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ABSTRACT
The purpose of this research work is to appraise the application of direct and online marketing in the Banking Industry. Direct and online marketing use a wide variety of channels to reach prospects and customers. Participating companies can use these strategies as instruments to rate their performance in relation to the best practices of high performing product or service. The following objectives were formulated; to determine the reasons for application of direct and online marketing, to evaluate how effective channel of communication impacts on the banks profitability, to ascertain if the application and usage of direct and online marketing is deceptive and fraudulent to the banks customers, to determine if there are benefits tied to the application of direct and online marketing. The study had a population of 2,401, out of which a sample size of 343 was realized using Taro Yamane formula. Questionnaire was primarily used for data collection. 343 copies of questionnaire were distributed and 304 copies were collected. The survey research method was adopted for the study while chi-square was used to test the hypotheses. The findings shows that the application of direct and online marketing communication enhances marketing of banking products and services, effective channel of communication impacts positively on the profitability of the bank, application and usage of direct and online marketing by zenith bank is deceptive and fraudulent to their customers, the benefit tied to direct and online marketing attract customer’s patronage. The study concluded that direct and online marketing is a major index in increasing the return on investment and productivity level of banks. The study recommends that Banks should periodically organize seminars and symposia for their customers on the need to safeguard their pin code and doing so give them quality services on automated teller machine.




CHAPTER ONE
1.0 INTRODUCTION
1.1 BACKGROUND OF THE STUDY
Effective marketing decisions are based on sound information. This is true whether the decision is by a consumer on which brand and model to buy, or a marketer (producer) on the number, characteristics of the models to offer, as well as time of introduction of 
the new products. It is equally true whether the decision is by a marketer of physical product or a marketer of service product. These judgments can be no better than the information on which they are based. That is the amount and quality of information emanating from both external and internal sources of the organization. Marketing 
research  and  other  tools  could  be  employed  to  gather  relevant information  needed  for  more  accurate  production  of  goods  and services that will satisfy consumer needs, and events that will provide either threats or opportunities to the organization.
No   organization   can   succeed,   grow   or   survive   without marketing research. The function of marketing research is to provide information that will assist management in making decisions. Effective marketing decisions are based on sound information, information is needed both to help identify problems and to solve them once they have been identified.
Marketing research helps to develop information that will be useful to manufactures in the process of developing a new products. 
Marketing  research  is  the  function  that  links  the  marketer  to consumers and the public through information in term of developing a new   products   .   It   is   used   to   identify   and   define   marketing opportunities   and   problems,   to generate,   reline, and evaluate marketing actions; to monitor marketing performance and to improve 
understanding of the marketing process. (Kotler and Armstrong: 1999, pp. 115-116).
Marketing research furnishes the information which enables an organization to give value and satisfaction to consumer. In order to produce superior value and satisfaction for customers, companies need information at almost every turn. Good new products and marketing   programs   begin   with   a   thorough   understanding   of consumer’s needs and wants. Companies also need an abundance of information on competitors, resellers and other actors and forces in market place. Increasingly marketers are viewing information not just as an input for making better decisions but also as an important asset and marketing tool. (Glazer: 1991, pp. 1-19). 
Marketing research helps an organization keep abreast with its changing environment. It is essential that organizations which strive to satisfy consumers’ needs and wants must keep abreast of the changing marketing environment. The dynamic nature of the market inevitably means that information collected several years ago or opinions formed on the basis of past experience will no longer be valid or tenable today.
Marketing   research   is   essentially   a   tool   for   reducing manufactures decision risk in the process of developing a new products and thus enhancing long-term profitability. Research does this in many ways. One of the fundamentals, which must be grasped, is that the more manufactures managers know about the consumers or the market in which they are operating the better they will be able to prepare an appropriate marketing program. Simply put, the better the marketing information, the marketing decision.
1.2 STATEMENT OF PROBLEM
Even though it is absolutely essential that marketing research be used by every organization, this has not been the case in Nigeria. What is lacking in most organizations in Nigeria today is the use of marketing principles and marketing research to direct their effort or programs. The hue and cry of most Nigeria is that the locally-made products are of inferior quality compared to imported products. Most organizations in Nigeria are not marketing-oriented and do not see marketing research to direct their operations. In this situation, they are not in touch with their target customers and do not bother to 
identify or address their needs and wants. As a result they scarcely know when the needs and wants of their customers are changing.
1.3 OBJECTIVES OF THE STUDY
The   main   objective   of   this   study   is   to   investigate   whether manufactures conduct Marketing research before developing of new products in Nigeria. Other objectives that captured the focus of this study include:
i. To investigate whether Nigeria companies conduct marketing research in their organizations
ii. To identify their reasons for conducting marketing research by the companies.
iii. To find out whether marketing research helps manufacturers to know consumer’s needs and tastes
iv. To find out whether marketing research helps manufacturers to introduce their new products successfully.
v. To identify the influence of marketing research in the development of new products.
vii. To find out whether Nigeria manufacturers have procedure in conducting marketing research.
1.4 RESEARCH QUESTIONS 
1) What benefit do manufacturers drive in conducting marketing research when developing a new product?
2)  How many companies in Kwara State conduct a marketing research before developing a new product?
3) What is the effect of conducting/not conducting marketing research on company product?
4) When and how often companies introduce new products, before or after marketing research?
5) What is the performance of product introduced before or after marketing researcher?
6) Does customers drives satisfaction after using products made before or after marketing research.
7) How is marketing research conducted in your company?
8) Does marketing research help to know to best time to introduce a new product?
9) Does marketing research helps to find quality raw materials for developing a new product.
10) What is the rule of marketing in research in development of a new product?
11) Does marketing research help to find out consumer’s need and 
taste?
12) What is the influence of marketing research in the development of new products?
1.5 RESEARCH HYPOTHESIS
The following hypotheses have been formulated for this study.
Ho:   Manufacturers   do   not   conduct   marketing   research   when developing new products.
Hi: Manufactures conduct marketing research when developing new products.
Ho: Marketing research is not useful in the development of new products.
Hi: Marketing research is useful in the development of new Products. 
Ho: Marketing research cannot help to know the best time to introduce new products.
Hi: Marketing research help to know the best time to introduce new products.
Ho: Products made after marketing research are not of high quality. Hi: Products made after marketing research are of high quality. 
Ho: Consumers do not derive satisfaction after using products made through marketing research.
Hi: Consumers derive satisfaction after using products made through marketing research.
1.6 SIGNIFICANCE OF THE STUDY
It is obvious that in any field of human endeavour, enrichment of knowledge or awareness is the key to successful adventuring. The use or application of marketing research by organizations in Nigeria. Will help them to bridge the unsatisfied gaps in the consumer’s needs and wants, and improve on their short comings and failure to give the 
required satisfaction and benefits to consumers. Marketing research should be utilized continuously by organizations to monitor their target market! customers and to help them apply the best marketing mix aimed at delivering high level satisfaction In this regard, this research work directed to find out the ‘‘ role marketing research plays in the development of new products, that will be beneficial to members of the public, the government, students, and manufacturers of tangible (physical) and intangible (service) products.
Moreover, if the conclusions and recommendations of this research project is adopted, it will enable business organizations in the country to review their plans in the development of new products and adopt them in the direction that would lead to the satisfaction of consumers needs and wants, as well as obtaining and maintaining profitable 
sales volume.
1.7 SCOPE OF THE STUDY
‘Marketing research and development of new products’ is a research study carried out to depict the quality of products in Kwara state.
However, the scope of the study shall be examined using the three senatorial zones that make up Kwara State. They are: Kwara Centralt senatorial zone, Kwara -south senatorial zone, and Kwara -North senatorial zone.  The senatorial zones were used to enable the Searcher collect a broad based information that will cut across the area of study.  Out of each senatorial zone, one company was selected, making up three companies.

15

1.8 LIMITATIONS TO THE STUDY
In fact, the poor and discouraging attitude of some  respondents constituted a serious problem to this research. Such attitude ranges from failure to keep to dates with the researcher to outright refusal to complete the questionnaire administered. Some respondents did not appear to have given accurate answers to some questions despite the researcher’s earlier promise that the information given shall be treated with confidence. There was also the problem of finance. Project of this type requires adequate fund, since the researcher will have to visit the Company workers in the business organizations at various locations in Kwara State. Despite, these limitations the researcher was able to overcome them.
1.9 DEFINITIONS OF TERMS
For better understanding of this research work; it is necessary to define some of the important research terms used and explained as they are used in this context.
A. PRODUCT
A product is a set of tangible and intangible attributes including packaging, colour, price, manufacturers prestige, retailer’s prestige, manufacturer’s and retailer’s service which the buyer may accept as offering solution (satisfaction) to his/her wants/needs.
B. WANTS
Wants are the expression of human needs as they are shaped by a person’s culture and individual development.
C. NEEDS
Needs is a “state of felt deprivation of some basic satisfaction”.

D. DEVELOPMENT
Development means the gradual growth of something so that it becomes more advanced, stronger etc.
E. SALEABLE PRODUCT
These are products which are produced for the purpose of selling them to make profits without considering the consumers’ interest in course of the production.
F. MARKETABLE PRODUCT
These are products which are produced and sold in the market in line with consumer’s taste and fashion.
G. HUNCHES
The instillation of instinct and experience in taking marketing decision and solving marketing problems.
H. RESEARCH
For the purpose of this, research means a careful study of a subject especially in order to discover new facts or information about it.

CHAPTER TWO
2.0 LITERATURE REVIEW
2.1 INTRODUCTION
Marketing is all about providing satisfaction and benefits to Consumers. The marketer must always be sure that his organization is delivering value and satisfaction to its target market. The success, growth and survival of  an  organization  depend  very  much  on 
consumer patronage, and their patronage hinges on their satisfaction. It’s desire is to satisfy consumers and gain their patronage that companies develop new products. The need for the development of new products emerges when there is an unsatisfied gap existing in the market.
The way to achieve consumer satisfaction is through marketing research.  Marketing  research  identifies  the  needs  and  wants  of consumers and helps to solve problems relating to the development and  marketing  of  goods,  services  and  ideas. Without marketing research it will be absolutely impossible to implement the marketing concept which emphasizes consumer satisfaction, at a reasonable profit to keep the firm in business.
2.2THE USE OF MARKETING RESARCH BY MANUFACTURERS IN NIGERIA
 One of the greatest setbacks in business operations in Nigeria is the fact that most organizations are not marketing oriented and does not use marketing research to verified the need and want of consumers, to be satisfied at a giving or particular time.
There is no other way to ensuring and guaranteeing consumer satisfaction except through the use of marketing research. So all organizations are expected to use research to solve problem affecting the marketing operations or use it to identify opportunities to development of a new products. Examples Ama breweries introduced one of beer brand called gulder max products but fail after some months because the production  manager  does  not  carried  out appropriate marketing research and test-market before introducing the new products, so it does not satisfy the consumer test.  Therefore 
marketing research or test-market is important before introducing any new product to enable them know the test of consumers.  And any product  introduced  into  market  without  marketing  research  and testing-market may failed on the way. Therefore it is important to carryout adequate researcher before introducing a new product.
Also all organizations are expected to use research to solve problems affecting their marketing operations.
2.3 MEANING, SCOPE, AND ESSENCE OF MARKETING RESEARCH
Marketing research is a systematic collection, analysis and interpretation  of  marketing  information  for  marketing  decisions. Marketing research according to American  Marketing Association (Kinnear et al: 1983, p. 16) is the systematic gathering, recording and analysis of data about problems relating to the marketing of goods arid services. It is, according to Kotler (1983, p. 58) the systematic design, collection, analysis and reporting of data and findings relevant to  a  specific  marketing  situation  facing  the  company.  Although various  authors  tend  to  give  this  concept  their  own  individual definitions, the most essential elements remain constant in all of them namely;
First, that it involves the collection, analysis and processing of data in a systematic way.
Second  that  the  purpose  is  to  aid  management  in  making  its marketing decisions.
The third element that is often mentioned (Kinnear: 1983, p. 16) is that  of  objectivity,  which  refers  to  the  need  to  ensure  that  the researcher is unbiased and unemotional while carrying out marketing research, otherwise it ceases to be scientific. The data so collected, analyzed, and interpreted become marketing information which is used for marketing decision, when these elements complete in a marketing study. In setting the atmosphere for any consideration of marketing research — particularly as regards its use by countries where the whole structure of production and trade is  at an early stage of 
development — it is important first to dispose of any idea that such “research” is a remote and obscure activity different from the other day to day tasks of businessmen. There is nothing “frightening” about it. Research in any field is basically the uncovering and orderly presentation of facts relevant to a proper understanding of that field. These facts, in marketing, are generally quite simple and rarely complex. Their uncovering may or may not be simple, but even the most costly research is far less extravagant than the losses and wastage of  resources  which  are  an  inevitable  risk  of  basing marketing.  Decisions on guesswork instead of facts. No company can afford such wastage particularly those companies which are still developing their reserves and capital resources.
This is not to say there is no place in marketing for ‘hunches’ — the instillation of instinct and experience-but it is axiomatic of all good business that the ‘hunches’ begin where the information ends and not before.
2.4 CLASSIFICATIONS OF MARKETING RESEARCH
Depending on the purpose of the research efforts, there are the following types of research. They are basic, pure or fundamental search,  and  applied  or  directed research.  Applied  or  directed research can be split further into: Exploratory research, monitoring research, experimenta) research, historical research, developmental research, desk research, and case study.
BASIC, PURE OR FUNDAMENTAL RESEARCH
When research is carried out without having any specific problem in mind, except to advance or extend knowledge, the research is called basic, pure or fundamental research. This type of research is found more in the pure sciences. It is that type of research which is concerned with the collection of data that can be used for evaluating and formulating truths, principles, or theories. It does not usually have an immediate practical purpose. Basic researches are carried out with the purpose of testing and developing.
Theories in order to extend knowledge in a particular field. The result of  such  studies  may  later  be  found  useful  in  solving  practical problems.
APPLIED OR DIRECTED RESEARCH
When an individual or organization is facing a problem, research can be carried out to solve such problem. It does not necessarily need to be a problem per say, but there is an immediate practical purpose upon which the research is being carried out. Such a research is called applied or directed research.
EXPLORATORY RESEARCH
Sometimes there may be a problem but the nature of the problem is not yet very clear. What the researcher has to do is to examine the problem in order to find out how it manifests and to understand its nature. The type of research carried out to achieve this purpose is called exploratory research. This type of research can also be called preliminary investigation or pilot survey.
Exploratory research is concerned with discovering the general nature of the problem and the variables that relate to it. Exploratory research is  characterized  by  a  high  degree  of  flexibility.  The researcher  proceeds  without  a  fixed  plan,  although  a  tentative 
checklist or guide may be used. The strategy is to follow each clue to idea as far as seems profitable. Although any approach to data collection and analysis can be used, exploratory research relies more secondary data.
MONITORING RESEARCH
This is the type of research which is continuously carried out in order to examine a system or environment to detect when a problem develops or set in. The objective is to watch out to discover when a starts to  manifest  in  a  marketing  system  or  marketing 
environment.
DESCRIPTIVE RESEARCH
The purpose of this kind of research is to describe things the way they are. Descriptive, research is concerned with the collection and presentation, analysis and interpretation of data for the purpose of describing vividly  existing  conditions,  prevailing  practical  beliefs, attributes, on-going processes etc. The descriptive research goes beyond the description of the conditions, or phenomenon to include discovering of meaning. In addition, it focuses on delivery of trends. That are developing. The main objective of descriptive research is to and  to  get  detain  and  factual  information  about  issues,  events, problems, describe the events as they are.
SURVEY RESEARCH
In  carrying  out  research  we  may  have  to  collect  data  directly respondents. This can be done through the use of questionnaires or oral interview. Any time we carry out research by collecting data directly  from  respondents,  it  is  called  survey  research.  Survey research is the systematic gathering of information from respondents for the purpose of understanding and/or predicting some aspect of the behaviour of the population of interest.
Survey research could be classified further into:
Personal survey:  This involves  the  collection  of  data  from  the respondents in a face-to-face contact.
Telephone survey: Here the information or data are collected from respondents through the telephone.
Mail survey: This type of survey is carried out through the post. Census survey: This is the survey of the entire population in which information is gathered from all members of the population.
v. Sample survey: This is a study in which information is gathered from a fraction or percentage of the population.
vi. Opinion poll: This is a sample survey dealing with issues of public opinion. Example of funding people’s opinion on a particular product or new products introduced.
vii. Panel  survey:  This  is  the  method  of  collecting  data  from respondents by making use of group of individuals on a continuous or intermitted basis. A panel refers to a group of individuals who have agreed to provide information to a researcher over a period of time. Two basic types of panels are in use today, namely continuous panels, and interval panel. In a continuous panel, the members report specified behaviour on a regular basis, while the interval panel report specified behaviour during life span of the panel
EXPERIMENTAL RESEARCH
This type of research involves the manipulation of one or more variables by the experimenter in such a way that the effect on one or more   other   variables   can   be   measured.   The   variable   being manipulated is called the independent variable (it is also sometime called treatment). The variable that will reflect the impact of the 
X independent variable is called indent variable. It level is in depend on the level of magnitude of the independent variable.
The aim of experimental marketing research is to establish and measure   casual   relationships   among   the   variables   under consideration. Experimental marketing research consists of two types namely,  field  experiment  and  laboratory  experimental  research Laboratory experimental is preferred to field experiment when strict control of all relevant variables is an absolute necessity. It ensures a high   degree   of   isolation   from   external   influences.   Its   major disadvantage is that the subject of the experiment is aware of the experimentation and could, therefore, influence its result by reacting 
or behaving in an abnormal manner.
In spite of disadvantages, experimental research is unavoidable in motivations research where, by means of projections and various association   techniques,   the   hidden,   unseen,   unnoticed   and subconscious needs and wishes of the subject can be brought to light.
An example of the field experiment is the market test. This is the most common form of the experiment. As its name implies, the market test is the temporary sale of goods that are intended for a national or international market in a limited market under control for 
the  purpose  of  testing  the  effectiveness  of  a  given  marketing instrument or a combination of such instruments. The major problem encountered in market tests is how to isolate the test market from the impact of the activities of competition and marketing variables.
HISTORICAL RESEARCH
Historical   research   deals   with   determination,   evaluation   and explanation of past events essentially for the purpose of gaining a better and clearer understanding of the present and making more reliable prediction of the future. It may be defined as a scientific and systematic  method  of  investigation  with  the  main   purpose   of 
discovering generalizations that may be helpful in understanding the past and the present and to a limited extent in anticipating future events.
Data  for  historical  researches  are  obtained  from  two main sources  namely,  primary  and  secondary  sources.  The  primary sources Include actual eye-witness account, participation in an event and  historical  objects  available  for  examination.  The  secondary source is mainly from events recorded by someone who obtained data indirectly.
DEVELOPMENT RESEARCH
This is a research which deals with investigation of pattern and sequences of changes in individual objects, institution and subjects over a given period of time. It investigates systematically the changes that occur in some variables, attributes, characteristics or of a given population as a function of time. These changes could have positive values indicating growth or negative values showing a decline over the period of investigation.
Developmental research is classified in two, namely, cross-sectional study, and longitudinal study.
Cross-sectional study: A cross-sectional study is a
Developmental research - In which data are collected at one point in time but different sub-groups are sampled at that same time. In this study, people or subjects are examined on a particular variable at a given time rather than looking at how they change on the selected variable over a range of time.
Longitudinal study: In longitudinal study data are collected on the same person or group at different points in time for analysis
DESK RESEARCH
Desk research involves the use of existing information for research purposes in contrast to all other methods where fresh data have to be collected. Two complementary aspects of desk research known as comprehensive searching and secondary analysis can be identified. 
Comprehensive searching involves the researchers checking existing knowledge about the research topic before starting his research. Secondary  analysis  uses  published  data  as  substitutes  for  data collected by the researcher.
CASE STUDY
A case study is a type of research which isolates individuals, groups of individuals, institutions or communities for study. Usually case studies are motivated by problems emanating from the cases being studied. It involves limited sample and provides an in-depth study about the events, individuals, and organizations studied. Case study employs variety of data gathering techniques such as questionnaire, observation, interview, test etc.
2.5 PROCEDURE OF MARKETING RESARCH INTERM OF DEVELOPING A NEW PRODUCT BY MANUFACTURERS NIGERIA.
Effective marketing research procedure involves at least the following five steps Adirika et al: 1996, p. 332).
1. Problem definition/Research objectives
2. Research design/Developing research plan
3. Field work/Collecting the information
4. Data Analysis
5. Report preparation and presentation.
PROBLEM DEFINITION/RESEARCH OBJECTIVES:
The problem must be clearly and fully defined. Vagueness should be avoided. The right problem should be defined and the uses/objectives of the research made clear from the onset. Here, can be made to differentiate problem from symptoms.
2.6 RESEARCH DESIGN/DEVELOPING RESEARCH PLAN
The problem definition stage is followed by the development of a clear set of the research plan, stated in writing, if the plan is to yield proper result. The marketing research manager must decide amongst alternative ways to collect the information that satisfy the research objectives. He must decide on the:

a, Data collection method
b. Research instrument method

c. Sampling Dian

A. DATA COLLECTION METHOD: A lot of secondary data, may already  exist, and should be checked for  pertinence. The firm’s internal records, government, commercial or trade publications etc. are sources of secondary data. Marketing research should check data for impartiality, validity and reliability. If satisfactory secondary 
data are not available the researcher must collect primary data — via three basic methods observation, experimentation, and survey.
B.   RESEARCH   INSTRUMENT:   What   aids   to   gathering   the information;
For Observation — cameras, tape records, tally sheets.
ii. For Experimentation  - might involves similar instruments as in observation if the subject are put through a task.
iii.  For  survey-basically  questionnaire. Experimentation  also  uses questionnaire to some extent.
QUESTIONNAIRE CONSTRUCTION
Questionnaire construction is a very skillful job. In most cases it necessary   to   test   questionnaire   in   a   pilot   survey   Error   in questionnaire construction occur in;
.a Type of questions asked
b. Form and wording of questions-open ended, dichotomous. Multiple choice, and scaling questions-that is placing marks along a scale
c. The choice of words: Strive for simple, direct, unambiguous, and unbiased  wording.  Always  pretest  the  question  on  a  sample  of respondents before they are used on a wide scale.
d. Sequencing of questions: Questions should be sequenced in a logical way. Easy open-ended interesting questions at the beginning, more difficult and personal questions near the end
C. SAMPLING PLAN: Sampling plan should answer four questions
i. Who is to be surveyed? (the sampling unit)
ii. How many are to be surveyed? (sampling size).
iii.How are they to be selected? (sample procedure). 
iv. How are they to be reached? (sampling media).
3. FIELD WORK/COLLECTING THE INFORMATION:
Field work involves the physical collection of the data problems arise:
a. Not at homes — you can call back on substitute; which involves an element of bias.
b. Refusal to co-operate
c. Respondent bias — unconscious and conscious. The researcher should watch out for this.
d. Interviewer bias 	— unconscious and conscious, avoidleading questions.
4. DATA ANALYSIS: An attempt to extract meaningful information from  the  data,  to  discover  underlying  magnitudes  and  pattern association or causality involves four steps.
a. Calculate relevant averages or measures of dispersion.
b. Cross tabulate the data to produce meaningful relationship.
C. Measure correlation co-efficient and perform goodness of fits tests.
d. Attempt multi-variant analysis of the data, applying such statistical techniques as multiple regression analysis.
5. REPORT PREPARATION AND PRESENTATION
It normally starts with a short statement of the problem and the major findings. Elaborate on the finding. Give a brief description of the research method. Discuss the major reservation and qualifications. Reserve the more technical details and some of the data for the appendices.   All   this   will   make   the   report   interesting   and understanding to the marketing executives, resulting in the ability to derive rational and usable information.
2.7 NEW PRODUCT PLANNING AND DEVELOPMENT
Products owned by companies are like organisms which are born, live and die. They are born when they are developed and launched into the market, live when they are accepted by the market and finally die when they are rejected by the consumers in preference to other products.
Companies need to develop new products in order to satisfy their  customers  and  maintain  or  increase  their  profitability  and survival.  It  is  important  that  companies  should  be  innovative  in product  development  in  order  to  meet  challenges  in  meeting consumer needs and competition from other producers. Old products are totally replaced or modified when developing new products. W.J Stanton (1975, p. 161), believes there must be significant difference for an old product to be seen as new.
Product development is full of risks since many new products fail upon being launched into the market. Poor market research or product management can be responsible factors for the failure of new products.
Wrong anticipation of needs, transfer of product ideas into physical products, advertising or pricing may also cause failures rightfrom inception. Severe loses are incurred by companies when new product fails.
2.8 DEFINITION OF PRODUCT PLANNING AND DEVELOPMENT
Product planning consists of the activities involved in planning implementation of the company’s product policy (Udeagha: 1995, p.152). Product development involves a process of anticipating the need of the market place and initiating action towards identification and production of products and services which will best satisfy needs Umeh et al; 2002, p. 48).

2.9 MAJOR CAUSES OF NEW PRODUCT FAILURE IN NIGERIA.
Failure of new products can result from the following causes:
1.   Insufficient   assessment   of   the   potential   market   prior   to development of the new product. This may be due to:
a. Poor brain storming or new product ideas.
b. Wrong assessment of consumer needs.
c. Wrong determination of buying motives or why the customer wants to buy.
d. Wrong information from marketing research team, customers, employees, wholesalers, retailers and other in the distribution chain.
2. Poor quality and poor performance of the new product in terms of consumer satisfaction.
3. Simultaneous introduction of a better product by a competitor or copying from competitors.
4. Insufficient marketing effort to back up new products: This includes low promotion and advertising, untrained sales people, poor augmentation of the product (no installation, delivery, after-sales services, warranty, spare parts availability) e.g. inequipment, car or electronics market.
5. Over estimation of potential demand and thus unavailability of the product.
6. Sudden change in taste, want or desires Wrong  time  of  introduction.  New  entrant  should  be  careful  of launching new products into a market that is at its declining stage. This is more with fashion products that have very short marketing life cycle. Also products whose demands are highly seasonal should be timed well before introduction.
2.10 SOURCES OF IDEAS IN DEVELOPMENT OF NEW PRODUCT 
BY MANUFACTURERS IN NIGERIA
New product ideas can come from the following sources:
1. Marketing Research: Information from customers and channel members  may  reveal  a  need  for  a  totality  of  new  product  or modification of an existing one in the market.
2. The research and development division of a company may offer product ideas which are then assessed by management.
3.  Management  Brainstorming:  Manager  may  hold  brainstorming sessions in which they suggest possible new products.
4. Company Employees: Ideas of sales people, company workers etc, can contribute to new product ideas.
5.  Other  sources  like  external  research  agencies,  consultants, competitors, product, trade magazines, shows and seminars.
2.11 NEW PRODUCT DEVELOPMENT STAGES
The development of new product typically passes through definite stages (Achison: 2002, p. 260).
IDEA  GENERATION:  This  is  the  first  stage  and  involves  idea generation from marketing research, company employees including research and development department, management brainstorming and external sources to the company.
IDEA SCREENING: This involves sifting and checking through the ideas to reduce the number to few viable ideas. The ideas that warrant further study can then be further investigated. Care should be taken not to drop good ideas or to accept bad ones. In screening an idea, the company must consider the following:
(a) If the ideas are in line or consistent with the firm’s objective. i.e. in line with company’s goals, personality, goodwill etc.
(b)  If the firm has the technical (e.g. equipment, manpower, etc), financial and managerial ability to develop the product.
(c) If there really exists a large market for the product i.e. will it really be marketable?
BUSINESS ANALYSIS: The firm analyses the product idea to ensure that the product is attractive with regards to its sales, costs and profitability. The product’s annual average rate of return and eventual pay-back period is ascertained with the following formula:
i. Pay- back = Initial fixed investment
Annual Cash Inflow for Recovery Period. ii. Average Rate of Return =
Average Annual Profit After Taxes Total Investment
Present Value Method: New cash flows for each year of the recovery period are discounted using a factor representing the time value of money by the present — value method.
PRODUCT DEVELOPMENT: This stage now involves the translation of the product ideas, which is a concept, into a physical product. The production, research and development and marketing departments work as a team to develop the physical product. This is aimed at ascertaining the feasibility or possibility of producing such product. It is also aimed at producing a small quantity, which will be later used 
for market testing.
TEST MARKETING: The company here introduces limited quantities into the market. The aim of this exercise is to assess consumer reaction in terms of demand and acceptability of the product. For a national  market,  small  quantities  are  test-  marketed  in  different geographical areas for varying reactions of customers in these areas.
Reaction and complaints by buyers and initial users are taken note of. The product can then be withdrawn and modifications made. Also the speed of sales of the new product is taken note of and used in making more reliable sales and profit forecasts for the product. Market testing is important in order to avoid major cases incurred when large quantities of the product are produced and sent into the market only to be rejected by the consumers.
6. COMMERCIALIZATION: Once the results of test marketing are satisfactory the company then goes ahead to produce the goods in large quantities and push into the market fully.
2.12 ROLE OF MARKETING RESEARCH IN THE DEVELOPMENT OF NEW PRODUCT BY MANUFACTURES IN NIGERIA
Harper (1961, pp. 201-215), reveals that research plays vital .n the development of new products
1. ENSURING THAT ADEQUATE DEMAND EXISTS: One of the important roles, research does in the development of new products is to ensure that adequate demand exist in the market and thereby making such products marketable.
2. ENSURING   THE   PRODUCT   FITS   THE   COMPANY’S
MARKETING CAPABILITY: Research ensures that the new product fits the company’s marketing capability. It ensures that the company has the number as well as skilled personnel to market the products.
3. ENSURING IT FITS THE EXISTING PRODUCTION
CAPACITY: Research also ensures that the new product fits the existing production capability without which the company will spend huge   financial   resources (unbudgeted)   in   terms   of   machinery acquisition.
4. ENSURING ADEQUATE FINANCIAL RESOURCES
Research ensures that adequate financial resources are available a before a new product is developed. This is achieved by knowing the actual  cost involved in developing and commercializing the new product and weighing it against the financial resources available to the company.
5. ALLOCATING ADEQUATE MANAGEMENT TIME
Research ensures that adequate management time is devoted to a new   product,   right   from   the   stage   of   idea   generation   to commercialization stage. This implies that without such attention the new product will wilt and die.



CHAPTER THREE
3.0 RESEARCH METHODOLOGY
3.1 RESEARCH METHOD
The research method used in any research work is determined Substantially by the nature of the research problem and by the objectives of the study. The use of survey research and desk research method was considered logically sound in this study.
SURVEY RESEARCH:  Researcher make use of various techniques such as questionnaire, and oral interview)  to  collect  information directly from the population of study. This technique is the most commonly used by behavioural scientists. It also involves drawing up a set of questions on various subjects or on various aspects of subject to which selected members of a population are requested to 
react.
DESK RESEARCH: Researcher makes use of existing information for research purposes in contrast to all other methods where fresh data have to be collected.
The choices of these methods were chosen in this study because:
1. It gives the researcher complete knowledge on the area of study as experience is gathered both from other people’s work and those gotten by the researchers.
2. It versatile and practical especially for the researcher in that it identifies present conditions and points to present needs.
3. It permits the accurate assessment of the characteristics of whole population of the study.
3.2 POPULATION OF THE STUDY
The population of the study comprises of some workers in the three selected companies, in the three senatorial zones in Kwara State.


3.3 DETERMINATION OF SAMPLE SIZE
Because of the numerous number of the registered companies in Kwara State, the researcher divided Kwara State into three zones utilizing the areas delineated by the three senatorial zones we have in Kwara  State,  and  carefully  selected  one  company  from  each senatorial zone.
3.4		SAMPLING TECHNIQUES
In order to select a fairly representative sample from the population a random sampling technique is to be adopted. One hundred (100) workers will be selected from each company making a sample size of three hundred (300) workers. The reason for the choice of random sampling was to allow each of the workers to have equal chances of being selected and included in the sample.
3.5 SOURCES OF DATA
In this research study, both primary and secondary data were used. Primary data includes data generated for the study by the researcher this  formed  the  field  data.  Secondary  data  were  collected  from relevant literature tests, journals, and magazines etc.
3.6 METHOD OF DATA COLLECTION
The questionnaire formed the major research instrument that was employed in this study. The researcher designed the questionnaire with  the  assistance  of  friends  and  student.  It  is  designed  with structural questions that were aimed at getting appropriate responses from the respondents.
3.7 VALIDATION OF INSTRUMENT
A pilot test was carried out to ascertain the validity of the instrument. This is to ensure that the materials tested what it supposed to test. The test proved positive, as the questions were relatively easy for the respondents to understand and answer.
This is done in addition to much scrutiny of the research instrument done by the project supervisor and other experts in the area of research.
3.8 METHOD OF DATA ANALYSIS
The data collected were analyzed by the use of tables,
simple percentages and chi-square. The formula for chi square is given as:
X2=∑(O;-E;)2 
             E
Where x2 = Computed chi-square value 0; = Obtained/observed frequency 
E = Expected frequency
∑ = Summation










CHAPTER FOUR
4.0 DATA PRESENTATION AND ANALYSIS

4.1 INTRODUCTION
This chapter focuses on the presentation and analysis of data collected for the study. Data were collected with the use of carefully structured questionnaire and personal interviews. Analysis was all based on the data gotten from the field research undertaken by the researcher. The data collected were analyzed using tables and simple percentages. Only the responses that were relevant for the analysis of the stated hypothesis were analyzed using chi-square. This was done as the researcher was convinced that it contributed remarkably towards the achievement of the purpose behind testing the hypothesis.
Out of the 300 questionnaires distributed 282 were duly completed and returned while 18 were not returned.
4.2		DATA PRESENTATION ANALYSIS
Table 4.1 below shows the number and percentage of questionnaire returned and those not returned.


Table 4.1 Rate of Return of Questionnaire
	Responses
	No of questionnaire
	Percentage

	Number	of

questionnaire
	282
	94

	Number	of

questionnaire	not

returned
	18
	6

	Total
	300
	100.00



							According to Table 4.1 above, 18(6%) were not returned,  while 282(94%) were completed and returned. In this study the researcher wants to ascertain whether or not Manufacturing companies conduct research before production. The details of their responses are shown on Table 4.2 below.

	Responses
	No of respondents
	Percentage

	Yes
	282
	100

	No
	0
	0

	Total
	282
	100.00


TABLE 4.2: WHETHER MANUFACTURING COMPANIES CONDUCT MARKETING RESEARCH
The above table shows that out of 282 questionnaires returned by respondents, all of them representing 100% (282) respond positively. The respondents were also asked if marketing research is useful as shown in table 4.3 below
TABLE 4.3: WHETHER MARKETING IS USEFUL TO COMPANIES
	Responses
	No of respondents
	Percentage

	Yes
	272
	96.45

	No
	10
	3.55

	Total
	282
	100.00


Table 4.3 above shows that 272 (96.45%) respondentsindicated that marketing research is useful to them, while 10(3.55°Io) respondents indicated that marketing research is not useful The respondents were next asked whom made up the members of the marketing research team of their companies. The reason was that the results of marketing research project depend to a high extent on the quality of personnel that handles it. Their responses are shown in table 4.4 below.

TABLE 4.4: MAKE-UP OF COMPANY MARKETING RESEARCH 
TEAM
	Responses
	No of respondents
	Percentage

	Company	own

research staff
	75
	26.50

	Combination of a and

b above
	50
	17.73

	Other specialist from

outside
	150
	53.19

	Arbitrary hand picked

staff	as    problem

arose
	7
	

	Total
	281
	100.00


The above table shows that 75(26.50%) indicate company owned research staff, 150(53.19%) indicate other specialist from outside, 50(17.73) indicate combination of both company owned research staff and other specialist from outside, while 7(2.48%) indicate that the company hand picked staffs arbitrary to research on problem as 
they arose.



	Responses
	No of respondents
	Percentage

	Gathering of data and

processing    it    into

information
	243
	86.17

	Through guessing
	18
	6.38

	Imaging of events
	21
	7.45

	Total
	282
	100.00


The researcher  sought  to  know  how  companies  conduct  their marketing research. This is shown on Table 4.5 below. 
TABLE 4.5: HOW MARKETING RESEARCH IS CONDUCTED
The above table shows 243(86.17%) gather data and process it, 18 
respondents (6.38%) conduct their research through guessing, and 21 respondents (7.45) conduct their imagination of events. The table 4.6 below shows how useful marketing research has been to manufacturing companies.



	Responses
	No of respondents
	Percentage

	Good    quality    and
better design
	65
	23.05

	Easy marketing of the products
	25
	8.87

	To meet consumer’s and taste
	121
	42.90

	For    durability	of products
	71
	25.18

	Total
	282
	100.00


TABLE 4.6: USEFULNESS OF MARKETING RESEARCH
From Table 4.6 above, 65(23.05%) respondents indicate good quality and better design, 25(8.87%) respondents indicate easy marketing of the products, 121(42.90%) respondents indicate to meet consumer’s need and taste, while 71(25.l8%) respondents indicate that marketing research help to produce durable products.
Table 4.7 below shows how often information got through marketing research is used.


TABLE 4.7: FREQUENCY OF USE OF MARKETING RESEARCH INFORMATION
	Responses
	No of respondents
	Percentage

	Very often
	215
	76.24

	Not very often
	67
	23.76

	Total
	282
	100.00



The table 4.7 above shows that sometimes the results of marketing research are not obeyed by company management. This is shown as 215(76.24%) respondents indicate ‘very often’, while 67(23.76%) respondents indicate not very often.
The table below shows the type of research instrument used for marketing research.
TABLE 4.8: TYPES OF RESEARCH INSTRUMENT USED FOR MARKETING RESEARCH
	Responses
	No. of respondent
	Percentage

	Experimentation
	24
	8.51

	Observation
	37
	13.12

	Questionnaire
	221
	78.37

	Total
	282
	100.00


As shown from table 4.8 above, 221(78.37%) respondents uses questionnaire    to    conduct    marketing    research, 37(13.12%) respondents  uses  observation  techniques,  while 24(8.51%)  uses experimentation.
That means that greater number of marketing research projects are done using questionnaire instrument.
Table 4.9 below shows how consumers fill after using products made through marketing research.
	Responses
	No. of respondent
	Percentage

	Yes
	276
	97.87

	No
	6
	2.13

	Total
	282
	100.00


TABLE 4.9:  WHETHER CONSUMERS DERIVE SATISFACTION AFTER   USING   PRODUCTS   MADE   THROUGH   MARKETING RESEARC

Table 4.9  above  shows  that 276(97.87%)  respondents  derives satisfaction after using products made through marketing research, while 6(2.13%)  respondents  indicates  that  they  do  not  derive satisfaction
The researcher sought to know whether marketing research help companies in sourcing their raw materials as shown in Table 4.10 below.
TABLE 4.10 Whether    MARKETING    RESEARCH    HELPS COMPANIES TO FIND QUALITY RAW MATERIALS FOR DEVELOPING NEW PRODUCTS
	Responses
	No. of respondent
	Percentage

	Yes
	278
	98.58

	No
	4
	1.42

	Total
	282
	100.00


As Table 4.10 above, indicates 278(98.58%) respondents responded positively that marketing research helps companies to find quality raw material for developing new products. While 4(1.42%) respondents responded negative.
It is equally important to know the impact products produced after research has on sales volume. This is contained in Table 4.11 below
TABLE 4.11 WHETHER PRODUCTS RODUCED AFTER MARKETING RESEARCH ATTRACT HIGH VOLUME OF SALES
	Responses
	No. of respondent
	Percentage

	Yes
	278
	98.58

	No
	4
	1.42

	Total
	282
	100.00


The table 4.11 above shows that 278(98.58%) respondents indicated yes, while 4(1.42%) respondents indicate No. Well, increase in sales volume can quiet be caused by other factors like scarcity of substitute product,  but  still  if  the  products  is  absolutely  bad,  scarcity  of substitute  products  cannot  increase  sales  volume,  so  marketing 
research is still useful.
The respondents were next asked to discuss the quality of products made after marketing research.  Table 4.12 below shows their responses.


TABLE 4.12 DESCRIPTION OF QUALITY OF PRODUCTS MADE AFTER MARKETING RESEARCH.
	Responses
	No. of respondent
	Percentage

	Best
	231
	81.91

	Good
	43
	15.25

	Manageable
	8
	2.84

	Not good enough
	0
	0

	Bad
	0
	0

	Total
	282
	100.00


The table 4.12  above shows  that 231 respondents representing 81.9l%  describe  the  quality  of  products  made  after  marketing research as being the best, 43 respondents representing 15.25% describe the products as good, 8 respondents representing 2.84% 
describe   the   products   as   being   manageable.   None   of   the respondents described the products as being neither not good enough nor bad.
Also the respondents were asked to describe the price of products made after marketing research.  Table 4.13 below shows their responses.


TABLE 4.13 DESCRIPTION OP THE PRICE OF PRODUCTS MADE AFTER MARKETING RESEARCH.
	Responses
	No. of respondent
	Percentage

	Reasonable
	125
	44.33

	Higher
	37
	13.12

	Affordable
	120
	42.55

	Total
	282
	100.00


Table 4.13 above indicates that 125(44.33%) respondents described the  price  of  products  made  after  marketing  research  as  being reasonable, 37(13.12%) respondents describe them as being higher, while 120(42.55%) respondents described them as being affordable. 
Most products fail due to wrong time of introduction to the market. So the researcher deemed it necessary to get from the respondents whether marketing research helps them to know the best time to introduce their new products.



Table 4.14 shows their responses.
TABLE 4.14   IMPORTANCE   OF   MARKETING RESEARCH   IN  KNOWING THE BEST TIM E TO INTRODUCE NEW PRODUCTS.
	Responses
	No. of respondent
	Percentage

	YES
	274
	97.16

	NO
	4
	2.84

	TOTAL
	282
	100.00


Table 4.14 above indicates that 274(97.16%) respondents answered Yes, while 8(2.84%) respondents answered No.
Table 4.15  below  shows  how  marketing  research  influence  the development of new products.
TABLE 4.15 INFLUENCE OF MARKETING RESEARCH IN THE DEVELOPMENT OF NEW PRODUCTS
	Responses
	No. of respondent
	Percentage

	Changes  the  pattern of	development products
	8
	2.84

	Modifies proposed patterns	of
Developing new products
	274
	97.16

	Reject the development  of  new product
	0
	0

	Total
	282
	100.00


From the table 4.15 above, 8(2.84%) respondents indicates that marketing research influence the development of new products by changing the pattern of development of new products, 274(97.l6%) respondents   indicates   that   it   modifies   proposed   patterns   of developing new products, while none of the respondents indicates that it rejects the development of new products.
	Responses
	No. of respondent
	Percentage

	Ensures that adequate demand
exists
	274
	97.16

	Creates fear of uncertainty
	8
	8

	Encourages the production of any type of product for sale
	0
	0

	Total
	282
	100.00


The table 4.16 below shows the role of marketing research in the development of new products.

TABLE 4.16 ROLE  OF  MARKETING DEVELOPMENT  OF  NEW PRODUCTS
From the above table 4.16, 274(97.16%) respondents shows that marketing research plays a role of ensuring that adequate demand exist in the market before new products are developed, 8(2.84%) respondents shows that it creates fear of uncertainty, while 
no respondents shows that it encourages the production of any type of products for sale.
4.3 HYPOTHESIS TESTING
In  order  to  arrive  at  a  decision  either  to  accept  or  reject  the hypotheses of the study stated in chapter one, the hypothesis are stated d here under use of chi- square.
Test using chi-square (x2) produce
The chi-square test was used to test the significance level of the differences between the observed and expected frequencies. The test statistical is identified as
X2 = ∑ (o; E)2
X2 = computed chi-square value ∑= summation
O;=observedfrequency 
E; = Expected frequency.
Therefore the hypothesis is tested in two -forms null (Ho) al alternative (H1) hypothesis
COMPUTATION OF TEST STATISTIC FOR HYPOTHESES ONE
Step 1:
Ho: Manufacturers do not conduct marketing research when developing new products.
Hi: Manufacturers conduct marketing research when developing new products.
Step 2:
The statistical test is

X2∑(o;-E;)2]
E;
Step 3:
The level of significance used is 5% = 0.05 
Step 4:
The degree of freedom is given by (K-i) i.e df= (K-i) = 2-i
= 1
Step 5:
The critical value is given as X2 = 3.84 
Step 6:
x2 = (282— 141)2 + (0— 141)2

141
141= 141 +141 = 282
Step 7:
Comparing the test statistic with the critical value 282 > 3.84
Decision Rule:
Accept Ho if the calculated value of X2 is less than the critical value, otherwise reject Ho and accept Hi.
Decision:
Since the calculated value of X2 is greater than the critical value, we reject the null hypothesis and accept the alternative hypothesis. We therefore conclude that manufacturers conduct marketing research when developing new products.
COMPUTATION OF TEST STATISTIC FOR HYPOTHESIS TWO
Step 1:
Ho: Marketing research is not useful in the development to new products
Hi: Marketing research is useful in the development to new products 
Step 2:
The statistical test is

X2	∑(o;-E;)2]
E;
Step 3:
The level of significance used is 5% = 0.05 
Step 4:
The degree of freedom is given by (K — 1) i.e d.f=(K—1)
= 2—1 = 1
Step 5:
The critical value is given as X2 = 3.84 
Step 6:
Computation of the test statistic 
X2 = (272— 141)2 + (10— 141)2
141
141 = 121.7 + 121.7 = 243.4
Step 7:
Comparing the test statistic with the critical value 243.4 > 3.84
Decision Rule
Accept Ho if the calculated value of X2 is less than the critical value, otherwise reject Ho and accept Hi.
Decision:
From the computation, we can see that the test statistic is greater than the critical value. We therefore reject the null hypothesis and accept the alternative hypothesis. We then conclude that marketing research is useful in the development of new products.
COMPUTATION OF TEST STATISTIC FOR HYPOTHESES THREE
Step 1:
Ho:  Marketing  research  cannot  help  to  know  the  best  time  to introduce new products
Hi: Marketing research help to know the best time to introduce new products
Step 2:
The statistical test is
X2 ∑(o;-E;)2]
        E; 
Step 3:
The level of significance used is 5% = 0.05 
Step 4:
The degree of freedom is given by (K — 1) i.e.d.f = (K—1)
= 2—1
= 1
Step 5:
The critical value is given as X2 = 3.84 
Step 6:
Computation of the test statistic 
X2= (274— 141)2 + (8— 141)2 141	141
= 125.45 + 125.45 = 250.9
Step 7:
Comparing the test statistic with the critical value 250.9 > 3.84
Decision Rule:
Accept Ho if the calculated value of X2 is less than the critical value, otherwise reject Ho and accept Hi.
Decision:
Since the computed value of X2 (i.e. the test statistic) is greater that 
he critical value; we reject the null hypothesis and accept the alternative hypothesis. We therefore conclude that marketing research help to know the best time to introduce new products.
COMPUTATION OF TEST STATISTIC FOR HYPOTHESES FOUR
Step 1:
Ho: Products made after marketing research are not of high quality 
Hi: Products made after marketing research are of high quality 
Step 2:
The statistical test is x2 =  ∑(O;  — E;)2 
E
Step 3:
The level of significance used is 5% = 0.05 
Step 4:
The degree of freedom is given by (K — 1) i.e d.f= (K—i)
= 5—1= 4
Step5:
The critical value is given as X2 = 9.49
Step 6:
Computation of the test statistic
X2= (231 — 141)2 + (43— 141)2 (8 _141)2 + (0—141)2
             14                      141        141               141 + (O_73.4)2
73.4
57.440+68.11+l2O.45+141-i-141= = 486.67
Step 7:
Comparing the test statistic with the critical value 486.67> 9.49
Decision Rule:
Accept Ho if the calculated value of X2 is less than the critical value otherwise reject Ho and accept Hi.
Decision:
Since the computed value of X2 (i.e. the test statistic) is greater than the  critical  value;  we  reject  the  null  hypothesis  and  accept  the alternative hypothesis. We therefore conclude that products made. After marketing research are of high quality.


Hypothesis Five:
Ho: Consumers do not derive satisfaction after using products made through marketing research.
Hi: Consumers derive satisfaction after using products made through marketing research.
Decision Rule:
Accept Ho if the calculated value of X2 is less than the critical value otherwise reject Ho and accept Hi.
Decision:
Since the computed value of X2 (i.e. the test statistic) is greater than 
the  critical  value;  we  reject  the  null  hypothesis  and  accept  the alternative hypothesis. We therefore conclude that consumers derive satisfaction after using products made through marketing research.
4.4 INTERPRETATION OF RESULTS
The following discussions are based on the major findings of this study.
REASONS   FOR   CONDUCTING   MARKETING   RESEARCH   IN COMPANIES
It was discovered from the analysis in table 4.12 that 282(100%) respondents had their different reasons for conducting marketing research in their companies. Out of the 282 respondents who gave their reasons, 231(81.91%) respondents described the quality of the new products as the best, 43(15.25%) respondents consider the quality of the products as being good, and 8 (2.84%) respondents described the quality of the products as manageable.
Also, it was found that 44.33% of the respondents described the price of newly developed products as reasonable. 13.12% described it as being higher than the existing products, while 42.55% described it as been affordable.
These have made manufacturers of new products to attach greater value to marketing research though checking their expenses.

THE   INFLUENCE   OF   MARKETING   RESEARCH   IN   THE DEVELOPMENT OF NEW PRODUCTS
The  result   from   the   analysis   show   that 	97.16%   of  the respondents   stressed   that   marketing   research   influence   the development of new products by adequately modifying proposed patterns  of  developing  new  products,  why  only 	2.84%  of  the respondent   indicated   that   marketing   research   influence   the development of new products by completely changing the partner of development of new products. It is clearly shown that no respondent indicated that marketing research reject the development of new products.
THE ROLE OF MARKETING RESEARCH IN THE DEVELOPMENT OF NEW PRODUCTS
The analysis of the findings shows that the role of marketing research in the development of new products is widespread and continuous. However, the result indicate that 97.16% of the respondents said that marketing  research  ensures  that  adequate  demand  exist  in  the market before any decision to produce a new product to meet those consumers need and taste is taken.
Other findings from the study   show   that most manufacturing companies use questionnaire as their research instrument.



CHAPTER FIVE
5.0 SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.1 SUMMARY OF FINDINGS
In the study, attempts were made to determine the role of marketing research and development of new products, a case study of selected business organizations in Kwara State.
Thus, company workers were randomly selected from three companies. Each of the companies was selected from the three senatorial zones in Kwara State for total coverage of the State. The companies are: Anambra Motor Manufacturing Company Limited, Brewery Company Plc, and COSPAM (Nigeria) Limited.
Both primary and secondary data were used in this work. The primary data were obtained from the field survey conducted by the researcher, while the secondary data were sourced from past studies, textbooks, journals, and publications. The workers were randomly selected and questionnaires were administered to them.
Findings show that 100% of the respondents conduct marketing research, and majority of them use questionnaire as their major instrument. Also, 98.58% of the respondents accept that marketing research is useful to their company in developing new products. The research  work  also  indicated  that  there  is  a  strong  relationship between marketing research and the development of new products. It was also deduced from the study that 81.91% of the respondents described the products made after marketing research as best, while 50.l4% of the respondents described the price of the new products as affordable. The  study  also  indicated  that 	97.16%  of  the  respondents showed that marketing research influence the development of new products by modifying proposed patterns of developing new products, while 97.OO% of the respondents said marketing research equip them with the best time of introducing their new products. This is 
strongly supported by 97.16% of the respondents who indicated that marketing research plays a role of ensuring that adequate demands exist in the market before new products are developed.
The study also revealed that good quality, better design, meeting consumer’s need and taste are some of the reasons why marketing research is conducted in business organization.
Equally, it  as  revealed  that  product  made  after  marketing research has been conducted attracts high volume of sales. On hypothesis testing, three hypotheses were tested, one at a time. The chi-square statistical test tool was used to test hypothesis one, hypothesis two, and hypothesis three. The test revealed that in the three hypotheses tested, the alternative hypotheses were accepted, while the null hypotheses were rejected.
5.2 CONCLUSION
As covered in this research, the role of marketing research and development of new products by manufacturing companies in Nigeria is significant. Most improved products, which were able to meet up the   expectations   of   consumers,   and   the   consumers’   derived satisfaction from the consumption, are all as a result of marketing 
research.
It is obvious, that it is the consumer’s judgments and choices, which are based on quality, price, design and durability of products that must be considered while developing new products. It is equally good to point that some products, however good, failed due to wrong time off introduction.
However, the role of marketing research in the development of new products have been satisfying, with regard to quality and other attributes.   Marketing   research   is important   not the development of new products, but also, in modifying old ones to become better. And, an increase in the quality of products increases demand for such products.
On the other hand, the price of improved products is affordable compared to the satisfaction consumers derive. The progressive changing in consumer’s taste and need, and the need for high volume sales of products by manufacturers dictate the need for marketing research.
5.3 RECOMMENDATIONS
Based on the findings and resulting conclusions in this study, the following recommendations were made:
1. Manufacturing companies should establish, and adequately utilize the research and development units in their various companies to help them in developing new products.
2. Since marketing research satisfies consumer’s buying motive and expectations, it is recommended that research centers should be established by government, while manufacturers, suppliers of raw materials are encouraged to pass through those research institutes. This will help those companies that could not establish theirs, and will improve the quality and correct other defects of products.
3. Quality control should be given top priority by all manufacturers because poor quality is a major constraint to high volume of sales.
4. In view of the fact, that there is a lot of competiting products in the market; it is recommended that each of the manufacturing firm should adequately understand the consumer needs and taste before taking a decision to go into production. This is applicable to manufacturers of both industrial and consumer goods and services.
5. The development of new products by manufacturing firms should be done when the need of such new products arises. This is in order to avoid wrong investment of time and money at the wrong period. It is believed that, if the above recommendations are implemented, every new product will excel in the market, and at the same time able to satisfy consumers’ need and taste.
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