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ABSTRACT
The study examines the product innovation and medium scale enterprises performance in Ilorin. The major problem is that small and medium scale enterprises in Ilorin do not developed new business, new product, new market and new process to market their businesses in Ilorin, in order for them to achieve performance in terms of sales volume. The study sought out how innovation (marketing innovation, process innovation and product innovation) enhances performance (sales volume) of SMEs Ilorin. A point in time, data was collected from questionnaire. It was discovered that that product innovation is effective on the sales volume of medium scale enterprises. The study recommends that SMEs in Ilorin should try to improve on their businesses or adopt new innovation practices in their businesses, since it significantly contribute to the performance of SMEs in Ilorin. They should bring new benefits or values to their customers, employees, or shareholders, since it contributes to the performance of SMEs in Ilorin  
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CHAPTER ONE
1.0	INTRODUCTION 
1.1	BACKGROUND TO THE STUDY 
Innovation means novelty, new things being done, or old things being done in new ways to increase performance in terms of sales, probability and market shares in an organization. It is an application of technological, institutional, human resources and discoveries to productive processes, resulting in new practices, products, markets, institutions and organizations that need organizational improvement or performance in terms of sales, probability and market shares. Innovation in Medium Scale Enterprises can be a product, process, and marketing used in order to increase performance of business in terms of sales volume. Medium Scale Enterprises are considered as the engine of economic growth that drives and promote equitable development of nations which is achieved by adopting innovation principles. The role of Medium Scale Enterprises in the economic and social development of countries is well established when applying the concept of innovation on these Medium Scale Enterprise industries, performance will be improved or increased drastically. The sector is a second of entrepreneurship, often driven by innovation after the small scale enterprise industries.
1.2	STATEMENT OF THE PROBLEM
	Many problems are faced by the medium scale industries regarding product innovation, in Nigeria, particularly in Ilorin, Kwara State. These problems are what this research study intends to look into.  These problems include: lack of knowledge of the impact of innovation on the performance of products; fear of losing customers as a result of new innovation of products; poor implementation of innovation process system; problem of conducting proper empirical research on product innovation 
1.3	OBJECTIVES OF THE STUDY
	The objectives of this study is to:
i. examine impact of innovation on the performance of Medium Scale Enterprises in Tuyil Pharmaceutical Industry, Ilorin. 
ii. reveal effectiveness of product innovation on sales volume of Medium Scale Enterprises in Tuyil Pharmaceutical Industry, Ilorin.
iii. find out consumers’ readiness to accept new product innovation of Tuyil Pharmaceutical Industry, Ilorin.
iv. enumerate empirical research to be conducted on product innovation in  Tuyil Pharmaceutical Industry, Ilorin.

1.4	RESEARCH QUESTION:
The research based on product innovation and medium scale enterprises performance. However, in the course of the study, the following are the research problems:
i. What are the impacts of innovation on the performance of Medium Scale Enterprises in Tuyil Pharmaceutical Industry, Ilorin?
ii.  How effective is product innovation on sales volume of Medium Scale Enterprises, particularly, in Tuyil Pharmaceutical Industry, Ilorin?
iii. Are consumers ready to accept new product innovation of Tuyil Pharmaceutical Industry, Ilorin?
iv. What empirical research is to be conducted on product innovation in Tuyil Pharmaceutical Industry, Ilorin?
1.5	RESEARCH HYPOTHESIS
	In course of this research study, the following hypotheses will be tested:
Hypothesis I:
Ho I:	There is no significant fact that product innovation as an impact on the performance of medium scale enterprises in Tuyil Pharmaceutical Industry, Ilorin.
Hi I:	There is significant fact that product innovation as an impact on the performance of medium scale enterprises in Tuyil Pharmaceutical Industry, Ilorin.
Hypothesis II: 
Ho I:	There is no concrete fact that product innovation is effective in the sales volume of medium scale enterprises in Tuyil Pharmaceutical Industry, Ilorin.
Hi I:	There is concrete fact that product innovation is effective in the sales volume of medium scale enterprises in Tuyil Pharmaceutical Industry, Ilorin.
Hypothesis III: 
Ho I:	There is no significant evidence that consumers are ready to accept new product innovation of Tuyil Pharmaceutical Industry, Ilorin.
Hi I:	There is significant evidence that consumers are ready to accept new product innovation of Tuyil Pharmaceutical Industry, Ilorin.
1.6	SIGNIFICANCE OF THE STUDY 
The significance of this study comes in four folds as it affects the following: 
- To Marketing Discipline: This study brings first hand information needed by lecturers and students of Marketing, who may want to research into topic or related topics of this nature about product innovations and medium scale enterprise performance. 
- To the Case Study: This will serve as a guide or reference to the management and staff of Tuyil Pharmaceutical Industries, Ilorin in adopting product innovation.   
- To the Society: The outcome of this study will be of great advantage to the society in having the knowledge about product innovation as well as having foresight on pharmaceutical industries that review its products.
- To the Researcher/Writer: The significance of this study cannot be over analyzed to the writers, as it will help in putting the undergraduate experience into usage. It serves as a pre-requisite for the award of Higher National Diploma (HND) in Marketing. 
1.7	SCOPE OF THE STUDY 
Since the research study deals with product innovation and medium scale enterprise performance; the scope will include the following, as: 
- THEORETICAL SCOPE: The area of coverage of this research work is centered on product innovation and medium scale enterprise performance.
- GEOGRAPHICAL SCOPE: The areas covered in terms of location is Ilorin, Kwara State, where Tuyil Pharmaceutica Industry is situated along Yidi Road, Ilorin, Kwara State. 
- INDUSTRIAL SCOPE: This research work will cover the Pharmaceutical Industries, in which Tuyil Pharmaceutical Industry is a major producer of pharmaceutical products. 
- TIME SCOPE: As a result of the limited time, the data obtained will be within a span of 3 years, that is, 2016-2018. And the validity of the outcome can only be tenable for three to four years, because of changes in pricing, marketing condition, and rapid changes in technology. 
1.8	LIMITATION AND CONSTRAINT OF THE STUDY 
In carrying out a research study of this sensitive nature, one cannot afford to expect some constraints which tend to hinder the gathering of accurate and up to-date data. The limitations are: 
- FINANCE: Since the research involves reading of several textbooks, journal files, magazine, newspapers, articles and other publications, most of these are: capital requirement which is not readily available. It required a lot of human and material effort which are money consuming. 
- ADMINISTRATIVE BOTTLENECK: The staff of Tuyil Pharmaceutical Industries, Ilorin were not willing to release of vital data, which in turn make the work a hell of an ordeal. They fear that the information given may be used against them by their competitive rivals in the industry, because as one of the very strong and well-known brand of soft drinks in Ilorin, many other are looking on to them.
- TIME: As a result of the short academic programme, the research work is encountered with problem during period of data collection as well as lecture. The time for the project is very short as schedule in the academic calendar of the school. 
But, despite all these limitations and constraints, the researcher ensures that problems encounters did not affect the validity and reliability of the research work. 
1.9	DEFINITION OF TERMS 
The following terms are used in the research study: 
-	Innovation: The process of translating an idea or invention into a good or service that creates value or for which customers will pay.
 -	Medium Scale Enterprises: Medium-sized enterprises are defined as enterprises which employ fewer than 250 people and whose annual turnover does not exceed €50 million or whose total annual balance sheet does not exceed €43 million.
-	Performance: The accomplishment of a given task measured against preset known standards of accuracy, completeness, cost, and speed. In a contract, performance is deemed to be the fulfillment of an obligation, in a manner that releases the performer from all liabilities under the contract.	
-	Target market: This is described as those consumers that make use of manufacturer’s products.
-	Product: A product is the item offered for sale. A product can be a service or an item. It can be physical or in virtual or cyber form.
-	Market:  A market is defined as the sum total of all the buyers and sellers in the area or region under consideration. The area may be the earth, or countries, regions, state or cities.
-	Development: Development is the act, process or result of developing, the state of being developed.
-	Place: This is place where a particular company is situated; the placement strategy can be helpful when it comes to assessing the suitable channel of distribution to be used.
-	Promotion: This is a marketing strategy and technique. These may entail advertising, sales promotions, special offers as well as public relations.
-	Price: Price refers to the real amount the end user is expected to pay for a product.











CHAPTER TWO
2.0	LITERATURE REVIEW
	The literature review of the project deals with the review of past works on the subject matter; the necessary are to be reviewed, and is of conceptual framework, theoretical framework and empirical review.
2.1	CONCEPTUAL FRAMEWORK
	This is the analytical tool with several variations and contexts as it would be used in this research study.
2.1.1	MARKETING AND MARKETING MIX 
According to Ronald (2016), marketing may be defined as placing the proper product in the right place, at the proper price and at the appropriate time. This may sound like a very easy plan. However, it should be borne in mind that considerable investment has to be set up this seemingly simple definition. A promising product or service can fail totally and lead to substantial losses when one of the elements is off the mark. 
Using a marketing mix offers an excellent way to ensure that the right product is put in the right place. The marketing mix is a very important tool that helps businesses understand what the product or service can provide and how successful marketing of the product can be anchored on. This mix is generally implemented through the 4P’s of marketing, namely Price, Product, Promotion, and Place.
Although the 4Ps have been expanded and enhanced through supplementary P’s and 4C concepts, they serve as a wonderful place to commence planning for the launch and marketing of new and existing products.
The Origin of Marketing Mix Jargon and Concept
In 1964, Neil Borden published an article whose title was “The Concept of the Marketing Mix”, from which the marketing mix concept started gaining popularity. In the 1940s, James Culliton portrayed the marketing manager as a mixer of ingredients. Borden explained how he was inspired to start using this term that Culliton coined.
In his article, Borden outlined these ingredients among many others as product, distribution, planning, price, branding, advertising, packaging, promotions display, and personal selling. E. Jerome McCarthy later grouped these multiple items into 4 top level categories that are currently referred to as the marketing mix 4ps. A combination of these four classes is helpful in creating marketing strategies and tactics.
The Objective of Marketing Mix
Over the years, the experts formalized and developed the 4P’s in order to guarantee the development and execution of an effective marketing strategy. The effort is made to satisfy the customer as well as the seller through the use of this tool. This mix has been proven as a major factor in the success of a product once it is well understood and used.
The Major Features of Marketing Mix
i. Mutually dependent variables: The marketing mix comprises of four distinctive variables, which are not only interdependent but also need to be planned in combination with each other. This ensures that action plans within the four are both complimentary and aligned.
ii.	Assist in attainment of marketing targets: By making use of this set of variables, a business may achieve its marketing targets including sales, profits, as well as customer satisfaction and retention.
iii.	Flexible Concept: The marketing mix concept is both fluid and flexible. As such, given the unique marketing conditions and customer requirements, the focus on any one variable can be increased or decreased.
iv. Continuous Monitoring: It is necessary to look out for varying trends and requirements both within the company and in the market in order to make sure that the elements in the marketing remains relevant and efficient.
The Function of the Marketing Manager: The helm of the marketing mix requires a mature, intelligent and innovative marketing manager. This crucial position means that the manager bears the responsibility for attaining desired results through skilful manipulation of these variables.
The Customer as the Central Focus: An important aspect of the marketing mix is that the customer is the main point of the activity. The customer perceptions determine the value of the product; hence the objective is to achieve a satisfied and loyal customer.
Ronald, (2016) examines the Marketing Mix 4ps
i. Product: When it comes to the product, it is either a tangible good or an intangible service that meets a particular customer’s need or demand. There is a logical product life cycle which all products should follow. As such, it is crucial for marketers to understand as well as plan for different stages and their specific challenges. Understanding the problems that the product is trying to solve is very important. This calls for a study of all the product’s features, its distinctive selling proposition plus the benefits it offers. Besides, the product’s prospective buyers need to be recognized and understood.
ii. Price: Price refers to the real amount the end user is expected to pay for the product. The price of a product affects how it performs on the market. This is related to the product’s perceived value to the customer as c opposed to the product costing. A product with a higher or a lower price tag than its perceived value will not sell. As such, understanding how a customer perceives what you are selling is extremely important. It is possible for a product to be priced higher than its true monetary value and still sell if it enjoys a positive customer value. On the other hand, a product may need to be underpriced for it to sell if the customer considers it of little value. Factors such as distribution plans, value chain costs, markups and the way competitors price a rival product may also affect the price.
iii. Promotion: The promotion plan comprises of the marketing communication strategies and techniques. These may entail advertising, sales promotions, special offers, as well as public relations. Regardless of the channel used, the promotion should be appropriate for the product, the price as well as the targeted end user. Distinguishing between marketing and promotion is vital. It should be borne in mind that promotion is merely the whole marketing function’s communication aspect.
Over the years, marketing managers have had this feeling that conventional marketing mix has its limits in the manner in which it is structured. A number of key elements have been clustered within four larger categories. This has belittled their actual importance among many factors. Lack of focus on services and place for customer convenience; have been cited as the two main criticisms. However, marketing mix 4ps seam to offer the right solutions to the marketing problem (Ronald, 2016).
2.1.2	PRODUCT
According to Thapa, Gopal, Dipendra K. Neupane and Dilli Raj Mishra (2014), a product may be defined as a bundle of utilities. It consists of various product features and accompanying services. The customer does not buy merely the physical and chemical attributes of a product. A consumer is really buying a product for satisfaction. It can offer him / her expected satisfaction. Therefore, the term ‘product’ does not mean only the physical product. It also means the total product including brand, package and label, the status of manufacturer and distributor and services offered to the customer in addition to the physical product. The term “product” is inclusive. It means both physical goods such as fan and cycle and also service, credit cards, financial services, persons, places, organizations, and ideas.
Hence, a product is a set of tangible and intangible attributes, including packaging, color, price, quality and brand plus the services and reputation of the seller.
According to Kotler (2008), “A product is anything that can be offered to a market for attention, acquisition, use or consumption that might satisfy a want or a need.”
According to Peter (2000), a product may be an idea, a physical entity or a service. Or any combination of the three. It exists for the purpose of exchange in the satisfaction of individual and organizational objective.”
Different Concept of Product
i. Physical concept: Physical concept is also known as traditional concept which has a physical existence in it. In this concept, physical goods have the physical features like color, name, size, etc. It can be touched, seen and transformed.
ii. Service concept: According to this concept, product cannot be seen and touched. It cannot be owned and the ownership cannot be transferred. It cannot be separated from the service providers. Education, hair cutting, consultancy service, etc are the example of service concept.
iii. Augmented concept: This concept combines tangible and intangible activities. Therefore, the services like warranty, free repair, and maintenance, manual or guides etc. provided to increase the sales are augmented products. For example, while buying a computer, the buyer not only buys the physical computer but also buys the free installation, free repair, and maintenance, packaging, etc.
iv. Total product concept: This concept combines tangible, intangible and augmented product concept. Presentation of the products filled with a tangible and intangible feature in front of customers to sale the product is known as a total product. This includes physical features, benefits, advantages related with goods, intangible services, etc. For example, if one buys a computer then he/she buys another additional service like free installation, repair, and maintenance, home delivery, etc. with it.
Types of Product
According to the traditional classification, the two major categories of goods are: consumer goods and industrial goods. This classification is based on the purpose for which they are primarily used. Typewriters and electric motors are regarded as industrial goods. Soaps and sweets are regarded as consumer goods. This classification does not classify products in water tight compartments. However, classification is necessary for a student of marketing because buying motives differ from buyer to buyer. Marketing situation and problems vary depending upon the category of a product. 
1. Consumer Product: Consumer products can be defined as those products which are destined for use by the ultimate consumer for their personal or household use. Such products are directly used by the individual. Ultimate consumers are satisfying non-business and they constitute consumer market.
According to American Marketing Association, “Consumer goods are those destined for used by the ultimate consumer or household and in such form that can be used without commercial processing.”
Consumer products can be further classified into convenience product, shopping product, specialty products, and unsought products. A brief description of products has been given below:
i. Convenience Product
Convenience products are those products which are purchased by the customers without spending their time from the convenient places that, too, from the nearby where they are residing. According to Philip Kotler, “Convenience products are goods that the customers usually purchase frequently, immediately with a minimum effort.” These goods are usually familiar with the customers. Thus, cigarettes, soaps, bulbs, flashlight and low-priced electrical equipment etc. are convenience products. They can be further classified into three categories:
· Staple product
· Impulse product
· Emergency product
ii. Shopping product
Shopping products are those products where consumers devote considerable time in making a selection of those before they buy. The consumers want to compare a quality, price, and style in several shops before they buy. According to Philip Kotler, “Shopping goods are the goods that the customers, in the process of selection and purchase, characteristically compare on such bases as suitability, quality, price, and style.” Furniture items, dress materials, shoes, and household appliances are the examples of shopping products.
iii. Speciality Product
Speciality products are those product which enjoy a set of special features. Special efforts are made in their purchase. These products possess’ unique characteristics and brand identification which calls for special efforts. According to Melvin T. Coplenad, “Specialty goods are those which have some attraction for the consumers, other than price, which induces him/ her to put in a special effort to visit the store in which they are sold and to make a purchase without shopping.”
iv. Unsought Product
Unsought products are those products that do not fall in any of the above categories, but are important for the customer. The customer might not know the existence of the product or know but do not think of buying them. Such goods are not normally bought by the customer unless there is a high level of promotion campaign showing the necessity of those products for satisfying their needs.
2. Industrial products: Industrial products are those products which are used in producing other goods or rendering services. These are the products that are to be sold to ultimate consumers. The main characteristics of industrial goods are a geographical concentration of the market, a limited number of buyers, a large unit of individual purchase and technical considerations. These goods have a derived demand.
According to American Marketing Association, “Industrial goods which are destined to be sold primarily for use in producing other goods or rendering services as contrasted with goods destined to be sold primarily to the ultimate consumers.”
Industrial goods can be classified into following five, three is listed and explained categories:
i. Raw materials
Raw materials are the industrial goods. They have not been processed except for their physical handling. Raw materials may be divided into natural products- minerals and product of the forests and the seas and agricultural products- wheat, cotton, tobacco and animal products such as eggs and raw milk.
ii. Fabricating material & parts
Fabricating materials and parts are the industrial goods. These goods have undergone manufacturing processes but they need further processing or need to be combined with other materials or parts before they are ready to reach the ultimate consumers.
iii. Equipment
Equipment are used merely to provide facilities to the manufacturer, as they cannot be part & parcel of finished goods. Unit price and life are less than installations. For example, tools, such as screwdrivers, files set, spanners set, computers, time clock, conveyers, sharpeners, typewriter, etc.
2.3	PRODUCT MODIFICATION
	According to Toddy (2017), product Modification Product Modification is an attempt by companies to extend the length of the Product Life Cycle by making small, or big changed to a product to keep customers interested in the product, or cause them to buy accessory items to keep the product popular. 
Forces causing companies to continuously make modifications in their products: The intensity of competition The continued advances in technology, The Economic Environment, The Social/Cultural Environment: The two aspects of the markets for product modification information:  manner in which retention and conquesting modifications affect the optimal selling andcompetition between downstream firms, and  pricing policies for a vendor who markets product 


NEW PRODUCT DECISIONS 
According to Toddy (2017). product features Product design Branding New Brands Multi brands Brand Extension Line Extension 
Product Line Extension: A product line extension is the use of an established product's brand name for a new item in the same product category. The following seven important factors make companies pursue line extensions as a significant element of their marketing strategies. Customer segmentation- can identify and target finer segments more consumer desires-Used to maintain brandeffectively than ever before. Pricing breadth-Managers often tout the superior quality ofloyalty  extensions and set higher prices for these offerings than for core  Excess capacity-capacity encourages the introduction of lineitems.  extensions 
Brand and Brand Management "A brand is a name, term, sign, symbol, or design, or a combination of them, intended to identify the goods or services of one seller or group of sellers and to differentiate them other competitors. Three aspects of the Brand: -   Finally, a brand becomes an asset. What the brand 'does' on the brand or property which only the owner has the right to use. Brands do not exist for the sake of identification and differentiation. 
Brand and Brand Management 
Evolution of a Brand 
Characteristics of Brands Generic- Basic level product that can satisfy a need that a person has. 
Brand Management Brand Management is the application of marketing techniques to a specific product, product line, or brand. 
It seeks to increase the product's perceived value to the customer and thereby increase brand franchise and brand equity. A good brand name should:   be easy to be protected (or at least protectable) under trademark law   be easy to remember pronounce be easy to translate into be easy to recognize Brand Management attract attention languages in markets where brand will be used  suggest product benefits (e.g.: Easy-Off) or suggest usage (note the  suggest the company or tradeoff with strong trademark protection) distinguish the product's positioning relative to the product image   stand out among a group of other’s be super attractive competition  brands like that one compared to the others. 
Brand adds value for both customer and marketer Value for Customer: It helps customer in information processing. Reduces chaos. brands assets enhance customer confidence in the purchase decision, it creates usage satisfaction. making customers feel more confident. Effectiveness and efficacy of marketing Value for Marketer: - Provides greater opportunity for growth firm to charge premium; provider good source of achieving leverage in distribution channels of competitive advantage. (Toddy, 2017).
2.2	 THEORETICAL FRAMEWORK
2.2.1	THEORY OF PRODUCT
Theory of product, in economics, an effort to explain the principles by which a business firm decides how much of each commodity that it sells (its “outputs” or “products”) it will produce, and how much of each kind of labour, raw material, fixed capital good, etc., that it employs (its “inputs” or “factors of production”) it will use. The theory involves some of the most fundamental principles of economics. These include the relationship between the prices of commodities and the prices (or wages or rents) of the productive factors used to produce them and also the relationships between the prices of commodities and productive factors, on the other hand, the quantities of these commodities and productive factors that are produced or used. Moreso, the various decisions a business enterprise makes about its productive activities can be classified into three layers of increasing complexity. The first layer includes decisions about methods of producing a given quantity of the output in a plant of given size and equipment. It involves the problem of what is called short-run cost minimization. The second layer, including the determination of the most profitable quantities of products to produce in any given plant, deals with what is called short-run profit maximization. The third layer, concerning the determination of the most profitable size and equipment of plant, relates to what is called long-run profit maximization.
The production function
However much of a commodity a business firm produces, it endeavours to produce it as cheaply as possible. Taking the quality of the product and the prices of the productive factors as given, which is the usual situation, the firm’s task is to determine the cheapest combination of factors of production that can produce the desired output. This task is best understood in terms of what is called the production function, i.e., an equation that expresses the relationship between the quantities of factors employed and the amount of product obtained. It states the amount of product that can be obtained from each and every combination of factors. This relationship can be written mathematically as y = f (x1, x2, . . ., xn; k1, k2, . . ., km). Here, y denotes the quantity of output. The firm is presumed to use n variable factors of production; that is, factors like hourly paid production workers and raw materials, the quantities of which can be increased or decreased. In the formula the quantity of the first variable factor is denoted by x1 and so on. The firm is also presumed to use m fixed factors, or factors like fixed machinery, salaried staff, etc., the quantities of which cannot be varied readily or habitually. The available quantity of the first fixed factor is indicated in the formal by k1 and so on. The entire formula expresses the amount of output that results when specified quantities of factors are employed. The cost of production is simply the sum of the costs of all of the various factors. It can be written: in which p1 denotes the price of a unit of the first variable factor, r1 denotes the annual cost of owning and maintaining the first fixed factor, and so on. Here again one group of terms, the first, covers variable cost (roughly “direct costs” in accounting terminology), which can be changed readily; another group, the second, covers fixed cost (accountants’ “overhead costs”), which includes items not easily varied. 
2.3	EMPIRICAL FRAMEWORK 
Mohammed, Abdikarim (2017), titled: “The impact of innovation on the performance of Small and Medium Enterprises (SMEs) in Hargeisa, Somaliland”. This study examines the impact of innovation on the performance of Small and Medium Enterprises (SMEs) in Hargeisa, Somaliland. The target population of the study was 6930 SMEs in Hargeisa; a number provided by Hargeisa Local Government, and Somaliland Ministry of Trade and Investment as the two institutions issue business licenses to the small enterprises and medium enterprises respectively. A sample of 378 SMEs has been drown from this population. The study adopted both descriptive and regression analyses to estimate the impact of innovation. Regression results of the study reveal that innovation significantly affects the performance of SMEs in Hargeisa. The study finds that the effects of product innovation, marketing innovation and organizational innovation are statistically significant among these SMEs.
Cherroun Reguia (2017), titled “Product innovation and the competitive advantage”. Innovation is considered as one of the success features in the economic companies, it’s regarded as the basic element to reach customer satisfaction and to realize their desires. It means finding a new idea which will be implemented for realizing the competitive advantage to the companies, at a time when they have had similar opportunities to present their products with low costs. He tried through this paper to highlight the innovation in products field through the following: Definition of innovation and creativity in the economic companies; Products innovation: types, stages and features: The role of the products innovation in realizing competitive advantage.	
Nagasimha (2015) titled: “Innovation and product innovation in marketing strategy” explain that Innovation leads to a process of change in organizations and its market offerings, and is a key weapon that marketing strategists use to win customers and markets, through the development of sustainable competitive advantage. Innovations use assets and competencies of the organization along with innovation processes to bring about new or different market offerings, which when successful in the market bring in immense value to the firm. An empirical desk research on innovation aspects of Philips Corporation has been conducted, followed by a primary interview with Philips Innovation Campus, Bangalore, India. The paper concludes by laying out the implications for marketing strategists.
Hypothesis developed to find the relationship between financial rewards motivation and satisfaction of employees where a positive relationship were found. Overall results indicate employees working in the industry being offered good financial rewards. They are motivated on performing their duties and satisfied with their salary and job position.
Zwingina Christy Twaliwi & Opusunju Michael Isaac (2017) titled: “Impact of innovation on the performance of small and medium scale enterprises in Gwagwalada-Abuja”. The study examines the impact of innovation on the performance of small and medium scale enterprises in Gwagwalada-Abuja. The study sought out how innovation (marketing innovation, process innovation and product innovation) enhances performance (sales volume) of SMEs Gwagalada-Abuja. A Point in time data was collected from primary source covering a period of 5 years from 2010 to 2015. The population of this study is 2690 SMEs owners



CHAPTER THREE
3.0	RESEARCH METHODOLOGY
	This chapter provides detailed description and explanation of the methodological approach used in the study that includes methods and procedures. Te chapter covers the following sections: researcher design, population, sampling, sample size determination, source of data collection, method of data collection, data presentation and analysis; and validity and reliability of the instrument.
3.1	RESEARCH DESIGN
	Research design is the step by step process in which the research is carried out. It is actually plan that guides the researcher in his data collection and analytical phase of the research work. The research design adopted for the study was quantitative research design. The researcher adopted quantitative adopted because it deals with systematic investigation of scientific or mathematical properties and their relationship and this study is deals with the product innovation and medium scale enterprises performance.
3.2	POPULATION OF THE STUDY
	Population can be defined as the totality of items or objects which the researcher is interested. In this population, which is saddled with the responsibility of carrying out personal duties for this study is believed b the researcher to be the appropriate target group. The population size for the study was selected retail pharmacists (Chemists), which their total population is 1,000, this was gathered from their association.


3.3	SAMPLING
	Sampling is the process of collecting information about a total population by investigating only a part of it. Random sampling technique was adopted for this study. The sampling design was considered appropriate because it is difficult for the researcher to cover all the population.
3.4	SAMPLE SIZE DETERMIANTION
	The sample size refers to the number of element from the universe or population that was selected to form part of the study. The statistical formula was adopted which is Taro Yamane formula:
Taro Yamane formula:
n =     N
      {1+N (e)2}
Where
N = is the population (1,000)
1 = is the constant
e = is the degree of error expected (0.05).
n = is the sample size (?)
n = 1000
     {1+10000 (0.05)2}
n = 1000
     {1+10000 (0.0025)}
n  = 1000
      (1+2.5)
 = 1000
      3.5
n =  285.7 
Approximately = 286; 
Therefore, n = 286 (Sample size).
3.5	SOURCES OF DATA COLLECTION
	Primary data was used to achieve the study objectives; hence data was collected from the enterprises. Primary source data in the category were collected mainly through visit. Personal participation and distribution of questionnaires to the respondents.
3.6	METHOD OF DATA COLLECTION
	The researcher collected data using the questionnaire which is one of the primary source of data collection. Questionnaire involves sending a well structured or arranged questions through personnel to source for data. The questionnaire as a research instrument was considered appropriate because it allowed the collection of data from relatively large sample in an economic way.
3.7	DATA PRESENTATION AND ANALYSIS
	The researcher collected the data and analysis using tables percentage as well as ANOVA and REGRESSION to test the hypothesis stated earlier with the SPSS statistical analysis. The method used in analyzing the data, percentage tables and statistical package for social science (SPSS) method.
	This statistical techniques with which the various data were presented in the research work was the tabular form, at the end of which interpretation were made.


3.8	VALIDITY AND RELIABILITY OF THE INSTRUMENT
	Validity is the extent to which data collection method or methods accurately measure what they are intended to measure and the extent to which research findings are really about what they earn up to be. Validity of the research instrument refers to the extent to which the tools measures what I is supposed to actually measure. Overall instruments validity was improved by matching the questions in the instrument with the research objectives and research questions. The research instrument was further subjected to external peer review to access the instrument. Feedback given was used to enhance and make some adjustment on the instrument.
	Reliability is the extent to which results are consistent over time and are accurate representation of the population under study. this implies that the result of the study can be replicated using the same methodology and instrument. The reliability of the questionnaires was calculated using the Cronbach’s Alpha Coefficient, which measures the internal consistency among a set of items, i.e. the extent to which the same set of respondents responds in a consistent manner to similar questions. This was based on the data collected from the pilot study.
  
    

 
     


CHAPTER FOUR
4.0	PRESENTATION AND ANALYSIS OF DATA
	In this chapter, all the raw data gathered through the use of methods stated there were presented and analyzed.
	Two hundred and eighty six questionnaires were administered to the customers and due to the technicalities involved in drafting the questionnaire all the topics were fully completed and returned.
4.1	DATA PRESENTATION
	The important of data were collected from questionnaire method were used, the researchers use tabular and percentage method of data presentation to represent the data collected.
4.2	DATA ANALYSIS
	The important of data analysis cannot be overemphasized and researcher work.
	Data becomes meaningful only after they are analyzed.
	In this research work, data analysis was grouped into section A and Section B.
Section A:
Table 1: Sex Distribution of Respondents
	Variables
	Number of Respondents
	Percentage (%)

	Male
Female 
	155
131
	54.19
45.96

	Total 
	286
	100


Source: Field Survey, 2025.
	From the table above, it reveals that there are more male respondents that male respondents that female respondents; which  is 54.19%; while female are 45.96% respectively.
Table 2: Age Distribution of Respondents
	Variable
	Number of Respondents
	Percentage (%)

	20-25
25-30
30-35
35 and Above
	150
76
40
18
	52.44
27.27
13.98
6.29

	Total 
	286
	100


Source: Field Survey, 2025.
	These table shows that 20-25 years of respondents is representing the total respondents 150 which is 52.44% and 25-30 years respondents were 78 representing 27.27%. 40 respondents are 13.98%; while 18 respondents are 6.29% respectively.
Table 3: Qualification Distribution of Respondents
	Variable
	Number of Respondents
	Percentage (%)

	O’Level
NCE/ND
HND/Bsc
Others
	87
40
150
9
	30.42
13.98
52.44
3.14

	Total 
	286
	100


Source: Field Survey, 2025.
	From the above table, it shows that HND/BSc respondents has 150 at the rate of 52.44%; while O’ Level 87 at the rate of 30.42%.
Section B:

Table 4: Product innovation increase the performance of medium enterprises
	Variables
	Number of Respondents
	Percentage (%)

	Strongly Agree
Agree
Normal 
Disagree 
Strongly Disagree
	180
50
26
15
15
	62.93
17.48
9.09
5.24
5.24

	Total 
	286
	100


Source: Field Survey, 2025.
	From the table above, it reveals that products innovation increases the performance of small scale enterprise, because   the highest respondents which is 180 strongly with the statement with 62.93% and 50 respondents of 17.48%, while 5.24 disagreed with the statement respectively.

Table 5: Product innovation increases the sales of medium scale enterprises
	Variables
	Number of Respondents
	Percentage (%)

	Strongly Agree
Agree
Normal 
Disagree 
Strongly Disagree
	130
78
59
14
5
	40.5
27.3
20.6
4.9
1.7

	Total 
	286
	100


Source: Field Survey, 2025.
	From the table analysis, it shows above, it reveals that the highest percentage of 40.5% strongly agreed that product innovation increase the sales of medium scale enterprise and 4.9% disagreed with the statement and also 1.7% strongly disagreed.
Table 6: Product innovation increases profit of medium scale enterprises 
	Variables
	Number of Respondents
	Percentage (%)

	Strongly Agree
Agree
Normal 
Disagree 
Strongly Disagree
	121
80
40
20
25
	42.30
27.97
14.0
7.1
8.7

	Total 
	286
	100


Source: Field Survey, 2025.
	From the table above, it reveals that 42.3% strongly agreed, with the statement above while only 7.1% of respondents disagreed which means the illustration above really shows that product innovation increases profits.

Table 7: Product innovation increase the cash flow of medium scale enterprises
	Variables
	Number of Respondents
	Percentage (%)

	Strongly Agree
Agree
Normal 
Disagree 
Strongly Disagree
	80
121
45
20
20
	27.97
42.31
13.98
6.99
8.74

	Total 
	286
	100


Source: Field Survey, 2025.
	The illustration above reveals that 43.21% of respondents agreed while 6.99% disagreed with the statement and this illustration really shows that product innovation increase the cash flow of medium sale enterprise.
Table 8: Product innovation increases the market share of medium scale enterprises
	Variables
	Number of Respondents
	Percentage (%)

	Strongly Agree
Agree
Normal 
Disagree 
Strongly Disagree
	187
66
33
-
-
	65.4
23.1
11.5
-
-

	Total 
	286
	100


Source: Field Survey, 2025.
	The table above shows that the highest respondents 187 strongly agreed with 65.4% shows that the relationship between pricing and performance of industrial company increase share while 33 respondents is 11.5% and 66 of 23.1% respectively.

Table 9: Product innovation is effective on the sales volume of medium enterprises
	Variable
	Number of Respondents
	Percentage (%)

	Strongly Agree
Agree
Normal 
Disagree 
Strongly Disagree
	66
165
22
22
11
	23.1
58
8
8
4

	Total 
	286
	100


Source: Field Survey, 2025.
	The table above shows that 165 respondents with 58% agreed with the statement stated above and 66 respondents with 23.9%; 22 respondents with 8% while 11 respondents with 40% strongly disagreed with the statement.

Table 10: You as a customer will accept product with new brand name
	Variables
	Number of Respondents
	Percentage (%)

	Strongly Agree
Agree
Normal 
Disagree 
Strongly Disagree
	78
130
59
5
14
	27.3
45.5
20.6
1.7
4.9

	Total 
	286
	100


Source: Field Survey, 2025.
	The table above shows that 130 of the respondents agreed with 45.56% that as a customer will accept product with new brand name and 27.3% strongly agreed while disagreed is 4.9%; while 5 respondents with 1.7% strongly disagreed with the statement.

4.3	HYPOTHESIS TESTING
Hypothesis Test One  
Ho: There is no significant fact that product innovation has an impact on the performance of medium scale enterprises.
Hi: There is significant fact that product innovation has an impact on the performance of medium scale enterprises.
Table 9 is focused:
	Yes 
	No 
	Column Total 

	36
100
12
12
7
	30
65
10
10
4
	66
165
22
22
11

	167
	119
	286


Using chi-square method of analysis
X2 = ∑(O-E)2
              E
Where O = Observed value
	E = expected value
	∑ = Summation

Expected = Row Total X Column Total
			Grand Total
Degree of freedom = (C-1)(R-1)
			      (2-1)(5-1)
			      (1)(4)
			 = 4
To calculate the Expected value
R1C1 = 167 X 66		
               286		= 38.54
R2C1 = 119 X 66		
               286		= 27.46
R1C2 = 167 X 165		
               286		= 96.35
R2C2 = 119 X 165	
               286		= 68.65
R1C3 = 167 X 22		
               286		= 12.85
R2C3 = 119 X 22		
               286		= 9.15
R1C4 = 167 X 22		
               286		= 12.85
R2C4 = 119 X 22		
               286		= 9.15

R1C5 = 167 X 11		
               286		= 6.42
R2C5 = 119 X 11		
               286		= 4.58
	O
	E
	O-E
	(O-E)2
	(O-E)2
    E

	36
30
100
65
12
10
12
10
7
4
	38.54
27.46
96.35
68.65
12.85
9.15
12.85
9.15
6.42
4.58
	-2.54
2.54
3.65
-3.65
-0.85
0.85
-0.85
0.85
0.58
-0.58
	6.45
6.45
13.32
13.32
0.72
0.72
0.72
0.72
0.34
0.34
	0.17
0.23
0.14
0.19
0.06
0.07
0.06
0.07
0.05
0.05

	
	
	
	
	0.98


X2c = 0.98 ≈ 1.0
X2t = 0.21
Decision Rule: When X2c > X2t, the Hi should be accepted, if otherwise X2t > X2c, Ho (Null Hypothesis) should be accepted. 
Decision: The above test shows that X2c value is 1.0 while X2t was 0.21.
	Therefore, the alternative hypothesis hereby is accepted, i.e. there is significant fact that products innovation has impact on the performance of medium scale enterprise.
Hypothesis Test Two 
Ho: There is no concrete fact that product innovation is effective in the sales volume of medium scale enterprises.
Hi: There is concrete fact that product innovation is effective in the sales volume of medium scale enterprises.
Table 7 is focused:
	Yes 
	No 
	Column Total 

	50
100
17
14
26
	30
21
8
6
14
	80
121
25
20
40

	207
	79
	286


Using chi-square method of analysis
X2 = ∑(O-E)2
              E
Where O = Observed value
	E = expected value
	∑ = Summation
Expected = Row Total X Column Total
			Grand Total
Degree of freedom = (C-1)(R-1)
			      (2-1)(5-1)
			      (1)(4)
			 = 4
To calculate the Expected value
R1C1 = 207 X 80		
               286		= 57.9
R2C1 = 79 X 80		
               286		= 22.1
R1C2 = 207 X 121		
               286		= 87.6
R2C2 = 79 X 121	
               286		= 33.4
R1C3 = 207 X 25		
               286		= 18.1
R2C3 = 79 X 25		
               286		= 6.9
R1C4 = 207 X 20		
               286		= 14.5
R2C4 = 79 X 20		
               286		= 5.5
R1C5 = 207 X 40		
               286		= 28.9
R2C5 = 79 X 210		
               286		= 11.0
	O
	E
	O-E
	(O-E)2
	(O-E)2
    E

	50
30
100
21
17
8
14
6
26
14
	57.9
22.1
87.6
33.4
18.1
6.9
14.5
5.5
28.9
11.0
	-7.9
7.9
12.4
-12.4
-1.1
1.1
-0.5
0.5
-2.9
3
	62.4
62.4
20.7
20.7
1.21
1.21
0.25
0.25
8.4
9.0
	1.1
2.8
0.2
0.6
0.1
0.2
0.01
0.05
0.3
0.8

	
	
	
	
	6.2


X2c = 6.2
X2t = 0.21
Decision Rule: When X2c > X2t, the Hi should be accepted, if otherwise X2t > X2c, Ho (Null Hypothesis) should be accepted. 
Decision: The above test shows that X2c value is 6.2 while X2t was 0.21.
	Therefore, the alternative hypothesis was accepted, i.e. there is concrete fact that product innovation is effective in the sales of volume of medium scale enterprises.
Hypothesis Test Three 
Ho: There is no significant evidence that consumers are ready to accept new product innovation.
Hi: There is significant evidence that consumers are ready to accept new product innovation.
Table 10 is focused:
	Yes 
	No 
	Column Total 

	52
111
43
3
9
	26
19
16
2
5
	78
130
59
5
14

	218
	68
	286


Using chi-square method of analysis
X2 = ∑(O-E)2
              E
Where O = Observed value
	E = expected value
	∑ = Summation
Expected = Row Total X Column Total
			Grand Total
Degree of freedom = (C-1)(R-1)
			      (2-1)(5-1)
			      (1)(4)
			 = 4
To calculate the Expected value
R1C1 = 218 X 78		
               286		= 59.5
R2C1 = 68 X 78		
               286		= 18.5
R1C2 = 218 X 130		
               286		= 99.1
R2C2 = 68 X 130	
               286		= 30.6
R1C3 = 218 X 59		
               286		= 50.0
R2C3 = 68 X 59		
               286		= 14.0
R1C4 = 218 X 5		
               286		= 3.8
R2C4 = 68 X 5		
               286		= 1.2
R1C5 = 218 X 14		
               286		= 10.7
R2C5 = 68 X 14		
               286		= 3.3
	O
	E
	O-E
	(O-E)2
	(O-E)2
    E

	52
26
111
19
43
16
3
2
9
5
	59.5
18.5
99.1
30.6
50
14.0
3.8
1.2
10.7
3.3
	-7.5
7.5
11.9
-11.6
-7
2
-0.8
0.8
-1.7
17
	56.3
56.3
141.6
134.6
49
4
0.6
0.6
2.9
2.9
	0.9
3.0
1.4
4.4
1.0
0.3
0.2
0.5
0.3
0.9

	
	
	
	
	12.9


X2c = 12.9
X2t = 0.21
Decision Rule: When X2c > X2t, the Hi should be accepted, if otherwise X2t > X2c, Ho (Null Hypothesis) should be accepted. 
Decision: The above test shows that X2c value = 12.9 while X2t = 0.21.
	Therefore, the alternative hypothesis was accepted, i.e. t here is significant evidence that consumers are ready to accept new product innovation.
4.4	DISCUSSION OF FINDINGS
	Objective one says “to examine impact of product innovation on the performance of medium scale enterprises. Product innovation plays a significant role in organization performance, because product innovation is said to be an initiative undertaken by an organization to promote and increase sales. Usage or trial of a product or service (i.e. initiations that are not covered by other element of the marketing communication promotional mix). This helps the performance of an organization. From the findings, it was revealed that product innovation examines the organization performance.
	Objective two says “to reveal effectiveness of product innovation on sales volumes of medium scale enterprises. With the help of answers to questionnaire from the respondents, it shows that product innovation reveal effectiveness of product innovation, because product innovation consists of a variety of incentive tools, mostly short time that are used to stimulate consumer and dealers to accelerate the purchasing process or to increase quantities of sales. According to the hypothesis testing result, it revealed and prove that product innovation help to reveal effectiveness of product innovation on sales volume.
	Objective three says to find out consumers readiness to accept new product innovation because sales has become an effective marketing tools that assist organization to wax stronger in a global competitive environment and also product innovation helps the organization to achieve their set objectives. From the hypothesis tested, it shows that product innovation helps to find out consumer readiness to accept new product innovation.








CHAPTER FIVE
5.0	SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS
	Findings show that male respondents are more than female respondents in this study. Findings show that majority of the respondents are between the age range 20-25 years. Findings show that majority of the respondents are HND/Bsc holders.
	Findings show that majority of the respondents strongly agreed that product innovation increases the performance of medium scale enterprises. Findings indicate that majority of the respondents strongly agreed that product innovation increases the sales of medium scale enterprises. Findings show that product innovation increases the profit of medium scale enterprises which majority of the respondents strongly agreed with the statement. Findings show that majority of the respondents strongly agreed that product innovation increases the cash flows of medium scale enterprises.
	Findings show that majority of the respondents strongly agreed that product innovation is effective on the sales volume of medium scale enterprises. Findings indicate majority of the respondents strongly agreed that product innovation is effective in the market share of medium scale enterprises. Findings show that majority of the respondents strongly agreed that product innovation is effective on the profit of medium scale enterprises. Findings shows that majority of the respondents strongly agreed that product innovation is effective on the cash flow of medium scale enterprises.
	Findings show that majority of the respondents agreed that they will accept product with new functions. Findings indicate that majority of the respondents agreed that they will accept product that pass through new processing. Findings show that majority of the respondents agreed that consumers are ready to accept new product innovation.
5.2	CONCLUSION
	Medium enterprises face different problems; one of which is product innovation in a competitive environment. In this situation, most small or medium business find it difficult to apply strategies that will boast the performance of their business. This study examined product innovation and medium scale enterprises performance. This strategy if well implemented have the potentials of improving the business performance of medium business, with regards to profitability, improve market share and growth of the organization.
5.3	RECOMMENDATIONS
	This study examined product innovation, and medium scale enterprises performance. From the result of the study, the following were recommended:
1. Medium scale enterprises should embark on product innovation, if they want to increase the performance of their enterprises.
2. Medium scale enterprises should embark on product innovation, so as to improve the sales of their enterprises.
3. Medium scale enterprises should embark on product innovation, if they want to improve the profitability of their organization.
4. Organizations should embark on product innovation, if they want to increase the cash flow of their organizations.
5. Organization should embark on product innovation, so as to improve their market share in a competitive market.
6. Medium scale enterprises should embark a product innovation, if they want to have competitive advantage in a competitive market.
7. Medium scale enterprises should embark on product innovation, if they want to remain in the market for a long term product.
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APPENDIX
QUESTIONNAIRE
KWARA STATE POLYTECHNIC, ILORIN
INSTITUTE OF FINANCE AND MANAGEMENT STUDIES
DEPARTMENT OF MARKETING
  
Dear Sir/Ma,
	I am OLATUNJI MOYINOLUWA MARY, a student of the above named institution is carrying out a research study on the topic: product innovation and medium scale enterprises performance; with particular reference to your great company (Tuyil Pharmaceutical Industry, Ilorin). 
	Please, you are to fill in the attached questionnaire, as I assure that any information given will be treated with strict confidentiality and for academic purpose only.

Yours faithfully,







QUESTIONNAIRE
Section A:
Instructions: Tick the appropriate box and give answer where necessary.
1. Sex: Male (    )  Female (    )
2. Age:  20-25 years (   )  26-30 years (  ) 31-35 years (  ) 36-40 years (   ) 40 years and Above (   )
3. Qualification: O’ Level (   ) ND/NCE (  ) BSC/HND ( ) Others (   ) 
4. Ownership status: Sale proprietorship (  ) Partnership (   ) Joint venture (  ) Others (   )
5. Marital Status: Single (   )  Married (   )  Divorced (   ) Widow (  )
6. Year of Graduation: 5-10 years (   ) 11-15 years (  ) 16-20 years (  ) 20 years and Above (   )
Section B: Instructions: Tick the appropriate responses in the spaces provided.
Key: 
Strongly Agree		-	SA
Agree			-	A
Normal			-	N 
Disagree			-	D
Strongly Disagree	-	SD
	
	ACTIVITIES
	SA
	A
	N
	SD
	UD

	1
	Product innovation increase the performance of medium scale enterprises
	
	
	
	
	

	2
	Product innovation increase the sales of medium scale enterprises
	
	
	
	
	

	3
	Product innovation increase the profit of medium scale enterprises
	
	
	
	
	

	4
	Product innovation increases the cash flow of medium scale enterprises
	
	
	
	
	

	5
	Product innovation increases the market share of medium scale enterprises.
	
	
	
	
	

	
	
	
	
	
	
	

	1
	Product innovation is effective on the sales volume of medium scale enterprises
	
	
	
	
	

	2
	Product innovation is effective in the market share of medium scale enterprises
	
	
	
	
	

	3
	Product innovation is effective on the performance of medium scale enterprises 
	
	
	
	
	

	4
	Product innovation is effective on the cash flow of medium scale enterprises
	
	
	
	
	

	5
	Product innovation is effective on the profit of medium scale enterprises.
	
	
	
	
	

	
	
	
	
	
	
	

	1
	You as a customer, you will accept product with new functions
	
	
	
	
	

	2
	You as a customer, you will accept products with new packaging
	
	
	
	
	

	3
	You as a customer, you will accept product with new logo
	
	
	
	
	

	4
	You as a customer, you will accept product that pass through new processing 
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