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ABSTRACT
The research work is designed on Effect of Product Innovation on The Performance of Business Organization in Nigeria (A Case Study Of 7up Bottling Company) .Marketing of consumer product is the means of having a perfect means of consumer goods’ ideas to the consumers that helps in sales and growth for the company. The objective of the study is to examine the theoretical meaning of Marketing of consumer product. The research methodology /data analysis used under the study based on the data gathered from both primary and secondary sources. The primary sources include personal interview and the uses of questionnaire while the secondary sources are from news paper, magazine, and Annual Reports. The researcher after attempts to accept or reject the hypothesis on the basis of statistical information about the population obtained from a probability sample, and analyze the effect of any advance postulation on the services being rendered by Ilorin market and make predictions based on the result of the test.

















CHAPTER ONE
1.0 INTRODUCTION
1.1	BACKGROUND OF THE STUDY
Product innovation is a pivotal factor in ensuring the survival and growth of business organizations, especially in fast-evolving markets. It encompasses the development of new products or the improvement of existing ones, enabling companies to meet changing consumer demands and stay ahead of competitors. In the context of Nigeria, the dynamic and highly competitive business environment necessitates a strong focus on innovation. The capacity to innovate allows companies to differentiate themselves, create new value propositions, and enhance their market presence, which is essential for long-term success.
In Nigeria, the significance of product innovation is amplified by the country's unique economic and market conditions. The Nigerian market is characterized by a young and growing population, increasing urbanization, and a rising middle class with evolving consumer preferences. These factors create both opportunities and challenges for businesses. Companies that can anticipate and respond to these changes through innovative products are better positioned to capture new markets and achieve growth. This is particularly important in sectors such as technology, consumer goods, and services, where rapid advancements and shifts in consumer behavior are prevalent (Nwankwo, 2016).
The impact of product innovation on business performance in Nigeria can be observed through various metrics such as market share, revenue growth, and customer satisfaction. Innovative companies often experience higher market penetration and can command premium prices for their unique offerings. For instance, the introduction of mobile banking and fintech solutions has revolutionized the financial services sector in Nigeria, providing convenience and accessibility to a larger segment of the population (Adeleye & Yusuf, 2019). These innovations have not only driven customer acquisition but also fostered loyalty and increased transaction volumes.
Moreover, the ability to innovate is closely linked to a company's competitive advantage. In a competitive market like Nigeria's, differentiation is key to standing out among numerous players. Product innovation enables companies to offer distinctive features or superior quality, thereby attracting and retaining customers. This strategic advantage is crucial for maintaining market relevance and achieving sustained business success. Companies that fail to innovate risk becoming obsolete as competitors introduce more advanced and appealing products (Oke, 2019).
The relationship between product innovation and business performance in Nigeria also extends to operational efficiencies and cost management. Innovative practices often lead to the development of more efficient production processes, cost savings, and improved resource utilization. For example, the adoption of advanced manufacturing technologies and automation has enabled Nigerian companies to reduce production costs and enhance product quality (Eze & Okpala, 2020). These improvements contribute to better financial performance and competitiveness in both domestic and international markets.
In conclusion, product innovation is a critical driver of business performance in Nigeria's dynamic market environment. By fostering innovation, companies can differentiate themselves, capture new markets, and achieve sustained competitive advantage. The successful implementation of innovative practices not only enhances market position and revenue growth but also contributes to operational efficiencies and cost management. As such, businesses in Nigeria must prioritize product innovation to thrive in an increasingly competitive and rapidly evolving market landscape.

1.2 	STATEMENT OF THE PROBLEM 
Despite the recognized importance of product innovation, many business organizations in Nigeria struggle to implement effective innovation strategies. Innovation is a critical driver of competitive advantage and market leadership (Schumpeter, 1934). However, numerous Nigerian firms face challenges such as inadequate infrastructure, limited access to finance, and a lack of skilled personnel, which impede their ability to innovate successfully (Egbetokun et al., 2017). These barriers often result in stagnation, reduced market share, and, in some cases, business failure, as companies are unable to keep pace with rapidly changing market demands and technological advancements.
The situation is further complicated by the scarcity of empirical studies focusing on the Nigerian context. Most research on innovation tends to center on developed economies, leaving Nigerian businesses without clear, context-specific guidance on how to leverage innovation for enhanced performance (Oyelaran-Oyeyinka, 2006). This lack of localized research means that many firms operate based on assumptions or generic strategies that may not be effective in the Nigerian business environment. Consequently, there is a critical need for studies that investigate the unique challenges and opportunities associated with product innovation in Nigeria.
This study addresses this gap by examining the relationship between product innovation and business performance in Nigeria. By focusing on Nigerian businesses, it aims to provide empirical evidence that can guide local firms in developing effective innovation strategies. The findings of this study are expected to offer valuable insights into how Nigerian companies can enhance their competitiveness and performance through product innovation, thereby contributing to the broader literature on innovation in developing economies (Fagerberg, 2005). This research will also serve as a foundation for policymakers and business leaders to design supportive frameworks that foster innovation and drive economic growth in Nigeria. 
1.3	RESEARCH QUESTION 
The following research questions shall he investigated: 
i. What the current state of product innovation among business organizations in Nigeria?
ii. What the impact of product innovation on the overall performance of these organizations?
iii. What the key factors that facilitate or hinder product innovation in Nigerian businesses.
iv. What are the recommendations for enhancing product innovation practices to improve business performance.
1.4	OBJECTIVES OF THE STUDY
i. To assess the current state of product innovation among business organizations in Nigeria.
ii. To evaluate the impact of product innovation on the overall performance of these organizations.
iii. To identify the key factors that facilitate or hinder product innovation in Nigerian businesses.
iv. To provide recommendations for enhancing product innovation practices to improve business performance.
1.5 	HYPOTHESIS FORMULATION
The following research hypotheses will be formulated in this research study. They are: 
H0: Product innovation has no significant effect on the performance of business organizations in Nigeria.
H1: Product innovation has a significant positive effect on the performance of business organizations in Nigeria.
1.6	SCOPE OF THE STUDY 
The study focuses on business organizations operating in Nigeria, encompassing various sectors such as manufacturing, services, and technology. It examines both large corporations and small to medium-sized enterprises (SMEs) to provide a comprehensive understanding of the impact of product innovation across different business scales. The timeframe of the study covers recent developments in the past five years to ensure the relevance of the findings.
1.7	SIGNIFICANCE OF THE STUDY 	
	This study is significant for several reasons. Firstly, it contributes to the existing body of knowledge on product innovation in emerging markets, specifically within the Nigerian context. Secondly, the findings will provide valuable insights for business managers and entrepreneurs, helping them to develop and implement effective innovation strategies. Policymakers and stakeholders can also use the results to formulate supportive policies that foster innovation and enhance business performance in Nigeria.
1.8	LIMITATION OF THE STUDY 
The study may face limitations such as the availability and reliability of data, given that some business organizations might be reluctant to share sensitive information regarding their innovation practices and performance metrics. Additionally, the diversity of the business environment in Nigeria means that findings might not be uniformly applicable across all sectors.
1.9	DEFINITION OF TERMS
Product Innovation: The process of developing and introducing new or significantly improved products or services to meet market needs and enhance business performance.
Business Performance: The measure of a business organization’s success, typically evaluated through metrics such as profitability, market share, and growth rate.
Competitive Advantage: The attributes that allow a business to outperform its competitors, often achieved through innovation, quality, customer service, and operational efficiency.
Emerging Markets: Nations with social or business activity in the process of rapid growth and industrialization, often characterized by increasing economic development and potential for investment.
Small and Medium-sized Enterprises (SMEs): Businesses whose personnel numbers fall below certain limits, playing a significant role in the economy due to their contribution to employment and innovation.
Communication: Is the links which bind organizations together in order to evolve common understanding or could be described as a process of passing information and understanding to one or more person.
Customer: The term ‘customer’ is commonly used to refer to end-users of a product. Also customer is a general term referring to anybody who receives a service or product from some other person or group of people.” Generally, there are internal and external customers, where internal customers refer to the staff or employees and external customers refer to stakeholders of an organisation.
Industry: A specific branch of manufacture and trade. It is a commercial production and sale of goods it is the sector of an economy made up of manufacturing enterprises it is often classified into three sections: primary or extractive, second or manufacturing, and tertiary or services.



CHAPTER TWO
LITERATURE REVIEW
2.1	INTRODUCTION 
	The marketing concept is one of the marketing management philosophy this concept was evolved in early 1940’s when customer had a lot of catching up to do and company scaled to meet the demand. Business people have begun to recognize that marketing is vitally important to the success of an industry.
	This had led to an entirely new way of business thinking a new philosophy called marketing concept Stanton, 1960’s.
2.2	CONCEPTUAL REVIEW
	THE DEFINITION OF MARKETING CONCEPT
	Marketing concept was also defined by Kotler (1980) as “a management orientation that holds the key to achieving organization goals determining the needs for the target marketing and adopting to delivery, the desired satisfaction more effectively and efficiently than the competitors”. To express in better way such as fund wants full them make what you can sell instead of trying to sell what you can make love customers and not the product.
	In addition, under the marketing concepts, the customer is at the top of the organization table. So the organization should try to satisfy the needs of the customer or the clients through a coordinated set of activities which at the same time allow the organization to achieve its goals.
	Providing satisfactions to customers is the major trust of marketing concept.
	However, the marketing concept tresses the importance of customer and emphasizes to satisfy customer the business must try to satisfy current needs in a manner that will not produce adverse long rum effect which will cause strong customer dissatisfaction in future for example, imagine a customer’s reaction when poorly co-coordinated and oriented hotelier send her a booklet urging the use of the hotelier credit plan the same day, that the customer also receive a hash threatened possession of earlier patronage if the customer account is not paid up within twenty-four hours.
TYPES OF MARKETING
	As management philosophy adopts the marketing concept its industry generally becomes more competitive with the result that marketing decision are increasingly important, organization structure have changed.
	As a result of these conflicting interests, a business organization can have its marketing activities divided into five different types of marketing concepts namely:-
i. Production concept
ii. Product concept
iii. Selling concept
iv. Marketing concept
v. Societal marketing concept
1. Production concepts: The production concept holds that consumers will favour product which are widely available and low in cost. The manner in order to be successful well attains high production efficiency and wide distribution coverage.
2. Product concept: The product concept is a management oriented that assumed the consumers will favour those products that offer the most quality for the price and therefore, the organization should devote its energy to improving products quality.
3. The selling concept: This concept holds that consumer will not buy enough of a product unless the management embraces on massive and aggressive selling and promotion efforts.
4. Marketing concept: The marketing concept is a management orientation that holds that the key to achieving organization goals is determining the needs and wants of the target markets and adapting itself to deliver the desired satisfaction more effectively that its competitors.
5. Societal marketing concept: This holds that the organization is to determine the needs, want and interest of the target markets, it should then deliver the described level of satisfaction more effectively and efficiently than any other competitors in a way that the efficiently than any other competitors in a way that the consumer and there society’s well-being is maintained or improved upon.
RATIONALE FOR MARKETING CONCEPTS
	The marketing concepts are consumer’s needs and wants as the key of achieving organization goals. Marketing concept starts with the firm potential customers and their needs and programmers to satisfy the needs of consumers it aimed to satisfy the needs of consumers it aimed to satisfying these needs at a profit.
(1)	CUSTOMER ORIENTATION: The concept seeks to be the topmost in the organization chart that the company performs at the function.
The company produce what he / or she can sell.
The marketing should produce what the customer can buy.
a. Customer satisfaction: - The marketing concept aimed at satisfying desire of the customer with the intention to produce their basic needs.
And with knowledge of;
1. The customer is always right if he /she are right.
2. We shall only merchandize the best qualities obtain at the best price.
3. We strive to give completely satisfactory service to every customer.
(2) 	INTEGRATED MARKETING: The integrated marketing concept calls for a basic re-orientation of the company from looking inwards to the product to look outwards for the customer’s needs.
	Selling focus on the needs of the seller
	Marketing with the idea of the need to satisfy the customer by means of product and whole duster of things associated with creating deliveries and finally consuming the products.
USES AND BENEFITS OF THE CONCEPT
The uses and benefits of production concept are;
· Consumers are primarily interested in product availability and at low prices.
· Consumers do not see or attach much importance to non price to difference within the product class.
· The customers know the price of the competing brands.
· The organization task is to keep improving distribution and lowering cost as key to attracting and holding customers.
	The products concept uses and benefits are;
· Consumers buy products rather than solutions to needs
· Consumers are primarily interested in product quality
· Consumers know the qualities and features of differences in the competing brands.






2.3	THEORETICAL REVIEW
The Hierarchy of Effects Theory
	Lavidge &Steiner (1961) introduced a theory termed the hierarchy of effects. The theory posits that consumers move from being unaware to being aware, to having knowledge, to liking & preference, conviction and purchase. The theory describes the effectiveness of promotion to jump start the sequence of event needed before a consumer will buy a product and ultimately achieve the marketing objectives Awareness:	the individual is aware of the product’s existence.
Knowledge: the individual knows what the product offers.
Liking: the individual has favorable attitudes toward the product preference: the individual favorable attitudes have developed to the point of preference.
Conviction: preference is coupled with a desire to buy and confidence that the purchase would be used.
Purchase: attitude is translated into actual buying behaviors.
Some authors described the above as AIDAS theory representing the initials of the five words used to express the stages through which the prospects’ mind passes during buying( A attention, Iinterest, Ddesire, Aaction, Ssatisfaction)
Right set of circumstance theory
	The theory posits that particular circumstances prevailing in a given selling situation cause the prospect to respond in a predicted way. It is a seller oriented theory as it stresses upon the importance of salesperson controlling the situation. When sales men handle the set of circumstances well, the more predictable is the response. The set of circumstances includes factors external and internal to the prospect. The theory is otherwise called situation –response theory.


Social Marketing Theory
	Social marketing theory is a collection of theories that focus on how socially valuable information can be promoted. This theory has been used by social and welfare organizations to help promote or discourage various behaviors. The theory is administrative in nature in such that it seeks to outline a framework that can be used to design, implement and evaluate information campaigns. The target audience is identified based on their information need. Once this is done information is packaged and distributed in a manner that will be easily accessible to the intended audience.
 (
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Source: Adapted from Schramm, Wilbur (1974)
)
	The theory is an attempt to clearly understand how societal and psychological factors work to successfully manipulate them in order to increase how effective mass media information campaigns are. The theory focuses on helping identify the various social and psychological barriers that hinder the flow of information through the mass media and offers ideas and ways to overcome these barriers. These strategies range from being indigenous to the use of saturation advertising.


Features of Social Marketing Theory
1. 	Creating Audience Awareness
	When there is a need to promote any new idea, person or behavior, the first step is to create awareness that such a new concept or individual exists. Awareness is created by using all available channels at one’s disposal like news media and even new media like the internet. One of the easiest ways to create awareness is having a saturation television campaign. But the drawback is that’s a costly affair. The benefit of using newer media on the other hand is that a wider range of audience can be reached out to. The use of internet helps reach younger audience who may not read newspapers or depend on television for information.
2. 	Targeting the Right Audience
	When disseminating messages, it is important to first identify the audience that requires the message and then finding the most efficient means of reaching them with the message. This helps cut costs and ensures higher levels of audience penetration. For example, if the message is intended for old people, using the internet to spread information would be a waste of time as most elderly people do not use computers. A more effective way would be to use radio and television to get the message across.
3. 	Reinforce the Message
	When people receive a new message once, they tend to forget it easily. It’s therefore necessary to reinforce the message by repeatedly ensuring that individuals are exposed to the message from different channels. Promoting the media in various mass media, going door to door, holding group discussions, having debates on television are ways in which messages can be reinforced. People can eventually change themselves as agents when they start spreading the message that they have received from others.

4. 	Cultivate Images or Impressions
	When the audience is not interested in the person, product or service being promoted, they will not seek out any information about them. In such a scenario, image advertising is used. Here recognizable and easily understandable images are shown and the new product or service is shown in relation to that image. This helps create a favorable setting for promoting the new product. For example, watching an old couple reminisce about their college days and romance while sipping a hot cup of coffee is a tactic where a familiar event is used to attach happy emotions to a new coffee product, thus developing its image.
5. 	Stimulate Interest
	To make audience seek information, it is necessary to grab their attention and stimulate interest. Once this is done, information should be made easily accessible to the general public. Dramatic events or unexpected actions help capture the interest of the audience. A politician photographed cleaning a beach helps drive home the point that he cares for the environment. A dish washing product that claims one bottle will clean a thousand plates could organize an event where a thousand or more plates are washed in real using a single bottle. This event could be promoted as breaking the Guinness Book of World Record and immediately causes people to become interested in the product. Similar ideas could be used to further social welfare schemes and products.
6. 	Induce Desired Result
	Once information has reached the intended audience, efforts should be taken to ensure that the desired decision is arrived at. A campaign against smoking needs to ensure that people stop smoking. A new product being introduced should result in actual sales or usage.


2.4	EMPIRICAL REVIEW
	In the study conducted among women in Kenya by Arvinlucy (2012) it was found that most women groups use promotion in promoting their products. This was due to the fact that other promotional elements require a lot of money and the groups do not have sufficient fund to carry out those other promotional elements. Advertising was only used once by the groups providing services just to create awareness of their existence so that they may get donors to fund their activities. Banerjee (2013) in his study concluded that promotion has a lot of advantages that could bring about a long term business relationship and that most Indian insurance firms generate sales through salespersons efforts. Olumoko, Abass, and Dansu (2012) posited that promotion through the use of salespersons are able to communicate the value inherent in the services to clients thereby increasing their level of satisfaction as well as ensures that clients gets the exact quality of services required while also information could be modified to suit needs.













CHAPTER THREE
RESEARCH METHODOLOGY
3.1       INTRODUCTION 
	This chapter attempts to describe the methodology to be used in attaining the stated objectives of the study. It includes the research philosophy, research design adopted, method and sources of data and procedure in testing hypotheses formulated for the study.
3.2	RESEARCH DESIGN
	Research design is the structure and strategy of investigation formatted in order to obtain data to answer research question, which would enables the researcher to test the research questions for final conclusion on the study.
	The research design for this study is descriptive research otherwise called survey research. The design helps the researcher to describe the event in question using the resulting data to explain and predict the situation. It gathering consistently the data of occurrence of testing research questions makes predictions or getting meaning and implementation of the situation.
3.3	POPULATION OF THE STUDY
	Population refers to all cases or individuals that fit a certain specification (Ohaja, 2003). The staff and customer’s of 7up Bottling Company which set as total population for the study.
3.4	SAMPLE SIZE DETERMINATION 
	The sample size was drawn from the total population of the study area, knowing full well that, the whole population cannot be sampled due to time and financial limitations. The researcher only selected a portion of the population both staffs and customers is studied.
	Therefore, the size of the study is all the staffs and customers of the organization. The opinions and views sampled (A part of population which the study is focused) from the respondents of the study. 
3.5	SAMPLING TECHNIQUE
	The main purpose of sampling is to select a small portion of the whole population so as to make reference to the population.
	The researcher adopted the Convenience Sampling Method as a sampling technique. Convenience sampling (is also known as Availability sampling or Accidental sampling) is a non-probability sampling technique where subjects are selected because of their convenient accessibility and proximity to the researcher. It involves the sample being drawn from that part of the population which is close to hand. That is, a population is selected because it is readily available and convenient. It relies on data collection from population members who are conveniently available to participate in study. 
3.6	METHOD OF DATA COLLECTION 
	This is the technique used by the researcher to obtain data for analysis. The researcher used questionnaire and one on one collection to administer to drawing conclusion.
	There are two basic procedure of gathering data; these are primary and secondary sources. The research work makes use of primary data. The primary data is sourced from questionnaires administered to respondents in the area of the study. These data are used to test the formulated research questions. The use of primary data for the study does not preclude the use of secondary data, which were used to compile chapter one and two of the study. These data are generated from text books, journal, articles, publications and internet. 


3.7	METHOD OF DATA ANALYSIS 
	All data generated were quantitatively analysed. Quantitative measurement of data requires that the occurrence of variables be communicated using numbers.
The completed questionnaires would be collected, edited analyzed. A simple percentage mode of calculating would be adopted to communicate the frequency of occurrence of variables. All data were analysed in tables, the tables are used to present relevant information which include interpretations and Chi-square (X2) statistical technique would be used to test the formulated research hypothesis.
X2	= ∑			(O – e)2 
		 		 e
Where X2	=	Chi-square 
	∑	=	summations
o	=	observed frequency
e	=	expected frequency 













CHAPTER FOUR
DATA ANALYSIS AND DISCUSSION OF FINDINGS
4.1	INTRODUCTION
	This chapter presents the result of the analysis in line with the research questions put forward in the study in order to make a valid conclusion on the stated problem in the research topic.
	A total two number and fifty (250) responses were used in the analysis of data i.e 100 Bottling industry employee and 150 customers, the data were presented on tables and subsequently, and results were discussed under each table.
4.2	PRESENTATION OF DATA AND DATA ANALYSIS
Section A (Demographics data)
Table 4.2.1: Distribution of the respondents by Sex
	SEX
	RESPONDENTS
	PERCENTAGE (%)

	Male
	42
	42

	Female
	58
	58

	TOTAL
	100
	100


Source: Field Survey (2025)
Table 4.2.1 shows that 42% of the respondents are male while 58 (61.66%) were female. That is, female respondents are more than male respondents.
Table 4.2.2: Distribution of the respondents by Age
	AGE
	RESPONDENTS
	PERCENTAGE (%)

	20- 30 years
	18
	18

	31 – 40 years
	24
	24

	41 – 50 years
	41
	41

	51 years and above 
	17
	17

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.2 says that 18% of the respondents are below 30years, 24% were between age 31-40years, 41% were between age 41-50years, while 17% were 51 years and above. The largest percentage age groups of respondents were between age 41-50years.
Table 4.2.3: Distribution of the respondents by Marital Status
	Marital Status
	RESPONDENTS
	Percentage (%)

	Single
	11
	11

	Married
	87
	87

	Divorced
	2
	2

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.3 says that 11% of the respondents were single, 87% were married, while 2% were divorced. The married has the largest percentage of respondents.
Table 4.2.4: Distribution of the respondents by Educational Qualifications
	Educational qualification
	Frequency
	Percentage (%)

	NCE/OND
	19
	19

	HND/B.Sc
	73
	73

	M.Sc
	8
	8

	Ph.D
	–
	–

	Total
	42
	100


Source: Field Survey (2025)
Table 4.2.4 says that 19% of the respondents were NCE/OND holders, 73% were B.Sc holders, while 8% were M.Sc holders. B.Sc holders have the highest percentage of the respondents.



Table 4.2.5: Distribution of the respondents by Working Experience
	Working Experience
	RESPONDENTS
	Percentage (%)

	Less than a year
	–
	–

	1 – 5 years
	14
	14

	6 – 10 years
	21
	21

	11 years and above 
	65
	65

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.4 says that 14% of the respondents are between 1-5years working experience, 21 (33.33%) were between 6-10years, while 65 were 11 years and above. The largest percentage of respondents has 11 years and above working experience.
Section B: 
Table 4.2.6: To what extent do you see marketing as inevitable tool or strategies in enhancing organization’s growth and development? 
	OPTIONS
	FREQUENCY 
	PERCENTAGE (%)

	Very great extent
	69
	69

	Great extent
	31
	31

	Low extent
	–
	–

	Not at all
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.6 above says 69% of the respondents said very great extent, while 31% said great extent. This shows that marketing is inevitable tool or strategies in enhancing organization’s growth and development.


Table 4.2.7: Marketing helps in creating a mutual understanding between a corporate organization and its publics 
	OPTIONS
	FREQUENCY 
	PERCENTAGE (%)

	Strongly Agree
	73
	73

	Agree
	15
	15

	Undecided 
	2
	2

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.7 above says 73% of the respondents were strongly agree, 15% were agree, while 2% were undecided. This implies most of the respondent ascertained that public relation helps in creating a mutual understanding between a corporate organization and its publics.
Table 4.2.8: Does marketing practice builds a strong goodwill between organizations and its relevant publics. 
	OPTIONS
	FREQUENCY 
	PERCENTAGE (%)

	Strongly Agree
	13
	73

	Agree
	87
	15

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.8 above says 73% of the respondents were strongly agree, while 15% were agree. This implies that marketing practice builds a strong goodwill between organizations and its relevant publics. 
Table 4.2.9: Implementation of marketing in your organization is because it consists of all actions taken to promote a favourable relationship with the publics of an organization.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	64
	64

	Agree
	36
	36

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.9 above says 64% of the respondents were strongly agree, while 36% were agree. This implies that marketing practice builds a strong goodwill between organizations and its relevant publics. 
Table 4.2.10: To what extent has marketing helps to maintain mutual understanding between your organization and its publics.
	OPTIONS
	RESPONDENTS 
	PERCENTAGE (%)

	Very great extent
	71
	71

	Great extent	
	29
	29

	Low extent
	–
	–

	Very Low extent
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.10 above says that 71% of the respondents said very great extent, while 29% said great extent. This shows that public relation helps to maintain mutual understanding between your organization and its publics in a great extent.


Table 4.2.11: Marketing are important because they help organizations achieve their goals by creating relationships with strategic publics.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	94
	94

	Agree
	6
	6

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.11 above says 94% of the respondents were strongly agree, while 6% were agree. This implies that marketing are important because they help organizations achieve their goals by creating relationships with strategic publics.
Table 4.2.12: Does Marketing practice of Bottling Industry attract new customers and help to maintain its customers?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	88
	88

	No
	–
	–

	To Some Extent
	12
	12

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.12 above says 88% of the respondents said yes, while 12% said to some extent. This implies that marketing practice of Bottling Industry attract new customers and help to maintain its customers.

Table 4.2.13: Does marketing make impact on the image building in your organization? 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	27
	27

	Agree
	73
	73

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.13 above says 27% of the respondents were strongly agree, while 73% were agree. This implies that marketing make impact on the image building in your organization.
Table 4.2.14: Do you think Public Relation is an agent to create Organizational survival of Bottling Company	 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	100
	100

	No
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.14 above says all the respondents said yes. This implies that all the respondents ascertained that public relation is an agent to create Organizational survival in the Bottling Industry 



Table 4.2.15: There is significant relationship between marketing, Organizational survival in the Bottling Industry 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	100
	100

	No
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.15 above says all the respondents said yes. This implies that all the respondents ascertained that there is significant relationship between marketing , Organizational survival in the Bottling Industry 
Table 4.2.16: The effectiveness of Marketing department of Bottling Industry should take credit for the continuous profit posting of the organization.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	25
	25

	Agree
	59
	59

	Undecided 
	16
	16

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.16 above says 25% of the respondents were strongly agree, 59% were agree, while 16% were undecided. This shows that the effectiveness of Marketing department of Bottling Industry should take credit for the continuous profit posting of the organization.


Table 4.2.17: Would you agree that the success of Bottling Industry branch, is depended on the collaborative effort of its entire staff? 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	91
	91

	Agree
	9
	9

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.17 above say 91% of the respondents were strongly agree, while 9% were agree. This implies that the success of Bottling Industry branch is depended on the collaborative effort of its entire staff. 
Table 4.2.18: Do you think there are adequate communication facilities for effective marketing practice in your organization? 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	100
	100

	No
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.18 above says all the respondents said yes. This implies that all the respondents ascertained that there are adequate communication facilities for effective marketing practice in your organization



Table 4.2.19: Marketing practice in your organization has created high level customer satisfaction and provides many benefits. 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	26
	26

	Agree
	74
	74

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.19 above say 26% of the respondents were strongly agree, while 94% were agree. This implies that marketing practice in their organization has created high level customer satisfaction and provides many benefits.
Table 4.2.20: Marketing practice in your organization influences markets by sending persuasive messages to buyers and consumers about service . 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	93
	93

	Agree
	7
	7

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.20 above say 93% of the respondents were strongly agree, while 7% were agree. This implies that marketing practice in their organization influences markets by sending persuasive messages to buyers and consumers about service .
Table 4.2.21: Do you have an in-depth knowledge and understanding of marketing ? 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	103
	68.6

	No
	–
	–

	To Some Extent
	47
	31.3

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.21 above says 103(68.6%) of the respondents said yes, while 47(31.3%) said to some extent. Most of the respondents have an in-depth knowledge and understanding of marketing .
Table 4.2.22: Do you think that Marketing practice is important in a corporate organisation?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	150
	100

	No
	–
	–

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.22 above says all the respondents said yes. This implies that all the respondents ascertained that Marketing practice is important in a corporate organisation.
Table 4.2.23: Do you agree that the Marketing practice of Bottling Company has been able to secure mutual understanding on the part of its publics?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	45
	30

	Agree
	74
	49.3

	Undecided 
	31
	20.6

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.23 above says 45(30%) of the respondents were strongly agree, 74(49.3%) were agree, while 31(20.6%) were undecided. Most of the respondents ascertained that relations practice of Bottling Industry has been able to secure mutual understanding on the part of its publics.
Table 4.2.24: Do you believe the success of Bottling Industry depend on its image?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	98
	65.3

	No
	–
	–

	To Some Extent
	52
	34.6

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.24 above says 98(65.3%) of the respondents said yes, while 52(34.6%) said to some extent. Most of the respondents believed that, the success of Bottling Industry depend on its image.
Table 4.2.25: Marketing always view the image and customers’ satisfaction of organization positively. 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	150
	100

	No
	–
	–

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.25 above says all the respondents said yes. This implies that all the respondents ascertained that marketing always view the image and customers’ satisfaction of organization positively. 
Table 4.2.26: Customer satisfaction depends on their comparisons with what they are provided with and their expectations. 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	141
	94

	No
	–
	–

	To Some Extent
	9
	6

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.26 above says 141(94%) of the respondents said yes, while 9(6%) said to some extent. Most of the respondents ascertained that customer satisfaction depends on their comparisons with what they are provided with and their expectations. 
Table 4.2.27: Does any of Bottling Industry public awareness attract you to their service ?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	135
	90

	No
	–
	–

	To Some Extent
	15
	10

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.27 above says 135(90%) of the respondents said yes, while 15(10%) said to some extent. Most of the respondents ascertained that, Bottling Industry public awareness attracts them to their service .

Table 4.2.28: Through public awareness there will be understanding and strong relationship between the public and service s
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	103
	68.6

	Agree
	40
	26.6

	Undecided 
	7
	4.6

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.28 above says 103(68.6%) of the respondents were strongly agree, 40(26.6%) were agree, while 7(4.6%) were undecided. Most of the respondents ascertained that, through public awareness there will be understanding and strong relationship between the public and service s.
Table 4.2.29: Would you say that the Marketing practice of Bottling Industry has positive impact on its consumers’ satisfaction?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	138
	92

	No
	–
	–

	To Some Extent
	12
	8

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.29 above says 138(20%) of the respondents said yes, while 12(8%) said to some extent. Most of the respondents ascertained that, the marketing practice of Bottling Industry has positive impact on its consumers’ satisfaction.


Table 4.2.30: Do you think the marketing activities of Bottling Industry build Organizational survival in the Bottling Industry ?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	116
	77.3

	No
	–
	–

	To Some Extent
	34
	22.6

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.30 above says 116(77.3%) of the respondents said yes, while 34(22.6%) said to some extent. Most of the respondents ascertained that, the marketing activities of Bottling Industry build Organizational survival in the Bottling Industry 
Table 4.2.31: To what extent marketing activities of Bottling Industry have influence your satisfaction?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Very Great Extent 
	105
	70

	Great Extent 
	39
	26

	Little extent 
	6
	4

	Not at all
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.31 above says 105(70%) of the respondents said very great extent, 39(26%) said great extent, while 6(4.6%) said little extent. Most of the respondents ascertained that, marketing activities of Bottling Industry have influence their satisfaction in a very great extent.

Table 4.2.32: Are you satisfied with the level of public relation in Bottling Industry to customer satisfaction?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	63
	42

	No
	7
	4.6

	To Some Extent
	80
	53.3

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.32 above says 63(42%) of the respondents said yes, 7(4.6%) said no, while 80(53.3%) said to some extent. Majority of the respondents ascertained that, they are satisfied with the level of public relation in Bottling Industry to customer satisfaction.
Table 4.2.33: What do you look out for in public awareness of a service ?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	A brand that I am familiar with and trust
	76
	50.6

	Service and price information
	41
	27.3

	Creativity
	33
	22

	Others
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.33 above says 76(50.6%) of the respondents said a brand that I am familiar with and trust, 41(27.3%) said service and price information, while 33(22%) said creativity. Majority of the respondents looks out for a brand that they are familiar with and trust in public awareness.


4.3	DISCUSSION ON FINDINGS
	In the analysis above, the result shows that marketing is an agent to create Organizational survival in the Bottling Industry and customer’s satisfaction; it always view the image and customer’s satisfaction of organisation positively; and through public awareness there will be understanding and strong relationship between the public and service s.
Table 4.2.11 says that 94% of the respondents were strongly agree, while 6% were agree. This implies that marketing are important because they help organizations achieve their goals by creating relationships with strategic publics. In table 4.2.19, table 4.2.20, table 4.2.26 and table 4.2.28 respectively has shown 26% of the respondents were strongly agree, while 94% were agree. This implies that marketing practice in their organization has created high level customer satisfaction and provides many benefits; 93% of the respondents were strongly agree, while 7% were agree. This implies that marketing practice in their organization influences markets by sending persuasive messages to buyers and consumers about service ; 94% of the respondents said yes, while 6% said to some extent. Most of the respondents ascertained that customer satisfaction depends on their comparisons with what they are provided with and their expectations; and 68.6% of the respondents were strongly agree, 26.6% were agree, while 4.6% were undecided. The result of testing formulated research hypothesis using Chi-square statistical method research question 1 therefore given 5% level of significant and 95% level of confidence with the degree of freedom of 1. The computation value of Chi square X2c (100) is greater than tabulated value: X2t (3.841), therefore reject H0 and accept H1 according to chi-square decision rule i.e There is significant relationship between marketing , Organizational survival in the Bottling Industry Davis (2004) study revealed that Marketing can contribute to four marketing objectives: awareness, credibility, stimulation of the sales force and holding down promotional costs. All these create a strong relationship between marketing , Organizational survival in the Bottling Industry 

























CHAPTER FIVE
	SUMMARY, CONCLUSION AND RECOMMENDATION 
5.1	INTRODUCTION
	This chapter gives an overview of the whole research work. It include summary of the study, the findings of the research work, conclusion and recommendations 
5.2 SUMMARY OF FINDINGS
	Product innovation plays a crucial role in enhancing the performance of business organizations globally. In Nigeria, a rapidly developing economy with a dynamic market environment, the impact of product innovation on business performance is particularly significant. This summary explores the various effects of product innovation on Nigerian business organizations, considering factors such as market competition, customer satisfaction, and overall business growth.
	A consideration number do not conduct market research in their marketing effort. The Bottling Company operations believe that Bottling Company research should be organized to meet customer’s needs in order to increase sales profit and customer’s royalty. 
	Although, some still have a negative attitude towards Bottling Company business and this was due to religion being and the image of Bottling Company to the society.
	Majority of the hotels seek to employs competent staffs and this has increased their sales and customer services the use of human financial material resources have also helped to adequately satisfy customers want.
5.3 CONCLUSION 
	Product innovation is a critical driver of business performance for organizations in Nigeria. It enhances competitive advantage, customer satisfaction, financial performance, operational efficiency, market responsiveness, and brand reputation. However, businesses must carefully manage the associated challenges to fully reap the benefits of innovation. By investing in innovation and fostering a culture that supports continuous improvement, Nigerian firms can achieve sustainable growth and long-term success.
	Product innovation is a critical driver of business success in Nigeria. It fosters competitive advantage, market expansion, revenue growth, operational efficiency, and customer loyalty. For Nigerian businesses to thrive in an increasingly competitive and technologically advanced global market, a sustained focus on product innovation is imperative. The benefits of this approach extend beyond individual companies, contributing to the broader economic development and resilience of Nigeria.
5.4	RECOMMENDATION 
	1. Market Research and Consumer Insights
   - Utilize surveys, focus groups, and data analytics to gather insights on consumer behavior and preferences.
   - Analyze competitors' products and market strategies to identify gaps and opportunities.
2. Leveraging Technology
   - Invest in digital tools for product design, testing, and marketing.
   - Use customer relationship management (CRM) systems to track customer interactions and feedback.
3. Training and Development
   - Conduct workshops and training sessions on innovation management for employees at all levels.
   - Encourage cross-functional collaboration to foster diverse perspectives and ideas.
4. Innovation Hubs and Incubators
   - Establish innovation hubs within the organization to nurture new ideas and projects.
   - Collaborate with external incubators and accelerators to support startups and leverage their innovative potential.
5. Customer Engagement Strategies
   - Implement loyalty programs and interactive platforms to keep customers engaged and involved in the innovation process.
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