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ABSTRACT
Product development plays a crucial role in an organization's performance by driving innovation, competitiveness, and market relevance. This abstract explores the relationship between product development and organizational success, highlighting how continuous improvement in products and services enhances customer satisfaction, brand reputation, and financial growth.
Effective product development allows organizations to adapt to changing market demands, leverage emerging technologies, and create value for stakeholders. Companies that invest in research and development (R&D) gain a competitive advantage by introducing new features, improving efficiency, and differentiating their offerings from competitors. Additionally, a strong product development strategy fosters collaboration among cross-functional teams, leading to improved operational efficiency and strategic alignment.
This study examines key factors influencing product development, such as market research, technological innovation, and customer feedback. It also discusses challenges organizations face, including resource allocation, risk management, and time constraints. Understanding these dynamics helps businesses implement strategies that optimize product life cycles and drive sustainable growth.




















CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND TO THE STUDY 
	Existence of new product has always enriched the development of business organizations. Therefore, the new reorientation and focus to creativity and innovation have brought about the need to realign enterprises and strengths it through valuable enrichment from internal capability. This modicum is made possible through continuous updating of company’s product and hence new product development becomes the focus.
	An enterprise portfolio consists of its investment options to which outlay had been accessed such that treasury investment, stocks, shares, debentures, and many more. The needs to properly mix these investment options had always been there, however, the up strut in creativity and innovation has given the new product development a better edge over other option in the mixes.
	Firms now realize the need to focus on new product development as part of product life cycle, planning and implementation and as a result from marketing research updates. Therefore, the era of keeping chunk of company’s finances in a bank is over. The interest nowadays is to see to the strategic option of utilizing the fund profitably internally thus strengthening the company’s capability over probability of enriching the competitor’s wholesomeness through external investment windows. 
1.2	STATEMENT OF THE PROBLEM 
	This study seeks to look into the need to utilize new product development as part of organizations. Therefore, it shall seek to investigate the probable relevance of new product development to internal strength of the organization. 
	The study looks at the overall effect of investment on the performance of business. Contributions of performances to the overall rating of business shall be investigated. 
	The analysis in terms of net profit contribution shall be attempted. This is to look at the various options impact as against the choice of new product development. 
	Also, the performance of new product development in term of marketing rating of the organization shall be attempted. Thus, other members’ contribution to marketing rating of the organization shall be compared to the new product development contribution so as to see the healthier choice.
1.3	RESEARCH QUESTIONS 
i. Can new product development contribute to performance of a business? 
ii. Does new product development have significant impact on net profit earnings of a business? 
iii. Does new product development have significant on marketing rating of a business organization?
1.4 	OBJECTIVES OF THE STUDY
	The general objective of this study is to look into the effect of new product development on organization performance to achieve its optimum objectives. Specific objectives are: 
i. To look at the effect of new product contribution to the performance of a business. 
ii. To know if new product development has positive impact on net profit earnings of a business organization. 
iii. To investigate on the new product development and impact on marketing rating of a business organization. 
1.5 	RESEARCH HYPOTHESES 
Hol: There is no significant impact of new product development on the performance of an organization.
Ho2: There is no significant contribution of new product development to performance of a business
Ho3: There is no impact of new product development on marketing rating of a business? 
1.6 	SIGNIFICANCE OF THE STUDY 
	This study seeks to investigate the contributions of new product development as part of investment of an organization. Thus, effort shall be made to investigate the impact of new product development as an internal option of investment opportunity on performances of a business.
	It also establishes new product development as viable source of internal investment opportunity thus, widen the variability of apportionment available to a business firm. Hence, excess resources available within an organization are provided a viable channel of investment internally instead of being taken outside the organization. 
	The contribution of new product development to the net profit of an organization is captured and its capability of boosting the cumulative earning is made imperative in this study. 
	Lastly, the overall marketing rating of an organization in term of equity and stock rating is bolstered through the contribution of new product development into the apportionment of an organization.
1.7 	SCOPE OF THE STUDY 
	This study examines the performance of the organization that its primary operation falls into 7up Bottling Company Ilorin and it shows the absorption capacity of the industry to multiply its product apportionment based on image of the established product in the current. 
	This study spans one year within which the research is carried out. Thus, books of record of the organization were examined for period more than a year but the primary investigate is basically within the months of its operation. 
1.8 	DEFINITION OF TERMS 
	The following are the terms which referred to new product 
development.
PRODUCT 
	Product may be defined as a bundle of physical psychological satisfaction that a buyer receives from purchases. It includes not only the tangible object but also such supportive elements as packaging conveniences of purchases, post sales services and other buyer values.

NEW PRODUCT
	New product is anything that is perceived to be new by customer. It may be original product. Product improvement, product modification and new brands that the company being into existence through its research and development. 
CORE PRODUCT
	Core product refers to the actual purpose of purchasing a product i.e. consumers bought product because they derived from the product. 
TANGIBLE PRODUCT 
	This is the physical attitudes of the product, which includes branding, packaging styling, etcetera.
ARGUMENTAL 
	Argumental product services or benefit attached to a product i.e. after sales services free delivery credit facilities, etc.
BRAND 
	This is a distinctive element, name, term, sign symbol, sound, and 
decision or combination term which is to identify the goods or services of 
a seller and to differentiate them from those of the competitors (Stanton, 
1981). 
ADVERTISEMENT 
	This is non-personal presentation and promotion of ideas, goods or services by an identify sponsor (Stanton, 1981).
PRODUCT LIFESTYLE 
	The product life cycle is an attempt to recognize different stages in sales history of a product (Kotler, 1994).
PRODUCT DESIGN
	This is product distinctiveness. It is the act of giving shape, packaging, that is been given to a product to make it attractive to the customers or things that will give a product a good look.

PRODUCT MIX
	A product mix is the full of all product offered for sales by a company r product that an organization makes available to consumers. It may include food line, detergent, books, etc

























CHAPTER TWO
LITERATURE REVIEW
2.1 	INTRODUCTION
	The product development process typically consists of several activities that firms employ in the complex process of delivering new products to the market. A process management approach is used to provide a structure for NPD consistency and to enable continuous improvement. Every new product will pass through a series of stages from ideation through design, manufacturing and market introduction. In highly engineered products (aircraft, automotive, machinery) that deals with complexity the NPD process passes through phases, milestones and deliverables management requiring an equally complex organizational system to manage the process. The more complex the product the more complex the NPD process and management system. Complex NPD processes especially in military aircraft projects use an integrated product team approach. The process for managing large sale complex engineering products is much slower (10 plus years) than that deployed for fast moving consumer goods.
New product development
In business and engineering, new product development (NPD) is the complete process of bringing a new product to market. A product is a set of benefits offered for exchange and can be tangible (that is, something physical you can touch) or intangible (like a service, experience, or belief). There are two parallel paths involved in the NPD process: one involves the idea generation, product design and detail engineering; the other involves market research and marketing analysis. Companies typically see new product development as the first stage in generating and commercializing new product within the overall strategic process of product life cycle management used to maintain or grow their market share.
2.2 	CONCEPTUAL FRAMEWORK
	The eight stages in new product development
· Idea Generation is often called the "NPD" of the NPD process.
· Ideas for new products can be obtained from basic research using a SWOT analysis (Strengths, Weaknesses, Opportunities & Threats). Market and consumer trends, company's R&D department, competitors, focus groups, employees, salespeople, corporate spies, trade shows, or ethnographic discovery methods (searching for user patterns and habits) may also be used to get an insight into new product lines or product features.
· Lots of ideas are generated about the new product. Out of these ideas many are implemented. The ideas are generated in many forms. Many reasons are responsible for generation of an idea.
· Idea Generation or Brainstorming of new product, service, or store concepts - idea generation techniques can begin when you have done your OPPORTUNITY ANALYSIS to support your ideas in the Idea Screening Phase (shown in the next development step).
· Idea Screening 
· The object is to eliminate unsound concepts prior to devoting resources to them.
· The screeners should ask several questions:
· Will the customer in the target market benefit from the product?
· What is the size and growth forecasts of the market segment / target market?
· What is the current or expected competitive pressure for the product idea?
· What are the industry sales and market trends the product idea is based on?
· Is it technically feasible to manufacture the product?
· Will the product be profitable when manufactured and delivered to the customer at the target price?
3. Concept Development and Testing
· Develop the marketing and engineering details
· Investigate intellectual property issues and search patent databases
· Who is the target market and who is the decision maker in the purchasing process?
· What product features must the product incorporate?
· What benefits will the product provide?
· How will consumers react to the product?
· How will the product be produced most cost effectively?
· Prove feasibility through virtual computer aided rendering and rapid prototyping
· What will it cost to produce it?
· Testing the Concept by asking a number of prospective customers what they think of the idea – usually [citation needed] via Choice Modelling.
4. Business Analysis ◾Estimate likely selling price based upon competition and customer feedback
· Estimate sales volume based upon size of market and such tools as the Fourt-Woodlock equation
· Estimate profitability and break-even point
5. Beta Testing and Market Testing 
· Produce a physical prototype or mock-up
· Test the product (and its packaging) in typical usage situations
· Conduct focus group customer interviews or introduce at trade show
· Make adjustments where necessary
· Produce an initial run of the product and sell it in a test market area to determine customer acceptance
6. Technical Implementation 
· New program initiation
· Finalize Quality management system
· Resource estimation
· Requirement publication
· Publish technical communications such as data sheets
· Engineering operations planning
· Department scheduling
· Supplier collaboration
· Logistics plan
· Resource plan publication
· Program review and monitoring
· Contingencies - what-if planning
7. Commercialization (often considered post-NPD) 
· Launch the product
· Produce and place advertisements and other promotions
· Fill the distribution pipeline with product
· Critical path analysis is most useful at this stage
Also, notice that because both engineering and marketing expertise are usually critical to the process, choosing an appropriate blend of the two is important. Observe (for example, by looking at the See also or References sections below) that this article is slanted more toward the marketing side. For more of an engineering slant, see the Ulrich and Eppinger, Ullman references below.
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 Innovations theory.
A new product pricing process is important to reduce risk and increase confidence in the pricing and marketing decisions to be made. Bernstein and Macias describe an integrated process that breaks down the complex task of new product pricing into manageable elements.
The Path to Developing Successful New Products points out three key processes that can play critical role in product development: Talk to the customer; Nurture a project culture; Keep it focused.
Fuzzy Front-End Edit
The Fuzzy Front End is the messy "getting ended" period of new product engineering development processes. It is in the front end where the organization formulates a concept of the product to be developed and decides whether or not to invest resources in the further development of an idea. It is the phase between first consideration of an opportunity and when it is judged ready to enter the structured development process (Kim and Wilemon, 2007; Koen et al., 2001). It includes all activities from the search for new opportunities through the formation of a germ of an idea to the development of a precise concept. The Fuzzy Front-End ends when an organization approves and begins formal development of the concept.
Although the Fuzzy Front End may not be an expensive part of product development, it can consume 50% of development time (see Chapter 3 of the Smith and Reinertsen reference below), and it is where major commitments are typically made involving time, money, and the product’s nature, thus setting the course for the entire project and final end product. Consequently, this phase should be considered as an essential part of development rather than something that happens “before development,” and its cycle time should be included in the total development cycle time.
Koen et al. (2001, pp. 47–51) distinguish five different front-end elements (not necessarily in a particular order):
1. Opportunity Identification
2. Opportunity Analysis
3. Idea Genesis
4. Idea Selection
5. Concept and Technology Development
The first element is the opportunity identification. In this element, large or incremental business and technological chances are identified in a more or less structured way. Using the guidelines established here, resources will eventually be allocated to new projects.... which then lead to a structured NPPD (New Product & Process Development) strategy.
The second element is the opportunity analysis. It is done to translate the identified opportunities into implications for the business and technology specific context of the company. Here extensive efforts may be made to align ideas to target customer groups and do market studies and/or technical trials and research.
The third element is the idea genesis, which is described as evolutionary and iterative process progressing from birth to maturation of the opportunity into a tangible idea. The process of the idea genesis can be made internally or come from outside inputs, e.g. a supplier offering a new material/technology or from a customer with an unusual request.
The fourth element is the idea selection. Its purpose is to choose whether to pursue an idea by analyzing its potential business value.
The fifth element is the concept and technology development. During this part of the front-end, the business case is developed based on estimates of the total available market, customer needs, investment requirements, competition analysis and project uncertainty. Some organizations consider this to be the first stage of the NPPD process (i.e., Stage 0).
The Fuzzy Front End is also described in literature as "Front End of Innovation", "Phase 0", "Stage 0" or "Pre-Project-Activities".
A universally acceptable definition for Fuzzy Front End or a dominant framework has not been developed so far. In a glossary of PDMA, it is mentioned that the Fuzzy Front End generally consists of three tasks: strategic planning, concept generation, and, especially, pre-technical evaluation. These activities are often chaotic, unpredictable, and unstructured. In comparison, the subsequent new product development process is typically structured, predictable, and formal. The term Fuzzy Front End was first popularized by Smith and Reinertsen (1991). R.G. Cooper (1988) describes the early stages of NPPD as a four-step process in which ideas are generated (I), subjected to a preliminary technical and market assessment (II) and merged to coherent product concepts (III) which are finally judged for their fit with existing product strategies and portfolios (IV). In a more recent paper, Cooper and Edgett (2008) affirm that vital predevelopment activities include:
1. Preliminary market assessment
2. Technical assessment
3. Source-of-supply-assessment: suppliers and partners or alliances
4. Market research: market size and segmentation analysis, VoC (voice of the customer) research
5. Product concept testing
6. Value-to-the customer assessment
7. Product definition
8. Business and financial analysis
These activities yield vital information to make a Go/No-Go to Development decision.
In one of the earliest studies using the case study method, Khurana and Rosenthal defined the front-end to include the interrelated activities of:
· product strategy formulation and communication
· opportunity identification and assessment
· idea generation
· product definition
· project planning
· executive reviews
Economic analysis, benchmarking of competitive products and modeling and prototyping are also important activities during the front-end activities.
The outcomes of FFE are the
· mission statement
· customer needs
· details of the selected concept
· product definition and specifications
· economic analysis of the product
· the development schedule
· project staffing and the budget
· a business plan aligned with corporate strategy
In a paper by Husig, Kohn and Huskela (2005) a conceptual model of Front-End Process was proposed which includes early Phases of Innovation Process. This model is structured in three phases and three gates:
· Phase 1: Environmental screening or opportunity identification stage in which external changes will be analyzed and translated into potential business opportunities.
· Phase 2: Preliminary definition of an idea or concept.
· Phase 3: Detailed product, project or concept definition, and Business planning.
The gates are:
· Opportunity screening
· Idea evaluation
· Go/No-Go for development
The final gate leads to a dedicated new product development project. Many professionals and academics consider that the general features of Fuzzy Front End (fuzziness, ambiguity, and uncertainty) make it difficult to see the FFE as a structured process, but rather as a set of interdependent activities (e.g. Kim and Wilemon, 2002).  However, Husig et al., 2005 argue that front-end not need to be fuzzy, but can be handled in a structured manner. In fact, Carbone showed that when using the front-end success factors in an integrated process, product success is increased. Peter Koen argues that in the FFE for incremental, platform and radical projects, three separate strategies and processes are typically involved. The traditional Stage Gate (TM) process was designed for incremental product development, namely for a single product. The FFE for developing a new platform must start out with a strategic vision of where the company wants to develop products and this will lead to a family of products. Projects for breakthrough products start out with a similar strategic vision, but are associated with technologies which require new discoveries.
It is worth mentioning what incremental, platform and breakthrough products are.
· Incremental products are considered to be cost reductions, improvements to existing product lines, additions to existing platforms and repositioning of existing products introduced in markets.
· Breakthrough products are new to the company or new to the world and offer a 5-10 times or greater improvement in performance combined with a 30-50% or greater reduction in costs.
· Platform products establish a basic architecture for a next generation product or process and are substantially larger in scope and resources than incremental projects.
NPD organizations Edit
· Product Development and Management Association (PDMA)
· Association of International Product Marketing & Management
· ISPIM (The International Society for Professional Innovation Management)
· Society of Concurrent Product Development (SCPD)
NPD strategies Edit
· Design for six sigma
· Flexible product development
· Quality function deployment
· Phase–gate model
· User-centered design
Related fields Edit
· Brand management
· Engineering
· Industrial design
· Marketing
· Product management
· Choice Modelling
· Conceptual economy
· Product
· Product lifecycle
· Pro-innovation bias
· Requirements management
· Social design
· Time to market (TTM)
· Market penetration
Notes and references Edit
CONCEPT OF NEW PRODUCT DEVELOPMENT (NPD)
According to Scoth (2002): concept test studies and appropriate in the initial screening of new product concepts likes and dislikes about the concept and evaluation of acceptability and likelihood of purchase and especially useful measures.
According to Boone (2005) sees new product as the life blood of any business and the survival depending on strategy flow of new entries, whereas some new product may implement major technological breakthrough.
OVERALL REACTION (BOONE L. E. 2005)
1. Concept needs relative improvement over current method of doing things.
2. Overall reaction to the concept/acceptability interest e.t.c. 
3. Likelihood in purchase of concept 
GENERAL CONCEPT THAT ARE APPLICABLE IN THE NEW PRODUCT ANALYSIS CONCEPT PRESENTATION (FOR NEW PRODUCT DEVELOPMENT AND SERVICES)
	Present the new concept description completely (Scoth, M. Smith, 2002) describes some sample which includes graphics, video, samples or whatever best portrays the concept that associate attribute and benefit messages.
DETAILED CONCEPT ANALYSIS (SCOT M.S, 2002)
i. Concept attributes list evolution.
ii. Awareness of competing products or companies.
iii. Likes and dislikes about the concept
iv. Awareness of substitute and complementing products.
v. Superiority over other bashing products.
USES SITUATION
i. Use situation evaluation (likelihood) of use in specified situations.
ii. Current use of similar or completing products.
iii. Frequency of product use.
VALUE ANALYSIS
i. Evaluation of product name
ii. Price sensitivity analysis
iii. Preferred method of purchase.
SEGMENTATION ANALYSIS
i. Type of communication (Message, source or media) that would help in deciding on how to purchase.
ii. Market segment that is most likely to be use.
TYPES OF NEW PRODUCT DEVELOPMENT, NPD
	According to Bonne (2005) categories new product development into these following segments.
i. REPOSITIONING: this includes product that are retargeted for new use.
ii. COST REDUCTION: this are products replacing existing one’s with lower cost.
iii. PRODUCT IMPROVEMENT: this involves the improvement on existing products.
iv. NEW TO WORLD PRODUCTS: these are inventions and discoveries such as laser printers.
v. ADDITION TO PRODUCT LINES: these are the extensions to the company’s existing product line, such as diet seven-up.
Organizational Performance: Definition, Factors, Model
Organizational performance means the actual output or results of an organization as measured against its intended outputs (or goals and objectives).
Definition of Organizational Performance
According to Richard, the organizational performance includes three specific areas of firm outcomes:
1. financial performance (profits, return on assets, return on investment, etc.);
2. product market performance (sales, market share, etc.); and
3. shareholder return (total shareholder return, economic value added, etc.).
Specialists in many fields are concerned with organizational performance including strategic planners, operations managers, finance directors, legal advisors, entrepreneurs (owner of the organization).
In recent years, many organizations have attempted to manage organizational performance using the balanced scorecard methodology where performance is tracked and measured in multiple dimensions such as:
· financial performance (e.g. shareholder return).
· customer service.
· social responsibility (e.g. corporate citizenship, community outreach).
· employee stewardship.
The organization itself does not perform any work but its managers are performing their assigned works and in a combination of these performed works is called organization performance.
Some factors are to be performed by organization such as human and cultural factors, technology, natural recourses, economic factors, regulatory measures, markets, management philosophy, organizational culture (Goals, Value, Beliefs & Norms), organizational climate, motivated behavior and teamwork, structure, technological and physical resources, financial resources, leadership style.
In a combination of these resources, the organization gets some outcome such as effectiveness, efficiency, development and participant’s satisfaction.
After using all supports and efforts when the organization produces a product or service that is called the organizational performance.
Factors of Organizational Performance
Organizations vary according to the relative influence of a number of factors related to both the objective of the organization and the instruments and strategies chosen to achieve them.
These factors, which determine the structure, aims, and activities of the organization, can be grouped into:
1. External factors: Those from the enabling environments which are not under the control of the organization but which affect its structure and development. They include:
· Economic factors
· Socio-economic factors
· Political-administrative factors
2. Internal factors: Organizational characteristics, including:
· Purpose of the organization
· Organizational instruments
3. Individual choice factors: Members joint or individual decisions regarding expected costs and benefits.
Older studies, especially in the 1970s, focused on the influence of internal factors, while more recent work has emphasized the importance of all three sets of factors.
Organizational Performance Model
A Causal Model of Organizational Performance and Change, or the Burke & Litwin Model, suggests linkages that hypothesize how performance is affected by internal and external factors.
It provides a framework to assess organizational and environmental dimensions that are keys to successful change and it demonstrates how these dimensions should be linked causally to achieve a change in performance.
The causal model links what could be understood from practice to what is known from research and theory. The model not only discusses how different dimensions link with each other but also discusses how the external environment affects the different dimensions in an organization.
The model focuses on providing a guide for both organizational diagnoses and planned, managed organizational change, one that clearly shows cause-and-effect relationships.
Outline of the Model
The model revolves around 12 organizational dimensions:
1. External environment
2. Mission and strategy
3. Leadership
4. Organizational culture
5. Structure
6. Management practices
7. Systems
8. Work unit climate
9. Task and individual skills
10. Individual needs and values
11. Motivation
12. Individual and organizational performance
The model also distinguishes between transformational and transactional organizational dynamics in organizations.
Internal and External Environment of Organizational Performance
Environmental factors play a major role in determining an organization’s success or failure. Managers should strive to maintain the proper alignment between their organizations and their environment.
All organizations have both external and internal environments.
An organization’s internal environment is composed of the elements within the organization, including current employees, management, and especially corporate culture, which defines employee behavior.
Although some elements affect the organization as a whole, others affect only the manager.
A manager’s philosophical or leadership style directly impacts employees. Traditional managers give explicit instructions to employees, while progressive managers empower employees to make many of their own decisions.
Changes in philosophy and/or leadership style are under the control of the manager. The following sections describe some of the elements that make up the internal environment.
The internal environment consists of the organization’s owners, the board of directors, employees, physical environment, and culture.
Owners are those who have property rights claims on the organization. The board of directors, elected by stockholders, is responsible for overseeing a firm’s top managers.
Individual employees and the labor unions they sometimes join are other important parts of the internal environment. The physical environment, yet another part of the internal environment, varies greatly across organizations.
The external environment is composed of general and task environment layers. The general environment is composed of the nonspecific elements of the organization’s surroundings that might affect its activities.
It consists of five dimensions: economic, technological, sociocultural, political-legal, and international. The effects of these dimensions on the organization are broad and gradual.
The task environment consists of specific dimensions of the organization’s surroundings that are very likely to influence the organization. It also consists of five elements: competitors, customers, suppliers, regulators, and strategic partners.
Because these dimensions are associated with specific organizations in the environment, their effects are likely to be more direct and immediate.
What Are The Internal Factors That Affect Organizational Performance?
The internal factors over which management and employees’ both have a great deal of control.
In particular, management has extensive control over the organization’s human resources policies and practices, the financial, technological and physical resources it uses, its structure, management philosophy, and leadership style.
Factors that are managed less directly include organizational culture, organizational climate, motivated behavior, and teamwork. These concepts tend to overlap, as we will see.
“Human Resources Management” appears at the center of the internal factors because the effective use of human resources is of primary importance to the organization’s survival and long term success. People form the organization and people manage the processes that create the product or service for which the organization is in business. In fact, how well these human resources are managed is probably the most critical factor in an organization’s overall performance.
Internal factors are connected, that they all tend to affect or interact with each other. It is enough to say that for an organization to be highly successful; all these internal factors must be intelligently and harmoniously managed.
Mention the Environmental Factors that Affect HR Activities.
The environmental factors are as follows which affect the HR activities of the organization.
· External factors comprised by;
· Political and legal.
· Technological.
· Internal factors comprised by;
· Strategy (Task and Leadership)
· Organizational culture and conflict
· Professional bodies.
The environment often provides a mass of ambiguous information.
What to make out the information?
What to accept and what to rejects?
To answer these questions three related concepts are relevant.
· The created environment,
· The domain and domain consensus, and
· The task environment.
It is the duty of the HR department to obtain environmental information and feeds it to key decision makers.
In fact, the department may play a major role in making the decision. The department also has the responsibility to obtain internal organizational information for consideration by strategic decision makers.
But the role of the HR department is confined to a boundary spanning role in that it helps link the organization to its environment through environmental scanning.
All these duties are to be performed by the HR department for making an excellent performance by HR leading to achieving the organizational objectives.
The twentieth century has• seen the emergence of many new products amidst numerous brands in the global scene (Dahlberg, et al., 2004; Saunders, Lewis & Thombill, 2000). Nonetheless, greater awareness on new product was traced back to the 1950’s when new product became a vital marketing activity for firms, and thus became the central assets which ought to be treasured for organizations survival and product/service acceptability (Nijssen, 1999; Blois, 2000). As such, most influential conglomerates in the world economy owe their successes to their strong brands otherwise known as firm’s key assets equal to employees, capital and equipment (Davis, 2002). 
	The challenge of new product is to develop a set of meanings for the marketing in relation to the attributes, benefits, values and personality associated with the brand. One of the major branding decisions for a company is the selection of brand strategy (Dahlberg et al, 2004; and Grime et al., 2002). According to Kotler and Armstrong (1996), a company has four brand strategies to choose from, namely: Multi-brands, introduction of new product, line extensions, or brand extensions.
	Firstly, multi-branding is described as when companies are introducing additional products in the same product category as the company presently is active in. Multi-branding is a way to establish different features and appeal to several different buying motives at the same time. According to Ambler and Styles (1997), there is a difference in how to interpret the meaning of the concept of line and brand extension as these are often used interchangeably. However, for the purpose of this research, the following definitions have been borrowed from Dahlberg et al, (2004): Line extension can be described as when a company introduces additional attributes to a specific product category under the same successful brand name. This extension alternative is performed in a way that the product can be given new flavors, forms, colors, ingredients or package sizes.
	On the other hand, brand extension draws support from existing strong brand and can be defined as using a successful brand name to’ launch a new or modified product in a new product category. A well- known brand name helps the company enter new product categories more easily (Grime et al, 2002). Brand extension strategy gives a new product instant recognition and faster acceptance (Kapferer 1995). 
	Before proceeding in my discussion of marketing strategy it’s mandatory and necessary to know the meaning of marketing, strategy and marketing concept.
	Marketing is or can be defined as the management function which plan to identify, organize, and direct all those business activities involved in assessing and converting consumers purchasing power into effective demand for a specific product or service to the final consumer or user so as to achieve the organizational goals and objective, Marketing is all activities entails to create utilities to the ultimate consumer. (Kotler, 1995 11th edition marketing management).
	Strategy can be defined as a determination of the basic long-term objectives of an action and allocation of resources necessary to achieve these goals the term “strategy” (which is derived from Greek word strategies) meaning “general” has been used in different ways.
	Strategy refers to determination of the purpose or (mission) and the basic long-term objective of an enterprising of resources necessary to achieve these aims therefore objectives are a part of strategy formulation. 
	An enterprise objective are the basic plans of the firm, a department may also have its own objectives. Its goals naturally contribute to the attainment of enterprises objective. But the two sets of goals may be entirely different. For example, an objective of a business might be to make a certain profit by producing a given time of home entertainment enquired number of television sets of a given design and quality at a given cost. The objectives are consistent but they differ in that, the manufacturing department alone cannot ensure the accomplishment of the company’s objective.
	There are three varieties of strategies option available to firms. 
1. LOW COST STRATEGIES: - A firm that uses this strategy generally has access to the most modern production process or low cost supply sources or unusually high sales volume which also leads to more efficient production and helps in achieving rapid market penetration Philip Morris, Whirlpools, Miller Brewing and Inland steed have all utilized modem automated manufacturing techniques to reduce cost, while general motors and goods year have the advantages of high market share. These companies are able to improve competitive position by offering their customers low price this is the strategy used by Makita in competing with black Es Decker and achieve cost per unit.
2. DIFFERENTIATION: - It emphasizes the company features such features include brand prestige (mar cedes Benz) high product quality (Fisher price) dependable service (IBM) durability (Michelin) or advance technology (BM) companies that are able to differentiation themselves from their competition through such feature can gain strategies advantage.
	Success through differentiation demands skill that differs completely from those needed for cost leadership. The differentiations win by penning a product or services that is unique or superior to it competitions.
3. FOCUS STRATEGY: - Here the companies restrict it business to a small group of buyers of buyers or a smaller set of products. Many small companies prosper by pursuing a focus strategy without size or sources to achieve cost leadership or overall superiority in a marketing they concentrate on providing a product or service tailored to the needs of well-defined group or customers.
	After many British retailer failed by trying to follow mark Spence came to mother and next which concentrated on providing for distinct market segments. 
	Abstracted, a late entrance in to the microcomputer market was able to gain market share quickly by concentrating on two benefit segments first the market for non-computer literates who wants a basic machine with all necessary facilities that they could just plug in and use, and their the world professor for people who want unneeded cheap and easy- to- use equipment. In many ways these two successful Austral products were inferior to their micro on the market but for the target market segment they had clear differential advantages. To succeed, Focus Company has to keep close to the customer and develop the marketing and design skill necessary to save their particular need. 
MARKETING CONCEPTS
	Is not the second definition of marketing, the marketing concept is a consumer orientation backed by integrated marketing aimed at generating customer satisfaction as the key to satisfying organizational goal in a nuts shell market concept is a management orientation that hold the key to achieve organizational goals which consist of the organizational determining the need and wants of the consumer and adapting itself to deliver the needed satisfaction more efficiently with a profit. 
	It is a way of thinking management philosophy about organization entire activities, this philosophy about an organization not just the marketing activities.
	According to the marketing concepts an organization should try to satisfy the need of consumer client through a co-ordinate set of activities that at the same time, allows the organization to achieve its goals consumer satisfaction is the major aim of the marketing concepts.
	Generating customer satisfaction as the key to satisfying organizational goal in a nuts shell marketing concept is based on satisfying the customer at profit on the other hand marketing concept is a management orientation that holds the key to achieve organizational goals which consist of the organizational determination the need and wants of the consumer and adapting itself to deliver the needed satisfaction more efficiently with a profit.
	It is a way of thinking management philosophy about organization entire activities this philosophy affects all effort of the organization not just the marketing activities.
	According to the marketing concepts an organization should try to satisfy the need of consumer or client through a co-ordinate set of activities that at the same times, allows the organization to achieve its goals consumer satisfaction is the major aim of the marketing concepts. 
	First, a business organization or service organization like Global com must find out what will satisfy customer with this information, the business organization or services organization like Global com service industry can create satisfying service. But that is not enough, the service organization i.e. (Globacom) must continue to alter peace and develop service or products to keep peace with consumers changing desire and preference or service buyer.
	Essentially, the marketing concept strategies the importance of customer and emphasized that marketing activities begins and end with them. 
	In attempting to satisfy customers, business must consider not short- run or immediate needs but also broad, long term desire, trying to satisfy consumers, current need by sacrificing their long term desires will only create strong dissatisfaction in the future and desires will only create strong dissatisfaction in the future and desire will only create strong dissatisfaction in the future and desires a firm must ordinate all its activities production, finance, accounting, personal and marketing department must well together to ensure customer satisfaction marketing is not a highly philanthropic philosophy aimed at helping customers at the expertise of the business organization. 
	Advertising is a big and serious business. Business with a turnover of a billion in United Kingdom in the Nigeria in the year 2003.With these turnovers, advertising cannot be a small business. However, profession defined that a fall fledge advertising service comprise of interpretation of public or port which desire to reach the advantages of a product or services, the bottom line of which is to win the patronage of customers at profit. 
	Advertising is any paid form of non- personal presentation and promotion of ideas, goods services by an identified sponsor, advertiser include not only business firm but also museums, charitable organization and government agencies that direct message to target public. Advertising is a cost-effective way of or to disseminate message weather to build brand preference for product to educate people to abuse products or drugs.
	A successful advertising campaign therefore requires the joint scarifies of the advertisers, advertising agencies and medium owners. The sincere provisions assessment albeit for study for marketing student all over Nigeria. 
	The American Marketing Association defines a new product as 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 from those of competitors. A new product is, thus, a product or service that adds dimensions that differentiate it in some way from other products services designed to satisfy the same need. These differences may be functional, rational, or tangible —related to product performance of the new product. They may also be more symbolic, emotional or intangible —related to what the new product represents (Kotler & Keller, 2006), new products today play a number of important roles that improve consumers’ lives and enhance the financial value of firms. New products identify the source or maker of a product and allow consumers either individuals or organizations to assign responsibility to a particular manufacturer or distributor. Consumers may evaluate the identical product differently depending on how it is new produced. Consumers learn about new products through past experiences with the product and its marketing programme. They find out which new products satisfy their needs and which ones do not. As consumers’ lives become more complicated, rushed, and time-starved, the ability of the new product to simplify decision making and reduce risk is invaluable.
	New product positioning plays a key role in the building and managing of a strong new product by specifying how the new product is related to consumer’s goals (Tybout and Calkins, 2005). New product position is part of the new product identity and value proposition that is to be actively communicated to the target audience and that demonstrates ad advantage over competing new products (Aaker, 1996). The essence of positioning is that the new product has some sustainable competitive advantage or unique selling proposition. Such a selling proposition gives consumer a compelling reason why they should buy a particular product. Thus, one critical success factor for the new product is that it has some strongly held, favorably evaluated associations that function as a point of differentiation and are unique to the new product and imply superiority over other competing new products (Keller, 1998). 
	Advertising is any paid form of non-personal presentation and promotion of ideas or products by an identifiable sponsor. People react to the same advertisement differently and make decisions on how to spend their available resources on consumption related items.
	The whole essence of advertising is to make customers to be loyal to the products advertised (Kenechukwu, Ezekiel, and Edegoh, 2013). 
However, sales promotion is a form of indirect advertisement, designed to stimulate sales mainly by the use of incentives. Examples of such incentives include free sample, twin-pack bargain, temporary price reduction, special discount bonus, etc. (Adebisi &Babatunde, 2011).
	Blythe (2006) as cited in Idris, Asokere, Ajemunigbohun, Oreshile, and Olutade (2012) describes sales promotion as any activity intended to generate a temporary boost in sales. This includes several communications activities pursued in an attempt to provide added value or incentives to customers, wholesalers, retailers, or other organizational customers to stimulate immediate sales. Such efforts are usually geared towards stimulating product interest, trials or purchase. It is specifically designed to boost quick sales and ultimately create loyalty. 
	Sales promotions include techniques that organizations can use as part of their marketing effort (Jobber & Lancaster, 2006). The importance of sales promotions has increased since 1960, as has the sophistication of methods used. It is sometimes implied that sales promotion is a peripheral marketing activity, but companies increasingly realize the importance of a well-planned and coordinated programme of sales promotion. However, advertising agencies branched out into sales promotions with the aim of offering an all-inclusive package to clients in an attempt to combat competition from emerging sales promotion agencies. They began to pay more attention to the effectiveness of sales promotions and adopted a more integrated approach to advertising. There was a move towards fee-based sales promotional agencies, which implied a longer-term relationship between agency and client, rather than the existing ad hoc commission structure.
	As a result of increased competition from sales promotional agencies, advertising agencies have tended since the mid-i 980s to take sales promotion seriously and now offer sales promotion alongside advertising as an integrated communications package (Fill, 2009). Sales promotion can be divided into three main areas of activity: consumer promotions, trade promotions, and personnel motivation. According to Jobber and Lancaster (2006), consumer promotions are often referred to as pull techniques, since they are designed to stimulate final demand and move products through the sales channel, with consumers providing the impetus.
	The most widely used consumer promotion is the price reduction or price promotion (Metha, Rosenbloom &Anderson, 2000). The aim of the trade promotions, however, is usually to push products through the channel towards the customer (Jobber & Lancaster, 2006). Similar to consumer promotions, incentives are offered through extra rewards like discounts, increased margins on sales, dealer competitions, exhibitions, provision of demonstrators and free holidays (often in the guise of a conference or product launch). Personnel motivations are the promotions to the sales force, but some apply to distributors and retailers. The most widely used sales force promotion is the sales incentives scheme. Rewards are offered to participants on an equal basis which are over and above normal sales compensation. 
	Personal selling, according to Jobber (2001), is the marketing task involving face-to-face contact with a customer. Unlike advertising, promotion, sponsorship and other forms of non-personal communication, personal selling permits a direct interaction between buyer and seller.
	This two-way communication means that the seller can identify the specific needs and problems of the buyer and tailor the sales presentation in the light of this knowledge. The particular concerns nature of the personal selling function is changing. Organizations are reducing the size of their sales forces in the face of greater buyer concentration, moves towards centralized buying, and recognition of the high costs of maintaining a field sales team. The concentration of buying power into fewer hands has also fueled the move towards relationship management often through key account selling. This involves the use of dedicated sales teams who service the accounts of major buyers. Consumer buying decision is a series of choices made by consumer before making a purchase.
	Pride and Ferrell (2012) as cited in Sagala, Destriani, Putri, and Kumar (2014) stated that to understand consumer buying decision, the marketer should understand the consumption process and the utility of products in consumers’ perceptions. They also declared that when purchasing products unconsciously, consumer gets through several steps in the making of purchase decision, purchase, and post purchase evaluation. The first step decision is problem recognition where the consumers are able to differentiate between their needs and wants.
	Marketers usually use advertising, sales person, and packaging to stimulate recognition of the needs or wants. The second step is information search where the consumer seeks the information from their memory about the products, seeking the information from outside sources, such as from friends, relatives, government reports, publication, sales person, website, packaging label, and display, or by repetition. The third is evaluation of alternatives where the consumer will establish criteria which consist of characteristic that are important for them.
	The fourth step is the purchase decision where the customer decides to buy the product after evaluating among alternatives. The last step is the post-purchase decision where the consumer decides to keep purchasing the product if he is satisfied or stop purchasing the product if he is dissatisfied. 
2.3	THEORETICAL FRAMEWORK 
	There are many theories relating to the new product management techniques, but those which also tell the strategies to perform better are discussed below: 
1. Theory of New Product Loyalty: 
	The theory of new product loyalty explains the relationship of customers’ psychology with the new product of a company. According to this theory, the positive behavior of a customer towards a new product has three different aspects: Emotional attachment, new product evaluation, and Behavioral aspect. The first aspect relates to the emotional attachment of customer with the new product. That is, how much he likes or dislikes a product. If this is positive, he will always be inclined to buy this product and will never go to even check other companies’ products.
2. The New producing Theory 
	This theory provides guidance on some important typical components of new product management including;
1. The assignment of a specific name to the new product which 
can portray the business standards,
2. Then making the people aware of this new product, 
3. Try to provide what they want, 
4. Establish a relationship with your very first customers, and then keep on growing 
5. And try to reach the top with no compromise in any function 
of new product development.
3. The Value-based new product Theory
	This theory explains that the value-based new products are intended to build long term customer value. The success all depends upon the value which the new product delivers to the customers. The value-based new product theory argues that the customer is the supreme spirited contrivance to defeat the competitors. It says a new product’s life blood is the customer, nothing else. 
	New product image is argued as the most sustainable source of competitive advantage (de Chernatony & Harris, 2000). A strong positive new product image does not only help a firm to achieve a competitive advantage but also encourages repeat purchases (Porter & Claycomb, 1997). Silvia and Alwi (2008) found that new product image does not only enhance consumer buying decisions, but it also has a direct positive relationship with customer loyalty. However, Moon, J00 and Jeon (2009) also investigated the sequential relations among service quality, customer satisfaction and customer buying decisions, using new product image as a moderating variable between satisfactions and buying decisions. The finding reveals that some of the dimensions of service quality have positive effect on customer buying decisions, though new product image fails to show a moderating effect. 
	Nevertheless, it is also important for the product to have a positive new product image. It is against this backdrop that Kim, Song and Byun (2009) argue that new product image and new product management are key factors of success in the contemporary marketplace as consumers are showing greater interest in new products than ever before. 
	Kim, Song and Byun (2009), on the contrary, positioned new product image not as a moderating variable but as an independent variable, and new product image positively influences consumer new product preference and loyalty. However, a strong new product image is the starting point for subsequent customer loyalty-building (Nguyen and LeBlanc, 1998). Partly inciting this study, Goldsmith, Lafferty and Newell (2000) argue that new product image is the value perceived and accumulated in the customers’ mind and that when a new product has loyal customers; it gains positive word-of-mouth marketing, which is both free and highly effective.
	Contrary to the previous studies, there is no indirect relationship between new product image and consumer buying decisions, even though satisfaction (Hanzaee and Farsani, 2011). Bloemer, deRuyter and Peters (1998) also express that image does not have a direct positive effect on consumer buying decision and loyalty. It is in favour of this background that Kim, Ma and Kim (2006) inferred that new production does not automatically promote loyalty; however, this study confirms the role of new production as one of the components of new product image contribution to customer satisfaction and loyalty.
	The study of Chakrabortty, Hossain, Azad, and Islam (2013) found that sales promotion and advertising positions a product or service strongly in the mind of the consumer in order to encourage repeat purchase of the product. It was also discovered that advertising makes consumer less price sensitive which is a problem often associated to motivate consumer’s mind by sales promotion. The results of the study of Soni and Verghese (2013) found that sales promotion and personal selling play significant role in consumer purchase decision. Offer, premium, and contest are the most significant tools in influencing consumer’s purchase decisions while price and rebate have insignificant influence on consumer’s purchase decision. 
	Rizwan, Javed, Khan, Aslam, Anwar, Noor, and Kanwal (2012) discovered that while free samples and coupons have no significant 
relationship with consumer buying behavior hand price discount, buy- one-get-one-free and physical surrounding have significant relationship with consumer buying behavior. 
	The study of Muthukrishnaveni and Muruganandam (2013) revealed that sales promotion schemes play a very important role in influencing the consumer’s purchase decision. More than 50% of the respondents see sales promotion as an important factor to be considered when purchasing personal care products.
	Matthew, Ogedebe, and Ogedebe (2013) found that web advertising influences consumers’ purchase decision in Maiduguri Metropolis, Nigeria. The study revealed that majority of the respondents have positive disposition towards web advertising. 
























CHAPTER THREE
METHODOLOGY
3.1	INTRODUCTION 
	Research methodology is a plan or strategy for conducting research. It is the process followed by the researcher to arrive at a dependable solution to the problem. This forms the framework of any research work. It involves methodology selected for the study, types of data, sources of data, instrument of data collection, population, sample size and the method the researcher intends to use in analyzing the data and relevant facts obtained. 
3.2 	RESEARCH DESIGN 
This study used both exploratory and descriptive design. The exploratory and descriptive research design is flexible and accurate when applied on a wide range of issues. The exploratory and descriptive researches are also very important in the identification of variables by interpreting and analyzing existing conditions
3.3 	POPULATION OF THE STUDY 
	The total population for this research is taken as all the members of department of finance and marketing. The population is just 25 consisting of 10 members in finances and 15 members in marketing department. 
3.4 	SAMPLE SIZE AND SAMPLING TECHNIQUES 
	The stratifies sampling techniques was adopted from each group without bias. This is done to ensure a more appropriate result. 
	In this research, a total of 60 persons which was broken down into 15 distributors, 35 consumers and 10 staffs of the company constituted the sample size. 
	Apart from the criterion of adequate representatives, the need to avoid large sample size so that repetition of respond answer was guided against and a total of 40 questionnaires was administered 10 questionnaires to the distributors of products of Nigeria bottling company, 15 questionnaires to the consumers of the product and 25 questionnaires to the employees of the company.
3.5 	METHOD OF DATA COLLECTION 
PRIMARY DATA
	Primary data was collected by personal interviewed, questionnaires observation and survey experiment.
SECONDARY DATA
	The annual report and account were gotten from the corporate staff of the department of 7up bottling company of Nigeria plc.
3.6 	INSTRUMENTS OF DATA COLLECTION 
	The instruments used for data collection was questionnaire that was well designed and distributed randomly to consumers as well as staffs of Nigeria organization.
	Personal interview was used to supplement the information generated from the questionnaire.
QUESTIONAIRE 
	According to Awotunde, (2002) a questionnaire can be referred to as a set of questions that can be related to the purpose of study to which the respondents are expected to respond to in writing. There are two types of questionnaires namely; closed and open-ended questionnaire. A closed ended questionnaire or fixed response type restricts a respondent to some response option whereas am open ended or free response type questionnaire does not provide response option for the respondents. In this type of questionnaire relevant questions are provided for the respondents to supply necessary answers in their own way.
PERSONAL INFORMATION 
	Awotunde, 2002) defines personal interview as face-to —face interpersonal role situation in which one-person (the interviewer) asks another person (the interviewee) questions that are responded to orally. Interview allows the researcher to obtain firsthand information about a person’s knowledge, values, experience, preference as well as attitude and beliefs. 


3.9	METHODS OF DATA ANALYSIS 
	In order to analyze the data collected effectively, a simple method of tabulation and percentage will be employed also the chi square method of statistical analysis would be used for analysis and interpretation.
3.10 	HISTORICAL BACKGROUND OF THE CASE STUDY
	Historical background of the cases study of 7up Bottling Company, Ijora, Lagos recruitment for quality control 247 Moshood Abiola way Ijora. Be required to show that the way Ijora. Be required to show that they have a recognized history in the lessons learn prepare case studies for publication.
July 5, 2011 I still believe that although what you learn via oral history may not but did fight one another as in the case of behind and Lagos on the main road behind the e 7up Bottling plant in Ijora.
	In most cases the companies were asked to start seven up (7up). Bottling company, Nigeria Bottling Company PLC (NBC) Moshood Abiola way, Ijora in 1960 with 7up brand only.
	(PDF) ANAN JANUARY, MARCH 2011, the study investigates information and communi8cation technology, 250 Herbert Macaulay Street PMB 10110, Yaba, Lagos each moment in history is a fleeting lime 7up Bottling company. 
April 30, 2012; conceptualize how the company’s product and capabilities match the Job profile and send their CV with the following vacancy which exist in Lagos center company, 7up Bottling company PLC Career.
	February, 24, 2012 had worked on the history for at least 3 years in the system desirable, to apply sales representatives (Base in Lagos).
	This project and the presentation are done with much simplicity for easy comprehension of the interested parties.




CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1	INTRODUCTION 
	This chapter presents the results of data as collected from the field study and review collated data from files and records. Such data is further subject to analysis so as to make presentation understandable. The questionnaire was tested to conform to validity and reliability tests. So also, was test of hypotheses done in this chapter. The result from the hypotheses tested was reviewed under the result of findings. Lastly, the discussion of findings was done in this study. 
4.2 DATA PRESENTATION ANALYSIS AND INTERPRETATION 
TABLE 1: SEX DISTRIBUTION OF THE RESPONDENTS 
	OPTION
	NO OF RESPONDENTS
	PERCENTAGE

	Female
	55
	55%

	Male
	45
	45%

	TOTAL
	100
	100%


Source: Field Work, 2025
Form the table above; out of 100% respondents, 55% of the respondents are females, while the remaining 45% are males.
TABLE 2: MARITAL STATUS OF THE RESPONDENTS
	OPTION
	NO OF RESPONDENTS
	PERCENTAGE

	Single
	35
	35%

	Married
	40
	40%

	TOTAL
	100
	100%


Source: Field Work, 2025
	From the table above out of 100% respondents, 35% of the respondents are single 40% of the respondents are married and remaining 25% of the respondents are divorced respondents. 
TABLE 3: AGE DISTRIBUTION OF THE RESPONDNENTS OPTION NO OF RESPONDENTS PERCENTAGE 
	OPTION
	NO OF RESPONDENTS
	PERCENTAGE

	20-30
	20
	20%

	30-35
	15
	15%

	35-42
	35
	35%

	42-50
	25
	25%

	50-up
	10
	10%

	TOTAL
	100
	100%


Source: Field Work, 2025
	From the above, out of 100% of the respondents are between, 20-30 years, we have 20% of the respondents between 30-35 years of age we have 15% of the respondent between 3 5-42 years of age we have 35% of the respondents. Between 42-50 years of age, we have 25% of the respondents between 50 and above years of age we have only 10% of the respondents
TABLE 4: PRESENTATION OF RESPONSE RATE OF RESPONDENTS TO THE ADMINISTERED QUESTIONNAIRE
	Department
	Administered Questionnaire
	Returned Questionnaire
	Rate of Returned Questionnaire

	Finance
	40
	40
	40%

	Marketing
	60
	60
	60%

	Total
	100
	100
	100%


Source: Field Work, 2025
	The table 4 shows that respondents response rate from department finance is forty respondents out of 55 making 40% while that of marketing department is 60 respondents out 60 also, 60%. Thus, the overall response rate is 100%.
TABLE 5: RESPONDENTS RESPONSE TO QUESTION ON NEW PRODUCT DEVELOPMENT USUALLY FACILITATE ORGANIZATION PERFORMANCE 
	Department
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Score

	Finance
	40
	-
	-
	-
	-
	40

	Marketing
	60
	-
	-
	-
	-
	60

	Total
	100
	-
	-
	-
	-
	100


Source: Field Work, 20245
	Table shows that respondent’s response to question on new product development usually facilitate organization performance from department of finance is 40 respondents on strongly agree with a score of 40 while from department of marketing 60 respondents gave response on strongly agree with the score of 60. Thus, total score from respondents on this question is 100.
TABLE 6 RESPONDENTS RESPONSE TO QUESTION THAT NEW PRODUCT DEVELOPMENT IS PART OF ORGANIZATION APPORTIONMENT 
	Department
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Score

	Finance
	-
	30
	-
	-
	-
	30

	Marketing
	70
	-
	-
	-
	-
	70

	Total
	70
	30
	-
	-
	-
	100


Source: Field Work, 2025
	The table 6 shows that respondents’ response to question that new product development is part of organization apportionment is as follows. 30 respondents from department of finance response are agree with the score of 30 while, the 70 respondents from department of marketing are on strongly agree with the score of 70. The overall score from the respondents is 100.
TABLE 7: RESPONDENTS RESPONSE TO QUESTION THAT PERSISTENT NEW PRODUCT DEVELOPMENT DO FACILITATE BETTER PERFORMANCE 
	Department
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Score

	Finance
	40
	-
	-
	-
	-
	40

	Marketing
	60
	-
	-
	-
	-
	60

	Total
	100
	-
	-
	-
	-
	100


Source: Field Work, 2025
	Table 7 shows that these are 40 respondents from department of finance and 60 respondents from department of marketing strongly agree on question that persistent new product development do facilitate better performance with scores of 40 and 60 respectively. The overall score from the respondents is 100. 
TABLE 8: RESPONDENTS RESPONSE TO QUESTION THAT CHAMPIONING OF NEW PRODUCT DEVELOPMENT MAY CAUSE FRICTION IN THE ORGANIZATION 
	Department
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Score

	Finance
	40
	-
	-
	-
	-
	40

	Marketing
	-
	60
	-
	-
	-
	60

	Total
	40
	60
	-
	-
	-
	100


Source: Field Work, 2025
	The table 8 shows that respondents’ response from department of finance is strongly agree with the score of 40 while respondents’ response from department of marketing is agree with the score of 60 on question that championing of new product development may cause friction in the organization. The overall score from the respondents on this question is 100
TABLE 9: RESPONDENTS RESPONSE TO QUESTION ON EVEN DISTRIBUTION OF NEW PRODUCT DEVELOPMENT DECISION MAY ENHANCE PERFORMANCE 
	Department
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Score

	Finance
	20
	10
	-
	-
	-
	30

	Marketing
	50
	20
	-
	-
	-
	70

	Total
	70
	30
	-
	-
	-
	100


Source: Field Work, 2025
	The table 9 shows that from department of finance, 20 persons strongly agree and 10 persons agree with the score of 30 while from the department of marketing 50 persons strongly agree with the score of 70 on response to question on even distribution of new product development decision may enhance performance. The overall responses from respondents shows that 70 persons strongly agree while 30 persons agree with the score of 100. 
TABLE 10: RESPONDENTS PRODUCT DEVELOPMENT ORGANIZATION 
	Department
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Score

	Finance
	40
	-
	-
	-
	-
	40

	Marketing
	60
	-
	-
	-
	-
	60

	Total
	100
	-
	-
	-
	-
	100


Source: Field Work, 2025
	The table 4.7 shows that from department of finance 40 persons strongly agree with the score of 40 while 60 respondents from department of marketing also strongly agree with the score of 60 on question that requirement for new product development depends on skilled individual within the organization. Therefore, the overall score from all the respondents is 100. 
TABLE 11: RESPONDENTS RESPONSE TO QUESTION THAT CONSENSUS MAY BE REQUIRED FOR NEW PRODUCT DEVELOPMENT IN THE ORGANIZATION 
	Department
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Score

	Finance
	30
	-
	-
	-
	-
	30

	Marketing
	50
	15
	5
	-
	-
	70

	Total
	80
	15
	5
	-
	-
	100


Source: Field Work, 2025
	The table 11 shows that from department of finance 30 persons strongly agree while from department of marketing with the score of 30 while opinions of respondents from department of marketing varies as follows, 50 persons strongly agree, 15 persons agree and 5 persons disagree with the aggregate score of 70 on the question that consensus may be required for new product development in the organization. Thus, the overall score from all the respondents to this question is 100. 
TABLE 12: RESPONDENTS RESPONSES TO QUESTION THAT NEW PRODUCT DEVELOPMENT DO RESOLVE APPORTIONMENT CONFLICT WITHIN THE ORGANIZATION 
	Department
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Score

	Finance
	40
	10
	-
	-
	-
	50

	Marketing
	40
	10
	-
	-
	-
	50

	Total
	80
	20
	-
	-
	-
	100


Source: Field Work, 2025
	Table 12 shows that from department of finance, 40 persons strongly agree and 10 persons agree with the score of 50. Also, from department of marketing 40 persons strongly agree while 10 persons merely agree with the total score of 50 on the question that new product development do resolve apportionment conflict within the organization. Therefore, the overall score from the respondents is 100. 
TABLE 13: RESPONDENTS RESPONSE TO QUESTION THAT VARIATION IN NEW PRODUCT DEVELOPMENT DOES AFFECT HOLDING CAPABILITY OF THE ORGANIZATION 
	Department
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Score

	Finance
	10
	40
	-
	-
	-
	50

	Marketing
	15
	35
	-
	-
	-
	50

	Total
	25
	75
	-
	-
	-
	100


Source: Field Work, 2025
	Table 13 shows that from department of finance, 10 persons strongly agree and 40 persons agree with the score of 50. Also, from department of marketing, 15 persons strongly agree and 35 persons merely agree with the score of 50 on the question that variation in new product development do affect holding capability of the organization. Therefore, the total score from the respondents is 100. 
TABLE 14: RESPONDENTS RESPONSE TO QUESTION ON MARKETING RESEARCH DO FACILITATE NEW PRODUCT DEVELOPMENT 
	Department
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Score

	Finance
	15
	40
	-
	-
	-
	55

	Marketing
	20
	25
	-
	-
	-
	45

	Total
	35
	65
	-
	-
	-
	100


Source: Field Work, 2025
	Table 14 shows that from department of finance, 15 respondents strongly agree while 40 respondents agree with the score of 55. Also, from department of marketing, 20 respondents strongly agree and 25 respondents agree with the score of 45 to the question on marketing research do facilitate new product development. Therefore, the overall score from the respondents on this question is 100. 
TABLE 15: RESPONDENTS RESPONSE TO QUESTION ON EXPOSURE TO VARIANT OF APPORTIONMENT IS A DETERMINANT OF NET PROFIT 
	Department
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Score

	Finance
	55
	-
	-
	-
	-
	55

	Marketing
	40
	5
	-
	-
	-
	45

	Total
	95
	5
	-
	-
	-
	100


Source: Field Work, 2025
	Table 15 shows that from department of finance, 55 persons strongly agree with the score of 50 while from department of marketing 40 persons strongly agree and 5 persons agree with the score of 45 to question on exposure to variant of apportionment is a determinant of net profit. Therefore, the overall response from the respondents is with the score of 100. 
TABLE 16: RESPONDENTS RESPONSES TO QUESTION ONAPPORTIONMENT DO BRING ABOUT BETTER MARKETING RATING 
	Department
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Score

	Finance
	35
	-
	10
	5
	-
	50

	Marketing
	30
	-
	10
	10
	-
	50

	Total
	100
	-
	-
	-
	-
	100


 Source: Field Work, 2025 
	Table 16 shows that from department of finance, there is wide range of view as follows, 35 persons agree, 10 persons disagree and 5 persons strongly disagree with the score of 50. Also, from department of marketing, 30 persons agree, 10 persons disagree and 10 persons strongly disagree with the score of 50 to question on apportionment do bring about better marketing rating, Therefore, the overall score from respondents is 100. 
TABLE 17: RESPONDENTS RESPONSE TO QUESTION ON INTERNAL VARIANT OF ASSORTMENT DO ENHANCE BETTER NET PROFIT 
	Department
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Score

	Finance
	-
	20
	15
	10
	-
	45

	Marketing
	-
	25
	20
	10
	-
	55

	Total
	-
	45
	35
	20
	-
	100


Source: Field Work, 2025
	Table 17 shows that from department of finance, 20 persons agree, 15 persons disagree and 10 persons strongly disagrees with the score of 45. Also, from department of marketing 25 persons agree, 20 persons disagree and 10 persons strongly disagrees with the score of 55 to question on internal variant of assortment do enhance better net profit. Therefore, the overall score from the respondents is 100.
TABLE 18: RESPONDENTS RESPONSE TO QUESTION THAT DECISION QUALITIES ON PERFORMANCE OFTEN SPEWED FROM DEEPENING KNOWLEDGE OF NEW PRODUCT DEVELOPMENT 
	Department
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Score

	Finance
	35
	20
	-
	-
	-
	55

	Marketing
	30
	15
	-
	-
	-
	45

	Total
	65
	35
	-
	-
	-
	100


Source: Field Work, 2025
	Table 18 shows that from department of finance, 35 persons strongly agree and 20 merely agree with the score of 55 while from department of marketing, 30 persons strongly agree and 15 persons agree with the score of 45 to question that decision qualities on performance often spewed from deepening knowledge of new product development. Therefore, the overall score from the respondents is 100 
TABLE 19: RESPONDENTS RESPONSE TO QUESTION THAT CONSENSUS ON APPORTIONMENT BETTER FACILITATES MARKETING RATING OF THE ORGANIZATION 
	Department
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Score

	Finance
	-
	50
	10
	-
	-
	60

	Marketing
	-
	40
	-
	-
	-
	40

	Total
	-
	90
	10
	-
	-
	100


Source: Field Work, 2025
	Table 19 shows that from department of finance, 50 persons agree and 10 persons disagree with the score of 60 while from department of marketing, 40 persons agree with the score of 40 to question that consensus on apportionment better facilitates marketing rating of the organization. Therefore, the overall score from the respondents is 100. 
TABLE 20: RESPONDENTS RESPONSE TO QUESTION ON EFFECTIVE HOLDING DO FACILITATES NET PROFIT IN THE ORGANIZATION. 
	Department
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Score

	Finance
	40
	-
	-
	-
	-
	40

	Marketing
	60
	-
	-
	-
	-
	60

	Total
	100
	-
	-
	-
	-
	100


Source: Field Work, 2025
	Table 20 shows that from department of finance 40 persons strongly agree with the score of 40 while from department of marketing 60 persons strongly agree with the score of 60 to question on effective holding do facilitates net profit in the organization. The overall score from the respondents on this question is 100. 
TABLE 21: RESPONDENTS RESPONSE TO QUESTION THAT EFFECTIVE PERFORMANCE DEPENDS ON THE NEW PRODUCT DEVELOPMENT  
	Department
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Score

	Finance
	45
	-
	-
	-
	-
	45

	Marketing
	50
	5
	-
	-
	-
	55

	Total
	95
	5
	-
	-
	-
	100


Source: Field Work, 2025
	Table 21 shows that from department of finance, 45 persons strongly agree while from department of marketing, 50 persons strongly agree and 5 persons agree with the score of 55 to question that effective performance depends on the new product development. Therefore, the overall score from the respondents on this question is 100. 
TABLE 22: RESPONDENTS RESPONSE TO QUESTION THAT BUSINESS PERFORMANCE DEPENDS ON NEW PRODUCT DEVELOPMENT IN THE ORGANIZATION 
	Department
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Score

	Finance
	30
	30
	-
	-
	-
	60

	Marketing
	25
	15
	-
	-
	-
	40

	Total
	55
	45
	-
	-
	-
	100


Source: Field Work, 2025
	Table 22 shows that from department of finance, 30 persons strongly agree and 30 persons agree with the score of 60 while from department of marketing, 25 persons strongly agree and 15 persons agree with the score of 40 to question that business performance depends on new product development in the organization. Therefore, the overall response from the respondents to this question is 100- 
TABLE 23: RESPONDENTS RESPONSE TO QUESTION THAT ORGANIZATION EQUITY IS BETTER ENHANCE FROM APPORTIONMENT THAT INVOLVES NEW PRODUCT DEVELOPMENT 
	Department
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Score

	Finance
	15
	30
	5
	-
	-
	50

	Marketing
	20
	30
	-
	-
	-
	50

	Total
	35
	60
	5
	-
	-
	100


Source: Field Work, 2025
	Table 23 shows that from department of finance, 15 persons strongly agree, 30 persons agree and 5 persons disagree while from department of marketing, 20 persons strongly agree and 30 persons merely agree with the score of 50 to question that organization equity is better enhance from apportionment that involves new product development. The overall score from the respondents to this question is 100. 
TABLE 24: RESPONDENTS RESPONSE TO QUESTION THAT BUSINESS PERFORMANCE CONTRIBUTES TO NET PROFIT FORTUNE OF THE ORGANIZATION 
	Department
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Score

	Finance
	-
	30
	-
	-
	-
	30

	Marketing
	60
	10
	-
	-
	-
	70

	Total
	60
	40
	-
	-
	-
	100


Source: Field Work, 2025
	Table 24 shows that from department of finance, 30 persons agree with the score of 30. While from department of marketing, 60 persons strongly agree and 10 persons merely agree with the score of 70 to question that business performance contributes to net profit fortune of the organization. Therefore, the over-all response from the respondents gave the score of 100.
4.3	TEST OF HYPOTHESES 
	It is important to state that two types of hypothesis exist. The null hypothesis (HO) asserts that no true difference or relationship exist between two event or situation of interest and any difference relationship found is due to pure accident or unimportant. The null hypothesis is always stated in negative language with the use of such word like no and it is the hypothesis offer an alternative explanation to null hypothesis (Hi) which is the conclusion that is accepted the formula for calculation chi-square value is: 
xt2 = 	(O-E)2 
       	   E
Where x2 = chi-square 
	O = observed data 
	E = expected data 
HYPOTHESIS 1 
Ho: Role played by New Product help organization to maximize profit. 
Hi: Does the role played by new product help organization to maximize profit. 
	RESPONSE
	O
	E
	(O-E)
	(O-E)2
	(O-E)2/e

	Yes
	17
	10
	7
	49
	4.9

	No
	3
	10
	-7
	49
	4.9

	TOTAL
	20
	20
	0
	98
	9.8


Source: Field Work, 2025
 	Since x2 is greater than (>) 3.841, it means that role played by the new product help organization to maximize profit. 
	Since x2 calculated is greater than (>) x2 in the table above i.e. 9.8 3.841 accepted Ho hypothesis. 
HYPOTHESIS 2 
Ho: New product development in an organization needs to control cost and plan for profit. 
Hi: New product development of an organization needs to control 
cost plan for profit. 
	RESPONSE
	O
	E
	(O-E)
	(O-E)2
	(O-E)2/e

	Yes
	19
	10
	9
	81
	8.1

	No
	1
	10
	-9
	81
	8.1

	TOTAL
	20
	20
	0
	162
	16.2


Source: Field Work, 2025
	Since x2 is greater than (>) 3.841 it means that new product development of an organization needs to control cost and plan for profit.
	Since x2 is greater than (>) x2 in the table above i.e. 16.2> 3.841 accepted Ho h hypothesis.
HYPOTHESIS 3 
Ho: new product development has a meaning to an organization 
Hi: new product development has not meant to an organization 
	RESPONSE
	O
	E
	(O-E)
	(O-E)2
	(O-E)2/e

	Yes
	60
	10
	50
	100
	0.1

	No
	20
	10
	10
	1
	0.1

	TOTAL
	90
	20
	0
	2
	0.2


Source: Field Work, 2025
	Since x2 is less than (<) 3.84 1, it means that new product development has no meaning to an organization. 
	Since x2 calculated is less than (<) x2 in the table above 0.2<3.841 accepted Hi hypothesis.

4.4 	SUMMARY OF FINDINGS 
	From the analysis carried out on the data collected and personal interview, it was discovered that branding of organizations product increases profitability 
other findings of the study include the following: 
1. The organization view brandings of its products as essential. 
2. The company’s new product objective is for satisfaction of marketers. 
3. The company distributive network system is excellent 
4. The company relationship as it affects the consumer’s satisfaction is excellent. 
5. The company’s distributor receives their products mainly by road 
6. Consumers are attracted to the company’s product because of its brand name. 
7. Distributors receive their order from the company few days of placements.


















CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1	SUMMARY OF FINDINGS
In the preceding section, the data gathered from the study were presented and analyzed using appropriate statistical tools and packages. Discussion of findings was also presented based on the analyzed data. The findings of our study on product development and corporate performance in the Organization are summarized as follows:
- The quality of the product by the organization greatly affects their profitability depending on customer’s acceptance or rejection of their products.
- A positive and significant correlation exists between the quality of products manufactured by the organization and their sales volume.
- The degree of quality of products offered for sale by the organization significantly influences the level of customer loyalty in the organization in Nigeria.
- There is no significant relationship between product size and profitability in the Organization.
- The relationship between product size and sales volume is not significant in the Organization.
- The correlation between product size and customer loyalty in the Organization is not significant because customers’ patronage is not solely a function of size of the products.
- There is a significant and positive correlation between product line/mix and profitability since a brewery with more product lines and product mix can make more profit by offering assorted brands of products.
- Product line/product mix and sales volume are positively correlated as the organization with many product lines/product mixes (assortment) will record higher sales level than those with one product line/little mix.
- A positive and significant relationship exists between product lines/product mix and customer loyalty in the Organization as a result of the satisfaction derived by customers in the various market segments of the organizations.
- The correlation between product design and profitability is not significant in the Organization because product shape and colour alone cannot induce customer patronage if the quality of the poor is not favorably perceived by customer.
- There is no significant relationship between product design and sales volume since customers do not patronize the products because of its shape, size or colour.
- The relationship between product design and customer loyalty is not significant in the Organization because what keeps the customer loyal to the brand is not necessary the shape, size or colour of the product but the satisfaction he derives from consuming it.
5.2	CONCLUSION
This study examined the impact of product development on corporate performance in the Organization.
The study has made salient revelation regarding product development in the areas of product quality, product size, product lines and product design and the extent to which they impacted on corporate performance such as profitability, sales volume and customer loyalty. As regards the extent to which the organization companies used product development as a strategy for improved corporate performance, most of the respondents revealed that their organizations considered continuous product development as a strategy for improved corporate performance in the dynamic and competitive organization environment in Nigeria. The reason for this may not be unconnected with the innovation in the organization and characterized by intense local and foreign competition.
5.3	RECOMMENDATIONS
Based on the findings we strongly recommend as follows: -
	Organization should always analyze their environment through research in order to identify new market opportunities to develop appropriate products to meet the changing needs and wants of customers.
I. Organization should ensure that the quality of their products meets the expectation of their customers in the local and international markets since their product quality is a strong and significant factor in the firms’ marketing strategy and performance.
II. Continuous attention should be given to research and development (R&D) so that more innovative products could be manufactured for improved corporate performance.
III. Organization should also organize regular and continuous training for marketing managers and R&D personnel so as to update their professional skill and knowledge on product development.
IV. Product construction, packaging, branding, product positioning and usage testing should be an integral component of product development in the organization sector.
V. Effective information management and communication should be applied in the daily operations of the organization as it can provide management and staff with data and understanding critical to successful product development.
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