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ABSTRACT
Promotion plays a crucial role in the marketing of hospitality products in Kwara State, as it enhances visibility, attracts customers, and drives business growth. Effective promotional strategies, such as advertising, digital marketing, and sales promotions, help hospitality businesses communicate their offerings to potential customers and differentiate themselves in a competitive market. Studies have shown that promotional activities significantly impact customer engagement and patronage in the hospitality industry. For instance, digital marketing strategies, including social media engagement and web optimization, have been found to improve brand awareness and booking rates for hotels in Kwara State. Additionally, traditional promotional methods, such as advertising and personal selling, remain relevant in influencing consumer decisions and increasing market share. Overall, promotion is essential for the success of hospitality businesses in Kwara State, as it fosters customer loyalty, enhances brand recognition, and ultimately contributes to revenue growth. If you’re looking for more detailed insights
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PROPOSAL
The motive of the work is to examine the effect on new product development on organization performance using Guarantee Trust Bank PLC as he case study. Product from different perspective. Narrowing a product could be a set of tangible physical tribute and chemical attribute assemble in an identified form, product carries a commonly understood general name as mango, steal, shoe and so on. This particular is divided into five () chapters and these chapters are arranged as follows. The first chapter is the general introduction of the study which contains the background information statement of the problem, significance for the study, definition of terms, plan of the study. Chapter two deals with literature review. It involves the introduction, conceptual frame work and the theoretical frame work. Chapter three deals with methodology on its own, the research methods used in the study. It involves the sample and population of the analysis and the research problems. However, the fourth chapter deals with data presentation where brief of the case study, presentation of data, testing of hypothesis will analyze critically. Lastly, chapter five summarizes the whole by a way of conclusion, recommendation and reference.



CHAPTER ONE
1.1	BACKGROUND OF THE STUDY
	New product development is costly and risky. According to a school of thought, it takes fifty eight (58) product ideas to culminate in one successful new product. Even among these few product ideas which reach the market, the failure rate is high. As a result, successful new product development requires customer’s orientation, effective co-operation of development and marketing efforts and a resulting product with unique and superior features. Therefore, systematic development procedures. Through marketing research can help to ensure success. Product planning and development is the bedrock of any organization. The competitive nature of some organizations requires that manager must introduce new products in order to keep up with rivals.
The main objective of this research work is to examine critically, the extent of effect of new product development on organization performance. Successful organization anywhere in the world can be traced to successful product. Therefore, new product planning and development can be described as the life span of any business organization.
Kotler (2000) asserts that consumers and especially industrial consumer want and expect streams of new and improved products.
It therefore becomes increasingly risky for an organization not to innovate since consumers are continuously expecting that aimed at meeting changing need of the customers is one source way to avert and loss of public confidence in the organization.
As a result of technological innovation and competition in the market place, established products no longer maintain strong market position permanently. Kotler (2000) again posits that there are too many competitors with fast moving research laboratories sophisticated marketing strategies and large budge standing ready to woo many customers. This therefore implies that forward looking organization have now realized that the key to   competition is the continuous development of new and improved products which is are aimed at covering a large share of the market. Sobowale (1997) opines that every business organization that is operating as a growing concern implicit adopts a competitive strategy whether it is stated explicitly or not. He argues further that strategies for competitive advantages are guides to business through that universal and will remain so. In the light, the foreign therefore, clear and effective marketing effort is highly needed by organization in order to succeed nowadays their is no organization that wick fold its arms in this competitive environment without thinking of a well throughout market strategy.
It is because of this that business organizations are now intensifying their marketing efforts to be a market lead by bringing about new products as a tool.
1.2	STATEMENT OF THE PROBLEMS
The environment in which business enterprises operate in Nigeria has recently be characterized by increased competitor change technology, and fluctuation in economic indices and change in social variables. All this affects the performance and growth of firms. The Nigeria market provides sample opportunity for the introduction of new products recent marketing strategies called for obtaining the opinion of customers before new products are launched.
	This therefore implies that product must be developed in line with the specific needs of the customers and at a price they can afford.
1.3      RESEARCH QUESTION
The researcher will examine the following research questions:
1. Is there a significant relationship between marketing planning and originations sales new product development?
2. does advertising play a vital role on buying decision of new product?
3. Has the organization under study adopted the best marketing planning by introducing new product among her competitors?
4. Will your company continue to intensity effort on advertising of their new product.
5. How do you see that performance of the organization in this competitive market 
1.4	AIMS AND OBJECTIVES OF THE STUDY
	The aims and objectives of this study is to investigate the effect on new product development in industries and to what extent is the use of marketing research on product development can benefit in a company’s operations. Other objectives of undertaking. This study are as follows: 
a. To know whether Nigerian industries have marketing research departments in their company and what other options is opened to industries that do not carry out or rely on marketing.  
b. To examine the nature and problem affecting new product development in the company. 
c. To know how primary data is being gathered by industries for decision making in marketing and related areas.   
d. To know the value and cost of information and determine whether time and money involved are justified. 
1.5      Formulation of Hypothesis
The following null and alternative hypothesis are formulated and will be tested by the researcher in order to ascertain the validity of the empirical study as contain in the research questions:
HYPOTHESIS I
H0: there is no significant relationship between marketing planning and originations sales new product development
H1: there is significant relationship between marketing planning and originations sales new product development
HYPOTHESIS II
H0: advertising does not plays a vital role on buying decision of new product.
H1: advertising plays a vital roles on buying decision  of new product.
HYPOTHESIS III
H0: organization under study does npt adopted the best marketing planning by introducing new product among her competitors
H1: organization under study adopted the best marketing planning by introducing new product among her competitors.
1.6	SIGNIFICANCE FOR THE STUDY
New product development on organization as earlier mentioned is   the bedrock of any organization.
	A company can succeed by developing and planning its products for effective competition therefore developing a products in vital. It leads to the achievement of the corporate objectives of survival profit and growth.
	Considering the importance new product development in business enterprises this project becomes justifiable since it will provide adequate in sight into new product can be developed and planned at a company’s advantage in a competitive environment.
1.7	SCOPE OF THE STUDY
This project evaluates new product development on organization performance.
The problems as well as, recommendation on how to channel their resources for attainment of optima profit on the new product and pricing as well as the logistics which may deal with short and language forecasting, input and output analysis.
The study will  also enable the researcher to find out how the organization has been able to apple marketing of new product effectively and to suggest ways in controlling deviations.
1.8     DEFINATION OF TERMS
PRODUCT: is a set of tangible and intangible attributes, including packaging, column, price manufactures and retails services, which buyer may accept as offering want satisfaction (Stancon 1981).
NEW PRODUCT PLANNING: 	Planning can be defined as the process and produces of determining the goals and objectives of determining strategies for their achievement. Fore casting usually proceeds planning concrete corporate efforts must be geared towards the achievement of these set objectives each product level (product line brand) must develop a marketing plan for achieving its goals. The marketing plan is one of the most important outputs of the marketing process.
NEW PRODUCT DEVELOPMENT: company that fail to develop new product are putting themselves at great risk, their existing product is vulnerable to changing customer’s needs and tastes, new technology shortened product life cycles and increase domestic and foreign competition.
COMPETITIVE ADVANTAGE: innovation and packaging make a product more consumer friend is market at the expense of others.
MARKETING: marketing can be defined as a performance of business organization  that direct the flow of goods from producer to the customers at a profitable rate.
ADVERTISING: this is a personal form of form of promotion which usually brings product of an organization to line light or accepted.
PERSONAL SELLING: This is a personal and enters presentation of ideas or product to sell between the selling is the only one that brings the seller and buyers closer to each others.
PUBLICITY: This is another form of non-personal form of promotion usually paid for and persuasive in native.
DEMONSTRATION: This involves technical goods. Here the participants try to demonstrate to buyer/user the proper use of the product.


CHAPTER TWO
LITERATURE REVIEW
1. INTRODUCTION.
The Nigerian market provides sample opportunity for the introduction of new products. However, recent marketing strategies called for opinions of the customers before new products are launched.
This implies that products must be developed in line with specific needs of the customers and at a price they can afford.
Guittain and Paul (1983) argue that the process of developing product is very crucial and important to long term business successor. This is an indication that development of a new product is essential for organization future growth and competitive advantage.
2.2 CONCEPTUAL FRAME WORK
Guittain and Paul (1983) defined new product as any product that consumption tract as an addition to the available choice. They argued further that from the prospective of an organization new product are those products that are new to the company and this covers major modification of the existing product, duplication of competitors’ product, acquisition or innovate original products.
Sampson (1970) views new product as satisfying the new needs, wants and desire possessing outstanding is such need satisfaction, compared to any other product benefiting born an imaginative combination of products and communication.
Radical new product are relatively rare and its generally organized that most new product investigation are concerned with revolution any development. King’s definition established adytum and the continue between evolution and revolutionary new products, Gonlding and Kennedy (1983) support Kings Idea.
According to them, evolutionary new products include new pack size, variant on existing company product, improvement in existing product and so on. In contrast, revolutionary products cover new product improvement on existing product and major technology break through. In the word of Haytrust (1968), the need for new product is for the improvement of corporate viability.
Viscunt (1979) maintains that is for “National” prosperity (forever guiding) (1963) claimed new product development is an elastic means of utilizing a company’s strength and changes in the marketing environment to produce a competitive advantage. Product planning covers all activities that will enable the buyer to determine the type of product line an organization should produce. It consists of determining the goods or services that the organization will market and the characteristics of the goods and services.
What Is A Product
Rogers (1971), defines product from different perspective, narrowly a product could be a set of tangible physical tributes and chemical attribute assembled in an identifiable form, product carries a commonly understood general name such as mango, steel, shoe, and so on.
	A broader definition recognizes each brand as a separate product. Hence, Dakova shirts and latrines are two different products even though their only tangible difference may be the brand name of shirts. However, brand names suggest a product difference to the consumer and this brings the concept of consumer’s wants satisfaction into the definition. Any change in physical features design, color fine. Packaging, price, manufacturers’ prestige, manufacturers and retails services, however, minor it may be creates other products. The seller has an opportunity to use a new set of appeal to reach what may be essential a new product.
	Stanton (1981), defines a product as a set off tangible and intangible attributes including packaging, color fine, price, manufacturers’ prestige and manufacturers retail service which the buyer may accept as offering want satisfaction. The key attributes have is that consumer are buying more than a set of physical attributes. Scheme (1980), observed that consumers are buying unit Copper (1993) argues that new product account for a staggering 40% of company sales am average. He defines product as “new” if it then the second is “known the product”. A firm can fulfill its socio- economic responsibility to satisfy its customers by production and marketing truly satisfying products or services. A new product might fail in the market if an organization does not truly identify its intended market and determine correctly through marketing research want. The customers usually have a large influence can whether a product should be introduced into the market proper marketing research must be done.
	In addition, inability of organization to determine correctly the buying habits and determine correctly the buying habits and motive of their target market also lead to product failure. It was also noticed that due to poor planning and development, there always existed mis adjustment as to what product the market and this lead to that product of unsuitable product, which become commercial and economics failure in the market satisfaction. This a wise firm sells product benefits rather than just products, manufacturer’s symbol as well as product.
	This is further seen in the statement; “pharmaceutical” companies sell hope and not just the chemical components of drugs. (Adeobi,1991).
	All the qualities of a product, its benefit, its packaging, its distribution, its name contributes to the bundle of utility that provides satisfaction through exchange. Traditionally, a product can be seen as the entire bundle of utility that is offered by a marketer to the market place. This bundle contains a potential fixed satisfaction that comes I part from tangible, objective, features of the product and subjective utilities and benefits.
	A expanded approach however recognizes every brand ad being separated, the difference exist within only the customers mind, therefore, the psychological satisfaction of product is the only real for comparism and for marketing which this expanded view of product, any change in packaging brand, name, color, design and create new product. A product is the basic ingredients in the exchange process.
	A product is the non-financial component in a lease sale transaction the exaction that satisfaction will be realized through exchange is what a product represent thus, a product is that focus bringing buyers and seller together to make an exchange. It is important to mention that a product is not confirmed to traditional service.
PRODUCT PLANNING
	Planning can be defined as the process and procedures of determining the goal and objective of determining strategies for their achievement, fore casting usually proceeds planning and it involves environment scanning and evaluation. In planning, concrete effects must be geared towards the achievement of these set objectives.
	Each product level (product line brand) must develop a marketing plan for achieving its goals. The marketing plan is one of the most important out-puts of the marketing process. However, what does a marketing plan look like? What does it contain? The concept of marketing are as shown below:
EXECUTIVE SUMMARY AND CAPABLE OF CONTENT: The marketing plan should open with a brief summary permits senior management to grasp the plans major thrusts. A table of contents should therefore follow the executive summary.
CURRENT MARKETING SITUATION:		 this section presents relevant background data on sales; cost profits the market competitive, distribution and the macro environment. The data are from a product fact book. Maintained by the product manager.
OPPORTUNITY AND ISSUE ANALYSIS:	after summarizing the current marketing Situation, the product manager precedes to identify the major opportunities and threats, strength weakness once approved, the budgets is the basis for developing plans and schedule for materials procurement, production scheduling employee recruitment and marketing operations.
CONTROLS:	the last section of the marketing plan outlines the controls maintaining the plan. Typically, the goals and budget  are spelled out for each month or quarter; senior include contingency plan. A contingency plan quantity outline the steps management would take in response to specific adverse development, such as price wars or strike.
NEW PRODUCT
Companies that fail to develop new product are putting themselves at great risk, their existing product is vulnerable to companies can also find good ideas by researching their competitors’ products and services they can learn from distributors, suppliers and sales representatives.
New products idea can come from the other sources as well including, inventors, patent attorneys, university and commercial laboratories, industrial consultants, advertising agencies, marketing research, firm and industrial publications.
IDEA SCREENING
Good ideas can be attracted only if a company can organize itself properly. The company needs to motivate its employees to submit their ideas to an idea manager for screening.
In screening ideas, the company must avoid two errors: A drop error and ago-errors. The purpose of screening is to drop prior ideas as early as possible the rationale is the t product development cost rise substantially with successive development stage.
DEVELOPMENT
A product idea is a possible product the company might offer to the market. A product concept is an elaborate version of the idea expressed in meaningfully consumer’s terms.
A product idea can be turned into several concepts. The first acquisition is who will use this product? What primary benefit should this product provide when people consume it? By answering these questions, a company can form concept that defines the products competition, next, the product concept has to be turned into brand concept. Products are no longer made to orders as was the case on the nineteenth century, products are now made in large quantities (generalized goods) following industrial revolution and these mass produced products leaves gap between consumers and product as the products are not made to definite order. Mass marketing procedures have to be developed to help make the products acceptable to the consumers and this requires promotion and new product are constantly being developed and their introduction into the market great improves our living conditions. Due to intense competition, there is a polarization of products and this has led to the death of many products, which could not meet up to the dictates of the market.
Among reasons added in literature for product failure are:
Non-existence of ordinance of the marketing mix, product, price, promotion proper product planning and marketing management did exist in products that failed.
Improper product planning where go errors are allowed in new product development.
Lack of top management’s involvement in product planning and development programs.
TEST MARKETING
Marketing test and other commercial experiments in limited geographical areas are conducted to ascertain the feasibility a full scale marketing programme. Here, design and production factor may require adjustment as a result of test finding. Also at this point, management must decide whether to market the product commercially. At an interim stage, it is then often sensible to launch the product initially in one carefully selected part of the country only. These then often possible checks whether all aspects of the marketing mix are fully effective. If the optimum has been struck, changes can be made in the national launch. In particular, if further product improvements need to be made in response to consumer reactions, this can be done without too much damage to the company’s reputation or great a loss of future sales. A national launch of what turns out to be an imperfect product (or a wrongly price or promoted one) can be irrevocable and disastrous costly affair.
COMMERCIALIZATION
The product is launched up to this point; management has virtually complete control over the product. Once the product is launched and enters its life cycle however, external competitive environment becomes a major factor of its destiny.
A further significant point is that even after the launch, we may well still need to think in terms of a series of stages. The life cycle concept suggests this, and a useful further concepts is that of adopters categories. Especially with innovative product, some people will adopt new ideas quickly and an early, whereas other will be slower to take to them. Stanton identifies five distinct groups as follows:
(i)	INNOVATORS: they venture some 3 percent who are willing to take risk of trying out first. They tend to be younger of be younger, of higher social status and more affluent that the other categories.
(ii)	EARLY ADOPTERS: about 13 percent of the market, including more opinion leader than the other groups.
(iii) EARLY MAJORITY: about 34 percent of the total market. A bit above average in social and economic standing.
(v) LATE MAJORITY: another 34 percent, more skeptical that the previous group. Adopt only under economic necessity or pressure from their peer.
(iv) LAGGARDS: the tradition-bond 16 percent suspicious than the previous. They tend to be older than the rest and at the lower end of the social and economic sales.
BUSINESS ANALYSIS
The new product ideas in developed into a concrete business proposal. Management has to;
· Identify product features
· Estimate market demand and the product profitability
· Establish a programmed to develop the products
· Assign responsibility for further study of the product feasibility.
2.3 THEORITICAL FRAME WORK
Theories of Innovation
For too many ideas have money spent on their development simply because they do seem to be good ideas, that is to say they appeal to someone, who then becomes committed to them.
Van de Ven (1986) argues that innovation is both a product and process of human interaction. Innovation, and therefore the management of innovation and new product development, is socially and culturally based. Innovation here is seen as a process rather than an event, it has a temporal, unfolding nature, it is not the result of some simple action that happens at a single point in time and space. He argues further that innovation has a transactional nature that suggests it involve issues of discourse, knowledge and power between agents in some form of social system (or institutional order). Finally an innovation may take many forms, one of which is the creation of a new product. New product development (NPD) is one form of organizational
Innovation NPD research during the last decade has concentrated upon speed and time to market. The implicit, and at times explicit, beliefs are that: the rate of technological development is continually increasing; long product development times are not cost effective; markets are changing more rapidly; market competition is increasing (see for instance, Stalk and Hout, 1990; Vesey, 1991; Clark and Fujimoto, 1991). These beliefs lead academics, the general media and management practitioners to exhort organizations to compress their product development times, in effect to adopt time compression new product development process as the “best practice” for product innovation. This paper is neither a review of the various models suggested as “best practice” nor does it present a further ontical model of a NPD process. It is instead concerned with developing an understanding of the ontology of product innovation. To paraphrase Heidegger, it considers what is the way of being innovative. In so doing it attempts a counter-positional critique of the philosophy of the accepted views of new product development. It will develop a theory of new product development based particularly on the works of Georges Bataille and Pierre Bourdieu.


CHAPTER THREE
RESEARCH METHODOLOGY
3.1 INTRODUCTION
Research methodology explains the process involved in collecting, analyzing and interpreting data used in carrying out the research. It is the result of data collected from primary and secondary source. The primary source is referred to as the original information obtained by the researcher through personal interview and questionnaire. The secondary data on the other hand is company being studies and also the use of various textbooks relating to the study. All these were the method employed by the researcher.
3.2	RESEARCH DESIGN 
A description approach was adopted for the study, this is because Akintayo (1990) in his study emphasized that descriptive survey method enable the researcher to obtain the opinion of the target population in order to find the perception of the entire population. Descriptive survey research can be defined as one which studies and describe that data. The design also has advantage in that a great deal in information concerning their opinion on the research problem can be collected. 
Additionally the design is economical when compared with expensive field experiment the researcher therefore decided to use the design because it’s information is accurate.


3.3    POPULATION OF THE STUDY
Research population implies the total number of people, things or organization in a specified geographical area of the study or in industry.
Population “as the means of identifying characteristic which number of the universe have in common and which will identify each unit being a  member of a particular group
3.4     SAMPLING TECHNIQUES AND SAMPLE SIZE
Sampling as it was used by Harold (2002) is an attempt to access some properties of a large number of items by a study of a similar properties of a similar number.
The target population of this study is made up staff of Guarantee Trust Bank PLC and their customers. A total 100 questionnaires were distributed as sample size among the bank staffs and customers in Ilorin. 
3.5    METHOD DATA COLLECTION 
PRIMARY DATA; these form of data are originally specifically for the project at hand and they are usually more expensive compared to the secondary data.
To obtain a valid and reliable inference about its target market, sample of the population should at drawn, through costly. Therefore the ways and mean of collecting information in this study were.
	This questionnaire is divided into two section (A and B) section A contain question which are meant to find out information relating to the bio-data of the respondent section B contains question on the effect of training. 
	Open and close ended question method was adopted. 
	The open question contains dotted space which enable respondent to express their view on issue while the closed ended question contains the opinion “Yes or No” the performance for this method is that it saves time of the respondent facilities easy to understanding.
i. Questionnaire which was the instrument for this research work was administered in order to gather information from the employees of the bank (Dangote Nigeria).
ii. Secondary data: Data was also collected from the human resource department and other document (annual report) that was supplied by the Guarantee Trust Bank PLC  ilorin.
3.6    INSTRUMENTS OF DATA COLLECTION 
	For this study, questionnaire, interview and observation will be administer to the staff of Guarantee Trust Bank PLC . 
INTERVIEW
	Since personal interview is one the most usual methods used in collecting data and information especially in a social survey, the researcher used the interview approach to collect information from deferent department concern with the subject.
	Oral interview is a method of data collection from people on face to face contract, which will enable the researcher of the study to interact with people concerned with the subject and recorded all the answer collected during the course of the interview.


OBSERVATION
	It should however be noted that the researcher use part of the time among a various task to observe the sample of the procurement procedure coupled with his personal experience with Guarantee Trust Bank PLC  manufactures.
	A plan was predetermined that established when each observation was to continue the observation made was recorded quickly for reference.
3.7   METHOD OF DATA ANALYSIS 
The researcher used the percentage method as a statistical techniques to analysis and interpreted the data collected. 
The statistical tool that suit this project is space man’s rank correlation and is used to determine the relationship between two qualitative data i.e training with economic performance. 
3.8 BRIEF HISTORY OF THE CASE STUDY
Guaranty Trust Bank plc was incorporated as a limited liability company licensed to provide commercial and other banking services to the Nigerian public in 1990. The Bank commenced operations in February 1991, and has since then grown to become one of the most respected and service focused banks in Nigeria.
In September 1996, Guaranty Trust Bank plc became a publicly quoted company and won the Nigerian Stock Exchange President's Merit award that same year and subsequently in the years 2000, 2003, 2005, 2006, 2007, 2008 and 2009. In February 2002, the Bank was granted a universal banking license and later appointed a settlement bank by the Central Bank of Nigeria (CBN) in 2003.
Guaranty Trust Bank undertook its second share offering in 2004 and successfully raised over N11 billion from Nigerian Investors to expand its operations and favourably compete with other global financial institutions. This development ensured the Bank was satisfactorily poised to meet the N25 billion minimum capital base for banks introduced by the Central Bank of Nigeria in 2005, as part of the regulating body's efforts to sanitize and strengthen Nigerian banks.
Post-consolidation, Guaranty Trust Bank plc made a strategic decision to actively pursue retail banking. A major rebranding exercise followed in June 2005, which saw the Bank emerge with improved service offerings, an aggressive expansion strategy and its vibrant orange identity.
In 2007, the Bank entered the history books as the first Nigerian financial Institution to undertake a US$350 million regulation S Eurobond issue and a US$750 million Global Depositary Receipts (GDR) Offer. The listing of the GDRs on the London Stock Exchange in July that year made the Bank the first Nigerian Company and African Bank to be listed on the main market of the London Stock Exchange.
In December 2009, Guaranty Trust Bank plc successfully completed an offering of ₦13.165 Billion Fixed Rate Senior Unsecured Non-Convertible Bonds Due 2014 (Series I), being first tranche under the Bank’s ₦200 Billion Debt Issuance Programme.
In May 2011, the Bank successfully launched a US$500 million bond - the first non-sovereign benchmark bond offering from sub-Saharan Africa (outside South Africa), to the international community. The highly successful offering which matures in 2016, went further to show the international finance community's believe in the GTBank brand.
In 2013, the Bank issued a USD 400,000,000 Euro bond at a coupon rate of 6%; the least obtained by a Nigerian company in the international capital market. The Eurobond was issued under the USD 2,000,000 Global Medium Term Note Programme, which is registered under both Regulation in the United State of America and Rule 144A in the United Kingdom and sold to investors across Africa, America, Asia and Europe.




CHAPTER FOUR
DATA PRESENTATION, ANALYSIS, AND INTERPRETATION
1. INTRODUCTION
This chapter presents the views of respondent which are junior and senior staff and senior staff of Guarantee Trust Bank PLC the information provided on this chapter is detail of data collected through the use of questionnaire.
Research investigations are not complete until feelings have been made available to the person who is concerned with them and who may involve in making decision or taking action based on them. For the purpose of this project work, Guarantee Trust Bank PLC , Ilorin Kwara state has been chosen as the case study in order to make it easier for the distribution of questionnaires. A total of Fifty (50) copies of questionnaires were administered out of which Forty Five (45) copies are collected back. These thirty copies serves as a basis for statistical and testing of hypothesis stated in chapter one. The method of statistical analysis to be used in testing hypothesis depend on the nature of the original data collected for the purpose of this study chi-square and sample percentage method are to be used in the testing and arriving at all statistical relationship or variation between the variables in each of the hypothesis. The chi-square method is used to compare the actual and observed distribution as against expected distribution.
0. DATA PRESENTATION
Analysis and interpretation of data on the new product and development on the Guarantee Trust Bank PLC as design along with two sections in questionnaire.
The first section deals with personal characteristic are designed to analyze the level of awareness in the new product programs of Guarantee Trust Bank PLC harm.
The total number of forty five (45) questionnaires was administered the whole questionnaire were filled and retrieved by the respondent the above number of questionnaire will serve as a basis for statistical analysis on a table.
SECTION A- PERSONAL DATA
TABLE 4.2.1 SEX OF RESPONDENT
	SEX OF RESPONDENT
	NUMBER
	PERCENTAGE

	MALE
	25
	55.6%

	FEMALE
	20
	44.4%

	TOTAL
	45
	100


Source: field survey 2025
The table show that 55.6% of the respondent were males , while 44.4% were female. The numbers of respondent were twenty five (25) males and twenty (20) females respectively.
TABLE 4.2.2. AGE OF DISTRIBUTION
	AGE OF DISTRIBUTION
	NUMBER
	PERCENTAGE

	25-30years
	10
	40%

	30-35years
	10
	28.89%

	35 and above
	25
	8.89%

	TOTAL
	45
	100


Source: Field Survey 2025
From the table above, it was found thee eighteen (18) respondent represent (40) while thirteen (13) represent 28.89 of the total respondent between 31-40. 10 responded representing 22.22 of total responded full between 41-50 respondent represent 8.89 of the total respondent while only four (4) respondent are above the age of  45 years. This implies that these sets of people will be able to know the meaning of the question that are asked from them and they will respond correctly.
TABLE 4.2.3 MARITAL STATUS
	MARITAL STATUS
	NUMBER
	PERCENTAGE

	MARRIED
	30
	66.6%

	SINGLE
	15
	33.4%

	DIVORCED
	-
	-

	TOTAL
	45
	100


Source: Field Survey 2025
	The table show that 66.6% out of the respondents are married, while 33.4 are still single
TABLE 4.2.4. EDUCATON QUALIFICATIONS	
	EDUCATON QUALIFICATIONS
	NUMBER
	PERCENTAGE

	ND
	20
	44.4%

	HND
	15
	33.3%

	BSC
	10
	22.3%

	TOTAL
	45
	100


Source: field survey 2025
From the table analysis, it can be seen that the number of respondent of ND holder is 44.4% ,33.3% of respondent holders, while 22.3% are Bsc holders. The analysis of data above shows that majority of those that constitute organization are educated.
TABLE 4.5. WORKING EXPERIENCE 
	WORKING EXPERIENCE
	NUMBER
	PERCENTAGE

	1years
	10
	22.2%

	2 years
	15
	33.4%

	3 years
	20
	44.4%

	TOTAL
	45
	100


Source: field survey 2025
From the above table, 22.22% respondent representing have a year working experience, 33.4% have a two year working experience while 44.4% have a 3 year working experience.
TABLE 4.2.6. RELIGION  
	RELIGION  
	NUMBER
	PERCENTAGE

	Christian
	20
	44.4%

	Muslim
	25
	55.6%

	others
	-
	-

	TOTAL
	45
	100


Source: field survey 2025
The table show,  that twenty (20) of the respondent representing  were Christian while twenty five (25) were muslim. 
4.2 DATA ANALYSIS
4.2.7 : DOES YOUR COMPANY HAVE RESEARCH AND DEVELOPMENT DEPARTMENT ?
	ALTERNATIVE
	NUMBER
	PERCENTAGE

	YES
	45
	100%

	NO
	
	

	TOTAL
	45
	100


Source: field survey 2025
From the table above, that all of the respondent  agreed that the company  have research and development department.
TABLE 4.2.8 DOES THIS DEPARTMENT CARRY OUT RESEARCH TO NEW PRODUCT?
	ALTERNATIVE
	NUMBER
	PERCENTAGE

	YES
	35
	77.8%

	NO
	10
	22.2%

	TOTAL
	45
	100


Source: field survey 2025
The table shows that thirty five(35) of the respondent agreed that the company carry out research to new product  while while ten (10) say no.this show that the company carry out research to new product respondent.
TABLE 4.2.9. DOES TRAINING IMPROVE NEW PRODUCT DEVELOPMENT?
	ALTERNATIVE
	NUMBER
	PERCENTAGE

	YES
	35
	77.8%

	NO
	10
	22.2%

	TOTAL
	45
	100


Source: field survey 2025
From the table above, thirty respondent agreed training improve new product development, while ten (10) of the respondent disagreed.
TABLE 4.2.10: DOES NEW DEVELOPMENT INCREASE THE ITS MARKET SHARES?
	ALTERNATIVE
	NUMBER
	PERCENTAGE

	Yes 
	40
	80.9%

	No 
	5
	11.1%

	Total 
	45
	100


Source: field survey 2025
The table above, show that forty(40)of the respondent said yes, while five (5) said no . this show that product development increase the its market shares.
TABLE 4.2.11. DOES NEW DEVELOPMENT INCREASE THE SALES VOLUME OF THE ORGANIZATION?
	ALTERNATIVE
	NUMBER
	PERCENTAGE

	YES
	38
	88.4%

	NO
	7
	15.6%

	TOTAL
	45
	100


Source: field survey 2025
From the above table shows that thirty eight (38) of the respondent agreed that new development increase the sales volume of the organizations, while seven (7) of the respondents disagreed .
TABLE 4.2.12: DOES THE GOVERNMENT POLICIES AFFECT THE DEVELOPMENT OF NEW PRODUCT
	ALTERNATIVE
	NUMBER
	PERCENTAGE

	YES
	28
	62.2%

	NO
	17
	37.8%

	TOTAL
	45
	100


Source: field survey 2025
From the above table, twenty eight (28) of the respondents with the percentage of 55.6% agreed that government policies affect the development of new product. While the remaining of the respondents disagreed.
TABLE 4.2.13:DOES ADVERTISING PLAY A VITAL ROLEON BUYING DECISION OF NEW PRODUCT
	ALTERNATIVE
	NUMBER
	PERCENTAGE

	YES
	25
	55.6%

	NO
	20
	44.4%

	TOTAL
	45
	100


Source: field survey 2025
From the above table, twenty five (25) of the respondents agreed while twenty (20) of the respondent disagreed.
TABLE 4.2.14: DOES YOUR COMPANY USE BREAK EVEN ANALYSIS AND CHART FOR NEW PRODUCT DEVELOPMENT
	ALTERNATIVE
	NUMBER
	PERCENTAGE

	YES
	30
	66.7%

	NO
	15
	33.3%

	TOTAL
	45
	100


Source: field survey 2025
From the table above, shows that thirty (30) of the respondents with the percentage of 66.7% agreed while fifteen (15) of the respondent with the percentage of 33.3% disagreed.
4.3	DISCUSSION OF FINDINGS
	This chapter deals with the interpretation of data and analysis, from the data collected it was agreed that the company use break even analysis and chart for new product development, also more male are in involved in the research work more than female, it was also gathered that advertising play a vital role on buying decision of new product.
	And also government policies affect new product, it was concluded that new product increases sales volume in the manufacturing industry. It also increases market shares. 
4.4	TEST OF HYPOTHESIS
The general hypothesis that was tested in the course of this research is as follow:
HYPOTHESIS I
H0: there is no significant relationship between marketing planning and originations sales new product development
H1: there is significant relationship between marketing planning and originations sales new product development
HYPOTHESIS II
H0: advertising does not plays a vital roles on buying decision  of new product.
H1: advertising plays a vital roles on buying decision  of new product.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1  SUMMARY FINDINGS
Product planning and development is the bedrock of any organization. The competitive nature of some organizations requires that managers must introduce new product in order to keep up rivals. This project work argues using empirical evidence that thee success of any organization will develop o its ability to generate new offerings to take the place of product that no longer product adequate levels of sales. The objective of this research work is to examine the extent of new product planning and development as a veritable too for competitive advantage in a manufacturing increasing an intensive level of competition in the behaviors of consumer s to order to have sustained competitive advantage in their operation.
5.2 CONCLUSION
The growth of any organization depends largely on its ability to surpass its competitors and where competition is very stiff an organization has to have capacity and competence ineffectively. For any organization to achieve competitive advantage in its new product planning and development marketing managers must consider a lot of factors such as benefits that products process and the use of packaging labeling and branding. As Cort H and John (1992) put it organizations shows that want to meet the need of their customers and stay ahead of their competitors, market more than one product.
The most successful organization are those that take strategic market seriously and strive hard to have competitive edge cover either organization on the same industry (Duro 1990). The contemporary views of marketing strategy recognizes that one of the approach to achieving competitive advantage over other competitive is to develop a new product that will be perceived as unique by the customer.
It was further noted that competition between of advancement of technology could also lead to development.
This research work established that whatever an organization introduced as a new product it wins substantial risk of it’s directly launched into the market without knowing how the public will reach to the product. Jerre (2002) posited that risk in product development is thinking about the possibility of some kind of loss (not necessarily) or that thing can go wrong. Therefore, test market in negative result that the new product might face in the market. It’s important to stress that only the organization that takes strategic marketing seriously and those that strive had to have competitive advantage in their operations are those that will survive in this century. In conclusion, organization must pay adequate attention to the development of new product, how this product is delivered, the quality of the new product ant attempt to ignore any of these important yardsticks will result to giving our edge to competitors.
0. RECCOMENDATIONS
Given the fact that product planning and development is the bedrock of any organization, it therefore becomes expedients to make the following recommendations.
A company’s product is at the center of its marketing mix as such is reacquire introduction of new and quality product, which have comparative advantages relative to other product.
Apart from introducing new and important products, company’s pricing strategy is adequately very important, this should ensure that the prices are reasonable and fair.
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QUESTIONNIARE
PROJECT TOPIC
New product planning and development. A case study of Guarantee Trust Bank PLC Ilorin
INSTRUCTION
	Please indicate your answer where applicable in the appropriate space provided of tick (√ )
1. Sex
	(a) Male	 (   )
(b) Female		(   )
2.	Age of the respondent
(a) 25-30 years		(   )
(b) 30 – 35 years 		(   )
(c) 35 above 			(   )
3.	Marital status
	(a) Married		(   )
	(b) Single		(   )
	(c) Divorced 		(   )
 4.	Qualification
	(a) ND 			(   )
	(b) HND 		(   )
	(c) BSC 		(   )
 5.	Working Experience?
	(a) 1 Year		(   )
	(b) 2 Year		(   )
	(c) 3 Year		(   )
6.	Religion: Christian ( ) Muslim ( ) Other ( )
SECATION B
 7.	Does your company have research and development department?
(a) Yes (   )			(b) No (   )
8.	Does this department carry out research to new product?		(a) Yes (   )			(b) NO (   )
9.	Does training improve new product development?
(a) Yes (   )			(b) NO (   )
10.	Does new development increase the its market shares?
(a) Yes(   )		(b) No(   )
11.	Does new development increase the sales volume of the organization? (a) Yes(   )	(b) No (   )
12.	Does advertising play a vital role on buying decision of new 
     	product? (a) Yes	(   )		(b) No (   )
13.	Does your company use break even analysis and chart for new product development? (a) Yes (   )	(b) No (   )
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