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ABSTRAC
Marketing research plays a pivotal role in informing strategic decisions in product development within the competitive landscape of the food and beverage industry. This abstract explores the integration of marketing research methodologies in the product development process, with Nestle PLC as the focal point. Nestle, a global leader in nutrition, health, and wellness, continuously innovates to meet evolving consumer demands.This case study delves into Nestle's approach to leveraging marketing research to drive product development initiatives. It examines how Nestle conducts comprehensive market analysis, consumer behavior studies, and competitive assessments to identify emerging trends and consumer preferences. These insights are instrumental in shaping Nestle's product portfolio and positioning strategies.Furthermore, the abstract highlights Nestle's commitment to consumer-centric innovation through qualitative and quantitative research methods. By engaging with consumers through surveys, focus groups, and social listening, Nestle gathers valuable feedback to refine product concepts and enhance customer satisfaction.Moreover, the abstract discusses Nestle's strategic collaborations with external partners, including suppliers, research institutions, and marketing agencies, to augment its research capabilities and access specialized expertise. Such partnerships enable Nestle to stay at the forefront of innovation and deliver products that resonate with diverse consumer segments.Lastly, the abstract underscores the importance of agility and adaptability in product development, citing Nestle's iterative approach to testing and refining prototypes based on market feedback. This iterative process ensures that Nestle's products remain relevant and competitive in an ever-changing marketplace.In conclusion, this abstract provides insights into how Nestle PLC integrates marketing research into its product development strategies, demonstrating the significance of consumer insights and collaboration in driving innovation and sustaining market leadership in the food and beverage industry.
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CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND OF THE STUDY
Marketing decision is made under condition of uncertainties involve both risks and opportunity. Business organization operates in a highly unstable environment where risk are very high an in order to reduce their risks decision making must be data oriented. Marketing research is that field of study that assists management of facilitate sound decision making in the business enterprises. It should be noted that the use of marketing research cannot eliminate either risk or opportunity but its intelligent use can reduce risk and increase the degree of probability of the various possible outcome of opportunities.
Competitive pressure, expanding marketing the cost of marketing a mistake and growing customer expectation all contribute to the need for marketing research for a company to operate successfully today, management must develop a method for gathering and storing relevant data and converting it into usable information.
The project aims to finding cut how research could be used as a tool for marketing role in Nigeria manufacturing company. The company chosen for the purpose of this study in Nestle plc, Ilorin, with the growing emphasis on customers satisfaction. It is essential that research should be undertaken on marketing decision to identify marketing opportunities and threats. It is necessary for organization to seek how to understand customer behavior constantly seek to understand and measure the dynamic of societal behaviors.
Marketing research plays a vital role in the operation of manufacturing company supplying relevant information for decision making. The purpose of marketing research is to enhance profitability through food decision making emanating form a valid and reliable research study. It is an established fact that decision made or based on factual data derived from using research as a tool for decision making are always sound.
The research work will look into how Nestle make use of research for their marketing program.
1.2 STATEMENT OF THE PROBLEM OF THE STUDY
Research system is a department that must exist in virtually all the organization.
As I have said earlier on that marketing decision are inevitably made under condition uncertainties. People should know that the use of marketing research cannot eliminate either risk or opportunity but its intelligent use can reduce risk and increase the degree of probability of the various possible outcome of opportunity.
This study is aimed at finding out the following: does research as a marketing tool assist the manufacturing company in making sound decision. In spite of the current economics depression in the country? The use of marketing good decision on the marketing activities decision by the management. this can also lead to production of unwanted products.
Does research as a tool of marketing decision help the manufacturing company to maintaining its market share market share determine the rate at which the business generate costs. Manufacturing with a relatively high share of the market compared to its competitors should have higher profit margin and thus higher cost flow and this could be determined through the help of research and that is why the second question was raised.
More so, there are a lot of factors that hinder the use of research for making sound decision in manufacturing. it could be internal factors such as choice of commodity how to manage inventory how to expand the investment or external factor such as government policy trend in labor and capital market, types of economic system of the against effective use of research for marketing decision in the manufacturing.
In addition to that does research as a tool for marketing decision help manufacturing.
It could be internal factor such as choice of commodity how to manage inventory how to expand the investment or external factor such as government policy trend in labor and capital market type of economic system of the country.
This brings out the question: are there any factor against effective use of research for marketing decision in the manufacturing.
In addition to that does research as a tool for marketing decision help the manufacturing company to know this such manufacturing company must adopt the use of marketing research otherwise these consume want cannot be met.
Also without the use of marketing research there is no way for manufacturing to develop a new marketing research there is no way for manufacturing to develop a new product.
Finally to what extent has research information on a new product development been effective in aiding the success and acceptability of the product in marketing. If therefore there is no proper research information on new product such product in the market which can also lead to stage of resources.
1.3 OBJECTIVES OF THE STUDY
Generally the purpose of establishing any form of manufacturing is to achieve a specific goal and objectives either economic or non-economic. Therefore for any manufacturing concerned to achieve its aims it need effective and efficient combination of both material and human resources in the production process. In order for the manufacturing concerned to satisfy its need (goal) through increase productivity and maximize profit its workers as well who put in their human effort need to be satisfied.
The objectives of this study therefore are.
a. To have a full knowledge and meaning of what marketing research is all about.
b. To know how marketing research helps the manufacturing in achieving its predetermined gots and objective.
c. To ascertain the effects of research as a pool for marketing in operation of the Nestle plc.
d. To examine how research help in the manufacturing and development of new product.
e. To measure the extent of good decision making through marketing research.
f. To examine the different between decision making based on research and those that are based on institution.
g. To determine the benefit achieved in undertake research for marketing research by the manufacturing company concerned.
1.4 SCOPE OF THE STUDY
This project work will be based on the marketing research in Nigeria manufacturing company. The project will be limited to significance of marketing as a means of promoting business activities.

CONCEPTUAL SCOPE
The theoretical scope cover the aspect in which the marketing planning carry on. It develop the various level at which marketing planning research will get to meet consumer needs. And to satisfy the needs in other to achieved the marketing goals and objectives.
TERRITORY SCOPE 
The area of coverage of this research study is Nestle Kwara state. It is the location of the case study and that of population study.
INDUSTRIAL SCOPE 
The industrial scope implies the specification of the industrial of study. Role of marketing research in Nigeria manufacturing study covers and relate to manufacture.
TIME SCOPE 
The time or periodic depth of the marketing research in Nigeria manufacturing Company determines the department to be collected on the study. Therefore the time scope of this project covers the period one (1) years.
1.5	LIMITATION AND CONSTRAINTS
During the course of this research work the researcher encountered number of problems which almost increases the successful conduct of this project.
a. FINANCIAL CONSTRAINTS: Researcher was handicapped with adequate financial resources. The fund regulated for this research study was enormous for the researcher this include transportation cost typing and binding of the project work all these made the research effort seriously demanding.
b. LACK OF COOPERATION OF THE RESPONDENTS: The respondents to give responses in most cases did not give true and appropriate responses while some said they have no comment to give.
c. LACK OF NECESSARY TEXT BOOK: Only few textbooks were available on the sub material in most of the libraries consulted and most of them were on loans. This posed a services challenge to the researcher. 

SOLUTION TO THE PROBLEM
However all effort has been made by the researcher to ensure that the above mention limitation do not impact negatively in the quality of the research work.
Some of the effort made by the researcher are as follows 
1. The researcher seek some financial assistant form friends and family members.
2. The researcher try to devote more time out of class activity time for the research work.
3. The researcher try to use the internet since there are limited text book in the polytechnic library.

1.6	SIGNIFICANCE OF THE STUDY
The study aims at highlighting the need and importance of research or marketing decision in Nestle plc. It also shows how the company’s activities help in satisfying its customer’s desire motive attitude and behaviors. This study serves as a guide for viewing the process of research for marketing so as to facilitate decision making process and enhance good goals and objectives. It is hoped therefore that Nestle plc. in which this research project is carried out will  find this work to be of immense value in its market research effort is carried out using the Nestle plc as a case study and the research was conducted between 2023-2025.
The research want to discuss the problem being encountered in the early introduction of the products and the strategy being adopted by Nestle plc. in the improvement of existing product in the market.
1.7	DEFINITION OF KEY TERMS
MARKETING: Consist of the performance of business activities that direct the flow of goods and services from the producer to the consumer in order to satisfy consumer and accomplished the company’s objectives.
COMPANY: A business organization that makes money by producing and selling of goods and services company profit. Manufacturing the business or industry of producing goods in large quantities on the factories.
RESEARCH: Is the scientific method of investigation with aim of discovering the truth or fact about an issue so that human knowledge may be increased and theories, principles, law and generalization may be developed.
MARETING RESEARCH: Is the study of consumers demand by a firm in order to assist it in expanding its output and the marketing of its product. Market planning and problems solving research  provide valuable information for the planning at marketing mix, product, price, distribution and production. In this research work, some terms were used by Nestle plc, such as:
	TID: Target incentive dealer, this is being referred to as the company’s dealer. It is incentive package designed their target at a given time.







CHAPTER TWO
LITERATURE REVIEW 
2.1 INTRODUCTION
In this chapter, the view of various authors who had written on a similar subject were reviewed.
The reviews were based on information extracted through secondary source such as publication in academic and other professional journals and textbook. The topic of the project role of marketing research in Nigeria manufacturing company focused on the important aspect of using research as a tool for marketing decision making to improve manufacturing goals and objectives.
2.1 CONCEPTUAL REVIEW
2.1.1 TYPES OF MARKETING RESEARCH 
I. Explanatory research
II. Conclusive research
III. Performance monitoring research 
IV. Discipline research 
EXPLORATORY RESEARCH: Is a appropriate for the early stage of the decision making process. It is usually the preliminary investigation of the problem by defined it carefully and reviewing their solution that appear too feasible with a minimum expenditure of cost and time. The research designed is characterized by flexibility in order to be sensitive to the expected and to discover insight not previously recognized. 
Wide ranging and versatile approaches are employed, there include secondary data sources observation and interview with knowledgeable person and case histories exploratory research is appropriate in situation where management is searching for potential problem as opportunities which new insight idea or hypothesis regarding the situation on a more precise formation of the problem and the identification of relevant variable in the decision formation.
Once these issues have been adequately investigated and the decision situation is thorough defined course of action. Here the manager seek dues to innovate marketing approaches. The main objective of exploratory search is to gather as much information as possible about the problem with a minimum of cost and delay and also to broaden the doming of alternatives identified with the hope of including the “Best alternative in the set of the alternative to be evaluated”.
CONCLUSION RESEARCH: This provide information which helps the manager to evaluate and select a course of action. The research design is characterized by formal research procedure. These involve clearly defined of research objectives and information needed. Often a detailed questionnaire is drawn up long with a formal sampling plan. It should be cleared how the information to be collected related to the alternatives under evaluation. Possible research approach include surveys, experience decision and solves the problem conducting conclusive research can be very experience decision and solve the problem, conducting conclusive research and times consuming process.
PERFORMANCES-MONITORING RESEARCH: Once a course of action is selected and the marketing program is implemented to answer the question “what is happening” performance-monitoring research is the essential element accordance with execution of the marketing program and on anticipated change in the situation factors.
Consequently, effective performance monitoring research involved monitoring both the market max varieties performance measure such as sales. Share of the market profit and return on investment.
DESCRIPTIVE RESEARCH: The type of research is used when the characteristics of certain groups of examples based on the information gathered from know users of a particular product, a profit of the average use might be develop with respect to income sex. Age education level and so on.
To estimate the proportion of the people in a specific population who behave in a certain way we might be interest say in estimating the proportion of people within a specified radius of a proposal shopping complex who would stop at the centre.
To make specific production for instance we might be interested in producing the level of sales for each of the next five year so that we could plan for the using and training of new sales representative.
2.1.2	THE ELEMENT OF MARKETING RESEARCH
Marketing research is a blanket term, which comes a whole range of investigative. In this section, the most important element of marketing research will be examined.
PRODUCT RESEARCH
This is concerned with the nature of the product and the consumer reaction to them. It aims to keep in time with each others. It is the commercial parties of internal research and development activities and it help to keep the later consumer oriented product research can be initiated into the following specific areas.
a. NEW PRODUCTS
Studies will be made into the current reaction to the existing product of the company to those of competitors. 
These will provide a guide to new product development product research in the marketing reduces the risk of waste.
b. IMPROVEMENT OF PRODUCT
The borderline between the development of new product and improvement to existing product is indistinct. It should be remembered that improvement include not only by increasing the indistinct valued or usefulness of a product so that may become more acceptable to consumers.
c. PRODUCT RANGE POLICY
A reduction in the number of varieties may involve the removal of certain model in the range. But it could also include the introduction of fewer substitutes, which adequately make the needs of those who purchase the eliminated product.
Reducing a range normally involves the risk of loosing customer and so to carryout. Policy without carefully prior investigation of the reaction of customer to the new range inevitably increase the risk.
d. NEW USE OF PRODUCT
The investigation into new uses of product is synonymous with increasing the product range and is sometimes a more realistic method of increasing sales than the evaluation of new product can result in marketing opportunities.
This is often very profitable as extra production change is not required.
CONSUMER RESEARCH
The marketing concept is built on the premise that marketing first identify consumer needs and develop product and services to satisfy those needs consumer research is the set methods used to identify such needs. It is also used to identify and locate appropriate target markets and to learn their media habits it is used to identify both felt and unfelt (talent) needs to attitude are before an after promotional campaign as, and how and why they make their consumer decision. 
Consumer research is relevant variable in the marketing mix product price promotion and place. It provides the basic for the needs consumer research enable the markets to build consumer “meaning” into the product and services by discovering which attributes are most important to the target market and integrating into the product (services) design. It also assist in establishing pricing that consumer would be willing.
Consumer research covers investigation into buyers behavioral at both trade and distribution level of the eventual user level and it include reason for preference for certain brands. Packs size e.t.c of the product or services in particular market.
Attitudinal studies are valuable in distinguishing the appeal of competitive bound to certain types of product consumer and dealers research is frequently planed jointly so that a useful crosscheck can be made by the attitudes toward the company and its product.
Unfavorably trade attitudes may be based on the failure of the company in the past to after acceptable terms of trading although the retailer may have not quarrel will the product range. Unfortunately, these may lead to he retailer to give them merely nominal displays of dissatisfaction.
Whatever complaints of prejudices exist consumer’s research is practically useful in cleaning them by pain pointing the cause, which underlines them.  
In short consumer research help marketing manager and services to make better decision as to the section of target markets promotional appeals test would be meaningful and the vehicles in which to place them. Give the importance of such decision to the ultimate well being of the marketing organization and the consumer public it serves consumer research must be conducted with outmost objectively and accuracy, and the finding must be valid (i.e they must be representative and generalized for the sample studies to the universe they are presumed to describe).
Consumer research as far as retail product are concerned includes consumer survey to study the opinion and behaviors of ultimate user of the product. This may involves national enquiries questionnaires with a sample carefully selected representative of the total population in the class. It may cover a series of department interviewers to analyses them motivation of people in certain buying situation.
Consumer research is also important to export marketing which is assuming a greater significance in he over all marketing operation of companies manufacturing a wide range of product successful exporting is built on reliable and up to data information about specific needs of consumer with completion need to be more aware than ever before of the features which influence consumer in their choice of product and of brands.
The characteristics behavior of buyers in the home market will generally be some familiar to manufacturers then that of buyers in overseas market especially where they are been entered for the first times.
1. PRICING POLICY: The price of a product must to set so that it makes the maximum contribution to efficient selling. The elasticity of demand for both the total product range and the individual brands is an importance element. The influence of change in the economic environment or demand must also be known. All studies of the likely reaction by consumer to price change must include some estimation of the probable retaliation action of competitor.
2. CREDIT POLICY: Credit policy is an important part of selling its influence naturally varies will different types of market but where the granting of credit is normal practice a refusal to grant credit may result in a disadvantage.     
3. DISTRIBUTION POLICY: Research has to be conducted into the trends in consumer shopping habits for recommendation on distribution policies regarding wholesalers and retailers my development in this are need to be considered with their financial implication before realistic decision can be chosen for example, attention needs to be given to the probable affect on working capital of eliminating wholesalers and dealing directly with the final consumer.
2.1.3	SALES PROMOTION PLANNING RESEARCH
Sales promotion planning research is concerned with the selling mix (i.e all those activities related to the “selling” function) any selling device (e.g special offer adverting, window displays etc) must be analyzed critically in order to measure its efficiency in he potential marketing the markets share is of the utmost importance.
Advertising advertisement research can be used to yield information about the ways in which people have reacted to advertising or how they will be likely to react.
Other Parma of product promotion can be research during the course of trade and assumed surveys such surveys include question on media habit such as TV viewing, magazine and newspapers type of store at which purchase of particular products are made brand recognition and attitudes towards merchandizing practices, for example special offer and free gifts.
MARKETING RESEARCH
Marketing research is concerned with quantifying information rather than the more creative function of product research. The quantification is concerned with two distinct related concepts. Forecasts from the basic of control for sale for effort and one estimate of the probable sales which will be achieved in a given period.
Sales potential is concerned with the estimate of the buying power within the market which can be diverted of the product. The potential infinitely varies with the availability of discretionary purchasing power, otherwise of a current stock of similar goods. The environment aspects of market research is often of fundamental importance as it include as investigation into all social, economic, facial, potential and legal influence which are likely to affect the supply and demand on the product.
Finally, research into timing of sales must be conducted as in most branches of selling “time” is a sources asset. Extract information is needed on for the maximum commercial impact.
2.1.4 THE IMPORTANCE OF MARKETING RESEARCH
Marketing research is their making better decision by providing additional information relative to a specific marketing problem the importance of marketing research are as follows.
GOOD DECISION MAKING
Marketing decision are inevitable made under condition of marketing research in gathering and analyzing relevant information will assist the manager or the management making good decision on the marketing activities.
TO AVOID THE PRODUCTION OF UNWANTED PRODUCT
Product which larger required by the consumer are wasteful in that in addition to the money already system on the production of the produced because of the production of unwanted product.
TO BRIDGE THE GAP BETWEEN THE PRODUCERS AND THE CONSUMER
Premised on the centralization of production in order to enjoy optimum production return, fact to fact situation no longer exist between the consumers and the producers. This widened gap between the producers and consumer is  bridged by marketing research.
TO DETECT THE ENVIRONMENT CHANGES
The period between the decision to invest and actual production of goods hare increased with the sale of modern industry. The longer the time lay. The greater the need for marketing research to check in whether the reason for theoretical decision to understand such production still exist or not. 
TO REDUCE THE RATE FAILURE
Once the original investment decision has been made it is marketing research that will keep the venture as profit able as possible by providing information as the types of product to be produced. Its price and the most suitable as possible by providing information as the type of product to be produced. Its price and the most suitable method of promotion.


IT CREATES ALTERNATIVE SOLUTIOAN TO MARKETING PROBLEM
The use of marketing research does not and cannot eliminate either risk or opportunities, but its intelligent use can reduce or give alternative solution to any marketing problem
THE MARKETING RESEARHC PROCESS 
Effective marketing research involves five broad states. These are: 
1. DEFINING THE PROBLEM AND RESEARCH OBJECTIVES
The first step cal for the marketing manager and marketing research to define the problem carefully and agree on the research objectives. As adages say “a problem well defined is help solved” the problem to investigation must be very clear and exact so that researcher will know exactly what to investigate.
2. DEVELOPING THE RESEARCH PLAN
The second stage of marketing research call for developing the most efficient plan for gathering the needed information. The marketing researcher has the skills to design the research approaches.
The marketing manager should know about marketing research to evaluate the research plan and the findings. The marketing manager needs to know the cost of the research plan before approving it. 

3. THE RESEARCH MUST COLLECT THE DATE
This stage is generally the most expensive and the most liable to error in the case of survey. Our major problem arises. Some respondents will not be at home and must be re-contracted or replaced. Other respondents will refuse to cooperate still others will give bias or dishonest information. Finally some interviewers will occasionally be biased or dishonest.
In this case of experiment research the research have to worry about matching the experimental and control group not influencing the participants by their presence, administering the treatment in a uniform way controlling for extraneous factors.
2.1.5 ORGANIZATION GOALS AND OBJECTIVE ORGANIZATION GOALS
Organization goals provides a sense of direction to an organization. According to Stomen (1982) “organizational goals include organization purpose mission and objectives” that is there is nothing more to achieve when we achieve organization goals. Integrated action in organization are directed towards goals attainment.
ORGANIZATION OBJECTIVE
Ilorin and Arowomole (2000) define organization objectives as deserved state of affairs which the organization attempts to realize it is also the basic thing, which an organization intends to accomplish, or what they have in mind to achieve in a period of times.
Objective are ends or result, which the organization set out to achieve through its existence and operation Arowomole (2000) said that “objective are that target must be achieved if the organization is to achieve its major aims or goals.” 
Objective are goals established to guide the efforts of the company and each of its components. A number of different objective are pursue by business organization some examples are:
Increase in market share
Continuity of profit
Efficiency e.g lowest cost
Employee satisfaction
Good quality product or services for customers.
2.2 Theoretical Review
This section discusses the relevant theories and concepts that have, over the years, guided the CD practice. Some of the relevant theories are discussed below:
2.2.2	NESCAFE TEA 									Nescafé Tea" is an intriguing case study within Nestlé's product portfolio, reflecting the company's strategic innovation and adaptation to evolving consumer preferences. Introduced as a response to the burgeoning demand for diverse beverage options, Nescafé Tea leverages Nestlé's expertise in the beverage industry while tapping into the global popularity of the Nescafé brand.
This product extension exemplifies Nestlé's agility in identifying emerging trends and capitalizing on existing brand equity. By leveraging the Nescafé brand, which is synonymous with quality and convenience in the coffee market, Nestlé aimed to establish a foothold in the tea segment, catering to consumers seeking variety and convenience without compromising on taste.
Nescafé Tea likely underwent rigorous market research and product development to ensure it met consumer expectations and differentiated itself from existing tea offerings. Nestlé likely capitalized on its existing distribution channels and marketing infrastructure to launch and promote Nescafé Tea, leveraging the strength of the Nescafé brand to penetrate new markets and reach diverse consumer segments.
However, the success of Nescafé Tea is contingent upon various factors, including consumer acceptance, competition from established tea brands, and market dynamics. Nestlé's ability to effectively position and market Nescafé Tea, innovate in terms of flavor profiles and packaging, and adapt to changing consumer preferences will ultimately determine its long-term success in the competitive beverage market.
Overall, Nescafé Tea serves as a testament to Nestlé's strategic innovation and commitment to meeting evolving consumer demands, highlighting the company's ability to leverage its brand strength and expertise to diversify its product offerings and capture new market opportunities.
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2.2.3 The Technology Acceptance Model (TAM)
The technology acceptance model (TAM) is developed based on the theory of reasoned
action, and it was developed to fit the field of information systems. It was originally specified by Davis in 1986 (F. D. Davis 1986) and later refined by Davis, Bagozzi and Warshaw in 1989 (Davis, Bagozzi and Warshaw 1989). TAM replaces behavioral attitude and subjective norm factors of the TRA with two technology acceptance measures; the perceived ease of use and the perceived usefulness. These two measures have clearly differentiated the TAM from the TRA, although the TAM remains strongly influenced by behavioral elements due to its origin.
TAM models how an individual accepts and uses the technology. As figure 5 shows,
actual system use is believed to be determined by behavioral intention of use, which is affected by the attitude toward use and the perceived usefulness of using the new system. An individual‘s attitude toward use of technology is jointly determined by perceived ease of use and perceived usefulness. These two factors are affected by external variables (Davis, Bagozzi and Warshaw 1989). Perceived ease of use is defined by "the degree to which an individual believes that using a particular system would be free of physical and mental effort" (F. D. Davis 1986, 26).
Perceived ease of use has a causal and significant effect on the perceived usefulness, which is
defined by "the degree to which an individual believes that using a particular system would
enhance his or her job performance" (F. D. Davis 1986, 26). TAM assumes that when an
individual has formed the intention to act, she will be free to act. However, several factors, such as social or environmental limitations, may affect whether or not the individual will act (Bagozzi 2007) Several attempts have been made to extend TAM, and the most widely used extended version is known as TAM2. According to (Halawi and McCarthy 2006) TAM2 is used to study end-user acceptance for adoption of information technology systems in a number of different disciplines. TAM2 ―clearly investigates and tackles the role of the end-user when new technology is initiated‖ (Halawi and McCarthy 2006, 254) TAM theory made an important distinction in identifying the factors ―perceived usefulness‖ and ―perceived ease of use‖. The theory gives attention to the fact that the user has an individual image or estimation of the new technology, which affects the behavior of the user. TAM focuses on a user‘s attitude toward one specific technology (Davis, Bagozzi and Warshaw 1989)
2.3 EMPIRICAL REVIEW
2.3.1	Identification Of Knowledge Gaps In The Literature 				Identifying knowledge gaps in the literature on Nestlé PLC could involve reviewing existing studies, articles, reports, and analyses related to the company and its operations. Here are some potential areas where gaps might exist:
1. Sustainability Practices: Investigating how Nestlé's sustainability initiatives impact its overall performance and reputation could be an area where there's a gap. This could include an analysis of the effectiveness of their sustainability programs, their impact on the environment, and social responsibility.
2. Emerging Markets: Exploring Nestlé's strategies and challenges in emerging markets, such as Africa and Asia, where they've been expanding aggressively. This could involve understanding market penetration strategies, cultural adaptation, and regulatory challenges.
3. Technological Innovation: Assessing Nestlé's investments and strategies in technological innovation, including areas like automation, artificial intelligence, and blockchain, and how these impact its competitiveness and efficiency.
4. Consumer Behavior and Preferences: Understanding shifting consumer preferences, especially regarding health and wellness trends, and how Nestlé is adapting its product portfolio to meet these demands.
5. Corporate Governance and Ethics: Investigating Nestlé's corporate governance practices, including board composition, executive compensation, and ethical considerations. This could include examining controversies or challenges related to Nestlé's business practices and how they're managed.
6. Supply Chain Management: Analyzing Nestlé's supply chain resilience, especially in light of global disruptions like the COVID-19 pandemic, and how they manage risks related to sourcing, manufacturing, and distribution.
7. Digital Marketing and E-commerce: Examining Nestlé's digital marketing strategies and its approach to e-commerce, including online retail partnerships, direct-to-consumer sales, and digital advertising effectiveness.
8. Competitive Analysis: Assessing Nestlé's competitive landscape and how it compares to other major players in the food and beverage industry, including its strengths, weaknesses, opportunities, and threats.
By identifying these potential gaps, researchers can focus on areas where there's limited existing knowledge, contributing valuable insights to the literature on Nestlé PLC and related topics.







CHAPTER THREE
RESEARCH METHODOLOGY
3.1 RESEARCH DESIGN
Research has been purely defined as a scholarly or scientific as well as deliberate inquiry in searching for facts or principles. It is a systematic and controlled approach for finding answers to question. This is called educational research by Austin and Ogive research by Duroso are defied as a diligent systematic attempt to find acceptance answer to questions to question through certain logically processed on steps.
Research design is therefore said to be the act of finding out or specifying the method procedure on techniques for the collection and analysis of date and information necessary to help to solve the problem under investigation that the difference between the cost of obtaining various level of occurrence and their expected value to the information associated with each level of occurrence which is maximized.
3.2 DEFINITION OF POPULATION AND SAMPLING PROCEDURE 
Peter M. Chisanal (1981) defined population as the whole sales in individuals which for the subject of study in a particular survey. It is also totality of cases that confirm to some designated specification determination population before research can be possible the population to be surveyed must be clearly defined for research member of staff of Nestle plc Nigerian the individuals buyers or consumers.
The use of sample was employed for this whole set of individuals who called not be reached or interviewed because it involves enormous resources and times. Since there was no population the sample size was determine by simple random method of he population the same times or being selected.
SAMPLING PROCEDURE
For the purpose of the research, which is required to find out the role of marketing research and then give an insight into its prospects the sampling procedure is based on probability sampling technique that is the random sampling method used. In this case the sample elements were handpicked since it is expected that they would serve their research purpose in as much as the reflection is based on the representation of the sample.
SAMPLE SIZE
A sample is a small group of case drawn from and used to represent the large group or whole population under investigation. Therefore sample size is the number of people or objectives in the selected sample (mamheim Jis and Rich 1999). 
Sample is the process of selecting elements from the total population in such a way that the sample elements selected represent the total population. Thus research the sample should be are presentation of the total population that as much as possible most characteristics of the population should be represented in the sample selected (martin & Amin 2005) the researcher used two different sample according to the required data related to the objectives of the study (onhard the researcher purposively choose two of the top manager for interview).
3.3 DATA COLLECTION
Primary data collection: these are the data which the research collected personally for the course of this research work and the method adopted for the project is the mail survey in which questionnaire is sent to respondents who are encourage to complete and return them.
Broadly primary data can be collected in there broad way they are:
1. Observation research method 
2. Experimentation research method 
3. Survey research method 
OBSERVATION RESEARCH METHODS: The classic method of scientific enquiry: it is a systematic method of collecting data that is used in all discipline ands in particular fro controlled experiment knowledge science.
Information under this method can be obtained through
1. Recording techniques
2. Watching techniques
3. Audit 
SURVEY RESEARCH METHOD: This involves sampling of the opinion of part of the population. This is the commonest method of obtaining, it involves interviewing limited number of people from a large group. In order together information. These samples to be taken should be large enough so as to be a true representation and which is to ensure meaningful result. Information can be obtained through.
1. PERSONAL INTERVIEW: This is the best and most reliable method of obtaining information.
2. MAIL INTERVIEW: This involve mailing questionnaire to potential respondent and having them returned in completed for by mail.
3. TELEPHONE INTERVIEW: This is the method of obtaining information condemned through this very fast. It is usually used whom the research needs responses with less delay.
EXPERIMENTATION: This is the most sophisticated and complete from data gathering is an experiment in which a sample of the individual population.
3.4 DATA PRESENTATION AND ANALYSIS TECHNIQUES
Few statistical method were employed in their presented and analysis the data collected in the course of study purpose the research or made used of table in presenting data collection in the process of their research. The suggested answer each of respondent and the percentage of respondents to each question were shown in the table.
RELIABILITY AND VALIDITY
This sit  he extent to which one can be defined confidently on the information collected, it is also concerned with consistency accuracy and predict ability of the research findings.
The are different system that can be used to measure the reliability of a research work community among them is the TEST RETEST METHOD This method assumes that in related measurement of the sample person or group of person using the same sealing credence under similar condition will give the same result.
However, some error are bound to occur in the process of using this method such as;
1. Stability or test-retest
2. Alternate form 
3. Internal consistency

	



CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1	BRIEF HISTORY OF CASE STUDY
2.2.1 Brief History of Nestle PLC 
	Nestlé is actually a Swiss multinational food and drink processing conglomerate corporation headquartered in Vevey, Vaud, Switzerland. It was founded in 1866 by Henri Nestlé, a German-born Swiss pharmacist who developed one of the first successful infant formulas. The company initially focused on infant food products but later expanded into other areas of food and beverages.
Nestlé's growth has been characterized by a series of acquisitions, mergers, and diversification into various product categories. Some key moments in Nestlé's history include:
1. Late 19th Century: Nestlé began to expand internationally, establishing subsidiaries in other countries and introducing new products beyond infant formula.
2. Early to Mid-20th Century: Nestlé continued to diversify its product range, acquiring companies in various sectors, including chocolate, dairy, and coffee. In 1938, Nestlé introduced Nescafé, an instant coffee brand that became one of its flagship products.
3. Late 20th Century: Nestlé expanded its global presence further through acquisitions and strategic partnerships. It became one of the world's largest food and beverage companies, with a presence in over 180 countries.
4. 21st Century: Nestlé continued its expansion and diversification, focusing on health and wellness products, as well as acquiring and investing in companies in emerging markets. It also faced scrutiny and criticism regarding its marketing practices, environmental impact, and water bottling operations.
5. Recent Years: Nestlé has adapted to changing consumer preferences and market trends by investing in areas such as plant-based foods, premium coffee, and functional beverages. The company has also made commitments to sustainability and reducing its environmental footprint.
Nestlé remains one of the largest and most influential food and beverage companies globally, with a wide range of well-known brands in various categories, including Nestlé Pure Life, KitKat, Nespresso, Maggi, and Purina
4.2	DATA PRESENTATION
It is not only the contents of finding research work that matters, the manner in which a research organization and presents his research work that matter, in which a research organization and present his research findings will go long way in determining the value placed on them. 
This section of the research work deals with presentation and analysis of data collected from the field work haring gathered the data from reliable sources as extracted from the completed questionnaire, data collected were presented in a tabular from for easy interpretation. Tabulation is basically a reduction. It is the positing of data work sheet. This data presentation is based on the premise that the analysis could be carefully done especially in providing secondary data for further research work.
The administered where the information given by the respondents were qualified in numerical values and then converted to percentage of the which show the response to the question in percentage.
This chapter deals with the opinion of respondents (which include both senior and junior staff) of Nigerian Bottling Company Plc, Ilorin Kwara state.
4.3	DATA ANALYSIS 
Table 4.1 Age Distribution of Respondents.
	YEAR
	NO OF RESPONDENT
	PERCENTAGE (%)

	15-20
	-
	-

	21-30
	7
	20

	31-40
	10
	40

	41-50
	5
	20

	51 and above
	25
	100


 Source: Field Survey 2025
From table 4.1 (7) respondent representing 28% were between 21-30 year, to respondent representing 40% were between 31-40 years 5 respondents representing 12% were 50% years old and above. This show that those respondent that were between 31-40 year were majority they are staff that are very strong to do better work.
Table 4.2 Sex Distribution of Respondents
	SEX
	NO OF RESPONDENT 
	PERCENTAGE (%)

	Male 
Female 
	17
8
	68
32

	Total 
	25
	100


Source: Field Survey 2025
From table 2.4, 17 respondents representing 68% were make while 8 respondents representing 32% were female. This indicates that the Nestle plc, employs a large proportion of male in heir business activities than female 
Table 4.3 MARITAL STATUS OF RESPONDENTS
	ALTERNATIVE 
	NO OF RESPONDENT
	PERCENTAGE (%)

	Single
	8
	32

	Married 
	15
	60

	Divorced 
	2
	8

	Total 
	25
	100


 Source: Field Survey 2025
This show that the majority of the staff is married meaning that work will be carried out maturely.
Table 4.4 EDUCATIONAL QUALIFICATION OF RESPONDENTS
	ALTERNATIVE 
	NO OF RESPONDENT
	PERCENTAGE (%)

	WAEC/GCE
	3
	12

	OND/NCE
	6
	24

	HND/BSC
	12
	58

	MBA/MSC
	4
	16

	Total 
	25
	100


Source: Field Survey 2025
This indicates that the Nigerian Bottling Company Plc. Abide by the employment policy by not employing complete illiterates. This has help the company to be more efficient in doing marketing research making well informed in because there are more skilled and semi-skilled work in the company.
Table 4.5 LENGTH OF SERVICE OF THE RESPONDENTS.
	ALTERNATIVE 
	NO OF RESPONDENT
	PERCENTAGE (%)

	1-4 Years
	5
	20

	5-8 years
	15
	60

	2-10 years
	5
	20

	11 years above
	-
	-

	Total 
	35
	100


Source: Field Survey 2025
This analysis show clearly that the majority of the workers in the Nigerian Bottling company plc, have spent between 5 years to 8 years meaning the company is having number of experienced employees.
Table 4.6 IN WHAT CLASS DO YOU BELONG TO?
	ALTERNATIVE 
	NO OF RESPONDENT
	PERCENTAGE (%)

	Top management 
	8
	42

	Middle management
	10
	40

	Junior staff
	5
	20

	Personnel/caval
	2
	8

	Unconfirmed 
	-
	-

	Total 
	25
	100


Source: Field Survey 2025
It shows clearly that most of the staff of the company fails within middle management level. It indicates that the work will be carried out effectively.
Table 4.7 In what Department are you working presently.
	ALTERNATIVE 
	NO OF RESPONDENT
	PERCENTAGE (%)

	Marketing 
	6
	24

	Research & development 
	9
	46

	Product
	4
	16

	Salary 
	3
	12

	Personnel
	3
	12

	Total 
	25
	100


Source: Field Survey 2025
It show that most of the respondents are in research and development department. It indicate that good research work will be carried out for the company.
Table 4.8 DOES MARKETING RESEARCH CONTRIBUTE TO MANAGER MANUFACTURING OF THE COMPANY IN NIGERIA
	ALTERNATIVE 
	NO OF RESPONDENT
	PERCENTAGE (%)

	Yes
No 
	25
5
	80
20

	Total 
	30
	100


Source: Field Survey 2025
It show that the majority of the staff of the Nestle plc, believed that their manufacturing company could be achieved through the contributed of marketing research.

Table 4.9 if yes, to that extent has marketing research contributed to the company’s profitability.
	ALTERNATIVE 
	NO OF RESPONDENT
	PERCENTAGE (%)

	30%
	-
	-

	40%
	-
	-

	50%
	-
	-

	60%
	2
	8

	70%
	23
	92

	Total 
	25
	100


Source: Field Survey 2025
This shows that the majority of the staff believe of accepted that marketing research has contributed to the profitability of the company. 







CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 SUMMARY OF FINDINGS
The factors responses gathered from this were analyzed quantitatively and qualitatively. So analysis was based on the whose 25 questionnaire returned since any 25 copies were return and there are no void. The analysis was effectively carried out using z-score and percentage table. It was observed that 68% of the staff of NESTLE Plc, Ilorin falls within the age range of 15-40 years while only 38% then falls the age range of 41 and above. This shows youthfulness in them the overall statistic of the sex distribution shows that 68% of the population sampled were male while 32% were female. The target number of the employees has permanent commitment to either husband or wives while the remaining one are either single or divorced.
80% of the population sample hare spent above 5 years, these gives the research the much confidence to validate the response of the questionnaire with accurate analysis.
Efforts were made to know if marketing research contributes to the Nigeria manufacturing company the Nestle plc.. The analysis reveals that manufacturing companies could be best achieved through contribution for marketing research. It is also revealed than decision based on intuition the research work made us know that marketing research is a useful concept in developing new product and enhancing friability.
These hypothesis were tested in developing a new product the second hypothesis also reject in null hypothesis (Ho) and accept the alternative (Hi) that marketing research manufacturing in achieving its defined goals and objectives the last hypothesis reject Ho (null-hypothesis) and accept Hi (alternative hypothesis) that there is clear difference between making decision based on research and these based on invitation. 
5.2 CONCLUSION
Taking cognizance of the situation in the company surveyed it can be inferred that production company irrespective the importance and effectiveness of marketing research in its operation.
Hence it normally conducts marketing research operation on its product, price, promotion, consumer, sales, etc.
Marketing research is said to have an advisory role in the Nestle plc, since it is used to acquire and analysis information and to make recommendation as to how marketing problem should be solved. From the above, it then means that disclosure of vital information for the purpose of any research findings is very important.
Based on the analyzed data and oral interview of knowledge people in the field, one could understand that marketing research has been effective in Nestle plc, the effective or now disclosure of information has its effect on the effectiveness or research findings.
The usefulness of research as a tool for marketing decision towards improving of producing Nescafe tea. has obvious in the first chapter.
The chapter concludes that the usefulness of research cannot be underestimated in Nestle plc.  due to some point which I have highlighted in the first four chapters. The information derived from marketing research enables the manufacturing to evaluate and serene product, ideas and probability leads to the development of new product or the modification of existing ones satisfying consumer want. Due to marketing research, the company is able to maintain or increase its marketing share.
With the above mentioned point this research work concludes that to achieve effective management consumers satisfaction and overall objective of the manufacturing marketing research is inevitable.
5.3 RECOMMENDATIONS 
To correct the defects the following points should be considered for overall improvement in effective implementation of marketing research in Nigeria 

5.3.1 TO THE MARKETIGN DEPARTMENT
Marketing research is the systematic design collection analysis and reporting of data finding relevant to a specific marketing situation facing the company. In this case the information collected for the purpose of any research problem should be treated with care. All the company’s operation such as product price, production, distribution and sales should be researched into very intuition which may not be relevant to the present.
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