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ABSTRACT
New product development is the creation and subsequent introduction of a good or service that is either new, or an improved version of previous goods or services. This is broader than the normally accepted definition of new product development that includes the invention of new products which, in this context, are still considered innovative. the development of new products, changes in design of established products, or use of new materials or components in the manufacture of established products Numerous examples of new product development include introducing new products, enhanced quality and improving its overall performance. Product new product development, alongside cost-cutting new product development and process new product development, are three different classifications of new product development which aim to develop a company's production methods. This write up consists of five chapters for other researcher to laid hand upon and gain something meaningful from it. The first chapter would cover the introduction, background of the study, statement of the problem, objective of the study and significance of the study. The second chapter would examine the Literature review which embodies the meaning of new product development, introduction and current trends in thinking. The third chapter is an environment of the case study and methodology. Moreover, the fourth chapter constitutes presentation of data analysis and interpretation by which the questionnaire would be administered during the process. Finally, the fifth chapter would handle with conclusion, summary and relevant recommendation moves in respect of Research work. 



CHAPTER ONE
[bookmark: _GoBack]INTRODUCTION
1.1	Background to the Study
	As human beings have always sought for growth and development all through their lives span also an organizational product. A good, service, idea that is perceived by same potential customers as new are a new product. It may be through innovation, imitation or renovation.  In this piece of work, the researcher will concentrate on the impact of new product development on the growth of a firm. The researcher will also look at how new product development determines both the levels of economic growth and standard of living of citizens.
	New product development is one of the avenues of enlarging the size of the product portfolio of any organization, increasing its sales volume and enlarging its financial strength. Many organizations seems not to have recorded much success as a result of depressed economic situation. It is imperative to recognize the fact that necessity given birth to invention or innovation, and for an organization to avoid being forced out of the market, it has to innovate. Studies in wide ranging Contexts have found mixed results difference measures of performance. Researchers have connected higher profits with the ability for firms to innovate (Schumpeter, 1934), while performance in development project has been found to be determined by a firms product strategy and its capabilities in overall processes and organization (Clark & Fujimoto, 1991). Others have found financial market losses from product losses failures being larger in magnitude than financial market gains from product development successes (Sharma & Lacey, 2004).
	Effective product development rests on a product's design's ability to create positive product experience (Clarke & Fujimoto1991) while product innovations performance has been seen as an important driver for firm growth particularly the combination of product and processes innovations significantly improving firm growth (Geodhuys&Veugelers, 2008). The researchers' further point out that product innovation slates into superior sales growth rates and access to finance. 
	Haeussler, Patzelt& Zahra (2012) concluded that new product development is important for new firm's successful performance though they also attest that developing new products is costly and time consuming with at times uncertain outcomes. Ansoff (1987) brought into limelight the concepts Product development which he defined as the focus on the needs of the current customers and the wider customer markets.
According to Raible (2013), industrial theory is key in the influence on the choice of strategy and decision making of company. Ramsey (2001) further articulates that industrial organizational theory is reflected in the structure-conduct-performance model, which claims presence of a link between the structure of a market, the organizational conduct and organizational performance.
	Porter (1981) pointed out that the central analytical aspect of industrial organization theory can be used to identify strategic choices. Product development strategy is recognized and realized through a process whereby those with the power to make decisions for the organizations interact among themselves with other organizational members and with external parties. This study therefore considers choice of strategy mainly in terms of product development.
	Many organizations today are focusing on becoming more competitive by launching strategies that give them an edge over others. Sugar companies are equally feeing the same challenge in their choice of strategy given the crisis the subset or is currently experiencing. The challenge of liberalization, increasing competition from cheap sugar imports, poor industry policies and structures in sugar industry forms the basis of this study Institute of Economic affairs (2005). It is worth noting that a major part of the industry's challenges are emerging from the dynamics of macro environment.
According to the Institute of Economic affairs (2005), stakeholders have not been involved in the creation of industry policies which brings into focus the role of corporate social responsibility and the resultant outcome of the choice of strategies.
1.2	Statement of the Problem
	New product development has contributed much to the growth and survival of 7up Bottle Company Ilorin Plant and has also suffered many problems. Therefore, this research work is designed to critically evaluate the problem of a new product development which are as follows.
· Lack of research or the inability of the management to find out what the consumers need. 
· Failure to find out the government rule and regulations 
· Lack of training progrramme failure to train marketing personnel for new market 
· Lack of capital the company cannot raise fund needed for new product development when there is new ideas
1.3	Research Questions 
1. To determine the effect of product development strategy on the performance of an organization?
2. To determine the extent to which new product development and improvement of existing products affects performance of an organization?
3. Lack of trainingprogramme failure to train marketing personnel for new product and new markets
Lack of capital the company cannot raise fund needed for new product development when there is new ideas.
1.4	Objectives of the Study  
The objectives of the study include but not limited to:
i. To determine the effect of product development strategy on the performance of an organization 
ii. To determine the extent to which new product development and improvement of existing products affects performance of an organization
iii. To determine the relationship between government policies and new product development
iv. To examine how inadequate training programmed affect new product development.


1.5	Research Hypotheses
H1 there is no significant effect of new product development on the performance of an organization 
H2 there is no significant relationship between new product developments on performance of an organization
H3 there is no significant relationship between government policies and new product development
1.6	SIGNIFICANCE OF THE STUDY
	The study will be of great benefit to prospective entrepreneur by improving the performance of the current product line adding new product line. It is noteworthy to maintain that almost in all growth strategies, it follows an up-signing process. This is a management fad used in the context of increasing the size of an organization by mainly hiring more employees.
1.7	SCOPE OF THE STUDY
The study is limited to the impact of new product development in an organization.
	In the course of carrying out this essay, certain factors militated against the smooth operation of the work. The exercise was greatly limited due to some factors. Some of the factors include:
Lack of funds
Time constraints.
Inadequate research materials to collect data such as textbooks, journals, magazines.
1.8   DEFINITION OF TERMS
New Product Development: Process of developing a new product or service for the market.
Organization: Is an entity comprising multiple people, such as an institution or an association that has a collective goal and is linked to an external environment.
Product: This is one of the elements of marketing mix that represents the basic offering being made to consumers. It is also everything (both favorable and unfavorable) that one receives as an exchange; it is a complexity of tangible and intangible attributed, including functional social and psychological utilities or benefits. A product may be a good services, or an idea.
Marketing Mix: This consists of four (4) major variables in marketing, which serves as pillars that makes marketing to stand well; they are product, place, price, and promotion. It is also called the 4P's and marketing elements
Marketing Strategy: This is the process of determining a target market and choosing the marketing mix variables needed to maximize satisfaction of those consumers. It is also the set of objectives which an organization allocates to its functions in order to support the overall corporate strategy, together with the broad methods chosen to achieve these objectives.
Innovation: This is the process of producing something new inform of product or service that someone or any company has never produced it before. It is also refers to any good, service or, idea that is preserved by someone as new.
Research: this is an organized way of finding valid useful information about a particular domain or phenomenon in an environment with a set of objectives. It can also be described as a thorough investigation or in-depth search for the causes of any problem within intention of preferring solutions.


CHAPTER TWO
2.1	Introduction
Product development Clitterbacket al (2007) regard new product development (NPD) as the combination of a series of information processing through which to transform market opportunities and demand into production knowledge.
Huang (2018), considered New Product Development as the key in business and the motive of competitive advantages. In the process of new product development, a business does not simply promote new products, but has to satisfy customer demand and cope with competitors threats it is therefore important for business correctly analyzing the consumer market to draw the new product development strategies mostly suitable for the business development, they would affect the innovation of new product development and valuable information should be mastered in the process of new product development. Song and Montayaweiss (2008) regarded products strategies as the basis of product development referring to cooper define and evaluate the target market, product requirement and evaluate the target market, product requirement and product profit: in the development process.
Accordingly, market orientation could provide business with necessary information in the market, such as characteristics of customer demands, market trend, and competitor's techniques and assist them in drawing the strategic model mostly suitable for the business.
Lo (2018), mentioned that small and medium enterprises in Taiwan had to change in the large environment for survival; developing innovation products was regarded as one of the solution. Referring to Lo's (2018) discrimination of product innovation, the dimension of technical innovation, functional innovation and marketing innovation are utilized in this study.
2.2	Conceptual Framework
	Competition is strong and dynamic in most markets so it essential for a firm to keep developing new product as well as modifying its current product to meet the changing customer need and competitions actions. Not having an active new product development process means that consciously or subconsciously - the new has decided to milk its current products and go out of business. New product planning is not an optional matter.
	It has to be done just to survive in today's dynamic market (Pcrroult and   McCarthy, 2017), not all organization have new product department or teams. Therefore, it is an important function in many firms and is usually located either within the marketing or operations department. Ideas for the major improvement or totally new product often come from external sources, especially potential customers, and from all areas of the firm that will be involved with the product (Lussier, 2017). Iwu, (2009) discusses the role of customers in marketing management. He argues that customer of any organization do contribute in concept development, product, marketing and purchase of good and services. The roles of the buyer, therefore include;
a)	A declaration of the need for a service or product.
b)	Purchasing a product or services.
c)	Using or consuming a product or service.
d)	Evaluating the benefit of a product or services for possible future use.
Confirming the role of customers in marketing cateora et ail. (2009) insist that the degree of newness as perceived in a market. They also argue that other factors such as the perceived attributes of the innovation and the methods used to communicate the innovation message contributes to a new product's acceptability.
Product development means offering new or improved product for present markets. By knowing the present market's need. A firm may-observe ways to add or modify product features, create several quality levels or add more types or sizes by introducing new versions of popular programmes. Microsoft also develops other types of new product for its customers. New product have impact on a product's life cycle.  Each year, firm introduce many product that are basically refinement of existing product. So, a new product is one that is new, in any way, for the company concerned.
A product idea can be turned into a new product and can start a new product life cycle. For example, time release skin patches are replacing pith and injection for some medication such as conception rheumatism and arthritis (Perrault and McCarthy, 2017).
Identifying and developing new product new product ideas-and effective strategies to go with them are often the key to a firm's success and survival. But this is not an easy task. New product development demand effort, time and talent and still the risk and cost of failure arc high. A new product may fail for many reasons. Most often, companies fail to offer a unique benefit or they underestimate the competitor.
Some companies rush to get a product on the market without developing a complete marketing plan. But moving slowly can be a problem too. With the fast pace of change for many product, speedy entry into the market can be a key competitor advantages. Sometimes the idea is good, but the company has design problem or the product costs much more to produce than was expected.
1.	Quality assurance: A development specifies the phases a development project will pass through and the checkpoint along the way. Assuming that these phases and checkpoints are chosen wisely. Following the development process is one way of assuming the quality of the resulting product.
2.	Coordination: a clearly articulated development process acts as a master plan, which defines the roles of each of the player on the development teams. This plan informs the member of the team when their contribution will be needed and with whom they will need to exchanges information and materials.
3.	Planning: a development process contains natural milestones corresponding to the completion of each phase. The timing of these milestone anchors the schedule of the overall development project.
4.	Management: a development process is a benchmark for assessing the performance of an ongoing development effort. By comparing the actual events to the established process; a manager can identify the possible problem area.
5.	Improvement: the careful documentation of an organizations development process often helps to identify opportunities for improvement.
New product development: total company effort, the task of developing new product should not be the prerogative of one department alone (Ulrich and Eppinger, 2015; Dovey and White, 2005). It should be the total company's effort. For any product developments effort to be successful there must be solid management support.
New product to upset old routines that managers of established product often try in subtle way to maintain. So, someone with top-level support and authority to get things done need to be responsible for new product development. In addition, rather than leaving new product development to anyone who happens to be interested, successful companies put someone in charge of person development or team(McAdam et al, 2008; Sarin and O'Conner, 2009).
Product development is guided by marketing. Many new product ideas come from scientific discoveries and new technologies. That is why firms often assign specialists to study the technological environment in search of new ways to meet customer's need. 
NEW PRODUCT DEVELOPMENT PROCESS
To move quickly and also avoid expensive new prod net failures. Many companies fellow an organized new product development process. These processes include 
1.	Idea generation
2.	Idea screening
3.	Idea evaluation
4.	Test marketing
5.	Commercialization (Perrcault and McCarthy, 2017) 
These are thus explained
Idea Generation
The goal of generation is to explore, the space of product concepts that may be applied to meeting customer needs. Concepts generation includes a mix of external search. Creative problem solving within the term and systematic exploration of the various fragments learn generates.

Idea Screening
Idea screening or concept selection is the activity in which various product concepts arc analyzed and sequentially eliminated to identify one preferred concept. The process usually required several iterators and mam initiate additional concept generation refinement.
Idea Evaluation
When an idea or concept has been chosen, it is evaluated more carefully. For help in idea evaluation, firms use concept to get idea fits their needs. Concept testing uses market research ranging from informal focus to formal surveys of potential customers. 
Test Marketing
This involves the placing of the products is selected area, cities or states with a marketing plan and watch the sales performance over a periods of time e.g. six months prior to full scale introduction of the product. It enables the product it be analysis in a real setting evaluate competitive reaction and response of channel member's company an use findings to modify product marketing plan. However this stages can be expenses term of cost time and expensive to competition.
Commercialization
At this stage full large scale production and marketing programmes are embarked on and then the product is launching into the market, it all previous processes prove feasible. Product launching must be monitored carefully. During the early stage of introduction, management will wish to analysis carefully at the relevant sales and market data generated. 
Once the product is born and enters it life cycle, external competitive environment become a major determinate of its destiny.
EFFECT OF NEW PRODUCT DEVELOPMENT ON ORGANIZATIONAL PERFORMANCE
The purpose of product development is to ensure that consumers, need are not at profit. Product development is Quintal Bridge between the economic and technological capabilities of the company and the aesthetic, social and economic perception of consumers.
New product development is vast effect on so many variable. All members of this distribution channel are affected not just manufacture. Markets are called MERCHANDIZING by resellers such as retailer and wholesaler.
Whatever the process is called the good i.e. Maltina33cl is to meet expected consumer needs at profit.


ADVANTAGES OF NEW PRODUCT DEVELOPMENT IN A COMPETITIVE ENVIRONMENT
	Based on data collected, the Tup Bottle Company Ilorin Plant is able to drive the following merit in her introduction of new product such as Maltina and Fayrouz, Guider, Legends etc. 
Advantages are:
· Consumers need and wants are met at profit with the aid of new-product development. 
· New product development also increases the company's sales volume.
· Introduction of new- product (Guider) also serve as innovation.
· It also increases the level of production.
· Increase in level of production leads to bulk new materials purchase, which may also reduce production cost.
· New product development help prevent obsolescence.
PROBLEM/ OBSOLESCENCE NEW PRODUCT DEVELOPMENT
	Despite that the numerous advantages that help 7up Bottle Company Ilorin Plant drives from new product development such as introduction Guider, Star, there are still some hindrance faced by the company's new product executives among which are:
1.	Problem of High Competition
Many companies producing similar product e.g. Maltina, Fayrouz, Guider, e.t.c are major threats this competitive turbulence of no evol, rather than reduce the selling prices so as to gain more customer (Market) over the competitors.
2.	Problem of Need Identification
It is very difficult to predict the consumers, this is because consumer's need and want changes with time.
3.	High Cost or Research
The cost of going into research is ways of identifying consumer's want are very costly.


4.	Poor Timing
This is a problem that arises as a result launching the new product at wrong market time. This side effect of this is poor sales and low profit. 
5.	Poor Communication
New product development may fall due to poor communication to the member of the public customer need to be aware of new production, so as to increase the level of patronage, poor promotional activities are the major cause of this problem.
SUGGESTED SOLUTION TO THE PROBLEM OF NEW PRODUCT DEVELOPMENT
	In order to minimize all the aforementioned problem, the 7up Bottle Company Ilorin Plant. Should ensure that before going into new product development, the need and want of the consumer should be well identifies with the help of market research and surveys. The company should employ the most capable and competent new-product personnel that will function in accordance with the company's corporate philosophy. After the product has been developed the company should also adopt some promotional and advertising method
That will boosts the sales volume. Accurate and proper market target must be implemented, this will and the success of the product. Proper market segmentation is also needed.
With the above mentioned suggested solution, it the company 7up Bottle Company Ilorin Plant or properly implemented them, her should be market for new product produce. Then one could conclude that our preceding hypothesis is null (Ho).
PLANNING TO COMMERCIALIZATION.
Robert (2008), says that new product planning and development organization often has difficulties in maintaining a balance of emphasis between existing produces in various stages of development. Why does the pre-occupation of operating personnel with product already on the market cause difficult in negating interest in new product plans.
Personnel in the planning development stages do not always participates in the product commercialization. Once commercialization is research, the planning personnel continuous to plan and develop new product. The problem of transferring knowledge from planning to operation is frequently encountered but maybe resolved by allowing development personnel to more into operation.
This problem is not a great in the product manager of organization because the product once it achieve commercialization. With the committee, New Product Department, and possibly the venture team, this transfer of knowledge maybe a more serious problem since those, group are not likely to participate in the market introduction.
This responsibility would be given to the marketing department. The problem of knowledge transfer, role conflict, insufficient authority and so on maybe minimize or eliminate completely if the firm and its employee maintains a positive attitude toward new product, planning and development. A positive attitude will help to ensure the success of any o1 the organizational structure.
THE RESEARCH AND DEVELOPMENT/MARKETING INTERFACE
	According to Robert (1978), those individuals responsible for new product planning and development must interest with research and development in order to ensure the technical feasibility of any new product idea, as well as to determine the actual specification require for consumer satisfaction. This interaction if often breaks down for two reasons.
· Lack of good communication during relevant stages in the product evolution process.
· Value conflict between he research and development group and marketing personnel.
	The first problem occur because research and development to the marketing staff. New designs materials and procedure that must be communicated to those in the new product development organization are constantly being developed. It is also imperative that research and development groups be kept informed of the long-range goals of the firmed in the marketing of new product so that effort in congruent with these objectives.
Value conflict primary because the research development has little appreciation for problem in branding packaging distribution, pricing and promotion and it must be instilled with awareness and understanding of how the problem faced by marketing introduction flexibility in marketing role of research and development seems to be the key to a successful cooperation.
Communication and understanding of the problem faced by each member will help to minimize the conflict of interest. Frequent meeting and careful scheduling will also aid in this interface. 
2.3	THEORETICAL FRAMEWORK
	Theoretical are formulated to explain New Product Development (NPD) process begins with ideas, proceed with ideas screening, concept development and testing, marketing strategy development, business analysis, product development and test marketing, ends when the product actually commercialization and creaks wealth (Kotler and Armstrong, 2018). To bring the theory into practice, we worked as a mm to develop a new branded product and formulate the marketing strategy to find and meet the niche market requirement in the UK.
	As an important consumer sector of FMCG, personnel care products it's constitute a large part of the British market, but means while the competition in this field is fierce, firms have to keep supplying new product to meet the rapidly changing needs of their customers (Trott, 2008).
This report described both the NPD process theory and our practice of the theory from idea generation through to launch and roll out, and then analyzed the benefits and disadvantages of the process.
IDEA PROCESS THEORY
	The purpose of the idea generation process and idea screening process are systematic search new ideas and then reduce the number of idea to spot the good ones (Kotler and Armstrong, 2018). Ideas may come from many different sources, it contains internal sources such as traditional research and development department and employee, and external source such as distributors and suppliers, competitors and customer themselves (Ritter and Gemunden, 2003). After a largo number of ideas were created via different sources, managers need to evaluate these ideas and look closely at the prospects in the market place.  Although the different of decision criteria may affect the screening of new idea greatly (Carbomcll et al, 2004; Hart et al, 2003), scholars propose a unified R W-W framework to effectively identify potential problems and control work. The R-W-W framework asks three fundamentals questions about new ideas;
1. Is the market and product real?
2. Can the product and our company win?
3. And is the product worth doing? (Day, 2007) and the company should be able to answer all of them before further development the idea.
	Based on the idea generation and screening theory, at first out team analyze the feasibility of our new ideas and decide to choose the idea of fresher’s deodorant wipe within existing company Unilever.
Group all firstly regular users of deodorant are a huge potential consumer group all over the world, and the deodorant, market in the UK has a good momentum of growth.
Secondly, existing deodorant wipes brands do not have a good balance between the price and quality of their production, and the main competitors of Unilever do not give more attention to this held, which means the competitions of deodorant products are less than main steam personal care products. Finally, Unilever is an established and reliable brand in personal care markets and has great experience about relative products, thus Unilever would not face the challenge of convincing consumer that they are better than a traditional deodorant, which means he cost and risk of entering the market is lower.










CHAPTER THREE
METHODOLOGY
3.1	Introduction
	In this chapter of the research work, attempt is made to describe the methodology and framework used in attaining the stated objectives of the study, how the research hypotheses were empirically determined, the research design adopted, the study population/sample frame and its characteristics and the types of sampling techniques used in this study. Also, types and sources of data were identified and procedure in testing these hypotheses and accomplishing the study objectives were defined. Concise efforts were made too to describe the choice of research instrument, questionnaire design, methods of data measurement, data collection techniques, and tabulation, analysis, and presentation of data.
3.2	RESEARCH DESIGN
The study adopts a survey research design where data is collected from a sample of enterprises to determine the relationship between New product development (the dependent variable: and organization performance (the independent variables). Survey is usedwhen a large population of survey sample exists, of which information can be retrieved regarding the issue being researched. Thus, its adoption and usage is justified on the ground of its capacity for collecting large data and because it could make use of interview schedules or questionnaire focusing on very large population. This allows the researcher to create information for precisely answering the how, what, who, where and when questions concerning market factors and conditions. Besides, the data structures created through the survey method when considering the whole population helps the researcher to make inferences about the target population as a whole.
3.3   POPULATION OF THE STUDY
The population of the research study would consists of members of staff that would be selected purposefully. They include top executives in the production department, research and development department, marketing department, departmental heads and heads of strategic business units of selected firms in the Manufacturing Industry. These sets of executives and managers were chosen because they are involved in the determination of their companies' innovation practices as it relates to product, process, marketing and organization.
3.4   SAMPLE SIZE AND SAMPLING TECHNIQUES
For the purpose of this Research work, the sampling techniques here will be drawing a sample (subset) from the population. The sample size will include (50) workers from the case study. This project work shall adopt the use of random sampling. This method all the members have an equal and an independent chance of being selected.
These criteria are: the level of precision, the level of confidence or risk, and the degree of variability in the attributes being measured. Taro Yamane formular would be used to estimate the sample size
3.5   METHOD OF DATA COLLECTION OF DATA
The primary method of data collection would be used for this study. The primary data would be sourced through the use of a structured questionnaire. The primary data inquired on the extent to which new product is been introduces in the organization. The questionnaire would seek for responses from selected organization staff members. The questionnaire would enable the researches to come with a list of questions that targets the research objectives.
3.6    INSTRUMENT OF DATA COLLECTION
The instruction used in the collection of data was an instructionpersonal interview method the individual is contacted are the manager and some other staff especially from the customer service department. The general manager of the company was also contacted and research instrument is the only device used in measuring or recording data.
Development an appropriate instrument is perhaps the most time consuming and important aspects of conducting a study. Some of the sample research tools which are commonly used together data in business research include the following major categories: 
a. Questionnaires:
3.7	METHODS OF DATA ANALYSIS
For this Research work, the method of data analysis and the statistical procedure adopted in the computation of data is chi-square method to test the data. This will also be used in testing the hypothesis.
3.8	HISTORICAL BACKGROUND OF CASE STUDY
The Nigeria Bottling Company Pic was in co-operated in the ye; 1951 under the standard organization of Nigeria decree No 56 of 1971.
The company was authorized to use the Nigeria Industrial standard certificate mark on the following product's are as follow: Fanta, Coca Cola, sprite, Krest,  bitter  Lemon,  Fanta,  club  sod.   Fanta ionic, Limca and Eva water.
The above products arc hereby certified to meet the national standard requirement for good quantity. Nigeria Bottling Company is the largest producer of soft drinks in Africa today. It is a public company on the Nigeria stock exchange and 60% of its share owned by some 26,000 Nigeria shareholders. The company ensures that no trade of imparity or extraneous substance exist in its products. Therefore, for the purpose of maintaining the product quantity. Every factor hi fulh equipped laboratory managed by trained personnel.
Nigeria Bottling Company is licensed by the board of customers and excise factory No. 47 both Africans and foreigners are members of board of directors of Nigeria Bottling Company Pic some of them includes H.S.AAdedeji chairman, G.K. KarfakirsChief, A.A. Adcsanyan A. LevcntisA.A and Chief S.A Ade John CTR who contributed the highest share presently in the company.












CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS 
4.1 INTRODUCTION
The data collected from questionnaire method used, the research use tabular and percentage method of data presentation to represent the data collected. Data analysis
The important of data analysis cannot be over emphasized to any research work. Data becomes meaningful only after they are analyzed. Data analysis involve the conversion, information obtain through interviews or questionnaires or other form of data into descriptive statement.
In these research works, data analysis was grouped into sections.
Section "A" is concerned with bio data presentation of respondent while section is concerned with the sample percentage presentation to the response to the question in the 
4.2 DATA PRESENTATION AND ANALYSIS 
SECTION A BIO DATA 
TABLE 1: SEX DISTRIBUTION RESPONDENTS
	VARIABLE
	NUMBER
	PERCENTAGE

	Female
	18
	36

	Male
	32
	64

	Total
	50
	100


Source: field survey 2025
From the above reveals that there are more female respondents than male which the female is 36% while male respondents is 64%.
TABLE 2: MARITAL STATUS OF RESPONDENTS
	VARIABLE
	NUMBER
	PERCENTAGE

	Single
	20
	40

	Married
	25
	50

	Divorced
	5
	10

	Widow
	
	

	Total
	50
	100


Source: field survey 2025
The above table shows that there are more married respondents which are 25 at the rate of 50% while single is 20 at the rate of 40% and also divorce 5 at the rate of 10% respectively.
TABLE 3: EDUCATIONAL QUALIFICATION OF RESPONDENTS
	VARIABLE
	NUMBER
	PERCENTAGE

	SSCE
	5
	10

	HND/OND
	15
	30

	BSc/BA
	30
	60

	NCE
	-
	-

	Others
	-
	-

	Total
	50
	100


Source: field survey 2025
The table above reveals that SSCE is rate 10% while HND/OND respondents is 15 at 30% for Bsc/BA is rated 30 at 60% which equals highest percentage respectively 
TABLE 4: YEAR ON OPERATION
	VARIABLE
	NUMBER
	PERCENTAGE

	5-10 years
	20
	40

	11- 15 years
	15
	30

	16 – 20
	15
	30

	Above 20 years
	-
	-

	Total
	288
	100


Source: field survey 2025
The above table revealed that 11-15 years 15 at the rate 30% while 20 5 - 10 years rate 40% and also 16-20 years 15 for 30% respectively 

TABLE 5: DOES NEW PRODUCT DEVELOPMENT HAS IMPACT ON ANORGANIZATION ON PERFORMANCE?
	Attribute
	Response
	Percentage (%)

	Agree
	35
	70

	Disagree
	13
	26

	Undecided
	2
	4

	Total
	50
	100


Source: field survey 2025
	The table shows that many respondents agreed that new product development has impact on organization performance because 35 respondents which represents 70% agree, 13 respondents which is 26% disagree, 2 respondents which represents 4% were undecided respectively.
TABLE 6: DOES THE EFFECT OF PRODUCT DEVELOPMENT STRATEGY ENHANCE PRODUCT PERFORMANCE?
	Attribute
	Response
	Percentage (%)

	Agree
	40
	80

	Disagree
	10
	20

	Undecided
	-
	-

	Total
	50
	100


Source: field survey 2025
The table shows that 40 respondents which represents 80% agree, while 10 respondents which represents 20% disagree that product development does not enhance product development respectively.
TABLE 7: DOES NEW PRODUCT DEVELOPMENT IMPROVED EXISTING PRODUCTS
	Attributes
	Response
	Percentage (%)

	Agree
	35
	70

	Disagree
	10
	

	Undecided
	5
	10

	Total
	50
	
	100


Source: field survey 2025
The table shows that 35 respondents which represents 70% agree, while 10 respondents which represents 20% disagree while 5 respondents which represents 10% were undecided respectively.


TABLE 8: DOES INADEQUATE TRAINING PROGRAMMED AFFECTS NEW PRODUCT DEVELOPMENT?
	Attribute
	Response
	Percentage (%)

	Agree
	30
	60

	Disagree
	15
	30

	Undecided
	5
	10

	Total
	50
	100


Source: field survey 2025
The table shows that 30 respondents which represents 60% agree, 15 respondents which represents 30% disagree, 5 respondents which represents 10%were undecided respectively.
TABLE 9: DOES THE EFFECT OF NEW PRODUCT AFFECT ORGANIZATION PERFORMANCE?
	Attribute
	Response
	Percentage (%)

	Agree
	30
	60

	Disagree
	20
	40

	Undecided
	
	

	Total
	50
	100


Source: field survey 2025
The table above shows that 30 respondents which represents 60% agree, 20 respondents which represents 40% disagree respectively.
TABLE 10: DOES THE EFFECT OF PRODUCT DEVELOPMENT AFFECT ORGANIZATIONAL GOALS?
	Attribute
	Response
	Percentage (%)

	Agree
	40 
	80

	Disagree
	10
	20

	Undecided
	
	

	Total
	50
	100


Source: field survey 2025
The table above shows that 40 respondents which represents 80% agree, while 10 respondents which represents 20% disagree with the thesis respectively.
TABLE 11: DOES THE EFFECT OF NEW PRODUCT DEVELOPMENT ENHANCE ORGANIZATIONAL GOALS, GROWTH OR PROFITABILITY?
	Attribute
	Response
	Percentage (%]

	Agree
	45
	90

	Disagree
	3
	6

	Undecided
	2
	4

	Total
	50
	100


Source: field survey 2025
The table above shows that 45 respondents which represents90% agree, 3 respondents which represents 6% disagree, while 2respondents which represents 4% were undecided respectively.
TABLE 12: DOES NEW PRODUCT DEVELOPMENT ENHANCE PRODUCT PERFORMANCE?
	Attribute
	Response
	Percentage (%)

	Agree
	30
	60

	Disagree
	15
	30

	Undecided
	5
	10

	Total
	50
	100


Source: field survey 2025
The table above shows that 30 respondents which represents 60% agree, 15 respondents which represents 30% disagree, and 5respondents which represents 10% were undecided respectively.


TABLE 13: DOES INDIVIDUAL RELATIONS AFFECT NEW PRODUCT PERFORMANCE?
	Attribute
	1 Response
	Percentage (%)

	Agree
	45
	90

	Disagree
	5
	10

	Undecided
	-
	-

	Total"
	50
	100


Source: field survey 2025
The table shows that 45 respondents which represents 90%agree, 5 respondents which represent 10% disagree respectively.
TABLE 14: IS THERE ANY SIGNIFICANT IMPACT OF NEW PRODUCT DEVELOPMENT ON THE PERFORMANCE OF AN ORGANIZATION
	Attribute
	Response
	Percentage (%)

	Agree
	40
	80

	Disagree
	5
	10

	Undecided
	5
	10

	Total
	50
	100


Source: field survey 2025
The table above shows that 40 respondents which represents 80%   agree, 5 respondents which   represents 10% disagree, 5respondents which represents 10% are undecided respectively.
TABLE 15: DOES NEW PRODUCT DEVELOPMENT CREATE RELATIONSHIP BETWEEN THE CONSUMER AND THE ORGANIZATION
	Attribute
	Response
	Percentage (%)

	Agree
	30
	60

	Disagree
	15
	30

	Undecided
	5
	10

	Total
	50
	100


Source: field survey 2025
The table above shows that 30 respondents which represents 60% agree, 15 respondents which   represents 30% disagree, 5 respondents which represents 10% are undecided respectively. 
4.3	HYPOTHESIS TESTING
HO: There is no significant impact of new product development on the performance of an organization.
HI: There is significant impact of new product development on the performance of an organization. 
TABLE 14 WAS TESTED
	Attribute
	Response
	Percentage (%)

	Agree
	40
	80

	Disagree
	5
	10

	Undecided
	5
	10

	Total
	50
	100


The table above shows that 40 respondents which represents 80%   agree,5  respondents   which   represents   10%   disagree, 5 respondents which represents 10% are undecided respectively.
Chi-square = E (o-e)
		E
Level of significant 5%
= (1-0.05)
= 0.95
Degree of freedom = 3
(R-1) (C-1)
(2-1) (4-1)
1x3
= 3
Expected of value
1 x 50
4     1
= 72
	O
	E
	O-E
	(O-E)2
	(O-E)2
    E

	40
	12.5
	27.5
	729
	58.32

	5
	12.5
	-7.5
	-49.5
	-3.96

	5
	12.5
	-7.5
	-49.5
	-3.96

	Total 
	
	
	
	66.24


Calculated value = 66.24
Table value = 7.81
Degree of freedom =3
Decision: we decided to reject null hypothesis (HO) and alternative than the tabulated value.
4.3   DISCUSSION OF FINDINGS
The study was conducted to focus on new product development in the organization to assist in enhancing regarding the organizational development. This study examined opinion of employees regarding product development. Based upon the results derived from testing hypotheses, the alternate hypothesis is accepted. Hi: "There is significant impact of new product development on the performance of an organization" In most of the organizations. However, the authors found and concluded that product development should be considered while taking into account any given situation, cultural norms and values. It should be performed for the purpose of well-being. It should not be a day activity or so rather should be followed on continuous basis.





CHAPTER FIVE
SUMMARY, RECOMMENDATIONS AND CONCLUSION
5.1 SUMMARY
Reveal   a   weak   relationship   between   product development strategy   and   all   aspects   of   performance   and   that   very low percentages variation   in   company   performance   is   explained by organizational strategy. The results further reveal that most product development   strategy   variables   have   statistically   not significant negative effects like operational efficiency, product/service quality, [product sales and profit after tax on some indicators of performance, he results do not concur well with the findings of previous studies, which   indicate   long  term  profitability  of a  firm  due   to product development strategy (Geroski, Machin and Reenen, 1993), developing new products being fundamental to sustained financial health for profit firms (Sharma and Lacey, 2004). However results are partially in agreement with the findings of Johnson &Aggarwal (1988) and Mullcr 1987) opined that changes in  patterns of consumption  tend to dissipate profits to sponsoring firms.
5.2	CONCLUSION 
The analysis have shown that new product development plan is mainly related to the business strategy, the organizational culture, p the personnel skills, while management involvement does not necessarily have a statistically significant positive effect on the "NPD" |plan. However, for successful business performance business strategy, management involvement's personnel skills, organizational culture, "NPD" plan, product quality, the level of "NPD" process goal achievement and the applied "NPD" process adopted and implemented, all significantly affect the level of a business performance.
5.3	RECOMMENDATIONS
From the managerial perspective, the first managerial implication concerns the findings that new product development process has significant relationship with   business performance, especially in manufacturing industries in Nigeria. Developing economies firms, hoping to initiate new products, should take note of the new product development process plan and its impact on business performance, it be concluded that if all the steps of the NPD process are not followed, wed, then the new product will not meet the targeted quality. Standard, neither will it meet customer expectations and needs, and thus it will not be profitable and will not have a positive impact on the business performance. Understanding of the requirements of customers as regard the product, poses advantage for the activities of new product development likewise, industries   should further strengthen their new product development process, to improve the
Chances of success of new products and likewise business performance. This study also contributes significantly to the industry players. Manufacturers will benefit from the findings which concluded the study on new product development process, and its impact on business performance in Nigeria. Academically, the findings from the Study add new understanding to knowledge and literature, particularly in the area of new product development.



QUESTIONNAIRE
Department of Business Administration,  
Institute of Finance and Management studies, 
Kwara Sate Polytechnic, 
Ilorin.
						2021.
Dear Respondent,
LETTER OF INTRODUCTION
I am a final year student of the above mentioned institution conducting a research on topic titled “Impact of New Product Development on Organizational Productivity in Nigeria Bottling Companies a Case Study of 7UP Nigeria Bottling Company Ilorin.”
Kindly assist by providing honest opinions on the various issues raised in this questionnaire. Your confidentiality is highly assured as the information given will be used for purely academic purpose. 
Thank you for the anticipated co-operation.
Yours faithfully


SECTION A: DEMOGRAPHIC DATA
Instruction: Please tick () where appropriate
SECTION A
1. Sex: a. male (   ) b. female  (   )  
2. Age: a. 20 - 25 years  (   ) b.26 – 39 years  (   ) c. 40and above 
3. Marital status: a. single  (   ) b. married  (   ) c. divorce  (   ) 
4. Education qualification: a. HND/BSC (   ) b. ND/NCE (   )  c. O’LEVEL (   )  
5. Length of services: a. 2- 5 years  (   )  b. 6 – 11 years (   ) c. 12 years and above  ( )  
6. Position in the organization: a. Senior staff (   ) b.Junior staff (   )
SECTION B
Please tick in (  ) appropriate column which best expresses your choice of opinion using the indicated format:
Please indicate the extent to which the following items describe your organization with Yes (   ) or No (   )
7. Does product new product development have any relevance to sales of goods in an organization? (A). Yes (    ) (B). No (   )
8. Is there any benefit can be derived from the new product development? (A). Yes (    ) (B). No (   )
9. Does your company relies on new product development on consumer goods before?(A). Yes (    ) (B). No (   )
10. What are the advantages gained from the result of the new product development? (A). Profit increase (    ) (B). Product quality increase (   ) (C). All the above (   )
11. Is their any relationship between new product development and other promotional tools? (A). Yes (    ) (B). No (   )
12. Is it true that result obtained from new product development assist the organization in the sales of goods? (A). Yes (    ) (B). No (   )
13. Does your organization take new product development into consideration?(A). Yes (    ) (B). No (   )
14. Does your organization faces any challenges when introducing new product?(A). Yes (   ) (B). No (   )
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