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ABSTRACT
It is common knowledge to see a lot of organisational resources committed into 
product ideas that have not undergone proper research, especially market based 
research. As a result, it is either that the product fails out rightly or gains marginal 
success. No wonder we have so many of such product wasting in the market places 
begging for demand. When a product idea carries a weight of benefits to give to the 
market even the market will be anxious waiting for it to be launched. Besides proper 
research into developing a quality product, there is also the need for a wide range of 
management activities of the product from its conception to maturity or until it is 
being disposed such management activities include providing appropriate strategies 
for pricing, promotion, distribution as well as on-going support to customers who have 
purchased the new product pertinent to the above the study aimed at assessing new 
product development and management in Nigeria. However the following objectives 
were formulated: To determine the relationship between marketing research and new 
product  development;  To  determine  how  new  product  development  influences 
customer satisfaction and retention; To determine the impact of technology, skilled 
manpower on new product development; To identify critical factors, both marketing 
and otherwise for new product success or failure and To identify the impact of new 
product development on profitability of an organisation. The study had a population of
44. The descriptive survey design was adopted for the study while chi-square was used 
to test the hypotheses. The findings showed that there is relationship between 
marketing research and new product development. Also new product development 
influence   customer   satisfaction   and   retention.   Furthermore   technology,   skill 
manpower have impact on new product development and finally there is relationship 
between new product development and profitability. The study recommended that 
firms should periodically evaluate their product so that they will be able to be ahead of 
their competitors and make profit.
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CHAPTER ONE
1.0 INTRODUCTION
1.1   BACKGROUND OF THE STUDY
New product development process allows firms to deal with progressively intensive competition when facing challenges from rapidly changing  market  condition. Companies try to gain sustainable competitive advantages with continues innovation. These effort are critical for the companies because introducing a new product to the market  is  expensive  and  challenging  due  to  acquiring  new  knowledge  and technologies and implementing new processes.
New Product development is a business and engineering term, which describes the complete process of bringing a new product to the market. In other words, Product development is the process of designing, creating, and marketing an idea or product. The product can either be one that is new to the marketplace or one that is new to your particular company, or an existing product that has been improved. In many instances, 
a product will be labelled new and improved when substantial changes have been made.
According to Kotler(2006:633), a product is anything that can be offered to a market to satisfy a want or need. However, product is much more than just a physical object. It is the complete bundle of benefits or satisfactions that buyers perceive, they will obtain if they purchase the product. It is the sum of all the physical, psychological, symbolic, and service attributes. In the words of Stanton, (2001:121), a Product is a set of tangible and intangible attributes which the buyer may accept as offering wants-satisfaction. For instance, in the Nigerian Soft drink industry we have products such as Malta Guinness from Guinness Nigeria Plc, Maltina drink from Nigerian Breweries Plc, Mirinda from 7 UP Nig. Plc; in the detergent sector, there are Elephant Blue Detergent from PZ industries Plc, and Omo, Key Soap, Loyco, Blue Band, Lipton Yellow Label Tea, Knorr (Acquired in Dec. 2005 from Cabury), Pears Baby Care, Lux, Vaseline, Close Up, etc from Unilever Nigeria Plc. Also in the financial sector, there is Master Card from  UBA Plc, Child Trust and Maxi-yield from Sterling Bank Plc, to mention but a few. A product is similar to goods in accounting. Goods are physical objects that are available in the marketplace. This differentiates them from a service which is a non-material product. The term goods is used primarily by those that wish to abstract from the details of a given product. As such it is useful in accounting and economic models. The term product is used primarily by those that examine the details and richness of a specific market offering. As such it useful to marketers, managers, and quality control specialists.
A “man” can also be an “experience”, which like .a service is intangible. However an experience is unique to the receiving individual based upon their history Example: amusement parks offer rides (product), acceptance of credit card ‘(service), and audience participation at the dolphin how (experience). My value the dolphin show is different from yours, and the extent to which I value it trade for it (money). 
Joe (2008:53) states that such “items as legal and medical services, hair cut, vehicle repairs and classroom teaching also constitute product, even if they are not physical in nature. It is perhaps in consideration of this double nature of product and also in view of the fact that purchasing implies selling that Kotler (2003:342) defines a product as “anything  that  can  be  offered  to  the  market  for  attention,  acquisition,  use  or consumption that might satisfy a want or need”. He added that product “includes 
physical objects, services, persons, places organization and ideas”, noting that persons and organizations can attract buyers’ attention and that a person’s records or ideas for instance can be purchased, while an organization can be promoted.

1.2  STATEMENTS OF THE PROBLEM
Since the advent of the industrial revolution, business environment has become sensitive and highly competitive. In order to survive and achieve their goals and objectives, it behoves business organizations to systematically adapt to changing needs of the consumers and create products that meet their yearnings and desires. Successful New product development is necessary for the survival of marketing organizations. It is however a challenging and risky business, often because of the 
following reasons. It is a common knowledge in Nigeria to see a lot of organizational resources committed into product ideas that have not undergone proper research, especially market-based research. As a result, it is either that the product fails out rightly or gains 
marginal success. No wonder we have so many of such products wasting in the market places begging for demand. When a product idea carries a weight of benefits to give to the market, even the market will be anxiously waiting for it to be launched.

1.3	OBJECTIVES OF THE STUDY
1.	To determine the relationship between marketing research and new product development
2. 	To  determine  how  new  product  development  influences  customer satisfaction and retention.
3. 	To determine the impact of technology, skilled manpower on new product development.
4. 	To identify critical factors, both marketing” and otherwise; that for new product success or failure in the market place.
5	To identify the impact of new product development  on profitability of an organization.


1.4	RESEARCH QUESTIONS
1.	Does marketing research has impact on new product development?
2.	In what ways can new product development influence customers’
satisfaction and retention?
3. 	How  do  technology,  skilled  manpower,  management  support  and adequate capital impact product development?
4. 	What are the critical factors that determine the success or failure of a new product?
5. 	To  what  extent  can  new  Product  development  and  management
determine the growth, survival and profitability of an organization?


1.5    RESEARCH HYPOTHESES
1. 	There is no relationship between marketing research and new product development.
2. 	The new product development does not influence customer satisfaction
and retention.
3. 	The   technology,   manpower   do   not   make   impact   on   product
development
4. 	The critical factors do not determine the success or failure of new
product development.
5. 	There is no relationship between  new product development  and
profitability of  an organization

1.6	SIGNIFICANCE OF THE STUDY
Certain  factors  or  conditions  are  necessary  for  rapid  economic  and  industrial development in any society. One of such factors is Research! If Nigerian companies could invest in research for new product development in Nigeria, high quality products would likely be developed which would apart from satisfying the wants of the consumers, also help to employ our local resources, such as machinery, raw materials and labour thus steering towards economic and industrial growth and development.
This Research Study would try to unfold reasons why new products fail or succeed in the market place and this will help the marketers to know why consumers accept or reject new products or why they prefer old/existing products.
The study would also try to discover what influences the consumers have and how they arrive at a purchase decision for  new  products.  Besides it  would  help organizations that intend to introduce new products into a developing economy like Nigeria to know how to analyze the consumer and competitor factors.
This research study will be relevant to academic institutions, Libraries and various organizations  as  it  intends  to  look  into  the  problems  of  growing  social  and governmental constraints associated with new product development and management with a view to proffering solutions.
More importantly, this research work will be of great significance to the Nigerian economy and society at large. Any economic environment with high level of healthy business competition usually breeds high quality products, its continuity, availability and sustenance of which lead to economic boom.
1.7	SCOPE OF THE STUDY
The scope of this research work is limited to Lagos State, with the main area of concentration being Unilever Nigeria Plc.


1.8  LIMITATIONS TO THE STUDY
1 	The major limitation was the reluctance of most business organizations to release data or information which may fall into the hands of their competitors.
2 	However, the validity of the research work was not impaired by these constraints as judicial use was made of the available materials, which I believe will be beneficial and give more insight and knowledge to users of this work.











CHAPTER TWO
2.0 LITERATURE REVIEW
2.1 	WHAT IS  NEW PRODUCT DEVELOPMENT?
New Product development is a business and engineering term, which describes the complete process of bringing a new product to the market. In other words, Product development is the process of designing, creating, and marketing an idea or product. The product can either be one that is new to the marketplace or one that is new to your particular company, or an existing product that has been improved. In many instances, a product will be labeled new and improved when substantial changes have been made.
For instance, Sterling Bank Plc introduced two financial products in the month of June 2006, called ‘Sterling Plus” and “Sterling Acquire”. Sterling Plus is a savings account that, besides yielding good interest also provides added features of a current account such as cheque book and ATM card. Sterling Acquire enables a new family acquire household  properties  like  generator,  Cookers,  T.V.,  Car,  etc.  The  IBTC  Yield Account,  from  the  desk  of  IBTC  CHARTERED  PLC  is  another  new  product 
introduced to the market in the month of July 2006. Again, Zenith Bank Plc was the first to introduce the Automatic Teller Machine system which allow their customer take cash any time, print statements, arrange transfer through a debit card. Lastly, the new 2007 Outlander, Eclipse Spyder Convertible, New 2007 Ralliant Sport Sedan are all new products (Motor Vehicles) from the desk of Mitsubishi Motors, to mention but few.
There are two parallel aspects to this process: one involves product engineering; the other, marketing analysis. Marketers see new product development as the first stage in Product Life Cycle management.
Also, Product development can be said to be a process of designing, creating, marketing an idea or product. The product can either be one that is new to the marketplace or one that is new to your, particular company, or an existing product that has been improved. In many instances, a product will be labeled new and improved when substantial changes have been made. For instance, we can still remember 
products like the “new improved elephant blue detergent”, the lunching of the “Delta soap”, etc


2.2	SOURCES OF NEW PRODUCT
Kotler (2003:366), identified three levels of product in new product sources, and these are;
1.   Core Benefit -
This according to Kotler (2003:232) is the most fundamental aspect of the product arid represents the solutions to buyers’ problem. It is the aspect that must give answer to the question, ‘why does the buyer buy this or that product” It is know for instance that a car is purchased to serve as means of transportation, items of furniture are procured for relaxation. These needs satisfied by this products constitute the core aspect of the 
products because they are the needs hiding under the products. Other benefits are: in-use benefits psychological benefits (e.g., self-image enhancement, hope, status, self worth) problem reduction benefits(e.g., safety, convenience)


2.    Tangible Product or Service
The tangible product, on the other hand, stands for the product as packaged, branded, shaped or coloured.
3   Augmented Product or Service
Product augmentation is achieved by offering such additional after-sales-services and benefits such as delivery, installation, personal attention, credit, warranty, etc which are intended to smoothen sales. 

A new product can also come into being through three major processes:
(a) Modification by innovations, adaptations and imitation
(b) Adding complimentary products to company’s portfolio
(c) Acquisition from existing manufacturer

Through its competitors: A manufacturer can modify an existing product from its competitors’ range by adding new features different and of more advantages to the competitors’ own.
Through Customers’ complaints: These are the final consumers and it is said that production is not complete until goods are in the hands of the’ final consumers. The customers  after  using  the  product  will  pass  their  complaints,  if  any, to  the manufacturers through wholesalers and retailers, who, will finally pass it on to the manufacturers for future modifications and development.
Through employees and executives: These are personnel mostly in the search and development department, engage in one type of research or the other. Through research, an existing product can be modified by innovation or adaptation or better still can even add new complimentary products to the company’s product portfolio.
Through distributors and sales force: Distributors are in direct link with the manufacturers and thus they can get information on a particular product from the retailer through the consumers. This information is in turn passed to the manufacturers for further action. The sales force too, have the advantage of being in close contact with the customers and therefore, can receive any complaint or information which they pass on to the manufacturer.
Published Literature: Information about consumers’ needs are often published in literature and the manufacturer can take advantage of it.

Other sources of new product are scientist research and development personnel, brainstorming session of the management, inventors, unused patents, management consultant, advertising agencies, marketing research firms, etc. 
Note, however, that in resourcing for new products to develop, the consumer is the most deciding factor. It has become an accepted fact that engineers working on the drawing board get their direction from consumers. The whole business is aimed towards bringing the technology of new product development and the consumer 
together.
2.3	PRODUCT CLASSIFICATION
In a further attempt to discuss sources of new-products extensively, it is imperative for the purpose of this research, to take a look at products classification. Products classification is based on the following premises:
The nature of the product, whether they are physical or non physical goods or services How they enter production process, whether as raw materials or as component parts. The intention of the buyer for buying them, for example, whether they are purchased for personal consumption or industrial use.
Whatever the basis for classification, the overriding objective is, to make it for marketing managers to design appropriate strategies for new product sources and final marketing of the products concerned Products can be classified as thus:


1. Physical and Non Physical Products or Services
Physical products are such items as garri, yam, tables, chairs, radio, television, clothing, machines, tools, or things that can be felt, seen or touched which can either be for personal consumption or industrial use.
Non Physical Products, otherwise refered to as services are such intangible products as insurance and banking services, legal and medical services, etc. that are not visible, palpable, or touchable as physical products.

2. Durable and Non Durable Products
Durable products are all tangible products that are used for a long time. In fact, their value is attributed to the long and continued services they rendered to their owners. Examples are cars, furniture, machinery, clothes, equipment, etc. Since they are used for a long time, they are not purchased frequently. Thy are usually expensive, and considered as risky by the consumers since it involves possibility of loss of huge sum of money and for the fact that it might even become obsolete after some time, hence the buyer has to be convinced that it is worth it before committing funds to them. The Non Durable products are tangible products that are consumed in one use or after a limited number of uses. Examples are food items, cigarettes, beverages, detergents, and the likes.


3.  Agricultural and Manufactured Products
Agricultural products are products of industrial and household farms that have not undergone any serious industrial processing. Examples are rice, cassava tubers, banana, cola nuts, etc
On the other hand, manufactured products are products of industrial production and processes. They consist of physical and non-physical consumer and industrial goods that are the outcome of industrial production. Examples are processed fruits and vegetables, beverages, clothing, vehicles, machinery, shoes, etc


4.	Consumer and Industrial Products
Consumer  products  are  goods  and  services  purchased  to  satisfy  individual  or household  needs.  These  products  can  be  durable  or  non-durable  goods.  The classification criterion is that they are intended for ultimate consumption by buyer. Industrial products are those which individuals or organizations purchase for resale or for the production of other products. Both consumer and industrial products are 
classified with the intention of the buyer. A summary of the classification could be helpful:
consumer products - used by end users
industrial products - used in the production of other goods
convenience goods - purchased frequently and with minimal effort
impulse goods - purchase stimulated by immediate sensory cues emergency goods - goods required immediately
shopping goods - some comparison with other goods
specialty goods 	- extensive comparisons with other goods and a lengthy information search
unsought goods - e.g., cemetery plots, insurance
perishable goods - goods that will deteriorate quickly even without use durable goods - goods that survive multiple use occasions
non-durable/consumption/consumable goods - goods that are used up in one use occasion
capital goods - installations, equipment, and buildings
parts and materials - goods that go into a finished product
supplies and services - goods that facilitate production
commodities - undifferentiated goods (e.g., wheat, gold, sugar)
By-products - a product that results from the manufacture of another product


2.4 	MARKET RESEARCH AND NEW PRODUCT DEVELOPMENT
Market research could be defined as the careful, systematic, objective and controlled gathering, recording, analysis, interpretation land reporting’ of information about consumers, products and market for the purpose of making decision to improve market performance. The issue of market research in today’s organization is very critical to the success of any organization.
According to Lazo (1992:72), market research 	‘is the practice of gathering and interpreting facts pertaining to any phase of the marketing activity’. Facts are required for better new product planning and execution as well as quality decision-making. This explains why more and more companies are discovering the need for accurate and reliable information for the development and successful commercialization of new product. Product or service research includes the study of the acceptability of new products, consumer reactions to the present product, the price, colour, packaging and styles, the study of the competitors’ lines as well as new product testing.
In his own definition, Oyedijo (1985:97) opines that market research seeks to determine the products that consumers prefer and why, their complaints about existing products” He notes that nearly all products are developed from something similar, often incorporating new materials and technologies based on scientific research. Oyedijo addes that new products are necessary and important as they help to increase a company’s market share, that is to maintain and expand sales, and that new products may be developed and introduced in order to make sure that human and material resources are fully utilized to ensure improved returns on capital employed. In other words, with market research, a lot of things could be achieved. Furthermore, Baker (2004:37) was of the view that new product testing, which is one of the activities of new product development, is generally used to check how one product is compared to another. He suggests that new product testing could answer questions like: which product is better? How better is it? And which one is better than 
the other. One can therefore see that in developing new product, product testing is of significance because it helps a company’s management to modify the characteristics of its product to suit the tastes of consumers. Embarking on new product development by creation of new product or substantial modification of existing ones by management is 
no doubt the result of some compelling factors made known by research carried out. Giles (2006:121) argues that improved product would surely lead to higher profit by more consumers into the product’s consumption fold. For example, the introduction of Breeze soap by Unilever Nigeria Plc in spite of the presence of soap in the market was meant to improve profit through increased sales me. In other words, Giles make us to 
understand that companies engage in ‘product development to restore lagging profit. Putting it differently, Halmilton 	(2002:87) states that “the need for new product development is to meet or beat competition”. He pointes out that development product would not always be successful due to some uncertainties of new products results, noting that the only remedy to it was serious research implementation, which has been 
described as the means to breach the gap between the consumers and the producers. To  him,  management  may  also  like  to  elbow  out  other  competitors  through improvement in the existing product. One therefore sees that, research is especially important in the case of entirely new product, for which the demand has to be created. 
Drucker (1999:75)  refers  to  new  product  development  as  the  management  of innovation. Technological change could also lead to new product development. This adequately explains the fact that the changing phases of technology is usually accompanied with minor or major improvement in an existing product usually leads to the introduction of new product. An example that comes to mind here is the introduction of computer that replaces calculator and adding machine.



2.5 	NEW PRODUCT PLANNING
New   Product   Planning   consists   of   the   activities   involved   in   planning  the implementation of the company’s product policy. In a dynamic business environment, products come and go. Like human beings, they are born, grow, mature and then die. In many cases, they die even before growing or maturing. For a product to survive in 
such environment, a business organization must anticipate such product change by planning for new product development, replacement, modification and elimination.
In planning some of these activities (product development, replacement, elimination or in short, the product mix or range), the product planner must not only consider the company’s product policy but also carefully monitor what is happening in its market environment.  He  must  watch  development  in  his  organization  as  well  as  his competitors’ organization, monitor trends in the market and in the economy to assess changes in consumers’ buying behaviour and preferences. Above all, there is a need to continually assess the sales and profit performance of the various elements of the company’s product mix. In doing this, it will always be possible to determine which product to retain and which one to drop (while bearing in mind that products which come out as poor performers under those criteria could still be retained for strategic reasons) It is in the light of the foregoing considerations, that the product planner should evaluate the mix, the range and the various specifications of an organization’s old and new products and suggests changes where appropriate. In so doing, the product planner must not forget the interrelationship between the various elements of a company’s marketing mix, because of product can succeed in isolation, rather all products must be appropriately priced, promoted and distributed to succeed.


2.6	STAGES IN NEW PRODUCT DEVELOPMENT PROCESS
New Product development is one of the most sensitive and important function of the marketing manager. One may ask, why should a company that has a wide range of selling products spend time, effort and money in coming out with a new product, thus running the risk of an expensive failure. The answer to this could be related or fully described by the product life cycle. There are several stages in the new product development process:
1.	Idea Generation
According to Onah and Thomas (2004:64), a product is multiplicity of ideas generated by external forces in the company’s environment such as the customer, technology, Government Agencies like Standard Organization of Nigeria (SON) and National Agency for Food, Administration and Control (NAFDAC) from where approval is given before license authorizing the sale of any product is granted. They (Onah & Thomas) also recognize the internal forces in the idea generation for new product such as the company’s    Policy-makers,    Executives,    Company’s scientists, Salesmen/Women, among other personnel. Idea generation means creativity. Lots of data are collected about the consumer and his needs, these information can be collected and applied in different research methods. Other sources of such information includes; Ideas for new products can be obtained from customers, the R & D department, competitors, focus groups, employees, or trade shows Formal   idea   generating   techniques include   attribute   listing,   forced relationships, brainstorming, morphological analysis, problem analysis, virtual prototyping, and rapid prototyping



2. Idea Screening
Here, the different ideas gotten in the idea generation stage are examined and deduced reasonably. The criteria for screening are mainly cost of production, availability of the necessary technology, nature of the markets, legal constraints, availability of human and material resources and the activities of the competitors. There are things the product planner must do and questions that must be answered:
Eliminate unsound concepts
Must ask three questions:
1. Will the target market benefit from the product?
2. Is it technically feasible to manufacture the product?
3. Will the product be profitable?


3 . Concept development and Testing
1. Develop the marketing and engineering details
2. Who is the target market
3. What benefits will the product provide
4. How will consumers react to the product
5. How will the product be produced
6. What will it cost to produce it
4. Business Analysis
In business test or analysis, the product is studied in terms of financial, technical marketing, feasibility and viability. It is a thorough and comprehensive test which is aimed towards maximizing the firms sales, optimizing profit, achieving growth for the company as well as maximizing liquidity and generating acceptable level of wealth, profit and dividend for the shareholders. To be considered also at this stage are the 
need to:
Estimate likely selling price Estimate sales volume
Estimate profitability and breakeven point.
At this stage, if the product idea is accepted, the product will move to the development stage
5. Product Development
This is the process of really developing the product into the physical form in the laboratory depending on the product safety test and quality test carried out. Many a product idea fails to reach the development stage. Product ideas are passed over to the R & D for test and analysis. At this stage, mini-test marketing could be carried out before real test marketing in order to test its viability.

6.  Test Marketing
Once the product has passed through developmental and other aforementioned stages, full scale products risks are avoided by building models or prototypes of products for test marketing. it is however feasible to carry out limited tests of the products in the market. A small geographical area (some consumers) may be selected to show consumer  and  channel  reactions  to  the  product,  marketing  methods,  promotion techniques and pricing policies. If sales are encouraging, by showing high trial rate and a high repurchase rate, plan are then made for full scale national marketing of the product. On the other hand, if the sales are disappointing, it may be necessary to redesign the product, increase marketing efforts or even drop the product altogether. 

7. Commercialization
After the successful test marketing, the product is finally introduced on commercial basis in the market. In other words, it is launched with its marketing programmes to the real market place in a large scale. In launching a new product, the company will take four basic decisions such as:
To whom - the target market
How - introductory market penetration strategy.
At this state, the company will need to spend huge amount of money to promote the new product so that it can go through a profitable life cycle.
These steps may be iterated as needed. Some steps may be eliminated. To reduce the time, the process taken, many companies are completing several steps at the same time (referred to as concurrent engineering). Most industry leaders see new product development as a proactive process where resources are allocated to identify market changes and seize upon new product opportunities before they occur (in contrast to a reactive strategy in which nothing is done until problems occur). Many industry leaders see new product development as an ongoing process (referred to as continuous development) in which a new product development team is always looking for opportunities. For the more innovative products, great amounts of uncertainty and change may exist, which makes it difficult or impossible to plan the complete project before starting it. In this case, a more flexible approach may be advisable. Because this process typically requires both engineering and marketing expertise, cross-functional teams are a common way of  organizing a development project. The team is responsible for all aspects of the project, from initial idea generation to final commercialization, and they usually  report  to  senior  management.  In  those  industries  where  products  are technically complex, development research is expensive, and product life cycles are short, strategic alliances among several organizations helps to spread the costs, provide access to a wider skills set, and speeds the process. Also, notice that because engineering and marketing expertise are usually both critical to the process, choosing an appropriate blend of the two is important. People respond to new products in different ways. The adoption of a new technology can be analyzed using a variety of diffusion theories such as the diffusion of innovation theory.


















CHAPTER THREE
3.0 RESEARCH METHODOLOGY

3.1    RESAERCH DESIGN
For the purpose of this study, descriptive  survey design was used for the study . the method is considered adequate and most appropriate because it help the researcher to describe, examine, record, and interpret the variables that exist in this study.

3.2   SAMPLE SIZE \POPULATION OF THE STUDY
The Population of any study is a census of all items or subjects that posses the characteristics or that have knowledge of the phenomenon being studied. The Research Population as it concerns this study, consists of
1. The Production unit which consists of the Research and development
Staff, Product development Team, Line Production Labeling Staff. Staff in this area are of various scientific and technological background. Some are in the area of Chemistry, Pure science in general including Mathematics, Engineering and some technical staff that have one thing or the other to do with Product development.
Management Staff which consists of the company’s Chief Executive, all General Managers and Assistant General Managers. The reason for this is that decisions on product development is always taken by the management. The management staff also make funds available for the project and is concerned in seeing the product developed, launched and enjoy patronage enough to make surplus. The management staff is a veritable source of new product development ideas. They determine when to withdraw an unacceptable (declining) product from the market 
and replace it with a new one.They also approves the source of ideas 
for new product development and take decisions on whether to handle 
it within the. company or contract it out to a specialist, scientist or any 
other external source.
1. The marketing staff which includes the sales and field staff. It also consists of the product/brand managers and their staff. The sales and 
field staff are a useful source of new product. This is possible since they are in direct contact with the customers. They pass down the marketing unit formular and marketing strategies that will see the product through its cycle efficiently and profitably for the approval of the management. With their background and experience, they are able to adopt contingency measures and monitor their product to ensure that everything  goes  as  planned.  Control  measures  will  also  help  to minimize waste and untimely death of the product.

4.  Consumers of Unilever Products. Basically, the population sample
shall comprise mostly consumers of UniLever Nigeria Plc products. 
The  interview  will  be  reasonably  restricted  to  the  consumers  of 
Unilever’s products around Ikeja, Oregun area, because the usual 
Concentration of people in this area will facilitate this research. Also, 
since  UniLever  is  mostly  concerned  with  beauty  and  household 
products,  the  researcher  will  selectively  approach  market  women 
(traders), students in secondary and tertiary institutions, and other 
people who will be considered during the period of personal interview.

3.3 SAMPLING PROCEDURE
In this study, the Stratified led Sampling Method was adopted. Stratified Sampling is a method where the research population is grouped into some defined characteristics called strata. From the strata, a sample is chosen by applying random selection technique on each stratum. In this study, the Production, Finance and Marketing units as well as Management, Senior and Junior Staff cadre of Unilever represent each of the strata from where the researcher randomly selected his sample (7N0 from Production unit, 6N0 from Finance, 9N0 from Marketing, Management 
Staff 3N0, Senior Staff 8N0, and Junior Staff 11N0) size of 44 which this study has  been limited to, eventhough 60 questionnaires were distributed. Hence questionnaires were designed to contain questions relating to the subject matter and other relevant questions were administered to the respondents. The research Population will also touched on people out of the place of Case Study. The sample population in this case, 
will be reached through Personal Interview. The sample Population will comprise mainly of customers of Unilever’s product such as market women, students, etc.

Sample size/population of the study
Table 3.1 Staff strength of UnLiever


	Company Unites
	Number of Staff

	Production Department
	7

	Finance Department
	6

	Marketing Department
	9

	Management Staff
	22

	Total
	44




3.4   SOURCES OF DATA
The data to be used for this research work were to obtained specifically from two sources namely: primary and secondary sources.


3.5   DATA  COLLECTION  INSTRUMENT
Data collection instrument is a means by which information is obtained from either the selected or the entire subject of an investigation or study.
(a) Questionnaire are made up of structured and unstructured questionnaires. The structured questionnaires contain close-ended questions with options to choose from. The unstructured ones has no options, but leave the respondents to explain things in 
their own way.
(b) Observation method involves observing the subject under study and taking records. This method can be used for examine items sampled from a production line, in traffic surveys or in work study or customers of a supermarket for detailed investigation into reasons.
( c) Individual Interview method is the most widely used method of conducting sample survey. Here, a third party, the interviewer may act as a communication link between the investigator and the members of the sample. He is responsible for contacting respondents for asking question, and for recording the responses.


3.6    METHOD OF  DATA  ANALYSIS
The data collected were analyzed using tables and percentages. Hypothesis was tested using chi-square (X2)
X2=(F0 - Fe)2
Fe 
Where X2	=	Value of the chi-square
C	=	Summation
F0	=	Observed frequency
Fe	=	expected frequency
The calculated chi-square (X2) will be compared with the Ambulated Chi- square using the normal level significance of 5% which leaves 95% confidence interval the degree of freedom is given by (R - 1).
(C - 1) =   number of column in the contingency table, the contingency show the observed and expected frequencies.
The difference between the calculated values of the chi-square will form the based for accepting or rejecting the null hypothesis.

3.7    VALIDITY OF MEASUREMENT
To ascertain the validity of the instrument , The researcher subjected the instrument to face to face validity by giving it to a panel of judges comprising of eight marketing experts who examined the items made sure they were in line with the objectives of the study .The structure and language of the questionnaire was modified in light of their correction. The instrument was structure was structured in such a way as to minimizes the effect of errors like inconsistency and ambiguity.


3.8 RELIABILITY  OF INSTRUMENTS
The reliability of the instrument was  determined by a reliability Test through the use of pilot study. Test and retest approach was adopted and pretest  was done using five questionnaire administered to the staff of the selected company. All the questionnaire distributed were completed and returned. Using the Pearson’s Product Moment Correlation coefficient of reliability was found to be high, r =0.92 showing that  there  is consistency in the items of the survey.

CHAPTER FOUR
4.0      DATA PRESENTATION AND ANALYSIS
4.1 	DATA PRESENTATION AND ANALYSIS 
This chapter deals with the report and analysis of data obtained from the research questionnaire, this analysis is solely based on the responses from the questionnaire which are relevant to the objective of the study. This chapter will also test the formulated hypotheses with the relevant sections of the questions and to find out whether such proposal will be accepted or rejected.

Table 4.1: Questionnaire Distribution
	Company Units
	Number
Distributed
	Number
Returned
	Not Returned

	Marketing Dept
	9
	9
	-

	Production Dept
	7
	7
	-

	Finance Dept
	6
	6
	-

	Management Staff
	22
	20
	2

	Total
	44
	42
	2


Source: Field Work 2025
In the table above, 44 questionnaires were distributed, 42 was returned and 2 was not returned.







4.2	Analysis of Questionnaire
Table 4.2.1 The Respondents Opinion on Age Bracket
	Age
	Frequency
	Percentage

	21-30
	8
	19

	31-40
	20
	48

	41-50
	8
	19

	51 and above
	6
	14

	Total
	42
	100


Source: Field Work 2025.
The table shows that 8(1%) of the respondent are within the age bracket of 21-30, 20(48%) are between 31-40 years old, 8(19%) are 41-50 years old while 6(14%) 51years and above.

Table 4.2.2: Marital Distribution of Respondents
	Marital Status
	Frequency
	Percentage

	Single
	22
	52

	Married
	18
	43

	Divorce
	-
	-

	Others
	2
	5

	Total
	42
	100


Source: Field Work 2025.
The table above indicates out of 42 respondents, 22 (52%) are single, 18 (43%) are married while 2 (5%) said others.


Table 4.2.3: Educational Qualification
	Qualification
	Frequency
	Percentage

	W.A.S.C
	7
	17

	N.C.E/OND
	10
	24

	HND/B.Sc
	20
	47

	M.SC/MBA
	5
	12

	Total
	42
	100


Source: Field Work 2025.
The table above indicates that out of 42 respondents, 7 (17%) are W.A.S.C holders, 10 (24%) are N.C.E/OND holder, 20(47%) are holder of HND/B.Sc , while 5(12%) are MSC/MBA holders.

MARKETING DEPARTMENT
Table 4.2.4: New product Development.
	Options
	Frequency
	Percentage

	Strongly Agree
	4
	44

	Agree
	3
	34

	Undecided
	-
	-

	Strongly Disagree
	1
	11

	Disagree
	1
	11

	Total
	9
	100


Source: Field Work 2025.
From the table above, it shows that out of 9 respondents 4 (44%) strongly Agree that new product development is relevant to theirs, 3(34%) agree with assertion while 1(11%) strongly disagree and it was supported 1(11%) who also disagree with the relevant of a new product development.
Table 4.2.5: Companies Engage in Product Planning and Development in Order to Increase and Expand Market Share.
	Rating
	Frequency
	Percentage

	Strongly Agree
	5
	56

	Agree
	3
	33

	Undecided
	-
	-

	Strongly Disagree
	1
	11

	Disagree
	-
	-

	Total
	9
	100


Source: Field Work 2025.
From the table above, it indicates that out of 9 respondents, 5(56%) strongly agree that their companies engage in product development in order to increase and expand market share and 3(33%) strongly disagree with the assertion.
Table 4.2.6: Product Improvement is to Satisfy Consumers Changing Needs

	Rating
	Frequency
	Percentage

	Strongly Agree
	6
	67

	Agree
	2
	22

	Undecided
	1
	11

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	9
	100


Source: Field Work 2025
From the table above, it was observes that out 9 respondents, 6(67%) strongly agree that product improvement is to satisfy consumers changing needs and it was supported by 2(22%) while 1(11%) was indifference about the issue 
Table 4.2.7:   Important   of   Marketing   and   Sales Staff  in New   Product Development

	Rating
	Frequency
	Percentage

	Strongly Agree
	3
	33

	Agree
	4
	44

	Undecided
	-
	-

	Strongly Disagree
	3
	33

	Disagree
	-
	-

	Total
	9
	100


Source: Field Work 2025.
From the table above, 3 (3%) and 4(44%) accept that marketing and sale staff play crucial role in product development in their organization while 3(33%) strongly disagree with the statement.
Table 4.2.8: New Product are Develop to Make Replacement and Guarantee Survival and Growth.

	Rating
	Frequency
	Percentage

	Strongly Agree
	6
	67

	Agree
	3
	33

	Undecided
	-
	-

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	9
	100


Source: Field Work 2025.
From the table above, out of 9 respondents 6(67%)  strongly agree that new products are develop to make replacements, guarantee survival and growth before saturation and decline stages set in and it was by 3(33%) which  in implied that any firm that wish to exist favourably in the business place for a longer period of time should use all strategies available to manage its products affectively during their life 
cycle.
Table 4.2.9: New Product Development Through Customer

	Rating
	Frequency
	Percentage

	Strongly Agree
	9
	-

	Agree
	0
	-

	Undecided
	0
	-

	Strongly Disagree
	0
	-

	Disagree
	0
	-

	Total
	9
	100


Source: Field Work 2025.
From the above, out of 9 respondents all accepted that, customer play a crucial role in new product development and from this analysis, it is believe that customer are they king in market.
Table 4.2.10: Marketing Research a Key Role in New Product Development


	Rating
	Frequency
	Percentage

	Strongly Agree
	5
	56

	Agree
	4
	44

	Undecided
	-
	-

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	9
	100


Source: Field Work 2025.
From the table above, out of 9 respondents 5(56%) strongly agree that 
marketing research plays a key role in new product development, 4(44%) support the assertion.
Table 4.2.11: Product Development Contributes to the Long Run Profitability of the Firm.

	Rating
	Frequency
	Percentage

	Strongly Agree
	4
	44

	Agree
	5
	56

	Undecided
	-
	-

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	9
	100


Source: Field Work 2025.
The table above indicates that out of 9 respondent 4(44%) strongly agree that product development contribute to the long run profitability of their firm and 5(5%) Agree by supporting the First statement.
Table 4.2.12: Test Marketing Reveal the Potentials of a Product before the National Launch

	Rating
	Frequency
	Percentage

	Strongly Agree
	5
	56

	Agree
	2
	22

	Undecided
	-
	-

	Strongly Disagree
	1
	11

	Disagree
	1
	11

	Total
	9
	100


Source: Field Work 2025.
The table above shows that out of 9 respondents 5(56%) strongly agree that test marketing reveal the potentials of a product before the national launch and 2(22%) supported assertion while 1(11%) strongly disagree with statement and was supported by 1(11%) who  disagreed.

Table 4.2: 13 Wrong Pricing mar the Success of a Newly Developed Product

	Rating
	Frequency
	Percentage

	Strongly Agree
	7
	78%

	Agree
	2
	22

	Undecided
	-
	-

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	9
	100


Source: Field Work 2025.
The table above shows that out of 9 respondents, 7(78%) strongly agree that wrong pricing mar the success of a newly developed product and was supported by 2(22%) who said they agree with the statement.
Table 4.2.14: New Product fail because of poor and Ineffective Planning in Marketing,  Advertising,  Marketing  Research,  and  Inadequate Promotion.

	Rating
	Frequency
	Percentage

	Strongly Agree
	5
	56

	Agree
	2
	22

	Undecided
	-
	-

	Strongly Disagree
	1
	11

	Disagree
	1
	11

	Total
	9
	100


Source: Field Work 2025.
From the table above, out of 9 respondents, 5(56%) strongly agree that poor and ineffective planning, advertising, marketing research and promotion contribute to the fail of new product development and it was supported by 2(22%) who agree that the assertion is true while 1(11%) strongly disagree that the statement is not true and was supported by 1(11%) who disagree.
PRODUCTION DEPARTMENT
Table 4.2.15: Marketing Research before Knowing the type of Product.

	Rating
	Frequency
	Percentage

	Strongly Agree
	7
	100

	Agree
	0
	-

	Undecided
	0
	-

	Strongly Disagree
	0
	-

	Disagree
	0
	-

	Total
	7
	100


Source: Field Work 2025.
From the table above, all the 7 (100%) respondents scored strongly agreed, this implies that marketing research is imperative to any new product development exercise if a company wants to avoid pitfalls that are associated with product development, it is advisable that a thorough knowledge of the product and its potentials be obtained before any commitment is made on it. Such information as to consumers’   preferences,   packaging,   labeling,   competitive   activities,   pricing, promotional needs for product, should be gathered through marketing research and analysis.
Tabl 4.2.16:   Knowledge   of   Consumer’s   Behaviour   and   New   Products Development

	Rating
	Frequency
	Percentage

	Strongly Agree
	4
	57

	Agree
	2
	29

	Undecided
	1
	14

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	7
	100


Source: Field Work 2025.
From the table above, it was indicates that out of 7 respondents 4(57%) said strongly agree, which mean that firms should know the behaivour of its target consumer before embarking into new product development, 2(29%) supported this statement ,1(14%) was indifference about the situation, none for strongly disagree and disagree.
Table 4.2:17 Many New Product are Involved in the Development Process

	Rating
	Frequency
	Percentage

	3 – 5
	2
	29

	6 – 8
	5
	71

	9 – 11
	-
	-

	12 above
	-
	-

	Total
	7
	100


Source: Field Work 2025.
From the table above, it was discovers that out of 7 respondents, 2 (29%) said that less than 3 new product are involved while 5(71%) said that 3-5 new product are involved in the development process which is an indication that production staff of unilever Nigeria Plc, has adequate knowledge of product development strategies.

Table 4.2.18: Department Draws up the Specifications for New Product

	Rating
	Frequency
	Percentage

	Marketing
	-
	-

	Finance
	-
	-

	R & d Dept
	-
	-

	Production
	-
	-

	Committee
	7
	100

	Total
	7
	100


Source: Field Work 2025.
All the seven respondents agreed that product specification in lever product specification in lever Brothers Plc is handled by a selected committee set up by management for that purpose. Such committee normally includes the chief executive, production Head, research and development Head, marketing, finance, and other relevant executives. This implies that in unilever Nigeria plc, the issue of new product development is of every critical importance to the company.
Table 4.2.19: Factors Consider in New Product Branding, Packaging and Labeling Before Mass-Production

	Rating
	Frequency
	Percentage

	Competitor activities
	4
	57

	Market position
	-
	-

	Expand market share
	2
	29

	Cost
	-
	-

	High profit margin
	1
	14

	Total
	7
	100


Source: Field Work 2025.
From the table above, out of 7 respondents. 4(57%) believed that competitor activities influence to a great extent, 2(29%) said that the need to expand market share.

FINANCE DEPARTMENT
Table 4.2.21: Product Development is an Expensive Venture

	Rating
	Frequency
	Percentage

	Strongly Agree
	4
	66

	Agree
	1
	17

	Undecided
	1
	17

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	6
	100


Source: Field Work 2025.
From the table above, out 6 respondents 4(66%) said that they strongly agreed that product development is an expensive venture. 1(17%) agreed with the statement and 1(17%) was indifference with the statement.

Table 4.2.22  Best sources of Rising Fund for New Product is by Ploughing Back

	Rating
	Frequency
	Percentage

	Strongly Agree
	1
	17

	Agree
	-
	-

	Undecided
	-
	-

	Strongly Disagree
	3
	50

	Disagree
	2
	33

	Total
	6
	100


Source: Field Work 2025.
From the table above, out of 6 respondents 1(17%) strongly agree that ploughing back is best source for funding new product development while 3(50%) strongly disagree that ploughing is not the best source of raising fund for new product development and it was supported 2(33%) who disagree because new product project is capital intensive. 
Table 4.2.33: Bank Credit is a Better Source for New Product Development

	Rating
	Frequency
	Percentage

	Strongly Agree
	3
	50

	Agree
	1
	17

	Undecided
	-
	-

	Strongly Disagree
	2
	33

	Disagree
	-
	-

	Total
	6
	100


Source: Field Work 2025.
From the table above, out of 6 respondents 3(50%) strongly agree that Bank is a better source for new product development and 1(17) agree with the statement while 2 (33%) strongly disagree that Bank credit is not better.

Table 4.2.24: Market Research and Optimum Fund For New Product

	Rating
	Frequency
	Percentage

	Strongly Agree
	5
	83

	Agree
	1
	17

	Undecided
	-
	-

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	6
	100


Source: Field Work 2025.
The table above ,indicates that out of 6 respondents 5(83%) strongly agree that marketing  research  can  assist  in  determining  optimum  fund  for  new  product development and this statement was supported by 1(17%) and none for strongly disagree and disagree.
Table 4.2.25: Decision on Funding of New Product and Top Management

	Rating
	Frequency
	Percentage

	Strongly Agree
	-
	-

	Agree
	1
	17

	Undecided
	0
	-

	Strongly Disagree
	5
	83

	Disagree
	-
	-

	Total
	6
	100


Source: Field Work 2025.
The table above reveals that from the 6 respondents, 1(17%) agree that 
Decision on funding of new product should only done by Top management while 5(83%) strongly disagree with the assertion, they said that other cadre of staff should have inputs to important decisions. This is due to the fact that management might be neglecting many minute but significant facts that are very important to the exercise.

Table 4.2.26: Profit Status of a New Product and Maturity Stage.

	Rating
	Frequency
	Percentage

	Strongly Agree
	2
	33

	Agree
	1
	17

	Undecided
	-
	-

	Strongly Disagree
	2
	33

	Disagree
	1
	17

	Total
	6
	100


Source: Field Work 2025.
Table above reveals that out of 6 respondent, 2(33%) strongly agree, that profit status of a product is determine during the maturity stage of a product life cycle and 1(17%) agreed with the statement while 2(33%) strongly disagree with the statement and was supported by 1(17%).
Table 4.2.27: Political Instability and New Product Development

	Rating
	Frequency
	Percentage

	Strongly Agree
	4
	67

	Agree
	2
	33

	Undecided
	-
	-

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	6
	100


Source: Field Work 2025.
The table above, shows that out of 6 respondents, 4 (67%) strongly agree in spite the political instability in the Nigeria business environment, new product development offer its expected returns on capital employed, and 2(33%) agreed with the assertion.

Table 4.2.28: Finance Department and New Product Development

	Rating
	Frequency
	Percentage

	Strongly Agree
	5
	83

	Agree
	1
	17

	Undecided
	-
	-

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	6
	100


Source: Field Work 2025.
The table above shows that out of 6 respondents, 5(83%) strongly agree that the finance department should not have any recognition for new product development, since it adds no value to the overall profitability of the company and the statement was supported by 1(17%).
Table 4.2.29: Finance Department in Involved in Top Management Meeting and on New Product Project

	Rating
	Frequency
	Percentage

	Strongly Agree
	6
	100

	Agree
	-
	-

	Undecided
	-
	-

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	6
	100


Source: Field Work 2025.
The table above indicates that out of 6 respondents, all strongly agreed that finance department plays an important role in new product development the relevance or contribution of finance department comes handy, as the project requires enormous funding. The finance dept, as the provider and managers of fund should offer useful information on sources of fund, optimum fund requirement, cost control, equipment acquisition, etc.

MANAGEMENT STAFF
Table 4.2.30: Company’s Sources of New Product ideas.

	Options
	Frequency
	Percentage

	Competitors
	-
	-

	Salesman
	-
	-

	Customers
	-
	-

	R & D Dept
	-
	-

	All the above
	20
	100

	Total
	20
	100


Source: Field Work 2025.
The twenty management staff all agreed that lever Brothers Plc. make use of all the elements mentioned in the search for and generation of new-product ideas. This is a wise decision as salesman who are in class contract with the customer are expected to give some relevant feed back in determing the consumers preferences competitors activities also generate new product. Research and development new products that will meet consumers requirements.

Table 4.2.31: Appropriate Pricing for New Product

	Rating
	Frequency
	Percentage

	Management
	-
	-

	Production
	-
	-

	Marketing
	-
	-

	All the above
	6
	100

	Total
	6
	100


Source: Field Work 2025.
Out of the twenty questionnaires returned, all of them ticked all the above. This suggest that the management instead of a particular department Fixes prices of new product. This invariable means that all departments are involved in the process of new-product development from the beginning of the project to the end.

Table 4.2.32: New Product Development Organizational Responsibility is Vested

	Rating
	Frequency
	Percentage

	Product planning committee
	10
	50

	New Product Dept
	6
	30

	R & D Department
	4
	20

	Quality & Engineering
	-
	-

	Product manager
	-
	-

	Total
	20
	100


Source: Field Work 2025.
From the table above 10(50%) said product planning committee,, 6(30%) said New product dept while 4(20%) said R & D Department .on further inquiry of this study it was found out that Unilever Nigeria Plc does not act on just any one of the options, but according to the nature of the product to be developed, as well as sources and circumstances affecting it.
Table 3.2.33: Management Members go Against New Product Development

	Rating
	Frequency
	Percentage

	Very always
	-
	-

	Always
	-
	-

	Very often
	-
	-

	Often
	-
	-

	Never
	20
	-

	Total
	20
	100


Source: Field Work 2025.
All the respondents twenty agreed that internal crises do not normally affect new  product development. This buttresses the point that new product development is teamwork in the organization. This probably would contribute to the success of the company’s profit.
4.3 TESTING OF HYPOTHESES
The hypotheses formulated in chapter one of this research will be tested.
DECISION RULE
Reject the null hypotheses if the computed value of test statistics X2 exceeds the critical tabulated value of X2 for (r-1) (c-1) degree of freedom.
HYPOTHESIS ONE
Ho: There  is  no  relationship  between  marketing  research  and  new  product development.
H1:  There  is  a  relationship  between  marketing research    and  new  product development.

Table 4.3.34: Condensed Outcome of Three Question for Testing Hypothesis 1

	Rating
	Table 10
	Table 15
	Table 12
	Total

	Strongly Agree
	5
	5
	7
	17

	Agree
	4
	2
	2
	8

	Undecided
	-
	-
	-
	-

	Strongly Disagree
	-
	1
	-
	-

	Disagree
	-
	-
	-
	-

	Total
	9
	9
	9
	25


Source: Field Work 2019.adopted from  table 10,15,12
Table 4.3.35: Contingency Table of X2 for Hypothesis One


	0
	E
	0-E
	0-E2
	(0-E)2
E

	17
	5
	12
	144
	29

	8
	5
	3
	9
	2

	-
	5
	-5
	25
	5

	1
	5
	-4
	16
	3

	1
	5
	-4
	16
	3

	
	
	
	
	42


Source: Field Work 2025.
Critical value	=	(r-1) (c-1)
=	(3-1) (5-1)
=	(2)
=	8 degree of freedom
The critical value of X2 0.05	=15.51

Decision Rule
Since the Calculated X2 value of 42 is greater than the critical value which is15.51, we reject null hypothesis and accept the alternate hypothesis, which state that, there is relationship between marketing research and new product development.

HYPOTHESIS TWO
Ho:    The new product development does not influence customer satisfaction and retention
H1: 	The new product development influence customer satisfaction and retention.
Table 4.3.3.36: Condensed Outcome of Two Question for Testing Hypothesis 2

	Rating
	Table 6
	Table 9
	Total

	Strongly Agree
	6
	9
	15

	Agree
	2
	-
	2

	Undecided
	1
	-
	1

	Strongly Disagree
	-
	1
	-

	Disagree
	-
	-
	-

	Total
	9
	9
	18


Source: Adopted from Tables 6, 9
Table 4.3.37: Contingency Table of X2 for Hypothesis Two

	0
	E
	0-E
	0-E2
	(0-E)2
E

	15
	4
	9
	81
	20

	2
	4
	-2
	4
	1

	1
	4
	-3
	9
	2

	-
	4
	-4
	16
	4

	-
	4
	-4
	16
	4

	
	
	
	
	31


Source: Field Work 2025.
Critical value	=	(r-1) (c-1)
=	(2-1) (5-1)
=	(1) (4)
=	4 degree of freedom
The critical value of X2 0.05= 7.81
From the chi-square table at 4 degree of freedom.

Decision Rule
Since the calculated X2 value of 31 is greater than the critical value which is7.81, we reject the null hypothesis Ho and accept the alternate hypothesis H1 which states that new product development influence customer satisfaction and retention.
HYPOTHESIS THREE
Ho:    The technology, manpower do not make impact on product development H1: The technology, manpower make impact on product development.

Table 4.3.38: Condensed Outcome of Three Questions for Testing Hypothesis 3

	Rating
	Table 18
	Table 17
	Table 21
	Total

	Strongly Agree
	7
	2
	3
	12

	Agree
	-
	5
	4
	9

	Undecided
	-
	-
	-
	-

	Strongly Disagree
	-
	-
	-
	-

	Disagree
	-
	-
	-
	-

	Total
	7
	7
	7
	21


Source: Adopted from table, 18, 17, 21.

Table 4.3.39:Contingency Table for Testing Hypothesis Three

	0
	E
	0-E
	0-E2
	(0-E)2
E

	12
	4
	8
	64
	16

	9
	4
	5
	25
	6

	-
	4
	-4
	16
	4

	-
	4
	-4
	16
	4

	-
	4
	-4
	16
	4

	
	
	
	
	34


Source: Field Work 2025.
Critical value   	=	(r-1) (c-1)
=	(2-1) (5-1)
=	(2) (4)
=	8 degree of freedom
The critical value of X2 0.05= 15.51 From the chi-square table at 8 degree of freedom.
Decision Rule
Since the calculated X2 value of 34 is greater than the critical value which is15.51, we reject the null hypothesis Ho and accept the alternate hypothesis which states that technology, manpower make impact on product development.

HYPOTHESIS FOUR
Ho:    The critical factors do not determine the success or failure of new product development.
H1: The critical factor determine the success or failure of new product development 
Table 4.3.40: Condensed Outcome of Three Questions for Testing Hypothesis 4

	Rating
	Table 13
	Table 14
	Table 20
	Total

	Strongly Agree
	7
	5
	4
	16

	Agree
	2
	2
	2
	6

	Undecided
	-
	-
	-
	-

	Strongly Disagree
	-
	1
	-
	1

	Disagree
	-
	1
	-
	1

	Total
	9
	9
	6
	24


Source: Adopted from table, 13, 14 and 20.

Table 4.3.411: Contingency Table of X2 for Hypothesis four

	0
	E
	0-E
	0-E2
	(0-E)2
E

	16
	5
	11
	121
	24

	6
	5
	1
	1
	0.2

	-
	5
	-5
	25
	5

	-
	5
	-4
	16
	3

	1
	5
	-4
	16
	3

	
	
	
	
	35.2


Source: Field Work 2025.
Critical value  =	(r-1) (c-1)
=	(2-1) (5-1)
=	(2)	(4)
=	8 degree of freedom
The critical value of X2 0.05 = 15.51
From the chi-square table at 8 degree of freedom.
Decision Rule
Since the calculated X2 value of 35.2 is greater than the critical value which is15.51, we reject the null hypothesis which means that critical factors determine the success or failure of new product development.
HYPOTHESIS FIVE
Ho:    There is no relationship between new product development and profitability of an organisation.
H1: There is relationship between new product development and profitability of an organisation.

Table 4.3.42: Condensed Outcome of Two Question for Testing Hypothesis 5

	Rating
	Table 11
	Table 26
	Total

	Strongly Agree
	4
	2
	6

	Agree
	5
	1
	6

	Undecided
	-
	-
	-

	Strongly Disagree
	-
	2
	2

	Disagree
	-
	1
	1

	Total
	9
	6
	15


Source: Adopted from Table 11, 26.
Table 4.3.43: Contingency Table of X2 for Hypothesis Five


	0
	E
	0-E
	0-E2
	(0-E)2
E

	6
	3
	3
	9
	3

	6
	3
	3
	9
	3

	-
	3
	-3
	9
	3

	2
	3
	-1
	1
	0.3

	1
	3
	-2
	4
	1

	
	
	
	
	10.3


Source: Field Work 2025

Critical value	=	(r-1) (c-1)
=	(2-1) (5-1)
=	(2) (4)
=	4 degree of freedom
The critical value of X2 0.05	=7.81
From the chi-square table at 4 degree of freedom.

Decision Rule
Since the calculated X2 value 10.3 is greater than the critical value which is7.81, we reject the null hypothesis which states that there is relationship between new product development and profitability of an organization.







CHAPTER FIVE
5.0 SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 SUMMARY OF FINDINGS
The result based on the descriptive statistics reveals the following It was found from this study that there is a strong positive correlation between marketing research and success of new product development. A properly development new product improves customers satisfaction as well as high customer retention. The study further revealed that technology and manpower have positive impact on  new  product  development  which  places  company  ahead  of  other competitors in the market. The results of the analysis revealed that critical factors such as capital timing and  market  analysis  determine  the  success  of  failure  of  new  product development  Also the result revealed that there is positive relationship between new product development and profitability of an organization.
5.2 CONCLUSION
This  research  has  attempted  to  assess  new  product  development  and management in Nigeria, Based on the findings of this work, firms, organization and government have been expose on how to manage new product and harvest the benefits attached it. The  research  indicated  that  the  required  intensity  of  market  research, technology, manpower will go along to achieve high profitability to firms that embark on new product development.

5.3 RECOMMENDATIONS
Following the result of the data collected and analyzed, this research work stands in a firm position to make the following crucial recommendations to its readers that: 
1  Nigerian companies should invest  in  market  research  for  new  product  development  to  facilitate development of high quality products which would, apart from satisfying the wants of the consumers and win their loyalty, also help to employ our local resources, such as machinery, row materials and labour.
2. A strong manpower base and an up-to-date technology are inevitable for a successful new product development. management should ensure that those saddled with the responsibilities of developing new product possess the requisite knowledge, experience and skillsrequired. 
3. Management should give its total support to new product development project especially in the area of capital and financing. There should be efficient and timely appropriation of fund through out the product development process and also at the various stages of the product life cycle where different marketing strategies should be adopted. 
4. To avoid the risk of failure, new product development exercise should not be done haphazardly, but properly planned.
5.The pricing for the new product should not be too high or too low. If a new product’s price is too high, above its competitors in the market, it may cause the consumers to abandon the product. This may spell a doom for the company, unless of course, the new product is positioned for the higher class having unique advantages over others
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APPENDIX
THE QUESTIONAIRES

Department of Business Administration and Management,
Kwara State Polytechnic,
Ilorin.
January 19, 2025
Dear Respondent,
IMPACT OF NEW PRODUCT DEVELOPMENT ON BUSINESS ORGANISATIONS’ PERFORMANCE, A CASE STUDY OF LEVER BROTHERS NIG. PLC
I am a ND Student of the department of Business Administration and Management of the Kwara State Polytechnic, Ilorin and presently conducting a research project on the above Subject topic which is required in partial fulfillment for the award ND In Marketing. 
I wish to request your kind cooperation in supplying the necessary data as required in the attached questionnaire. I can assure you that every information given shall be treated with top confidentiality. Besides, you are free to remain an anonymous.
Finally, please ensure that the information given represents your personal views without consultation.
Thanks for your cooperation & God Bless

Yours faithfully,
ND/23/BAM/PT/730

QUESTIONNAIRE

SECTION A
1. SEX
Male	Female


2. AGE

	21-30
	31-40
	41-50
	51 & above



3. MARITAL STATUS

	Married
	Single
	Divorce
	Separated



4. QUALIFICATIONS

	W.A.S.C.
	N.C.E.
	H.N.D./B.S.C.
	POSTGRADUTE



5. LENGTH OF SERVICE

	0-5
	6-10
	11-15
	16-20
	21-25
	26 & ABOVE



6. POSITION OCCUPIED …………………………………………………..

7.    RELIGION

	Christian
	Moslem
	Others



SECTION B
(Production, Finance & Marketing departments) Production department
1. How are many products are involved in the production process?

	Less than
	3-6
	7-10
	10 & above



2. Which department draws up the specifications for product production?

	Marketing
	R & D Dept
	Production Dept
	Others



3. It is necessary to wait for market research to be concluded before knowing the
type of product to produce?

	Strongly Agree
	Agree
	Undecided
	Strongly Disagree
	Disagree



4. How often do you review your product features?

	Bi-annually
	Annually
	2-4 years
	Others



5. What prompts your product feature review?
…………………………………………………………………………… 
…………………………………………………………………………… 
…………………………………………………………………………… 
……………………………………………………………………………
6. Company’s knowledge of consumers’ behaviour helps in the development of
new product

	Strongly Agree
	Agree
	Undecided
	Strongly Disagree
	Disagree



7. What are the factors to be considered in new product branding, packaging and
labeling before mass-producing?


	Competitors
	Expanded Market Share
	High Profit Margin


What factors determine your new product development strategy in production?

	New Technology,
	New Technology,
	Marketing Staff,
	Consumer Demand,
	Mgt.


8. Product positioning requirements from market segmentation serves a useful purpose for new product formulation process.

	Strongly Agree
	Agree
	Undecided
	Strongly Disagree
	Disagree



9. Are there any production risks associated with new product development?
……………………………………………………………………………
……………………………………………………………………………
……………………………………………………………………………


10. What is your production capacity daily

	5,000-10000
	11,OOO-20,
	O00 1,000-30,000
	31,000&above



11. Does your production capacity meet your market demand?.

	Often
	Very Often
	Always
	Never



12. Your company often disappoints its customers as regards production capacity.

	Strongly Agree
	Agree
	Undecided
	Strongly Disagree
	Disagree



13. Your working condition/environment if conducive enough will motivate and increase your production capacity.

	Strongly Agree
	Agree
	Undecided
	Strongly Disagree
	Disagree



14. What is your main source of raw materials?
Local Market	Foreign Market
15. How do you know the company’s customers specification? Through:

	Sale Manager
	Personnel Dept.
	Middlemen



16. Efficient and regular on-the-job training will aid your department in achieving
its target objectives.

	Strongly Agree
	Agree
	Undecided
	Strongly Disagree
	Disagree



17. Do you think conducting regular research in your production style and line of production is relevant to your organization

	Strongly Agree
	Agree
	Undecided
	Strongly Disagree
	Disagree



18. How often do you receive complaints in defective products?

	Often
	Very Often
	Always
	Never



19. Is your product range of standard quality?

	No
	NAFDAC Approved
	Int’ Aproved
	SON approved


FINANCE DEPARTMENT

	QUESTIONS
	Strongly
Agree
	Agree
	Undecided
	Disagree
	Strongly
Disagree

	1.	Product   development   is   an
expensive venture.
	
	
	
	
	

	2   The best source of raising fund
for new product development is
by  ploughing  back  company’s
profit.
	
	
	
	
	

	3   The best source of fund for new
product  development.  Is  bank
credit
	
	
	
	
	

	4 Marketing research can assist in
determining  optimum  fund  for
new product development.
	
	
	
	
	

	5	Decision  on  funding  of  new
product   dev.   should   be   the
preserve of top mgt alone
	
	
	
	
	

	6.   Company   should   continue   to
spend  money  on  product  even
when  it  is  not  making  early
profit.
	
	
	
	
	

	7.	New    Product    development
requires long term financing
	
	
	
	
	

	8 Profit status of a new product is
determined during the maturity a
product life cycle.
	
	
	
	
	

	9	A good product will definitely
rake in much returns to cover
costs with surplus
	
	
	
	
	



	10  Earnings from a product comes
to an end when it reaches the
declining stage in its life cycle
	
	
	
	
	

	11 In spite of the political instability
in	Nigerian	business
environment,	new    product
development offers its expected
returns on capital employed.
	
	
	
	
	

	12  The Finance department should
not have any recognition for new
product  development,  since  it
adds  no  value  to  the  overall
profitability of the company
	
	
	
	
	

	13 The finance department should
always   be   involved   in   top
management   Meetings   where
decisions   are   taken   on   new
product development project
	
	
	
	
	

	14  The funds spent to enhance the
success	of	new-product
development   should   be   spent
more profitably elsewhere.
	
	
	
	
	



1

