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CHAPTER ONE
1.0 BACKGROUND OF THE STUDY
1.1 	INTRODUCTION
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 and organization (Clark & Fujimoto, 1991). Others have found financial market losses from product losses failures being larger in magnitude than financial market gains from product development successes (Sharma & Lacey, 2004).  
Effective product development rests on a product’s design’s ability to create a positive product experience (Clarke & Fujimoto, 1991) while product innovations 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 researchers’ further point out that product innovation translates into superior sales growth rates and access to finance. Haeussler, Patzelt & Zahra (2012) concluded that new product development is important for new firm’s successful performance though they also attest that developing 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 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 industrial organizational theory is reflected in the structure-conduct-performance model, which claims presence of 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.
	New product development is recognized and realized through a process whereby those with the power to make decisions for the organizations interact among themselves with other organizational members and with external parties. This study therefore considers choice of strategy mainly in terms of product development. Many organizations today are focusing on becoming more competitive by launching strategies that give them an edge over others. Many other companies are equally facing the same challenge in their choice of strategy given the crisis the subsector is currently experiencing. The challenge of liberalization, increasing competition from cheap production imports, poor industry policies and structures in production industry forms the basis of this study Institute of Economic affairs (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.
A close observation of the Nigerian production industry shows that the post mergers acquisition era in the sector has witnessed phenomenal growth as typified by the performance of big production industries such as Unillever, Nigerian Plc and consolidated industries Plc made possible by product development (Ojo, 2000:92). However, other production industries have not been able to operate optimally. This, therefore, suggests that organizational performance, which refers to how well an organization is doing in relation to intended purpose and competition, might depend to a large extent on product development. But this has not yet been ascertained, as the situation in the Nigerian production industry appears not to have stimulated interest among researchers and academics in the Nigerian intelligentsia. This might have been informed in part by the apathy, levity and jaundiced perception with which many scholars treat the production industry in Nigeria. Undeniably, the industry has made meaningful contributions to our gross domestic product (GDP), employment generation, sport sponsorship and promotion of Nigerian Television Drama (Mousend and Thompson, 2002). 
This tends to imply that the successful production industries might have used effective product development strategy to achieve corporate goals and objectives. It equally implies that product failure in other production industries might have been informed by ineffective product development. However, these beliefs, hunches and conjectures have not been clearly substantiated by a concerted empirical effort, thus creating a yawning gap in existing literature which needs to be bridged.
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-C-P) paradigm of the industrial organization economics. Continued existence of sugar companies necessitates that they continually consider how new product development strategy impacts on their performance. How consistent their strategic behaviours 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, Goedhuys & Veugelers (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 production industry in Nigeria.
1.3	RESEARCH QUESTION 
The underlisted are some of the researchers questions
1. Does product quality has any significant impact on sales volume?
2. How does effective new product planning influence market competitiveness?
3. What role does innovation play in product development for gaining a competitive edge?
4. How can companies optimize their product design process to outpace competitors?
1.4 OBJECTIVES OF THE STUDY
	The broad objective of the study is to determine the effect of new product development on organization performance of Lubcon Nigeria limited.
1. to examine the impact of product quality on sales volume
2. To evaluate the impact of new product size on sales volume.
3. To assess the role of innovation in product line for competitive advantage.



4. To identify strategies for optimizing the product development process to outperform competitors.
1.5	RESEARCH HYPOTHESIS
	In order to vividly explore the study, the following research hypothesis are formulated:
H1: There is a significant relationship between product and sales volume 
H2: There is a significant relationship between product line and sales volume
H3: There is a significant relationship between product size and sales volume
H4: There is a significant relationship between product design and sales volume.
1.6	SIGNIFICANCE OF THE STUDY
This research is counted on the effect of new product on organization performance development on the growth of a firm Unillever Nigeria Plc. This research work will go a long way in helping the following;
THE RESEARCHER:-It will enable the researcher to ascertain the problems involved in the cost of developing a new product.
THE FIRM: - This research work will help the Lubcon Nigeria Limited to identify the problems involved in the development of a new product and also suggests the everlasting solution to them. It will also help the firm to increase its sales volume, profit and market share.
THE SOCIETY: - This project work has gone deep to assist the economy by increasing Job opportunities for the young graduates. It will also help to 




develop marketing in the economy environment both domestic and international.
1.7	SCOPE OF THE STUDY
	This research work will focus on the effect of new product development of Lubcon Nigeria limited and their impact on employee in the Firm.
	The study will specifically cover the theoretical and the concept of new product development as its apply to both the management and their employee in the firm.
1.8 	DEFINITION OF TERM
· PRODUCT DEVELOPMENT: also called new product management, is a series of steps that includes the conceptualization, design, development and marketing of newly created or newly rebranded goods or services.
· CAPACITY UTILIZATION:  is the extent to which an enterprise or a nation uses its installed productive capacity
· PRODUCT DEVELOPMENT PROCEDURE: defines approved methods for the planning, design, and development of your company's new products or services to ensure quality, safety, and reliability.
· PRODUCT DESIGN: is the process designers use to blend users needs with business goals to brands make consistently successful products.







CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION
The review of literature in project writing is the point where a researcher seeks to explore, and use the existing literacy work of other people, authors, and journalist editors etc that are of utmost relevance and that provided important argument in support of this thesis.
There is a need to say that the central focus of the chapter will be the knowledge of this group of people about training. it’s process what really needs, its types and methods, its benefit evaluation of some and finally its relationship with organizational productivity.
2.1	CONCEPTUAL FRAMEWORK
The major variables of this study were product development (independent variable) and organizational performance (dependent variable) Figure 1. Product development is denoted by (PD) while Organizational Performance is symbolized by (OP). The focus of this study was Nigerian Production Industry which in recent years has been characterized by many innovative products in the forms of design and sizes. Thus, the researcher operationalized product development in terms of product quality, product design, product lines and product size. It should be emphasized at this juncture that there are other criteria or variables that may be used to measure product development. Since the focus is the manufacturing industry, the researcher limited himself to the afore-mentioned criteria. Organizational Performance in this study is measured in terms of financial profitability, sales volume and customer loyalty. The link between product development (PD) and Organizational Performance (OP) is illustrated in the diagram below.   
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2.2	THEORETICAL FRAMEWORK
	This research study is anchored resource based view and dynamic capability theory. Resource based view theory has its origin from the work of Penrose (1959), though inadvertently the view was formerly presented by Wernerfelt (1984). A resource based view (RBV) emphasizes the firm’s resources as the fundamental determinants of competitive advantage and performance. The model assumes first that firms within an industry (or within a strategic group) may be heterogeneous with respect to the bundle of resources that they control (Bridoux, 1997). Second assumption is that resource heterogeneity may persist over time because the resources used to implement firm’s strategies are not perfectly mobile across firms.  

RESOURCES BASED VIEW (RBV)
A resource based view (RBV) is one of the most widely accepted theories of strategic management (Powell, 2001). New organisational resources may increase the flexibility in strategic choices, by allowing firms to benefit from new opportunities (Rangone, 1999).The RBV could be considered as an “inside-out” process of strategy formulation: starting from the internal resources of the firm, their potential for value generation has to be assessed in order to define a strategy allowing the firm to achieve the maximum value in a sustainable way (Grant, 1991; Barney, 1986). In this way, the firm product development strategy is determined by the resources available and the capability to deploy them in the best way to obtain a good performance.  
2.3	EMPERICAL FRAMEWORK
	Using World Bank ICS data from Brazilian manufacturing firms, a study by Goedhuys and Veugelers (2008) identified innovation strategies of firms in particular internal technology creation and external technology acquisition and their effect on successful process and product innovations. The study used the World Bank’s Investment Climate Survey (ICS) data collected in Brazil in 2003. The survey collected data for the period 2000, 2001 and 2005, through intensive interviews of firms while analysis was done through Chi-sq test, bivariate probit for significance in correlation. The results indicated that innovative performance is an important driver for firm growth in particular the combination of product and process innovations that significantly improves firm growth. Both innovation and growth performance are supported by access to finance. The study though stated that international openness is important for stimulating firm growth performance, this openness works particularly through competition as an incentive device for cost improvements, stimulating firm growth, but not necessarily as a mechanism for technology absorption improving innovative performance (Goedhuys and Veugelers, 2008). While examining empirically the effects of new product development outcomes on overall firm performance, Anurag and Nelson (2004) chose the pharmaceutical industry as the empirical context. This was appropriate for the study’s analysis due to the gate-keeping role played by the Food and Drug Administration (FDA) provides a specific event date on which to focus the event study methodology. The study estimated market model parameters using a 300-day period. Daily return data were obtained on individual securities from DataStream International and abnormal return for firm. The expected returns were estimated using the market model where returns on security, the daily returns of each firm in days were regressed against the return on market portfolio during the corresponding time period to obtain estimates. This study’s results showed that market valuations are responsive strongly and cleanly to the success or failure of new product development efforts. Further conclusions were that financial markets may be attuned sharply to product development outcomes in publicly traded firms (Anurag and Nelson, 2004). However, the study did not consider the intersection of marketing and finance literature.  
Strategic Alliances and Product Development in High Technology New Firms, with the moderating effect of Technological Capabilities study was done by Haeussler (2008). Using a database of biotechnology firms, the study sought to know how new firms maximize the benefits of these alliances while reducing their risks. Testing the study hypotheses required measuring the alliance portfolio, technological capabilities and product development by HTNFs. The study surveyed biotechnology firms in the UK and Germany, the largest and most developed biotech industries in Europe. Face to face Interviews were conducted with 118 British and 162 German firms which agreed to participate in the study. There was a response rate of 47 percent for Germany and 34 percent for the UK. In the study analysis the study used descriptive statistics to determine correlations among, the study’s variables. The study found that the specialization of new firms’ technological capabilities can help managers use alliances more productively when it comes to NPD. The results were stable over a variety of different model specifications and when accounted for the endogeneity of alliances (Haeussler, 2008). However, the results drew attention to the importance of the breadth versus depth of the degree of a firm’s technological specialization, an issue not explored in this study.  
A research seeking to understand which of three different strategic orientations of the firm (customer, competitive, and technological orientations) is more appropriate, when, and why, in the context of developing product innovations was done by (Gatignon & Xuereb 1997). By using questionnaires to collect data from market executives, of these 239 marketing executives, 87.5% (209 managers) agreed to participate in the study. Multiple item scales were developed based on items previously proposed and used successfully in survey research studies. The results suggested that the appropriateness of a given strategic orientation, even a customer orientation, is not unconditional (Gatignon & Xuereb 1997). It was however difficult for the study to evaluate the reasons for the part of the variance which is unexplained.  
[bookmark: _GoBack]Cusumano and Nobeoka (1991) examined recent empirical research conducted or published on product development in the automobile industry. Their objective was to identify what has been learned, and what is yet to be learned about the effective management of this activity. The study focusesd 22 organizations from Japanese manufacturers in general, while the basic framework used to compare the studies examined variables related to product strategy, project structure or organization, and project as well as product performance. Evidence from the study indicated that Japanese automobile producers have demonstrated the highest levels of productivity in development as well as of overall sales growth, and have used particular structures and processes to achieve this (Cusumano and Nobeoka, 1991). 
CHAPTER THREE
RESARCH METHODOLOGY
3.1	INTRODUCTION
This chapter describe the research methods that necessary for generating data for the research project, in other world, the methodology to relates to sampling methods and procedures for data collection, research instrument, population and sample size, sampling procedure and finally present the data analysis procedure.
3.2	RESEARCH DESIGN
A description approach was adopted for the study; this is because Akintayo (1990) in his study emphasizes that descriptive survey method enables the researcher to obtain the opinion of the target population in order to find the perception of the entire population. 
Descriptive survey research can be defined as one which studies and describe that data. The design also has advantage in that a great deal in information concerning their opinion on the research problem can be collected. 
Additionally the design is economical when compared with expensive field experiment. The researcher therefore decided to use the design because it’s information is accurate.
3.3	POPULATION OF THE STUDY
Research population implies the total number of people, things or organization in a specified geographical area of the study or in industry.
Population “as the means of identifying characteristic which number of the universe have in common and which will identify each unit being a member of a particular group



3.4	SAMPLING TECHNIQUES AND SAMPLE SIZE
Sampling as it was used by Harold (2002) is an attempt to access some properties of a large number of items by a study of a similar properties of a similar number.
The sample size of this research consist of low staff both junior, managerial and non-staff of Lubcon Nigeria Limted formula is used to determine the sample size for research TARO (1964) method.
N= N 1(1+N(e)
Where n = sample Size
N = total population
E = Error Limit (0.05 on the basis of 95% confident level
I = Constant
1 + N + 2 N
	Ce
1 + 100(0.41)2 100

	100
1 + (0.0025)2 (100)
	100
	1.41
N = 70
The techniques for research this study, shall be carryout in specific area of sample study to cover the particular area of the population of Lubcon Nigeria Limited, on the basis of questionnaire administered for respondent view. 
3.5	METHOD DATA COLLECTION 
PRIMARY DATA: these forms of data that are originally specifically for the project at hand and they are usually more expensive compared to the secondary data. To obtain a valid and reliable inference about its target market, sample of the population should at drawn, through costly. Therefore, the ways and mean of collecting information in this study were.	
This questionnaire is divided into two section (A and B) section A contain question which are meant to find out information relating to the bio-data of the respondent section B contains question on the effect of new product development.
Open and close ended question method was adopted. 
The open question contains dotted space which enable respondent to express their view on issue while the closed ended question contains the opinion “Strongly Agree, Agree, Not Sure, Strongly Disagree and Disagree” the performance for this method is that it saves time of the respondent facilities easy to understanding
Questionnaire which was the instrument for this research work was administered in order to gather information from the employees of the Company (Lubcon Nigeria Limited).
SECONDARY DATA: Data was also collected from the Human Resource Department and other document (annual report) that was supplied by the (Lubcon Nigeria Limited).
3.6	METHOD OF DATA ANALYSIS 
	The researcher used the percentage method as a statistical technique to analyze and interpreted the data collected. 
The statistical tool that suits this project is space man’s rank correlation and is used to determine the relationship between two qualitative data i.e. training with economic performance. 


CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.0	INTRODUCTION
In this chapter, data were collected using the instrument of data collection were presented and analyzed. The data such presented were based on the responses from the respondent through the use of carefully administered questionnaire which was completed and returned to the respondents.
4.1	DATA PRESENTATION
As explained in the last chapter, a total of One hundred (100) of the questionnaire were distributed. Only Seventy (70) questionnaire were successfully completed and returned. The data are thus present under two (2). Section A being the Bio data of respondents and Section B being the Research Questions Analysis.
	DEPARTMENT
	NO OF QUESTIONNAIRE
	PERCENTAGE

	Returned 
	70
	70%

	No returned 
	30
	30%

	Total 
	100
	100%


Source: Research Survey 2025
4.2 DATA ANALYSIS
The seventy (70) questionnaires successfully administered will be analyzed as show below 






SECTION A BIO DATA OF RESPONDENT
TABLE 4.1 SEX OF RESPONDENT 
	SEX
	FREQUENCY
	PERCENTAGE

	Male
	40
	57

	Female
	30
	43

	TOTAL
	70
	100%


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

	20-25
	25
	35.0

	26-30
	15
	21

	31-40
	10
	14

	41 and above
	20
	29

	TOTAL
	70
	100


Source: Researcher field survey 2025 
	From the table above, 25 respondents are between the age of 20 -25, while 15 are between the age of 26 – 30, these are fresh university graduate they are informed about the effect of new product development. Also 10 respondents of the total respondents are between the age of 31 – 40, while the remaining 20 respondents are between the age of 41 and above.




TABLE 4.1.3: MARITAL STATUS OF RESPONDENTS
	MARITAL STATUS
	FREQUENCY
	PERCENTAGE

	Single 
	50
	70

	Married 
	20
	30

	Widowed
	-
	-

	TOTAL
	70
	100


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

	Less than 1 year
	-
	-

	Between 1 – 2 years
	- 
	- 

	Between 2 – 4 years
	30
	43

	Above 4 years
	40
	57

	Total
	70
	100


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



TABLE 4.1.5: EDUCATIONAL QUALIFICATION
	QUALIFICATION
	FREQUENCY
	PERCENTAGE

	Diploma
	14
	20

	Degree
	16
	23.5

	Master
	20
	28.5

	PhD
	20
	28.5

	Total
	70
	100


Source: Research Survey, 2025
From the respondents interviewed, 20% have diploma certificate, while 23.5% have Degree certificate, while 28.5% have Master Certificate and the remaining 28.5% have PhD certificate.
 This is a quite a good experience for the respondents to give informed responses on product development. They therefore had extensive knowledge in the field and helped to reveal how new product are developed in Lubcon Nigeria Limited.
SECTION B: RESEARCH QUESTIONS
TABLE 4.1.6: IS THERE ANY SIGNIFICANT RELATIONSHIP BETWEEN NEW PRODUCT DEVELOPMENT AND PERFORMANCE?
	VARIABLE 
	FREQUENCY
	PERCENTAGE

	Strongly Agree
	28
	40

	Agree
	20
	29

	Not Sure
	-
	-

	Strongly Disagree
	15
	21

	Disagree
	7
	10

	TOTAL
	70
	100


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

	Strongly Agree
	15
	21

	Agree
	7
	10

	Not Sure
	-
	-

	Strongly Disagree
	28
	40

	Disagree
	20
	29

	TOTAL
	70
	100


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

	Strongly Agree
	45
	60

	Agree
	10
	15

	Not Sure
	-
	-

	Strongly Disagree
	8
	13

	Disagree
	7
	12

	TOTAL
	70
	100


Source: Research Survey, 2025
From the above table, 45 of the respondents strongly agree that many organizations are focus on becoming more competitive by developing new products, while 10 of the respondents agree to the question, also 8 of the respondents strongly disagree to the question also 7 of the respondents disagree to the question.  
TABLE 4.1.9: REGULAR AND CONTINUOUS TRAINING SHOULD BE GIVEN TO THE MARKETING MANAGERS AND R&D PERSONNEL SO AS TO UPDATE THEIR PROFESSIONAL SKILL AND KNOWLEDGE ON PRODUCT DEVELOPMENT?
	VARIABLE 
	FREQUENCY
	PERCENTAGE

	Strongly Agree
	27
	39

	Agree
	15
	21

	Not Sure
	-
	-

	Strongly Disagree
	12
	17

	Disagree
	16
	23

	TOTAL
	70
	100


Source: Research Survey, 2025
From the above table, 39% of the respondents strongly agree that regular and continuous training should be given to the marketing managers and R&D personnel so as to update their professional skill and knowledge on product development, while 21% of the respondents agree to the question, also 17% of the respondents strongly disagree to the question also 23% of the respondents disagree to the question.  
TABLE 4.1.10: EFFECTIVE PRODUCT DEVELOPMENT RESTS ON A PRODUCT’S DESIGN’S ABILITY TO CREATE A POSITIVE PRODUCT EXPERIENCE?
	VARIABLE 
	FREQUENCY
	PERCENTAGE

	Strongly Agree
	10
	15

	Agree
	7
	9

	Not Sure
	10
	15

	Strongly Disagree
	15
	25

	Disagree
	28
	36

	TOTAL
	70
	100


Source: Research Survey, 2025
From the above table, 15% of the respondents strongly agree that effective product development rests on a product’s design’s ability to create a positive product experience, while 9% of the respondents agree to the question, also 15% of the respondents are not sure about the question, while 25% of the respondents strongly disagree to the question and the remaining 36% of the respondents disagree to the question.  
4.3   TEST OF HYPOTHESIS
In testing the four hypothesis involved in this project, the X2. Testing shall be applied which has the chi-square formula as 
Where
O-observed frequency
E-expected frequency
E-summation size
The testing for the two hypotheses is the null and alternative hypothesis which is denoted with HO AND HI respectively
The decision will be to accept HO and reject HI or otherwise.
   The X value obtained with the formula will referred to X table while appropriate degree of freedom 
Degree of freedom is defined as
DF=(R-I) (C-I)
Where
R – Number of row total
R – Number of column total
The three hypotheses shall be tested with 5% (0.05) level of significance.
DECISION RULE
1. The null hypothesis will be accepted if the calculation value is greater than the table value.
2. The null hypothesis will be rejected if the calculation value is less than the table value.
TEST OF ASSUMPTION
HYPOTHESIS ONE
HO: There is no significant relationship between product design and sales volume in the Nigerian brewing sector
Hi: There is significant relationship between product design and profitability in the Nigerian brewing sector

COMPUTATION OF OBSERVATION
	CELL
	O
	E
	O-E
	(O-E)2 
	(O-E)2\E 

	C1
	85
	68.95
	16.05
	257.60
	3.74

	C2
	45
	61.05
	16.05
	257.60
	4.22

	C3
	11
	27.05
	16.05
	257.60
	9.53

	C4
	40
	23.95
	16.05
	257.60
	10.76

	TOTAL
	
	
	
	
	28.25



X2    = E (O – E)
                     E               = 28.25
Degree of freedom
DF = (R – 1) (C – 1)
	(2 – 1) (2 – 1)
	1X1 = 1
At 5% level of significance, the critical value X2 (0.95) for 1 degree of freedom is 3.84 we accept the null hypothesis and reject the alternative hypothesis.
HYPOTHESIS TWO
HO: There is no significant relationship between product size and performance of Lubcon Nigeria limited 

HI: There is significant relationship between improvement of existing products and performance of Lubcon Nigeria limited 
COMPUTATION OF OBSERVATION
	CELL
	O
	E
	O-E
	(O-E)2 
	(O-E)2\E 

	C1
	85
	68.95
	16.05
	257.60
	3.74

	C2
	45
	61.05
	16.05
	257.60
	4.22

	C3
	11
	27.05
	16.05
	257.60
	9.53

	C4
	40
	23.95
	16.05
	257.60
	10.76

	TOTAL
	
	
	
	
	28.25



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

	C1
	85
	68.95
	16.05
	257.60
	3.74

	C2
	45
	61.05
	16.05
	257.60
	4.22

	C3
	11
	27.05
	16.05
	257.60
	9.53

	C4
	40
	23.95
	16.05
	257.60
	10.76

	TOTAL
	
	
	
	
	28.25



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

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

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

	C1
	85
	68.95
	16.05
	257.60
	3.74

	C2
	45
	61.05
	16.05
	257.60
	4.22

	C3
	11
	27.05
	16.05
	257.60
	9.53

	C4
	40
	23.95
	16.05
	257.60
	10.76

	TOTAL
	
	
	
	
	28.25



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



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.0	SUMMARY
In the preceding section, the data gathered from the study were presented and analyzed using appropriate statistical tools and packages. Discussion of findings was also presented based on the analyzed data. The findings of our study on new product development on organizational performance in the Nigerian Manufacturing industries using Unillever as the case study, are summarized as follows:  
· The quality of the product by the product greatly affects their profitability depending on customer’s acceptance or rejection of their products.  - A positive and significant correlation exists between the quality of   products manufactured by the breweries and their sales volume. 
· The degree of quality of products offered for sale by the Company significantly influences the level of customer loyalty in the Manufacturing industry in Nigeria.  
· There is no significant relationship between product size and profitability in the Nigerian Manufacturing industry. 
· The relationship between product size and sales volume is not significant in the Nigerian Manufacturing industry.  
· The correlation between product size and customer loyalty in the Nigerian manufacturing industry is not significant because customers’ patronage is not solely a function of size of the products.  - There is a significant and positive correlation between product line/mix and profitability since a brewery with more product lines and product mix can make more profit by offering assorted brands of products. 
· Product line/product mix and sales volume are positively correlated as the Company with many product lines/product mixes (assortment) will record higher sales level than those with one product line/little mix. - A positive and significant relationship exists between product lines/product mix and customer loyalty in the Nigerian manufacturing sector as a result of the satisfaction derived by customers in the various market segments of the organizations.
· The correlation between product design and profitability is not significant in the Nigerian manufacturing sector because product shape and colour alone cannot induce customer patronage if the quality of the poor is not favourably customer.
· There is no significant relationship between product design and sales volume since customers do not patronize the products because of its shape, size or colour.
· The relationship between product design and customer loyalty is not significant in the Nigerian manufacturing industry because what keeps the customer loyal to the brand is not necessary the shape, size or colour of the product but the satisfaction he derives from consuming it.   
5.2	CONCLUSION
The analysis has shown that new product development plan is mainly related to the business strategy, the organizational culture, partly the personnel skills, while management involvement does not necessarily have a statistically significant positive effect on the New Product Developmentplan. However, for successful business performance– business strategy, management involvement’s personnel skills, organizational culture, New Product Development plan, product quality, the level of New Product Development process goal achievement and the applied New Product Development process adopted and implemented, all significantly affect the level of a business performance.
5.3	RECOMMENDATION
Based on the findings we strongly recommend as follows: -
· Manufacturing Company should always analyse their environment through research in order to identify new market opportunities to develop appropriate products to meet the changing needs and wants of customers. 
· Manufacturing Company should ensure that the quality of their products meets the expectation of their customers in the local and international markets since their product quality is a strong and significant factor in the firms’ marketing strategy and performance. 
· Continuous attention should be given to research and development (R&D) so that more innovative products could be manufactured for improved corporate performance. 
· Manufacturing Company should also organize regular and continuous training for marketing managers and R&D personnel so as to update their professional skill and knowledge on product development. 
· Product construction, packaging, branding, product positioning and usage testing should be an integral component of product development in the brewing sector. 
· Effective information management and communication should be applied in the daily operations of the breweries as it can provide management and staff with data and understanding critical to successful product development.
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						DEPARTMENT OF BUSSINESS 
						ADMINISTRATION
					KWARA STATE POLYTECHNIC 
					P.M.B 1375 ILORIN
					KWARA STATE
Dear respondent,
QUESTIONNAIRE
I am final year student of the above named department at the Kwara State polytechnic, Ilorin carrying out a research on the topic “New Prodcut planning and Development A Veritable Tools for Competitive Advantage, Lubcon as the case study”.
This research work is in partial fulfilment of the requirements for the award of National Diploma (ND) in Business administration. The questionnaire is therefore part of the final assessment for data collection for the research.
Kindly assist to complete the questionnaire as objectively as possible.
Thank you for your co-operation.
								
								Yours Faithfully

     TAIWO TESLIM KEHINDE
							ND/23/BAM/FT/0029






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





