s. These, considered in totality, effectively summed up the thinking’s of marketing scholars and practitioners up till the early 1980s.
2.2.3	HUNTS (1976) CATEGORICAL DICHOTOMIES 
	The nature and scope of marketing was also dealt with by Hunt (1976) in the later part of the 1970s following raging debates on marketing as a science and its broadening concept. In an influential paper, Hunt (1976) attempted to curb the controversies through an ambitious schema which proposed to classify all marketing phenomena, issues, problems, models, theories categorical dichotomies, namely
1. Profit sector / Non-profit sector,
2. Micro / Macro, and
3. Positive / Normative. 
	Under the first category, the proposal seeks to deal and research, etc., into three with the study and activities of all profit oriented organizations as well as other entities whose stated objective is the realization of profit in the process of economic exchange. On the other hand, the non-profit sector, as its name implies, covers the study of organizations and entities which do not have profit realization as their stated objectives. The micro / macrodichotomy encompass a treatise classified according to the level of aggregation. A focus on individual organizations, firms, consumers or households is indicative of the micro approach at the lower level of aggregation while the macro approach suggests marketing systems or groups of customers at the upper level. The positive /normative dichotomy deals specifically with the questions of "what marketing is?”And "what it should be 7" respectively. Hence, positive marketing attempts to describe, explain and forecast the phenomena, activities and processes - of marketing with a view of attaining a better understanding of what actually exists. In contrast to the descriptive mode of positive marketing, the normative marketing approach adopts a prescriptive perspective which sought to advocate what marketing organizations and practitioners ought to do and what marketing systems ought to be implemented for society good.
	Hunt's (1976) schema, described above, in effect provides for eight possible cells permuted from these three dichotomies. The categorization therein, Hunt (1976) argued, at least provides the fundamental framework within which the nature and ‘scope of marketing can be explained. The debatable issue of marketing as a science as well as the contentious broadening of the marketing concept can now be organized around this framework. Nonetheless, as Hunt (1976) has concluded, this can only, at best, serve as channels for the explanation and propagation of marketing ideas. The restriction of marketing to within the profit / micro / normative dimension may altogether be unrealistic and unreliable in practice. Recourse has to remain open with the non-profit / macro / positive paradigm.
2.2.4. RISLEY'S (1972) APPROACHES 
	Risley's (1972) approaches within the context of modern industrial marketing are time-linked and have been stratified simplistically into
1. The traditional perspective,
2. More recent perspectives, and
3. Most recent perspectives. 
	These will be dealt with in turn as follows
1. The Traditional Perspective
	Risley (1972) reported that the study of marketing development has occurred rapidly during the first half of this century from several angles, encompassing the historical, institutional and functional frameworks in the process. Risley (1972) considered the historical approach as culture inspired rather than contributing to marketing improvements because of the quick pace of both environmental and technological changes. The institutional approach, on the other hand, has been more pragmatic in considering the marketing problems of buyers and sellers in relation to their respective operations. Nonetheless, in the in-depth study of each individual institution, it fails to recognize their relationship as a whole. The functional approach sought to rectify this deficiency by the functional listing of marketing activities which typically includes buying, selling, pricing, storing, transportation, market information, packaging, advertising, promotion and finance, etc. Its corrective effect lies in the underlying assumption that the sum of all parts is greater than the whole and that a concentrated improvement of each individual function will lead to an automatic improvement of the whole. Because of its divisible appeal, the functional approach has gained momentum in the teaching syllabus as a result of its attractiveness to the analytical mind.
2. More Recent Perspectives 
	These perspectives highlight the alternatives adopted by others which, although dissimilar in their tone with the traditional approach, are not in any way radically different. The ecological, systemic and managerial routes are typical of the pursuits derived from these perspectives. The ecological approach emphasizes survival, security, stability, success and satisfaction as one moves -up the "passive" ladder of goals attainment by customers, operationable only in the context of organized group behaviour. Nevertheless, this approach does not seem to have gained any significant limelight in the marketing literature despite its perceived contributions to the advancement of marketing knowledge.
	The systemic approach sought to relate every relevant component into a recognizable marketing system wherein their structure and interrelationships can be identified readily. Both the external and internal factors are integrated within a hierarchical framework and in the process, broaden the marketing concept which represents a spin-off from the functionalist's approach. The inherent complexities generated as a result of one's effort to encapsulate every possible component, however, seem to leave much to be desired. The recent shift of marketing literature to a managerial approach is indicative of its growing evidence as a high level management activity. This appears to be a natural out come as responsibilities for planning, decision-making and controlling gradually come under the purview of managers. Quantitative techniques parallel this infusion but, as Risley (1972) notes, have apparently stopped short of a truly managerial approach in contributing to decision-making. Again, the emphasis seems to rest predominately with descriptive examinations of institutional operations and circumstances of the market place.
3. Most recent perspectives 
	Each of the approaches above has their own merits and contributions to make in modern marketing thinking. As Risley (1972) had recognized, 
"The historical approach starts us with culture; the institutional provides a start toward segmentation; the functional furthers this analysis; the ecological contributes the start of customer recognition - the 'why' of needs, wants, and desires; systems adds integration; the managerial adds perspective - all evolutionary steps blended in today's decision-making concept (Risley,1972:16-17)".
	Risley (1972) subsequently attempted a decision-making approach, a multifaceted pursuit which seeks to borrow from the strengths of each of these approaches to solve the marketing problems of the day. This constitutes a broadening effect, leaving the act of decision-making to the manager who then develops the solution within the unlimited scope thus generated, but within the test of relevancy. In considering the overall developmental process of marketing, Risley's (1972) detailed expositions subsequently led him to acknowledge that:
"Marketing, today, is no longer viewed as a set of functions, principles, or 'laws’ to dictate solutions; rather, it is a point of view, a perspective, a philosophy to aid in the identification of problems, the assembly of relevant information, both quantitative and qualitative, and an aid in the attainment of the objective, improved decision making (Risley, 1972:17)".
2.2.5	KEITH'S (1960) REVOLUTIONARY ERAS 
	Keith's (1960) narrative approach to the marketing revolution within The Pillsbury Company had gained much approval from many afield in his description of how marketing has progressively been put into practice. As President of Pillsbury, Keith (1960) vividly painted the painstakingly slow process of adopting the marketing concept in his company. In so doing, this confirmed the practical relevance of marketing and subsequently enhanced its stance further among both its supporters and critics. Keith (1960) divided Pillsbury's progress in the marketing revolution into four separate eras; these are chiefly the Production era, the Sales era, the Marketing era and the Marketing Control era. This represents a paradigm which parallels closely with the classical pattern of development in the marketing revolution. The Production-oriented era, Keith (1960) notes, started with the formation of the milling company in 1869 and which continued into the 1930s. The basic emphasis then was on the excellent production resources which were made available to Pillsbury by virtue of their privileged locational position. The Sales era subsequently commenced in the 1930s with a realization of the need to accommodate consumers' demands. For the first time, an acute attempt was made to consciously include the wants and prejudices of consumers into the business equation. The importance of dealers, wholesalers, retailers and distribution channels was heightened. It was not however until the beginning of the 1950s that the marketing era materialized, encouraged further by the ground works laid by the sales concepts of the previous era. Marketing then permeated throughout the entire organisation. The late 1950s witnessed the impetus of a marketing control era with Pillsbury moving from a company which has adopted the marketing concept to a fully-fledged marketing company. Marketing influences came to be felt in both short term and long range company policies.
	Keith's (1960) expositions represented very well the traditional notion of development and of the evolution of a one-man entrepreneurship to a multinational conglomerate. For a skilled tradesman who decides to venture on his own with limited resources, the initial concentration would undoubtedly be focused upon production as the only channel within which there is some familiarity. Assuming that the business flourishes, this would graduate progressively to a sales orientation with production taken care of by his employees. The venturer's immediate task then lies in procuring enough orders to sustain his workforce and to keep production going. With growing prosperity, competitors correspondingly began to surface. The impending threat to his market share and profitability forces him to re-think his approach and counter-measures for repulsion. This, it would seem, marks the beginning of the marketing era. 
	On the other hand, this does not mean that all the firms have evolved along the dimensions proposed above. There are examples of firms which started off without any serious resource constraints unlike the case of the tradesman-turned-entrepreneur just described. The success or failure of these firms in the context of a competitive and changing market place, it would appear, depend very much on whether management decides to adopt a production, sales or marketing orientation at the onset. A timely shift of emphasis, as Keith (1960) has illustrated clearly in the Pillsbury's case, can help to turn the tide in one's favour. Since Keith's (1960) notable contribution to the marketing discipline as seen in practice, there have been other developments along similar lines. Kotler (1980) and Oliver (1986), for instance, have expanded on this to include not only the production, sales and marketing eras, but also a societal orientation which seeks to assess the impact of marketing on both the environment and the consumer's long-term interests. Keegan (1984), on the other hand, has traced the development of the "old” marketing concept which focused on product to the "new" concept which shifted attention from product to customer. This has, in turn, evolved to the present day contemporary concept which stresses on strategic marketing issues.


CHAPTER THREE
RESEARCH METHODOLOGY
3.1	RESEARCH POPULATION AND SAMPLE
Research population simply means the total number of people or things of organization in a specified geographical area since it is very difficult to conduct a research using the whole population. The population of this study is made up of the entire staff, customers and middlemen dealing with Nigeria Bottling Company Plc since it is impossible to investigate the entire population, a sample was draw.
The sample sizes of 100 respondents were chosen from the entire universe.  It was the research made from this that generalization was drawn.
The sampling method used for the study is the simple random sampling. This sampling technique was used to give equal chance to all respondents in the sample and to eliminate bias.
3.2	RESEARCH DESIGN
Research design are scientifically developed and systematically organized programmes which direct the researcher on conduct of his work, therefore, the best research design are those that combine relevance of utility to the research purpose with efficiency in procedure.
In order to achieve the objective of the study, the research design used in this study was questionnaire, it was designed to sample respondents view about questions asked on the impact of marketing research on new product development with reference to Nigeria Bottling Company Plc.


3.3	INSTRUMENT OF DATA COLLECTION
In order to produce a comprehensive result and to achieve the stated objective on the proposal for this research work, the following line of action have been adopted for the collection of data and other useful information for the study. They are primary and secondary sources of information which knowledge on the project topic as a support.
1.	Primary Data: Collection techniques used was the questionnaire.  Twenty (20) copies of questionnaire were administered.  Only eighteen (18) were retrieved. The question consists of two sections. Section A forms the personal data of respondents and Section B consist of matter relating to the research study.
2.	SecondaryData: These were collected from textbooks, journals, publication including records of Nigeria Bottling Company Plc.
3.4	ADMINISTRATION OF INSTRUMENTS
The instruments (questionnaires) were to the staff of Nigeria Bottling Company Plc in order to collect information concerning the impact of marketing research on a new product development by the researcher accompanied by the personnel manager to make sure that they were given to those workers that were relevant to the study.
The instruments were administered from the top down to the bottom-up i.e. from manager down to the line of gardeners and cleaners.
Some questions were distributed to senior staff and few questions to the junior staff. T he designed questionnaire will be in appendix.


3.5	METHOD OF DATA ANALYSIS
The simple proportion and percentage method of data analysis were both adopted.  And for easy application and understanding, the work has to be analysed by using these methods. The statistical method was equally adopted as a result of the fact that the population and samples were not too large.  But it is viewed that the method will be accurate in the analysis and presentation of data obtained.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1	BRIEF HISTORY OF NIGERIA BOTTLING COMPANY 	PLC
Nigeria Bottling Company Plc (NBC) came into existence on 22nd November, 1951.  The company was founded by late A. G. Levent and was the first in the country to be franchise by an international soft drink firm.
The first plant which was cited in Lagos went into operation in March, 1953 with 6½ coke.  This had a very modest success and the company decided to stick to this by monitoring the reputation.  Coke was the first soft drink to have its own distinctively shaped bottles, which was different from the common trade bottles.
In 1972 the company went public by the assurance of 372 – 560 ordinary shares of 50kobo per share. This was in compliance with Nigeria enterprises promotion decree of 1992.  The company offered 1.4million share for subscription in 1974 and added 81,921 shares which were transferred from non-resident shareholders to the Nigeria Republic and it increased the number of shareholders to 14,000, when the company first started its products to the ranges of soft drink bottled in Nigeria are coke, sprite, krest bitter, lemon, club soda, soda water, tonic water, Gingerale, black current, bottle water, lemonade and fanta grape (fanta grape and lemonade have been dropped).  In terms of sales, the company enjoys a wide acceptance of its product. For instance in 80’d the sales grew by 2-6 time and resulted in an increase in market share. The sales is said to have grown by 15 time in 90s and with a higher hope for the year to come presently the company employment level stand between 100 – 120,000 and about 26,000 in the management level.
The company in other to get its raw material readily available has established subsidiary. The subsidiaries include Delta Glass Limited, Ughell which produced the bottles for the use of the company, Crown Corks are made by crown products limited, Ijebu-ode.  The plastic created are made by Nigeria Bottling Company the plastic division of Benin, the carbon dioxide (CO2) is made by chemical industry limited and cans are made by continental cans industry, Otta.
As sugar from the biggest of the company’s input for sufficiency Nigeria Bottling Company Plc has decided to produce its own sugar.  To accompany this aim, a maize product limited has been floated with total equity investment of #600million.
In term of the relationship between the apartment in the company. The Nigeria Bottling Company Plc has the following department, they are: production, accounting, stores and sales departments (at each plants) and a marketing department at Ikeja (Headquarters).  The overall boss of the company is an executive director whose is at Ikeja, Headquarters of the company.  At each of the plant, the plant director controls the activities of various sales, administrative, personnel training, accounting and store department. Each department is under a firm control or a manager who oversee the activities of the department.  These manager report directly to plant director.
4.2	THE COMPANY’S PRODUCTS
The company’s new product development starts with the research for ideas, as new product do not have the same genesis. The company admits that through systematic development procedure consumer needs and wants are the logical places to start in the search for new ideas of new product development will soon be forgotten in the market. New product developments enhance the company long existence in the market and the company has been able to maintain its customer goodwill.
Different types of product emanating from Nigeria Bottling Company Plc e.g. coca-cola, sprite, Fanta, Schwepps, Eva bottle water etc the quality of the new product must at least be equal to that competitive apply to all successful product innovation Nigeria Bottling Company has a product called “cappy fruit juice” in its port folio as its new product. The company introduces cappy fruit juice to the market with some certain qualities while the drink is termed for making everyday more fruitful.  This attached quality help the product to gain some ground in the market in its short framed of introduction.
4.3	REASON FOR EMBARKING ON NEW PRODUCT 
DEVELOPMENT IN NIGERIA BOTTLING COMPANY
Product innovation is an important business process.  It aids in sustaining growth and as a possible source of competitive advantage.
The primary objectives of product innovation are to create value, to obtain a competitive advantage and to achieve long term success through the development and commercialization of new product or services.
The Nigeria Bottling Company has reasons for embarking on new product development.
Among the reasons are explained thus:
i.	Changes in Customers Demands and requirement: (lifestyles) changing consumer concerns, attitudes and lifestyles have tremendous impact in coca-cola. In other country, consumers are becoming more concerned with a healthy lifestyle. The soft drink sector is threatened by the increase in consumer awareness of health problem.
ii.	Expansion of non-carbonated category and bottle water: Non-carbonated drink is a dynamic fast growing category, the growing demands for non-carbonate drink is pushing soft drinks companies such as coca-cola to introduce non-carbonated drink, the bottle water market is also expanding, the expansion and development of these segment presents an opportunity for coca-cola the company started its exploration of these segment and have been successful in creating new product.
iii.	Fast Mover Advantage: The reason why coca-cola engages in product innovation is to gain first mover advantage by being the first to introduce a product category, coca-cola is able to define competitive rules to gain reputation advantage, to gain superior access to channels and inputs to influence industry standard.
iv.	Growth in Emerging markets:COCA-cola is attracted with new emerging markets such as China, Russia and brazil.  In order to successfully penetrate these markets, coca-cola needs to have a first mover advantage and to introduce differentiated product.
4.4	EFFECT OF MARKETING RESEARCH ON NEW PRODUCT DEVELOPMENT IN NIGERIA BOTTLING COMPANY 
	It is the aim of every organization to achieve its corporate objective.  In Nigeria Bottling Company Plc, marketing research techniques provide information, assist to evaluate, explain and predict what people do think, feel and want.
One of the major roles marketing research has played is that, it assist in source for idea, may it be on development of new product or improvement on existing product.  Marketing research techniques provides information on when and whether to introduce a new product or modification of an existing or not and if its middlemen are not performing adequately.
Another role is that it provides adequate market analysis to ascertain the feasibility of the developed product. The fact that no product maintains its position in the market brings about new product decision and innovation.
Nigeria Bottling Company Plc attributes that the key to successful innovation lies in developing a good organizational arrangement for handling new product ideas, and developing sound research and decision procedures at each stage of the product development.
Marketing research provide information on distribution strategies to be implore and identifying marketing opportunities for that new product.
While idea is sourced in Nigeria Bottling Company both internally and externally on the development of new product, the facts gathered will be analysed by research and development unit for onward operational starts of product development.
The above mentioned impacts of marketing research on new product development brings out high productivity through quality control system and equally enhance and boost the sales of the company.
Nigeria Bottling Company Plc, one of the leading organizations in Nigeria enjoys the maintenance of staff strength and keeping continuous existence in terms of continuous operations which is achieved through continuous proceeds.
4.5	IMPORTANCE OF MARKETING RESEARCH ON NEW PRODUCT DEVELOPMENT IN NIGERIA BOTTLING COMPANY 
Marketing research as a tool of marketing is very important to marketers of Nigeria Bottling Company because it helps them to achieve their marketing objectives in the following area:
1.	Environments in which Nigeria Bottling Company is operating its marketing activities on new product development is complex.  In view of this, marketing research serves as a tool that provides sufficient information to the company’s marketers.  It reduces risks and uncertainties that affect marketing decision within Nigeria Bottling Company.
2.	Marketing research on new product development in Nigeria Bottling Company provides early warning signal of incoming problems before they become complex, and necessary corrections are taken immediately.
3.	It also enables the company to forecast future.  Conditions about specific problems, the Nigeria Bottling Company prepare to face, the forecast helps the company to regulate production and marketing of goods.
4.	The data collected about wants, location and changes taking place among consumers are specified, this usually lead to adjustment of the marketing programme of Nigeria Bottling Company consistently with the consumer requirement.

4.6	CONSTRAINTS TO EFFECTIVE USE OF MARKETINGRESEARCH IN NEW PRODUCT DEVELOPMENT IN THE COMPANY
Despite the important role, the marketing research play in every industry, researchers experience a lot of problems in the course of carrying out marketing research on new product development in Nigeria Bottling Company has the following problems in the course of conducting marketing research.  Among the problems are:
1.	Many staff of Nigeria Bottling Company does not understand the benefit of marketing research in their company.  They perceive it as a mere fact finding task and fail to adequately explain their marketing problems to the company’s research.
2.	In Nigeria Bottling Company research on new product development, the respondents give false responses in order to boost their ego or to give the researcher what he expected; this falsehood is difficult to detect thereby resulting to inaccurate date and poor communication.
3.	Refused to cooperate with the researcher of Nigeria Bottling Company in carrying out the marketing research on new product development is another problem.  Many respondents feel the issues being discussed are top secret, which must not be revealed, therefore, researcher is left to rely more on desk research, export facto them survey and experimentation.
4.	Another problem comes from the researcher on new product development in Nigeria Bottling Company. T his problem occurs through personal biased, poor questionnaire, incompetence and unconscious errors that creep into data analysis and report.

CHAPTER FIVE
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS
This research work focused on impact of marketing research on new product development, in which Nigeria Bottling Company Plc was chosen as a case study.
This company engages in diverse business activities and collecting information on its marketing research functions.
Marketing research contributes to the decision making process in all aspects marketing activities since it aid and specifies the method of collecting information required to address marketing issue, development of new product, design the method of collecting information, analyzing the result and communication and finding their implications.
Marketing research is an important part of the operation of the company, and it provides adequate market analysis and feasibilities of market Situations Company on vital role of competent marketing research on new product development and other marketing problems.
5.2	CONCLUSIONS
Marketing research is an integral part of operation in the organization, particularly manufacturing company.
It is more difficult for management to take the right marketing decision without conducting a sound marketing research.
Marketing research implies a discipline approach to marketing problem of various kinds with the development of new product and business.
Nigeria Bottling Company Plc is now changing over to marketing concept; that is orientation on how to determine the needs and wants of target market and this assist the organization into delivery desired satisfaction more effective and efficiently than its competitors.
Therefore, to be able to operate within this concept, Nigeria Bottling Company Plc needed information both internal and external environment to guide in developing new products, improving the existing one, fixing product prices and generally making accurate decision on all their marketing activities.
All information can only be achieved through integrated marketing research.
5.3	RECOMMENDATIONS
With the basic perception of marketing research as the source of information for decision making in all management cannot be over emphasized. The dynamic organization like Nigeria Bottling Company Plc should continue to adopt the marketing research techniques for finding solutions to their basic marketing problems, rising from product qualities to distribution strategies problem.
However, it is suggested that Nigeria Bottling Company Plc should explore the possibility of spreading their represent product to other foreign markets either within Africa or Asia. This could be achieved by conducting marketing research survey in specific countries of interest, so as to determine later need; buying behavior and reaction to pricing and promotion.
It is a paramount important for any company who wish to succeed to employed qualified engineers and experts in various aspect.
The company formulates its marketing programs and strategies with information obtained from comprehensive marketing research projects.
The product acceptance by consumer is a function of marketing research.  Product testing is one of the classical forms of marketing research apply by the company at providing a feedback on New Product developed and launched in the market. Since products tested are identical, the response can honestly be kind of appeal and responsiveness.  By integrating product testing programme into management analysis and decision models, future of product testing is dearly assured.
It is a known fact that marketing research is widely accepted, the management reluctancy in financing and supporting marketing research and even ignores research finding very often.
They view this researcher as a narrow fact/finding operating or as too abstract to a large extent and time consumption, there is continuing need to educate and enlighten the executives of the field. Whose service is inevitably required to carried out all the technical activities of product development in the company.
The company must also adopt proper product planning and development as this may curtain any likely problem that may arise in long run.
There is need for a constant review of standard as dedicated by standard organization of Nigeria.  Since quality is measure of how closely a product confirm to specified standard.
Lastly, workers should be well motivated, provided them incentives and allow hat will ignite them to be more productive and dedicated to work.

5.3	CONCLUSIONS
Marketing research is an integral part of operation in the organization, particularly manufacturing company.
It is more difficult for management to take the right marketing decision without conducting a sound marketing research.
Marketing research implies a discipline approach to marketing problem of various kinds with the development of new product and business.
Nigeria Bottling Company Plc is now changing over to marketing concept; that is orientation on how to determine the needs and wants of target market and this assist the organization into delivery desired satisfaction more effective and efficiently than its competitors.
Therefore, to be able to operate within this concept, Nigeria Bottling Company Plc needed information both internal and external environment to guide in developing new products, improving the existing one, fixing product prices and generally making accurate decision on all their marketing activities.
All information can only be achieved through integrated marketing research.
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