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ABSTRACT
This study examines pricing as a marketing strategy for new product development in the Nigerian manufacturing industry. The importance of pricing in influencing consumer behavior, market penetration, and product acceptance cannot be overstated, especially in an increasingly competitive and price-sensitive market like Nigeria. Pricing decisions are among the most critical strategic choices businesses must make when launching new products, as they directly impact revenue, profitability, and market positioning.
The research explores how manufacturing firms in Nigeria utilize various pricing strategies—such as penetration pricing, skimming, psychological pricing, and value-based pricing—to gain competitive advantage and stimulate demand during product introduction. Through both qualitative and quantitative approaches, the study evaluates the relationship between pricing models and new product success metrics, such as sales growth, customer acquisition, and brand loyalty.
Data was collected from selected manufacturing companies using structured questionnaires and interviews with marketing and product development managers. The findings reveal that effective pricing strategies, when aligned with market research and customer value perception, significantly enhance new product adoption and overall business performance. The study recommends that Nigerian manufacturers adopt dynamic and market-responsive pricing frameworks supported by continuous consumer feedback and competitor analysis.
This research contributes to the growing body of knowledge on strategic marketing in developing economies and offers actionable insights for Nigerian manufacturers seeking to improve their product development outcomes through effective pricing techniques.
KEYWORDS: Pricing strategy, New product development, Manufacturing industry, Product pricing, Marketing mix and Lubcon Oil LTD.
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