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ABSTRACT
The research study was put in place to investigate the effect of pricing strategy on new product. data need for analysis was collected from the sampled staff of RITE SAUSAGE Nigeria Plc through a self administered questionnaire where the researcher adopted the drop and pick approach to ensure a timely collection data needed. after the collected data for the study was pooled together, the analysis started by checking for missing values and outliers. no missing value was found in the data set, a development that can be attributed to the researcher’s curiosity right from the field in ensuring that all items are duly responded to and at the same time the researcher ability to key in an questionnaire collected within the shortest possible time.The finding was discovered as a result of the review of literature distribution of questionnaire, consideration to past research publication on related issues finding of these research study revealed trends in the use of pricing strategy price setting decision process , pricing management, new product concept and factors affecting price sensitivity in the market were examined, it was discovered that the pricing strategy used for a new product says a lot about the product, affects the purchase decision process of the consumers, price is both important to both buyer and seller.The research study has contributed to knowledge’s in series of issues associated with pricing strategy and new  product, it has been established from the findings that price influence consumers to demand, it improve sales and also build company image.In my own view, organization must take into account many factors in price setting decision process, such as the company the customer the competitors and the market environment consumers will pay more for a product if they believe it is commensurate with the value they place on the product which may be as a result of extra benefits derived or enjoyed from consumption of the product. 
 
KEYWORDS: Pricing Strategy, New Product Development, RITE SAUSAGE.








CHAPTER ONE
       INTRODUCTION
1.0       INTRODUCTION
1.1 BACKGROUND OF THE STUDY
Pricing strategy is one of the marketing tools that have effect on new product. A product cannot be sold in the market without a price for the product.
How to price a new product is a top management puzzle that is too often solved by cost theology and lunch. A firm success at creating customer value with the other marketing mix activities must still capture some of this value in the price they earn.
Price is the guideline in which a product or service is sold in the market.
Pricing strategy is very important to the success of a new product or service. Price remains an important element of marketing mix
1.2 STATEMENT OF PROBLEM OF THE STUDY
Companies bring out a new product face the challenge of setting price for the first time.
Pricing strategy is one of the marketing tasks that can never be bye-passes in introducing a new product in the market.
The major challenge faced when writing the research project was insufficient time to collect and analyze data.
1.3 OBJECTIVE OF THE STUDY
The study aim at finding the fact relating to the effect of pricing strategy on new product.
From the study we will examine the various pricing strategies and pricing policies and their effect on new product, the study will help in finding out how consumers relate to the pricing system of a new product. Would price give preference to the product from the target market? Would price tremendously affect the demand of a new product? All these would be examined in the research study.
1.4 RESEARCH QUESTION
The research study focused on the effect of pricing strategy on new product a study of RITE SAUSAGE Nigeria plc. Accordingly the following specific research questions are posited:
i) To what extant does pricing strategy affect the demand for a new product.
ii) To what extant does pricing strategy affect the performance of a company introducing a new product.
iii) To what extant does price affect the consumer preference for a new product.
iv) To what extant does pricing strategy have effect in a competitive market when introducing a new product?
v) How long should the price for new product be set before adjusting in anticipation or in reaction to competition?
1.5 RESEARCH HYPOTHESIS
This research work was guided by the following hypothesis:
Ho: Pricing strategy has no significant effect on new product
Hi: Pricing strategy has significant effect on new product	
Ho:	Pricing strategy has no significant effect on the performance of a introducing a new product.
Hypothesis three (Ho3)
	Price of a new product has no significant effect on the consumer preference for a new product
Hypothesis four (Ho4)
	Pricing strategy has no significant effect in a competitive market when introducing a new product.
Hypothesis five (Ho5)
	Market penetration pricing and market skinning pricing have no significant effect on sales of new product
1.6 SCOPE OF THE STUDY 
The scope of this study covers product category of RITE SAUSAGE Nigeria plc. This is because of the fact that the company carries on frequently new products and since the topic has to do with new product and related pricing strategy. This study is to concentrate on pricing strategy and its effect on new product and steps which should be taking when selecting and implementing the pricing strategy for new product.
This research study will also examine pricing strategy, pricing theory and policies suitable for new products. Factors to be considered when making price setting decision process and level of pricing management are also examined in this research study. The study also examines the consumer reaction on the price of new product.
1.7 SIGNIFICANT OF THE STUDY
This study is very significant. Firstly, little is known about the effect of pricing strategy on new product. This study therefore fit into the quest to add knowledge to the effect of pricing strategy on new products.
	The research study provide simple terms, description and techniques which can be used by the modern marketing executives to build for a company a strong position in the market and also make an important contribution to the company’s profitability.
The study is also very significant as its outcome will spell out the relevance of pricing and the correct pricing strategy for introducing a new product. It has a large sample size while respondent are staffs customers who have first hand and reliable information on the research topic. This will help companies in knowing the kind of pricing strategy and policies to propose and implement for new product.
1.8 LIMITATION AND CONSTRAINTS
Attempts were made to ensure that this research study make significant contribution to theory, methodology practice and policy, however; its finding were threatened by few limitations including the following;
The researcher was unable to collection same important variables that would have helped a lot in measuring the performance of different pricing strategy on new products.
	The present study released only on the response of staff regarding the performance and effect of pricing strategy on new product, there is no guarantee that response of the staff may necessarily be a true reflection of their company’s pricing policies.
Another major limitation and constraints of the research study were time and finance available.
Inspire of these limitations, the study provided a worthwhile evaluation of the effect of pricing strategy on new product. Findings indicate some significant positive relationship between the variables studied.
1.9 DEFINITION OF TERMS
The following terms are used in the research study 
i) Price: is the amount of money charged for a product or service, or the sum of the value that consumer exchange for the benefits of having or using the product or service.
ii) Pricing strategy: is described as the choice a company intend to make to reach their Longterm goal set for the company prices.
iii) Product: is anything that can be offered to a market for attention, acquisition, use or consumption that might satisfy a want or need.
iv) New product: is an idea, service, product or technology that has been developed and marketed to customers who perceive it as novel or new.
v) Market skinning price: involve setting a high price for a product to skin maximum revenues layer by layer from the segments willing to pay the high price.
vi) Market penetration price: involve setting a low price for a new product to attract a large number of buyers and large market share.




   


                             CHAPTER TWO
LITERATURE REVIEW
2.0 INTRODUCTION
This chapter present a review of literature that relates to the effects of pricing strategy on new products. The chapter explores on the research conceptual and empirical literature on the research topic and give details of other studies related to the research study.
	The success or failure of a business depends on its ability to have available for sale a unique properly promoted product with attractive price.
	Price can be easily changed and easy matched by your competitors. Consequently your products price alone might not provide your company with a sustainable competitive advantage, nonetheless price can attract consumers to different retailers and business to different suppliers.
2.1 CONCEPTUAL REVIEW 
The conceptual review model is a presentation of the researcher view of the relationship between pricing strategy and new product and showing how they relate to each other.
	In the face of rapid economical and technological changes today’s consumer is more curious, more educated and conversant with what he/she exactly wants.This change also affects the needs of firms. According to Ehmike et al (2005), marketing your business is about how you price your product to satisfy the customer’s needs. Ideally the purpose of conducting research on pricing strategy is to enhance the performance and sales of business owner who introducing new product through combination of factors and concepts attached to the pricing strategy and policies.
2.1.1 PRICING
	Pricing is the process whereby a business set the price at which it will sell its product and services, and may be part of the business marketing plan. Pricing is a fundamental aspect of financial modeling and is one of the four of the marketing mix.
	The success or failure of a business depend on it is ability to have available for sale a unique properly promoted product with an attractive price. All product and services have a price just as they have a value both profit marking and nonprofit marketing organization must also set price for their product or service.
	Price is the amount of many charged for a product or service KOTLER 2006, more broadly price is the sum of all the value that consumer exchange for the benefit of having or using the product or service.
	Price is the only element in the marketing mix that produces revenue, all other element represent costs, price is also one of the most flexible element of the marketing mix, unlike product features and channel commentments, price can be changed quickly at the same time, pricing facing many markers.
	According to Agwu and Carter (2014) “among the four P,S Price is the only income generator and it is the value attached to a product.
2.1.2 PRICING STRATEGY
	Designing an appropriate pricing strategy for a new product is a very challenging task because it involves the complex dynamics associated with the diffusion of the product in a given market.
	Pricing strategy usually change as the product passes through its life cycle the introductory stage is especially challenging, we can distinguish between pricing an product that imitates existing product and pricing and innovative product that is patent protected.
	There are many way to price a product lets look at some of them and try to understand the best policy or strategy in various situations.
i. MARKET- SKIMMING PRICING STRATEGY: Many  companies that invent new products initially set high prices to “skim” revenue layer by layers from the market, KOTLER AND ARMSTRONG (2008), for a product the represent a drastic departure from accepted ways of performing a services, a policy of relatively high prices coupled with heavy promotional expenditure in the early state of market development and lower prices at later stages) has proved successful for many products.
This strategy involves setting a high price in the range of expected prices until all the customers willing to pay that price are used up and then gradually lowering the price step by step to bring in new group of buyers, this pricing strategy is particularly suitable for new products.
ii. MARKET PENETRATION PRICING STRATEGY: Market penetration strategy involves setting a low price for a new product in order to attract a larger numbers of buyers and a large market share. Rather than setting a high initial price to skim off small but profitable segments some companies use market penetration pricing strategy, they set a low initial price in order to penetrate the market quickly and deeply to attract a large numbers of buyers quickly and win a large market share. The high scale volume result in falling cost, allowing the company to cut its price even further.
The market penetration pricing strategy uses low price as the principal instrument for penetrating mass market early. This strategy is reverse of skimming strategy in which the price is lowered only as shortrun competition forces.
iii. CUSTOMER VALUE BASED PRICING STRATEGY: involves setting price based on buyers perception of value rather than on the sellers cost. Customer value based pricing uses buyers perception of value, not the sellers cost, as the key to pricing. Value based pricing means that the marketer cannot design a product and market program and then set the price. Price is considered along with all other market mix variables before the market program is set KOTLER AND ARMSTRONG (2008)
iv. COST-BASED PRICING: Involves setting price based on the cost for producing, distributing and selling the product plus a fair rate of return for its effort and risk. A company’s cost may be important element in its pricing strategy.
v. DEMAND BASED PRICING STRATEGY: Demand based pricing looks outward from the production line and focuses on customers and their responsiveness to different price level (Brasington and pettitt 2006). They are price based on the customers demand for a product. Here price are set with demand market consideration in mind (lanster and Withey; Hoibrook, 1994).
When this method of pricing is used the price set must be in line with the customers perception of the product or it will be price too high or too low for the target market (Farese, kimbrell and Woloszk 2003)
vi. PRESTING PRICING STRATEGY: This involves applying a high price to a product to indicate its high quality. According to Cannon and Morgan (1990). To same target customers, relatively high price seem to mean high quality or high status. If prices are dropped a little bit, theses customers may see a bargain. But if the price begins to appear cheap, they start worrying about quality and may stop buying, according to Brassington and pettit (2006). Customer’s uses prestige pricing as a mean of accessing quality i.e. the high price attracts the status-conscious consumers and the discerning customer for whom price is no object.
vii. DYNAMIC PRICING: Haws and Bearden (2006) defined dynamic pricing as a strategy in which prices varies over time, consumers and circumstances. It can also be referred to as adjusting prices continually to meet the characteristics and need of individual customers and situations (Kotler and Armstrong) (2008).
viii. PREDATORY PRICING STRATEGY: This is a pricing strategy in which a firm deliberately charges low price with the intention of driving out competitors from the market while remaining the dominant or even monopoly firms in the industry after which it start the actions characteristics of a monopoly (Lamb, Hair and M Chanel 2004; Brassington and pettit 2006). 
ix. PSYCHOLOGICAL PRICING STRATEGY: A pricing approach that consider the psychology of price and not simply the economics; the price is used to say something about the product (Kotle and Armstrong 2008). Psychological pricing refers to as applying prices that appeal the customer’s emotions (Blythe 2005).
x. ODD-EVEN PRICING STRATEGY: It involves using price ranges that are usually in odd numbers just under even numbers which are more appealing to consumers (Business dictionary.com 2013). The psychological principle at work here is that odd numbers (#79, #9.95, #499) convey a bargain image (Farese, Kimbrell and Woloszy 2003). Many retailers are of the belief that most consumers are likely to buy a product if the price is started in odd rather than round off numbers. This is done at all pricing level including fashion
xi. PRODUCT LINE PRICING: Companies who used product line pricing set price steps between various product in a product line usually based on cost difference between the product, customers evaluation of different features and competitors price (Kotler et al 2001)
xii. BUNDLE PRICING STRATEGY: This pricing strategy has to do with including several product in a single package that is sold at a single price (Farese, Limbrell and Woloszy 2003). Bundling is the sale of two or more separate products in a package (Stefan and Gerard 2002).
2.1.3 PRODUCT CONCEPT
The product concept holds that consumers will favors product that offer the most in quality, performance and innovative features. Under this concept, marketing strategy focuses on making continuous product improvement (Kotler and Armstrong 2012).
	Product quality and improvement are important parts of most marketing strategies. However, focusing only on the company’s product can also lead to marketing myopia, therefore all elements of the marketing mix (product, price, place and promotion) are important when introducing a new product. Product concept is a idea that consumers will favour product that offer the most quality features and performance and that the organization should devote its energy to making continous product improvement.
2.1.4 NEW PRODUCT CONCEPT
	Given the rapid change in taste, technology and competition, existing product are insufficient to sustain growth or to maintain profitability for a company. Organization need a flow of new product to keep their profits fresh, their customers interested and their sales growing (Marilyn and john, 2007).
	Product innovation encopas a variety of product development activities. Product improvement development of entirely new product and extention that increase the range or numbers of lines of product that firm can offer. New product introduction is similar to the improvement aspect of change management process. The product realization process in new product introduction involves iterative and multiple incorporation of changes across different elements of the end product, including all aspect of product life cycle consideration. These are: simultaneous change management; and insertion of several new tools and technology along the way in product and process areas. The simultaneity reinforces adherence to total quality management and other continuous process improvement change philosophies. Such adherence requires that a resistance of change be maintained to provide a basis for the product undergoing continuous change. A weakness of new product introduction is the lapsed time required to bring the product to market. Many manufacturing companied are losing the competitive race in the area to the speed and effective execution process which other successful companies (for example, some Japanese electronic manufacturers) use (Biren 1997). By introducing a product to market when demand or need for a product is at its peak, a company can lockin a large scales volume.
	Most successful new product result from a conscious search for opportunities and a systematic attempt remove the uncertainty surrounding them.
2.2 THEORETICAL REVIEW
	Price theory is concerned with explaining economic activity in terms of the creation and transfer of value which includes the trade of goods and service between different economic agents (Tellis 1986). According to Friedman (1990), it is the explanation of hoe relative price are determined and how price function to coordinate economic activity. Agwu and Dudu (2014), outlined two reasons why we must understand pricing theories.
	The first reason to understand price theory is to understand how the society around you works. The second reason is that an understanding of how price are determined is essential to an understanding of most controversial economic issue while a misunderstanding of how prices are determined is at the root of many, if not most , economic errors. According to Naglwe and Holden (1995), a market economy is coordinated through the price system. Cost of production ultimately, the cost of using land or some other resources for one purpose and so being unable to use it for another, or the cost to worker of working instead of at another are reflected in the price for which goods are sold.
	The value of goods to those who ultimately consume them is reflected in the price purchases are willing to pay. If a goods is worth more to a consumer than that it cost to produce it gets produces; if not, it does not.
2.2.1 NAIVE PRICING THEORY
	Naïve pricing theory is grounded on the assumption that price will stay the same. The theory states that the only thing deterring tomorrows price is today’s price. Naïve price theory is a perfectly natural way of dealing with prices if you do not understand that determines them (Friedman 1990). The use of this theory is least plausible because price change. Just as it makes no more sense to assume that the market price of a good remains the same when you change its cost of production, its value to potential purchasers, or both.
	One must understand the casual relations involved. According to Friedman (1990), although the theory may have errors, the alternative to correct economic theory is not doing without theory (sometimes referred to as just using common sense) but the alternative to correct theory is incorrect theory.
2.2.2 ARBITRAGE PRICING THEORY
Contemporary, there are two theories of portfolio choice with reference to which risk diversification is more dominant i.e. Capital Assets Price Model (CAPM) and arbitrage price theory.
The arbitrage pricing theory model stats that the forecasted rate of return on assets depend on the unpredictable nature of macroeconomic variables which points out that factor risk takes more significance in assets pricing (Holbrook 1994). Arbitrage pricing theory is comparatively a moderate diverse technique for analyzing the asset price model.
2.3 EMPIRICAL REVIEW
	This section presents an empirical review on the relationship between pricing strategy and new product
	Joel (1976) study on pricing policies for new product identified that pricing problems start when a company find a product that is radical departure from existing ways of performing a service and that is temporarily protected from competition by patients, secrets of production, control at the point of a scarce resources, or by other barriers. The seller here has a scarce resources, or by other barriers. The seller here has a wide range of pricing discretion resulting from extreme product differention.
	2.3.1 PRICING STRATEGY AND NEW PRODUCT 
	Setting prices right on established product is difficult. Even more difficult is to choose the right price for new product to be launched in the market. The price is the traditional and most obvious competitive weapons, especially when it comes to typical goods with little difference in quality and service. For new product there is not a generally accepted level of price and pricing strategy has to make it possible to achieve the volume target and profit target on short and long term as it has been set. What pricing strategy a company want to have is the same as what signals they wants to give the customer (Osteraker, 2010)
	According to Black and Deckers philosophy, cost of producing a new product depends as mush as on the price we set, as the price is depend on the cost. What mainly distinguishes pricing decision for established and for a new product is the comparatively large uncertainty. It is about to fins the factors that is most important for the very case. The uncertainties can be due to lack of practical experience of the cost to manufacture and sell the product, how competitors will react (or pherps first to identify who the real competitors are); Potential customers are uncertain about the benefits, durability and reliability with the new product, it is often unclear what adjustment are reacquired by the customer to take advantage of the product benefits. We need to understand the value for the customers and how they perceive the new product. The uncertainty in the key factors of the pricing increases the greater the product’s novelty. If our new product compete with other type of solution. We can assume the price from these solution, but this implies a more uncertain solution (Ekelend 1981)
	According to Ekelund et al (1981) the pricing strategy is often of the most critical decision for the new products profitability and success and a successful business strategy
2.3.2 PRICING OBJECTIVE AND NEW PRODUCT 
Xenfeldt (1983) citied in Avolontis and Indounas (2005) started that pricing objective provide irections for action to have them is to know what is expected and how the efficiency of operation is to be measured. Objectives of pricing before determine the price itself and some of the main pricing objectives are as follows
i. Achieved target return on investment on net sales Kotler and Armstrong (2008) described this as building a price structure designed to provide enough return on capital used for specific products so that the sales revenue will yield a predetermined average return for the enter firm. This objective is usually used by most firm for short run periods (Ezeudu 2005) whereby a percentage markup on sales is set. This set percentage covers anticipated operating cost plus described profit for the year
ii. Stabilize prices
Another pricing objective could be to stabilize prices. This is mostly found in industries where there is a market leader and price does not necessarily imply that the objective of stability is reached by having all firms in the industry charge the same price as that set by their leader (Stanton 1981). It only means that some regular relationship exist between the leaders price and those charged by other firms (Sean 2005).
iii. Meet or present competition
Lancaster, et al (2002) state that organization introducing new product may try to meet up with competition by reducing price or even present it by adopting what is called “follow the leader ” policy (a policy whereby companies price their product based on competitions).
iv. Maximizing profits 
The pricing objective is used by countless firms. The problem with this goal is that it is often  connected in the public mind with profiteering, high price an monopoly although there is nothing wrong with it (Ezeudu 2005).
Many companies set their price to increase their revenue as much as possible relative to their costs. However, large revenue do not necessarily translate into higher profits. To maximize its profit, a company must also focus on cutting cost or implementing programs to encourage customers loyalty. A firm has to remember, however, that prices signal value. If consumers do not precise that a product has high degree of value, they probably will not pay a high price for it. Furthermore cutting cost cannot be longterm strategy if a company wants to maintain its image and position in the market place.
v. Maintain or improve target share of the market
Most companies have their pricing objectives to be increase or maintain market share (Stanton 1981). Increased market share is a result of effective long term pricing strategies. Any firm who has this as a pricing strategy must be ready to operate and plan on the long run. It is quite different from target return might be deceptive because a firm could be earning but deceptive because a firm could be earning but losing market share gradually (Lancster, et al 2002)
vi. Maximize sales
Maximize sales involve pricing product to generate as much revenue as possible, regardless of what it does to a firms profits. When companies are struggling financially they sometimes try to generate cash quickly to pay their debts they do so by selling off inventory or cutting price temporarily. Such cash may be necessary to pay short term bills, such as payroll, maximizing sales is typically a short term objectives since profitability is not considered.
2.2.3 Price setting decision process
	Price setting decision process is often one of the most critical decisions for new product profitability and success. Price setting decision should be based on the following key factors.
a. The value for the customers: The basis for pricing should be judgments of the real profit that bring a potential customer. This judgment must be practical and not purely based on theoretical calculations. Prerequisite for a new product can be sold profitably at all is that they have a value for the potential customers. 
b. How customers perceive the product: The extent is which customs realize the benefit of the new product gives them. i.e can the customer see where and how the product can get into their own operation? How can the pricing objective be defined so that the customer can best understand and calculate with this gain?
c. The cost picture: What is the goal with the launch? Is the intention to establish a new business area or to retain a leading edge within an existing product?
SETTING THE PRICE
Let us now attempt to understand the process of how firms set price. When does a firm set price? A firm must set a price for the first time when it developed a new product, when it introduce its regular product into a new distribution channel or geographical area,  and when it enter bid or new contract work. Setting price for new product involves making a number of guesses about the future
An organization goes through the following steps in setting its price strategy.
 (
Selecting the final price
) (
Setting a pricing method
) (
Selecting the pricing objective
) (
Determining the demand
) (
Estimating costs
) (
Analysis competitors cost, pricing and offers
)







	
1. Selecting the pricing objective: the company first decided where it wants to position its marketing offering, the cheerer a firms objectives the easier it is to set price.
2. determining the demand: following the identification of objectives, the different level of demands and therefore have a different impact on a company marketing objectives, in the normal caser, demand are price are inversely related, the high the price the lower the demand, the process of estimating demand therefore lead to estimating price sensitively of market estimating and analyzing demand curve and deterring price elasticity of demand.
3. Estimating costs: demand sets a ceiling on the price the company can charge for its product cost set the floor. to price intelligently, management needs to know how its costs very write different level of production.
4. Analyzing completions cost prices and offers: this is important factor in setting prices with the range of possible prices determined by market demand and company costs, the firm must take the competitors cost, prices and possible price reaction in to account.
2.3.4 LEVEL OF PRICING MANAGEMENT
	The pricing puzzle is more management when taken in pieces price management issue, opportunities and threats fall in to three distinct but closely related levels (Michael and Robert 1992) 
i. industry strategy
ii. product/market strategy
iii. transactional strategy
i. industry supply and demand: Etzel et al (1997) stressed that this is the highest level of price management the basic laws of economic come in to play changes in supply (Plant closing, new competitors) and costs (new technology) have very real effect on industry price levels, it is the broadest and most general level of price management. the objectives is to determines the current and expected future state of key market place dynamic in orders to establish pricing strategies and deals with other key strategies issue (Walter, et al 2008) this will help managers to predict and exploit broad price trends and force likely impact of actions on industry price levels.
ii. product market strategy: this is concerned with how customers perceive the benefit a product offers and related services across available supplier, it is focused on getting the right position for price in relation to competitor is price at the product market and segment, the product/ market strategy issues mirror a marketers view on how customer compare prices and benefit of one product delivers more benefits to customers than the company can charge a higher price versus its competitors (Micheal and Robert 1992), all that is needed to understand what factor of the product and service package customer perceive as important how the company and its competitor stack up against this factors and how much consumer are willing to pay for superiority in those factors.
2.3.5 IMPORTANCE OF PRICING STRATEGY ON NEW PRODUCT
	According to Munroe (2003), pricing a new product or service is one of the vital decisions management makes, pricing has been viewed as the major pressure point for managerial decision making hence its importance, munroe examined the environmental pressure that allowed for an increased pressure on the importance of pricing. the importance of pricing strategy on new product can be examined with faster technological progress proliferation of new product, increased demand for new product increased global competition the changing legal environmental and economic uncertainly.  
	
CHAPTER THREE                                                                                    RESEARCH METHODOLOGY
3.1 RESEARCH DESIGN
	A research design is the step by step guide of the research procedure. The design adopted for the study is exploratory survey design the exploratory survey design permits the use of a well-structured research instrument for obtains primary data that was used for this study, the design follows accordingly.
3.2 POPULATION
	Research population is generally a large collection of individual or object that is the main focus of a scientific query, the research population of this study consisted of staff of RITE SAUSAGE Nigeria plc.
3.3 SAMPLING TECHNIQUE
	The study adopted sampling technique all members of the population were represented equally.
3.4 SAMPLE SIZE DETERMINATION
	The sample size refers to the number of elements from the universe or population that was selected to form part of the study the statistical formula adopted is 
n= Z2 -0
      Z			Where n = sample size
Z = the research population
O= standard deviation
d= tolerance limit or allowable error
3.5 METHOD OF DATA COLLECTION
	There are various sources of data which could be categorized in to two main sources namely: the primary data and secondary data the method of data collection used for this study as both primary data and secondary data the primary sources of data were structured interview and self administrated structures questionnaires which avoided manipulation and increase the quality of research. a total of question were used for the survey questionnaire structure questions were developed for the interview the secondary data came from relevant literatures reviewed.
3.6 THE RESEARCH INSTRUMENT
 The survey instrument was adopt for this study a well structured questionnaire and interview wage uses measure the dependent independent variable  
3.7 VALIDITY OF RESEARCH INSTRUMENT.
Both the content and face validity of the research instrument was ascertained through expert opinions and contribution as well as the approval of the supervisor. In addition the research variables were validated using factor analysis.
3.8 METHOD OF DATA PRESENTATION AND ANALYSIS 
	Method of analysis involved descriptive and inferential statistics, the descriptive statistics described the properties of the data to show the variation in responses and opinions using frequencies and percentage and other descriptive items such as mean and standard deviations. The inferential analysis was don e using of statistical tools 
The tools were selected because it have functionalities that accommodate the variable of interest
CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0 INTRODUCTION
	This chapter contains detail presentation and interpretation of findings of the data collected from the field.
	The researcher employed appropriate analytical approach and technologies in the analysis and test of hypothesis. 
	The chapter also presents the descriptive statics for the individual and the demographic information are presented, finally the chapter is summarized.
4.1 DATA PRESENTATION AND ANALYSIS
SECTION A 
The table below presents the general findings of the individual respondent demographic information
Table: 1 respondent’s information
	Respondent sex
	Frequency
	Percentage %

	Male
	32
	64%

	Female
	18
	36%

	Total
	50
	100%


Source: Field survey 2025
The study bought to know the demographic characteristic of the respondents as regard their sex, the result as presented in the table above show that male are the dominant sex in the study area as they constitute 64% of the study population which represent 32 respondent, this suggest that  majority of the company workforce are male.
Table: 2 Age Distribution of Respondents
	Respondent sex
	Frequency
	Percentage %

	18years-27years
	22
	44%

	28years-37years
	16
	32%

	38years-42years
	6
	12%

	48year-43years
	50
	100%


Source: Field survey 2025
	The research bought to know from the respondent their biological age and response in that regard produced the following results, 22 respondent representing 44% aged between 18years and 27 years, 16 of the respondent agreed that they are between 28years and 37years and they accounted for 32% of the total respondent studies they age bracket of 38years-47years had 6 respondent which is equivalent to 12% while 6 other respondent representing 12% claimed that they were 48years and above.
Table 4.3 Marital Status Respondents
	Respondent sex
	Frequency
	Percentage %

	Single 
	34
	68%

	Married
	16
	32%

	Total 
	50
	100%


Source: Field survey 2025
	The above table indicates that 34 (68%) of the respondents were single while the remaining 16 (32%) of the respondent were single.
4.4 Academic Qualification of Respondent
	Respondent sex
	Frequency
	Percentage %

	First school leaving cert/below
	4
	8%

	Ordinary level
	24
	48%

	Advanced level/degree
	14
	28%

	Post graduate
	8
	16%

	Total
	50
	100%


Source: Field survey 2025
	The above table indicate that 4 (8%) of the respondent had first school leaving certificate and below 24 (48) the respondent had ordinary level certificate 14 (28%) of the respondent had advance level/degree and 8 (16%) of the responded had postgraduate academic qualification.
SECTION B 
Question one: Do you know what pricing strategies
	
	Frequency
	Percentage %

	Yes
	38
	76%

	No
	12
	24%

	Total
	50
	100%


Source: Field survey 2025
	From the above one can see that most respondents constitute 38 (76%) of the entire sample said they know what pricing strategies is while majority of the respondent know what pricing strategy is they can be able to attend to the questions 12 (24%) of the respondent does not know what pricing strategy is.
Question Two: Do you think price setting decision should be carefully decided?
	
	Frequency
	Percentage %

	Strongly agree
	16
	32%

	Partially agree
	4
	8% 

	Agree
	22
	44%

	Not agree
	8
	16%

	Total 
	360
	100%


Source: Field survey 2025
	From the above table, we observed that 32% strongly agree that price setting decision should be carefully decided, while 8% partially agree 44% of the respondent agreed while of the sample disagree.
Question three price is the consideration given for a product or services.
The above table indicates that 43 (86%) respondents agreed that price is the consideration that is given for a product or services while 7 (14%) of the respondent disagreed.
Question four: market penetration pricing strategy and market skinning pricing strategy that can be used for the introduction of new product in the market?
	
	Frequency
	Percentage %

	Yes
	35
	70%

	No
	15
	30%

	Total
	50
	100%


Source: Field survey 2025
From the above table 70% of the respondent answered yes and 30% answered No which means that the number of respondent that agreed with this statement are high 
Question 5: Does affect the demand for a new product?
	
	Frequency
	Percentage %

	Male
	32
	64%

	Female
	18
	36%

	Total
	50
	100%


Source: Field survey 2025
	From the above table, 41 (82%) respondent agreed that price affect the demand for a new product, while 9 (18%) respondents disagreed, which means that majority of the respondent agreed the statement.
Question6: Does price affect the consumer preference for a new product
	
	Frequency
	Percentage %

	Yes
	40
	80%

	No
	10
	20%

	Total
	50
	100%


Source: Field survey 2025
	From the table above 40 (80%) of the respondent answered yes and  10 (20%) answered no, which indicates that price affect the consumer preference for a new product
Question 7: Do you agree that pricing a new product is faced with challenge?
	
	Frequency
	Percentage %

	Yes
	27
	54%

	No
	23
	46%

	Total
	50
	100%


Source: Field survey 2025
 From the above table,27 (54%) respondents that pricing a new product is faced with challenges while 23 (46%) disagreed with the statement.
Question 8: Should price of competitive product be considers when setting price for new product?
	
	Frequency
	Percentage %

	Yes
	31
	62%

	No
	19
	38%

	Total
	50
	100%


Source: Field survey 2025
	From the above table, 31 (62%) respondent agreed that price of competitors product should be considered when setting price for new product, while 19 (38%) disagreed that price of competitors product should be considers when setting price for a new product.
Question 9: Does pricing strategy affect the performance of a company introducing a new product?
	
	Frequency
	Percentage %

	Yes
	29
	58%

	No
	21
	42%

	Total
	50
	100%


Source: Field survey 2025
	From the above table, 29 (58) respondents agreed that pricing strategy affect the performance of a company introducing a new product while 21 (42%) disagreed with the statement.
Question 10: Do you agree that over pricing and under pricing is a major problem facing pricing of new product
	
	Frequency
	Percentage %

	Yes
	40
	80%

	No
	10
	20%

	Total
	50
	100%


Source: Field survey 2025
	From the table above 40 (80%) respondent over pricing and under  pricing is a major facing pricing of new product while 10 (20%) disagreed, majority of the respondent agreed that one of the major problem facing pricing of new product is the issue of over pricing and under pricing.
Question 11: Do you agree low price should be charged at introductory stage of a product in the competitive market?
	
	Frequency
	Percentage %

	Yes
	34
	68%

	No
	16
	32%

	Total
	50
	100%


Source: Field survey 2025
	In the table above 34 (68%) of the respondent supported the fact that low price should be charged at introducing stage of a product so that sales of such product can be increased while, 16 (32%) are of a contrary opinion.
Question 12: Do you price induce customers to buy a new product
	
	Frequency
	Percentage %

	Yes
	29
	56.4%

	No
	21
	43.6%

	Total
	50
	100%


Source: Field survey 2025
	From the table above, 29 (58%) of the respondent agreed that price induce customers to buy a new product, while are of a contrary opinion, the above analysis shown that price can be used to promote the sales of some products especially new product.

4.2 TEST OF HYPOTHESIS
	The research study used the regression analysis method in testing the hypothesis of the study, the regression analysis test is ideally suited to this type of analysis as it can be used to analysis the frequencies of two variable with multiple category and to determine whether the two variable are independent of each other.
	Testing the independence hypothesis require the computation of the regression analysis statics.
HYPOTHESIS TEST ONE: Ho1
Pricing strategy has no significant effect on new product effect of pricing strategy on new product
	Independent variable
	B
	T
	SIG

	Customer based factors (CSF)
	.110
	3.030
	0.003

	Competition -based factors (COF)
	.645
	15.082
	0.000

	Market-based factors (MF) 
	.242
	6.357
	0.000


R= 0.874
R2= 0.764
Significant level at p≤ 0.05	
The result of the simple regression analysis shows that pricing strategy has a significant effect on new product, (β = 0.874) at a level of significance (0.000).
According we reject the null hypothesis and accept the alternative hypothesis 


HYPOTHESIS TEST TWO Ho2: 
pricing strategy has no significant effect on the performance of a company introduces a new product.
	Effect of pricing strategy on the performance of a company introducing a new product
	Independent variable
	B
	T
	SIG

	Customer based factors (CSF)
	.050
	.070
	0.480

	Competition -based factors (COF)
	.146
	1.981
	0.049

	Market-based factors (MF) 
	.233
	3.163
	0.002


R= 0.339
R2= 0.115
Significant level at p ≤ 0.05
After review the analysis in the above table, we see that pricing strategy have a significant effect on the performance of a company introducing a new product, we thus reject the null hypothesis and accept the alternative hypothesis.
HYPOTHESIS TEST THREE Ho3
Price of a product has no significant effect on the consumer preference for a new product.
Effect of price on the consumer preference for a new product 
	Independent variable
	B
	T
	SIG

	Customer based factors (CSF)
	.001
	0.019
	0.985

	Competition -based factors (COF)
	.408
	7.093
	0.000

	Market-based factors (MF) 
	.126
	1.778
	0.077


R= 0.408
R2= 0.166
Significant level at p ≤ 0.05
The result of the regression analysis show that price of a product have a significant effect on the consumer preference for a new product, where beta equals (B= 0.408) at a level of significance (0.000), so we reject the null hypothesis and accept the alternative hypothesis. 
HYPOTHESIS TEST FOUR HO4
Pricing strategy has no significant effect in a competitor market when introducing a new product effect of pricing strategy in a competitive market
	Independent variable
	B
	T
	SIG

	Customer based factors (CSF)
	0.146
	1.981
	0.049

	Competition -based factors (COF)
	0.738
	17.367
	0.000

	Market-based factors (MF) 
	0.449
	7.544
	0.000


R= 0.793	
R2= 0.629
Significant level at p≤ 0.05
 	The result of the regression analysis show that pricing strategy have a significant effect in a competitive market when introducing a new product, thus  we reject the null hypothesis and accept the alternative hypothesis.
HYPOTHESIS FIVE Ho5
Market penetration pricing strategy and market skimming pricing strategy have no significant effect on sales of new product.
Effect of market penetration and market skinning strategy on sales of new product.
	Independent variable
	B
	T
	SIG

	Customer based factors (CSF)
	0.459
	9.053
	0.000

	Competition -based factors (COF)
	0.4.9
	8.272
	0.000

	Market-based factors (MF) 
	0.323
	7.368
	0.000


R= 0.801
R2= 0.642
Significant level at P 0.05
The result of the simple regression analysis showed that market penetration pricing and marketing skimming skimming have significant effect on sale of new products, accordingly we reject the null hypothesis and accept the alternative hypothesis.

4.3 DISCUSSION OF FINDINGS
The discussion of this research study is based mainly upon the quantitative data and it attempt to answer the research question, from the researcher perspective and based on the study results that shows a strong effects between pricing strategy and new product.
Discussion as presented have therefore, focus on the statically analysis conducted as well as the hypothesis tested in the course of the study.
In the first research question of the study, the researcher bought to know the effect of pricing strategy on new product from hypothesis one (Ho), it could observed that pricing strategy have significant effect on new product, this means that if a company with a new product use effective pricing strategy it will lead to increase of sales volume and higher profit. In the case of hypothesis two (Ho2). the finding states that pricing strategy have significant effect on the performance of a company introducing a new product.
Hypothesis three (Ho3) states that price of a new product affect the consumer preference for a new product. while Hypothesis four (Ho4) shows that pricing strategy have a significant effect in a competitive market when introducing a new product, and Hypothesis five (HO5) shows that market penetration pricing and market skimming pricing have significant effect on the sales of a new product.






CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1 SUMMARY
	The research study was put in place to investigate the effect of pricing strategy on new product. data need for analysis was collected from the sampled staff of SOSA DRINK Nigeria Plc through a self administered questionnaire where the researcher adopted the drop and pick approach to ensure a timely collection data needed. after the collected data for the study was pooled together, the analysis started by checking for missing values and outliers. no missing value was found in the data set, a development that can be attributed to the researcher’s curiosity right from the field in ensuring that all items are duly responded to and at the same time the researcher ability to key in an questionnaire collected within the shortest possible time.
The finding was discovered as a result of the review of literature distribution of questionnaire, consideration to past research publication on related issues finding of these research study revealed trends in the use of pricing strategy price setting decision process , pricing management, new product concept and factors affecting price sensitivity in the market were examined, it was discovered that the pricing strategy used for a new product says a lot about the product, affects the purchase decision process of the consumers, price is both important to both buyer and seller.
5.2 CONCLUSION
	The research study has contributed to knowledge’s in series of issues associated with pricing strategy and new  product, it has been established from the findings that price influence consumers to demand, it improve sales and also build company image.
	In my own view, organization must take into account many factors in price setting decision process, such as the company the customer the competitors and the market environment consumers will pay more for a product if they believe it is commensurate with the value they place on the product which may be as a result of extra benefits derived or enjoyed from consumption of the product. Proper pricing strategies or a blend of strategies also increase demand for a product or service, the rapid growth in technology has added more forms of pricing and has created a platform for customer’s orientation of product.     
	Pricing decision must be consistent with the firms marketing strategies and its target market in accordance with it brand positioning whether will provide concept and tools to facilitate the setting of initial price and the adjustment of price overtime and market.
	Although the relationship is non- proportional because price help to keep abreast with competition and it can be used to overplay competitors and can also be used as a clue to produce quality product.
5.3 RECOMMENDATIONS
	Based on the findings and analysis the following recommendations have been drawn up to help firms introducing new product price their products.
i. In a period of intellectual skill and knowledge and this era of information super highway it is evident that every organization must gradually adjust its pricing system to fit this new phenomena’s.
ii. Company’s executive must understand that price is not the only factor or criteria customer when they make a purchase and must be kept abreast with other factor that affect purchase decision process, prices is only but an element though major or minor to some consumer as the case may be in the purchase decision process.
It is necessary that proper and adequate attention should be made available for pricing of new product, so as not to overprice or price below the market.
Again, price being an instrument to induce new customers to buy a new product should have a separate department in an organization that will see to the affairs of pricing strategy and technology such as how to price, the necessary research to embark  on before setting a price.
Furthermore, price should be a course that is taught in the marketing department and business related department of tertiary institution, so as to enhance student’s knowledge about price.
Lastly, companies with new product or service that want to stay long or strengthen their life span and expand should not start with skimming pricing strategy but try to use penetrating pricing strategy so as to system in the market environment.
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