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CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND TO THE STUDY
In the modern competitive business landscape, marketing strategy plays a pivotal role in shaping the success of new product development (NPD), particularly in manufacturing industries. For firms to survive and thrive in the face of increasing market pressures, it is no longer sufficient to rely solely on innovation or production capacity; instead, aligning NPD efforts with well-structured marketing strategies is crucial (Adewale & Akinola, 2021). Marketing strategies guide organizations in identifying customer needs, analyzing market trends, positioning products effectively, and ensuring that the products meet regulatory and quality standards—especially important in sensitive sectors like pharmaceuticals.
The pharmaceutical manufacturing sector in Nigeria is uniquely positioned, facing complex challenges such as economic instability, foreign exchange volatility, supply chain disruptions, increasing consumer awareness, and stringent health regulations (Oladipo & Ibrahim, 2022). In such a demanding environment, firms like Tuyil Pharmaceutical Industry in Ilorin must ensure that their new products not only meet clinical and regulatory requirements but also align with market demand, pricing expectations, and distribution capabilities. The integration of marketing strategies during the product development process enhances the likelihood of product success by ensuring that products are not only innovative but also marketable (Chukwuemeka & Ojo, 2023).
New Product Development (NPD) is a multifaceted process involving idea generation, screening, product design, prototype testing, and market launch. The high rate of product failures in the Nigerian manufacturing sector is often attributed to poor alignment between product features and consumer needs, inadequate market research, and weak promotional strategies (Ibrahim & Salawu, 2020). By adopting a strategic marketing approach—such as market segmentation, targeting and positioning (STP), branding, promotional planning, and competitive pricing—firms can improve customer acceptance and enhance profitability (Eze & Ogbonna, 2023).
Tuyil Pharmaceutical Industry, a prominent manufacturer in Ilorin, Kwara State, has become a significant case study for exploring the nexus between marketing strategy and new product development. As a firm operating in the health-related sector, the success or failure of its new products depends not only on therapeutic efficacy but also on consumer trust, brand perception, availability, and affordability (Balogun & Mohammed, 2024). The company's marketing strategy—ranging from product differentiation and market penetration to the use of digital marketing tools—can greatly influence the rate at which new products are adopted and retained in the market.
Furthermore, strategic marketing contributes to gathering market intelligence, understanding consumer behavior, and building long-term relationships with stakeholders—all of which are critical during and after the product launch phase (Adekunle & Hassan, 2022). With the rise of digital marketing channels, pharmaceutical firms now have more tools to engage with healthcare professionals, retailers, and end-users. However, the ability to craft and execute effective marketing strategies still determines the overall impact on NPD performance.
The alignment of marketing strategy with product development processes is crucial for achieving competitive advantage in the Nigerian pharmaceutical manufacturing industry. This study aims to investigate how the marketing strategies of Tuyil Pharmaceutical Industry influence the success of its new products, using both theoretical insights and practical data to highlight best practices and areas for improvement.
1.2 STATEMENT OF THE PROBLEM
In today’s highly competitive business environment, many manufacturing firms in Nigeria struggle to successfully develop and launch new products due to inadequate integration of marketing strategies in their product development processes. Despite the growing importance of marketing in aligning products with market demands, several firms still adopt a production-oriented approach, focusing heavily on technical and operational aspects while neglecting market research, customer needs, and competitive positioning (Ibrahim & Salawu, 2020).
The pharmaceutical industry, in particular, faces intense pressure from regulatory bodies, rising production costs, increasing customer expectations, and stiff competition from local and international brands. Tuyil Pharmaceutical Industry, based in Ilorin, has made efforts to introduce new pharmaceutical products into the market. However, the effectiveness of its marketing strategies in ensuring the market success of these products remains unclear. There is limited empirical evidence on how marketing practices such as product differentiation, pricing, promotion, and distribution affect the overall success of new product development within the company.
Many new products either fail to gain market acceptance or are quickly overshadowed by better-marketed alternatives, not necessarily due to poor quality, but due to weak marketing strategies. This disconnect between product innovation and market strategy raises concerns about the sustainability and profitability of product development efforts in the manufacturing sector.
Therefore, this study seeks to address the problem of ineffective or underutilized marketing strategies in new product development by examining their role and impact in Tuyil Pharmaceutical Industry. The research will provide insights into how well-aligned marketing strategies can improve product success rates and help manufacturing firms achieve a competitive edge in a challenging business environment.
1.3 RESEARCH QUESTIONS
· What marketing strategies are currently employed by Tuyil Pharmaceutical Industry in the development and introduction of new products?
· To what extent do marketing strategies influence the success of new product development in Tuyil Pharmaceutical Industry?
· How does market research contribute to the effectiveness of Tuyil's product development and launch process?
1.4 OBJECTIVES OF THE STUDY
The main objective of this study is to examine the effects of marketing strategy on new product development in Tuyil Pharmaceutical Industry, Ilorin.
The specific objectives are:
· To identify the marketing strategies adopted by Tuyil Pharmaceutical Industry in the development and launch of new products.
· To evaluate the extent to which marketing strategies influence the success of new product development in the company.
· To examine the role of market research in shaping Tuyil’s new product development process.
1.5 RESEARCH HYPOTHESES
The study will test the following hypotheses:
· H₀1: Tuyil Pharmaceutical Industry employs specific marketing strategies in the development and introduction of new products.
· H₀2: Marketing strategies significantly influence the success of new product development in Tuyil Pharmaceutical Industry.
· H₀3: Market research contributes significantly to the effectiveness of Tuyil’s product development and launch process.
1.6 SIGNIFICANCE OF THE STUDY
This study is significant as it aims to bridge the gap between marketing strategy and new product development within the manufacturing sector, with a focus on the pharmaceutical industry. In today’s competitive business environment, the success of new products is largely dependent on effective marketing strategies that align with consumer needs and market demands. By investigating the relationship between marketing strategies and product development in Tuyil Pharmaceutical Industry, the study will provide useful insights into how companies can improve their competitive edge through market-oriented approaches. 
The findings will be valuable to manufacturing firms, especially those in the pharmaceutical sector, by demonstrating how components such as market research, product pricing, promotional activities, and distribution channels impact the success of new products. Marketing managers will benefit from understanding how to tailor strategies to support product innovation, while policymakers and industry regulators may use the insights to create supportive policies that encourage innovation and growth in the manufacturing industry. 
Additionally, the study will contribute to existing literature and serve as a reference point for future research in marketing and product development. Tuyil Pharmaceutical Industry, being the case study, stands to gain directly from the research through practical recommendations on enhancing its marketing practices for better product performance.
1.7 SCOPE OF THE STUDY
The scope of this study is confined to the examination of the effects of marketing strategy on new product development within Tuyil Pharmaceutical Industry, located in Ilorin, Kwara State, Nigeria. The research will focus on identifying and evaluating the marketing strategies employed by the company in the creation and promotion of new products. Specifically, it will explore how elements such as market research, pricing, promotion, and distribution strategies influence the success of product development efforts. The study will also identify challenges that hinder the effective implementation of these strategies. 
Data will be collected from selected departments within Tuyil Pharmaceutical Industry, particularly those involved in marketing, product development, and sales operations. While the study uses Tuyil as a case study, its findings may offer relevant insights for other manufacturing firms; however, the results are not intended to be generalized across the entire Nigerian manufacturing industry. The research is limited in geographical scope to Ilorin and does not cover the broader pharmaceutical sector in Nigeria or beyond.
1.8 DEFINITION OF KEY TERMS
· Marketing Strategy: A comprehensive plan formulated by an organization to reach and persuade potential customers to buy its products or services. It includes decisions on product features, pricing, promotion, and distribution designed to achieve competitive advantage and meet customer needs (Kotler & Keller, 2021).
· New Product Development (NPD): The process of designing, creating, and introducing a new product into the market. It involves stages such as idea generation, market research, product design, testing, and commercialization (Ulwick, 2020).
· Pharmaceutical Industry: A sector of the manufacturing industry involved in the research, development, production, and marketing of medications. This industry is highly regulated and innovation-driven, especially in producing safe and effective drugs (WHO, 2021).
· Market Research: A systematic process of gathering, analyzing, and interpreting information about a market, including information about potential customers, competitors, and the industry as a whole, used to support strategic decision-making (Burns & Bush, 2022).
· Product Launch: The introduction of a new product into the market, including the execution of promotional and distribution plans to ensure product awareness and adoption.
· Manufacturing Industry: An industry sector involved in the transformation of raw materials into finished goods through the use of machinery, tools, and labor. In this study, it refers specifically to the pharmaceutical manufacturing sector.


CHAPTER TWO
LITERATURE REVIEW
2.0 INTRODUCTION
This chapter reviews relevant literature related to the effects of marketing strategy on new product development in the manufacturing industry, with a focus on the pharmaceutical sector. The literature review is structured to provide a conceptual understanding of key variables such as marketing strategy and new product development, examine theoretical frameworks, and explore empirical studies in related fields. The chapter also discusses the relationship between marketing strategy components—such as market research, pricing, promotion, and distribution—and the success of new products. Additionally, it highlights the challenges firms face in aligning marketing strategies with innovation and provides a contextual overview of the Nigerian pharmaceutical sector, especially the operations of Tuyil Pharmaceutical Industry.
2.1 CONCEPTUAL FRAMEWORK
2.1.1 CONCEPT OF MARKETING STRATEGY
Marketing strategy is a deliberate and comprehensive plan that organizations develop to promote and sell their products or services to targeted customers effectively and efficiently. It encompasses the identification of target markets, understanding customer needs and behaviors, and coordinating various marketing activities such as product development, pricing, promotion, and distribution to achieve a sustainable competitive advantage and fulfill organizational objectives (Kotler & Keller, 2021). In the manufacturing industry, especially in highly regulated sectors like pharmaceuticals, marketing strategy becomes an essential driver that shapes the entire lifecycle of a product—from conception to market launch and beyond.
A well-crafted marketing strategy is more than just a collection of marketing tactics; it represents an integrated framework that aligns the firm’s strengths with market opportunities while anticipating potential challenges. It requires a thorough analysis of internal and external environments, including competitor activities, technological trends, regulatory policies, and consumer preferences (Burns & Bush, 2022). This strategic approach helps organizations position their products effectively in the market, optimize resource allocation, and foster long-term customer relationships through value creation and delivery.
In the context of new product development (NPD), the role of marketing strategy is even more critical. NPD involves significant investment and risks, especially for pharmaceutical firms where innovation cycles are long, research and development costs are high, and regulatory scrutiny is stringent. A robust marketing strategy ensures that the product meets real market needs by incorporating market research findings into product design and development decisions. It also guides pricing strategies that balance profitability with affordability, promotional campaigns that build awareness and trust, and distribution channels that ensure product availability to the right customers at the right time (Ulwick, 2020).
Moreover, the marketing strategy facilitates effective communication between the company and its potential customers, creating awareness and generating demand for new products. For pharmaceutical companies, trust and credibility are crucial, as consumers often rely on professional endorsements and evidence of product efficacy before adopting new medicines. Therefore, strategic marketing efforts must include education and information dissemination to healthcare providers and consumers alike (WHO, 2021).
In recent years, the rise of digital technologies has transformed marketing strategies, allowing pharmaceutical companies to engage with customers more interactively and personally through social media, online advertising, and e-commerce platforms. These digital tools offer cost-effective channels for product promotion and customer feedback, enhancing the agility and responsiveness of marketing strategies in a dynamic marketplace (Chaffey & Ellis-Chadwick, 2022).
Marketing strategy serves as the blueprint that links product innovation with market success. It ensures that new products are not only technically feasible but also aligned with market demands and customer expectations. Without an effective marketing strategy, even the most innovative products risk failure due to poor market acceptance or misalignment with customer needs. Hence, organizations that invest in strategic marketing planning are more likely to achieve sustainable growth and maintain competitive advantage in the manufacturing industry.
2.1.2 OVERVIEW OF NEW PRODUCT DEVELOPMENT (NPD)
New Product Development (NPD) is a structured process through which companies conceptualize, design, develop, and bring new products to market. It is a critical driver of innovation and growth within industries, especially in manufacturing sectors like pharmaceuticals, where continuous improvement and innovation are essential to address changing consumer needs, regulatory demands, and competitive pressures (Ulwick, 2020). NPD represents not only a technical challenge but also a strategic business endeavor that requires careful coordination across multiple functions.
The NPD process generally follows a series of distinct yet interconnected stages. It begins with idea generation, which is the creative phase where new product concepts emerge. These ideas can arise from various sources, including internal R&D teams, customer feedback, competitor innovations, technological advancements, or regulatory changes. The quality and diversity of ideas at this stage are crucial, as they set the foundation for potential product success (Cooper, 2021).
Following idea generation, firms undertake a screening and evaluation phase to filter out unfeasible or low-potential ideas. This step ensures that resources are focused on concepts aligned with the company’s strategic goals, market demands, and technical capabilities. Viable ideas then proceed to detailed development, involving product design, prototype creation, and rigorous testing to refine the product’s features and performance. In the pharmaceutical industry, this stage includes extensive laboratory work and pre-clinical studies to ensure safety and efficacy before moving to human clinical trials (Kahn, 2022).
Market testing is another critical phase in NPD, where the product is introduced on a limited scale to assess consumer response, identify potential improvements, and forecast market acceptance. Feedback obtained during this phase is invaluable for final product adjustments and informs decisions about full-scale commercialization. Once the product passes these tests and meets regulatory requirements, it is launched into the market, often supported by targeted marketing strategies to maximize awareness and adoption (Rogers, 2020).
The pharmaceutical industry faces unique challenges during NPD due to stringent regulatory oversight, long development cycles, and high costs associated with clinical trials and approval processes. Regulatory agencies such as the National Agency for Food and Drug Administration and Control (NAFDAC) in Nigeria impose strict standards to ensure that new drugs are safe, effective, and of high quality before they reach consumers. Consequently, pharmaceutical firms must integrate regulatory considerations early in the NPD process to avoid costly delays or product failures (WHO, 2021).
Furthermore, the dynamic nature of consumer preferences and competitive landscapes necessitates a market-oriented approach to NPD. Pharmaceutical companies must continuously gather and analyze market intelligence to anticipate patient needs, emerging health trends, and competitor activities. This customer-centric focus enables firms to develop products that provide real value, enhance patient outcomes, and foster brand loyalty (Burns & Bush, 2022).
Technological advancements, particularly digital innovations, have significantly transformed the NPD landscape. The adoption of digital tools such as computer-aided design (CAD), data analytics, artificial intelligence, and virtual clinical trials has accelerated development timelines and improved decision-making accuracy. These technologies enable pharmaceutical companies to simulate drug interactions, optimize formulations, and engage with healthcare professionals and patients more effectively for feedback and post-market surveillance (Chesbrough & Bogers, 2020).
New Product Development is a multifaceted and indispensable process that underpins innovation and competitive advantage in the manufacturing industry. For pharmaceutical companies like Tuyil Pharmaceutical Industry, effective NPD is essential not only for business growth but also for meeting regulatory standards and fulfilling the evolving healthcare needs of society. Mastery of this process, combined with a well-aligned marketing strategy, can significantly enhance the success rate of new products in the marketplace.
2.1.3 STAGES OF NEW PRODUCT DEVELOPMENT PROCESS
The New Product Development (NPD) process is a systematic sequence of stages that organizations follow to transform an innovative idea into a commercially viable product. Understanding these stages is crucial for manufacturing firms, particularly in the pharmaceutical industry, where product development involves complex technical, regulatory, and market challenges. The NPD process provides a structured framework to manage risks, optimize resources, and increase the likelihood of successful product launch (Cooper, 2021).
The widely accepted model of NPD typically comprises the following key stages:
1. Idea Generation: This initial stage involves the creative search for new product ideas. Ideas can emerge from various sources such as internal R&D departments, customers, competitors, suppliers, market research, and technological breakthroughs. Encouraging a culture of innovation and open communication channels is vital to gather a diverse range of ideas that can potentially address market gaps or improve existing products (Kahn, 2022).
2. Idea Screening: After generating numerous ideas, companies must evaluate and filter them to identify those with the highest potential. This screening process assesses ideas based on feasibility, alignment with company objectives, market demand, technical requirements, and resource availability. The goal is to discard weak or impractical ideas early to focus resources on promising concepts, thereby reducing development costs and time (Burns & Bush, 2022).
3. Concept Development and Testing: Selected ideas are developed into detailed product concepts that describe the product’s features, benefits, and target market. These concepts are then tested with potential customers through surveys, focus groups, or prototype demonstrations to gather feedback. This stage helps validate the product’s value proposition and informs necessary refinements before proceeding further (Ulwick, 2020).
4. Business Analysis: This stage involves a thorough evaluation of the commercial viability of the new product. It includes forecasting sales, estimating costs and profitability, assessing market potential, and conducting risk analysis. A positive business case is essential to justify the significant investments required for further development and production (Rogers, 2020).
5. Product Development: Once the business analysis is favorable, the product moves into the development phase. This stage involves designing and engineering the actual product, creating prototypes, and conducting laboratory or clinical tests, especially in pharmaceuticals. The objective is to finalize the product specifications and ensure it meets quality and safety standards (WHO, 2021).
6. Market Testing: Before full-scale launch, the product is introduced to a limited market segment to test consumer acceptance, pricing strategies, distribution channels, and promotional tactics. This real-world feedback allows the company to identify any problems, make improvements, and reduce the risks associated with a broader market launch (Cooper, 2021).
7. Commercialization: The final stage involves launching the product on a larger scale. This includes ramping up production, implementing marketing campaigns, establishing distribution networks, and providing customer support. Effective commercialization requires coordination across marketing, sales, production, and supply chain functions to ensure a successful market entry (Kahn, 2022).
In the pharmaceutical industry, these stages are often accompanied by additional regulatory approval processes, such as clinical trials and certification by bodies like NAFDAC or the Food and Drug Administration (FDA). Compliance with these regulatory requirements is critical and can significantly influence the timeline and costs associated with new product development (WHO, 2021).
The stages of the NPD process provide a roadmap that helps firms systematically reduce uncertainties and align product innovation with market needs. For manufacturing firms like Tuyil Pharmaceutical Industry, adhering to these stages ensures that new products are developed efficiently, meet customer expectations, and comply with regulatory standards, ultimately contributing to business success and sustainability.
2.1.4 MARKET RESEARCH AND ITS ROLE IN NEW PRODUCT DEVELOPMENT
Market research plays a pivotal role in the New Product Development (NPD) process by providing valuable insights that guide decision-making and reduce uncertainties associated with launching new products. It involves the systematic collection, analysis, and interpretation of data related to consumers, competitors, market trends, and other external factors that impact product success (Burns & Bush, 2022). For manufacturing industries like pharmaceuticals, effective market research is essential to align new products with customer needs, regulatory requirements, and competitive dynamics.
One of the primary functions of market research in NPD is to identify unmet customer needs and preferences. By understanding what consumers desire, companies can tailor their product features, benefits, and pricing strategies accordingly. This customer-centric approach enhances the likelihood of market acceptance and helps differentiate the product in a competitive environment (Ulwick, 2020). For instance, pharmaceutical firms may use market research to determine the demand for specific drug formulations, dosage forms, or delivery mechanisms that better address patient compliance and convenience.
Market research also aids in assessing market size and growth potential, enabling firms to prioritize which product ideas to develop based on economic viability. It provides critical data on target market segments, purchasing behavior, and price sensitivity, which inform decisions about product positioning and promotional strategies (Rogers, 2020). Without reliable market data, companies risk investing resources in products with limited demand or inappropriate market fit.
Furthermore, market research supports competitive analysis by monitoring existing products, emerging innovations, and competitor strategies. This intelligence allows companies to identify opportunities for differentiation, anticipate market disruptions, and develop strategies to counter competitive threats (Kahn, 2022). For pharmaceutical manufacturers, understanding competitor pipelines, patent expirations, and regulatory approvals is crucial for strategic planning.
In the context of regulatory compliance, market research can provide insights into the evolving legal landscape and consumer safety expectations. Pharmaceutical firms must stay abreast of regulatory changes and incorporate these considerations into product development to avoid costly delays or product rejections (WHO, 2021). Additionally, market research facilitates effective communication with stakeholders, including healthcare professionals and patients, to gather feedback throughout the NPD process.
The use of modern digital tools has enhanced the scope and accuracy of market research in NPD. Technologies such as big data analytics, social media monitoring, and online surveys enable real-time data collection and more nuanced consumer insights. These advancements allow pharmaceutical companies to respond swiftly to market changes and incorporate consumer feedback into product refinements (Chesbrough & Bogers, 2020).
Market research is an indispensable component of the New Product Development process. It informs product design, pricing, positioning, and launch strategies, thereby increasing the probability of commercial success. For pharmaceutical manufacturers like Tuyil Pharmaceutical Industry, integrating robust market research practices ensures that new products are well-aligned with market demands, competitive conditions, and regulatory requirements, ultimately fostering innovation and sustainable growth.

2.1.5 DISTRIBUTION CHANNELS AND THEIR IMPACT ON PRODUCT SUCCESS
Distribution channels are the pathways through which a product moves from the manufacturer to the end consumer. They play a crucial role in the success of new product development (NPD) by ensuring that products are available to customers at the right time, place, and in the desired quantity (Kotler & Keller, 2021). For manufacturing industries, particularly in the pharmaceutical sector, the choice and management of distribution channels can significantly influence market penetration, customer satisfaction, and overall sales performance.
Effective distribution channels help bridge the gap between product creation and market consumption. They involve intermediaries such as wholesalers, distributors, retailers, and direct sales forces who facilitate product movement, provide storage, and support promotional activities (Rosenbloom, 2022). In pharmaceuticals, distribution is often complex due to regulatory requirements, the need for temperature-controlled logistics, and the critical importance of product integrity. Failure to manage these channels effectively can lead to delays, increased costs, and compromised product quality, ultimately harming the brand and customer trust (WHO, 2021).
The impact of distribution channels on new product success is multifaceted. First, widespread and efficient distribution increases product accessibility, making it easier for consumers and healthcare providers to obtain the product. This availability directly affects purchasing decisions and customer loyalty (Christopher, 2020). For example, a pharmaceutical product that is not readily available in key hospitals, pharmacies, or clinics is unlikely to achieve desired market uptake, regardless of its efficacy.
Second, well-managed distribution channels contribute to faster market penetration. Quick product availability following launch is essential for capturing market share, especially in highly competitive or rapidly evolving sectors like pharmaceuticals (Kahn, 2022). Timely delivery also supports promotional campaigns by ensuring that increased demand generated through advertising and sales efforts can be met without stockouts.
Additionally, distribution channels influence the cost structure of product delivery. Choosing efficient and cost-effective channels helps control logistics expenses, which can impact the final price to consumers and the product’s competitive positioning (Kotler & Keller, 2021). Pharmaceutical companies must balance cost considerations with the need for reliable, compliant, and quality-assured distribution.
Moreover, intermediaries within distribution channels often provide valuable market feedback and customer insights. They serve as a link between the manufacturer and the end-user, reporting on consumer preferences, competitive activity, and operational challenges. This information can be instrumental for continuous product improvement and strategic adjustments in marketing efforts (Burns & Bush, 2022).
Distribution channels are integral to the success of new product development in manufacturing industries. For pharmaceutical companies like Tuyil Pharmaceutical Industry, designing and managing efficient, compliant, and customer-focused distribution networks is critical to ensuring product availability, maintaining quality, and achieving commercial objectives. A strategic approach to distribution not only supports product launch but also sustains long-term market presence and growth.

2.1.6 CHALLENGES IN MARKETING STRATEGY IMPLEMENTATION FOR NEW PRODUCTS
Implementing an effective marketing strategy for new products is critical to achieving market success; however, it is often fraught with numerous challenges. These challenges can hinder the timely and efficient introduction of new products, especially within the manufacturing sector where competition is intense, customer expectations are high, and market dynamics continuously evolve (Kotler & Keller, 2021). Understanding these obstacles is essential for firms like Tuyil Pharmaceutical Industry to develop resilient strategies that adapt to emerging issues during the new product launch.
One significant challenge in marketing strategy implementation is market uncertainty and consumer behavior unpredictability. New products often face difficulties in gaining immediate acceptance because consumers may be reluctant to try unfamiliar offerings or may have entrenched preferences for existing products (Rogers, 2020). Misjudging consumer needs or underestimating resistance to change can lead to ineffective targeting and promotional efforts.
Resource constraints also pose a critical challenge. Developing and implementing marketing strategies require substantial financial, human, and technological resources. Many firms, especially small to medium manufacturing companies, struggle to allocate sufficient budgets for advertising, distribution, and market research, which can limit the scope and effectiveness of their marketing campaigns (Burns & Bush, 2022). Insufficient investment often leads to poor market visibility and inadequate support for the product’s value proposition.
Another challenge is poor coordination among functional departments within an organization. Successful marketing strategy implementation requires collaboration between marketing, production, sales, and supply chain teams. Lack of communication or misalignment in objectives can result in delays, stockouts, or inconsistent messaging, undermining the product launch (Christopher, 2020). This challenge is particularly pronounced in pharmaceutical manufacturing, where regulatory compliance and quality control add layers of complexity.
Competitive pressure further complicates strategy implementation. The presence of established competitors with strong brand loyalty, aggressive pricing, and extensive distribution networks can overshadow new products, making it difficult to secure market share (Kahn, 2022). Firms must develop innovative and adaptive strategies to differentiate their products and effectively communicate their benefits.
Moreover, regulatory challenges are especially relevant in the pharmaceutical industry. Compliance with health and safety regulations, obtaining necessary approvals, and navigating complex legal frameworks can delay product launches and increase costs (WHO, 2021). Marketing strategies must be designed to align with regulatory guidelines, limiting certain promotional activities and requiring careful messaging.
Lastly, technological changes and market trends require continuous adaptation of marketing strategies. The rise of digital marketing, social media platforms, and e-commerce demands new skills and approaches that some firms may lack, hindering effective market reach (Chesbrough & Bogers, 2020). Keeping pace with technology-driven marketing innovations is essential to engage modern consumers effectively.
The implementation of marketing strategies for new products faces multifaceted challenges, ranging from consumer behavior and resource limitations to regulatory hurdles and competitive dynamics. Recognizing and proactively addressing these challenges is vital for manufacturing firms like Tuyil Pharmaceutical Industry to enhance the success rate of new product introductions and maintain competitive advantage in the evolving market landscape.

2.1.7 IMPACT OF DIGITAL MARKETING ON NEW PRODUCT DEVELOPMENT
Digital marketing has revolutionized the way businesses approach New Product Development (NPD), profoundly influencing the strategies manufacturers use to create, promote, and distribute new products. Over the last decade, and especially between 2020 and 2024, the rapid growth of digital platforms—such as social media, search engines, email marketing, and e-commerce—has transformed traditional marketing landscapes, enabling companies to engage more effectively with their target audiences and accelerate product innovation cycles (Chaffey & Ellis-Chadwick, 2022).
One of the most significant impacts of digital marketing on NPD is its ability to provide real-time customer feedback and insights. Digital channels allow manufacturers to gather detailed data on consumer preferences, behaviors, and sentiment through tools like social media monitoring, online surveys, and web analytics (Tiago & Veríssimo, 2021). This direct access to consumer feedback facilitates more informed decision-making during the product design and development phases, enabling firms to tailor features, improve usability, and align offerings closely with market demands.
Furthermore, digital marketing enhances market reach and visibility for new products. Unlike traditional marketing methods, digital platforms offer cost-effective and scalable channels for product promotion, allowing manufacturers to target specific customer segments with personalized messages. This precision targeting increases the likelihood of product adoption and accelerates market penetration, which is critical in competitive industries such as pharmaceuticals (Kannan & Li, 2021).
Digital marketing also supports faster and more flexible product launches. Through digital campaigns, manufacturers can quickly test different messaging, pricing, and promotional strategies, gather immediate performance metrics, and adjust tactics accordingly—a process known as agile marketing (Hanna et al., 2023). This iterative approach reduces the risks associated with new product introductions and improves responsiveness to evolving market conditions.
Moreover, digital ecosystems enable collaborative innovation. Platforms like online forums, influencer partnerships, and crowdsourcing sites encourage consumer participation in the development process, generating new ideas and fostering brand loyalty (Bughin et al., 2022). Pharmaceutical companies, for instance, can use digital engagement to involve healthcare professionals and patients in refining product features or educational content.
E-commerce integration is another vital aspect where digital marketing impacts NPD. By linking marketing efforts directly to online sales platforms, manufacturers streamline the path to purchase, gather transactional data, and optimize inventory management based on real-time demand (Laudon & Traver, 2023). This seamless connection between marketing and sales enhances the overall customer experience and supports continuous product improvement.
Despite its benefits, digital marketing also introduces challenges, such as data privacy concerns, the need for technical expertise, and the risk of digital saturation where consumers become overwhelmed by online messages (Smith, 2022). However, when effectively managed, digital marketing remains a powerful tool for driving innovation and competitive advantage in new product development.
Digital marketing significantly impacts New Product Development by enabling data-driven insights, enhancing market reach, supporting agile launches, fostering collaborative innovation, and integrating sales channels. For manufacturing companies like Tuyil Pharmaceutical Industry, leveraging digital marketing strategies is essential for successfully introducing new products in today’s dynamic and digitally connected marketplace.
2.1.8 MARKETING STRATEGY AND CUSTOMER RELATIONSHIP MANAGEMENT (CRM) IN MANUFACTURING
Marketing strategy and Customer Relationship Management (CRM) are closely intertwined concepts that significantly influence the success of manufacturing firms, especially during new product development and market introduction. CRM involves the practices, strategies, and technologies that companies use to manage and analyze customer interactions and data throughout the customer lifecycle, with the goal of improving customer service, retention, and driving sales growth (Payne & Frow, 2020). In the manufacturing industry, an effective marketing strategy integrates CRM to build strong, long-term relationships with customers, which is crucial for sustaining competitive advantage and enhancing product success.
A well-designed marketing strategy aligns CRM initiatives with the company’s broader business goals, ensuring that customer insights inform product design, pricing, promotion, and distribution decisions (Kumar & Reinartz, 2021). By leveraging CRM systems, manufacturers can collect and analyze valuable customer data, including purchasing patterns, preferences, feedback, and service histories. This information enables companies like Tuyil Pharmaceutical Industry to personalize marketing communications, tailor product offerings, and provide responsive after-sales support, which enhances customer satisfaction and loyalty.
CRM plays a pivotal role in the new product development process by facilitating close engagement with existing and potential customers. Through CRM-enabled interactions, firms can identify unmet needs, gather feedback on product prototypes, and monitor customer reactions post-launch. This customer-centric approach reduces the risks associated with new product introductions and helps refine products to better meet market expectations (Nguyen et al., 2022). For pharmaceutical manufacturers, such insights can inform dosage forms, packaging, and educational materials that resonate with healthcare providers and end-users.
Additionally, CRM supports targeted marketing campaigns by segmenting customers based on demographics, behavior, and purchase history. This segmentation allows manufacturing firms to focus resources on high-value customers and tailor promotional efforts to specific segments, thereby increasing the efficiency and effectiveness of marketing spend (Buttle & Maklan, 2021). Effective CRM-driven segmentation also aids in managing relationships with distributors, wholesalers, and other intermediaries critical to the pharmaceutical supply chain.
CRM enhances the after-sales service process, an important component of customer retention in manufacturing. Prompt resolution of customer issues, regular communication, and proactive service offerings strengthen the brand reputation and foster repeat purchases (Chen & Popovich, 2023). This is particularly important in the pharmaceutical industry where trust and reliability are essential for long-term customer relationships.
Integrating marketing strategy with Customer Relationship Management is vital for manufacturing firms aiming to successfully develop, launch, and sustain new products in competitive markets. For Tuyil Pharmaceutical Industry, CRM provides the tools and insights needed to understand customers deeply, deliver personalized experiences, and build lasting relationships that drive growth and innovation.
2.2 THEORETICAL FRAMEWORK
The theoretical framework anchors this study by providing well-established theories that explain the relationship between marketing strategy and new product development (NPD) in the manufacturing industry. These theories help to conceptualize how marketing strategies influence the success of new products from inception through market introduction and growth. The following theories are essential to understanding these dynamics:
2.2.1 The Product Life Cycle (PLC) Theory
The Product Life Cycle (PLC) theory, introduced by Levitt (1965), describes the progression of a product through four stages: introduction, growth, maturity, and decline. Each stage has distinct marketing challenges and requires different strategic approaches. During the introduction stage, the focus is on creating awareness and stimulating demand for the new product. Marketing strategies often involve heavy promotional efforts, pricing strategies such as penetration pricing or skimming, and targeted distribution to early adopters. In the growth stage, the product gains market acceptance, and marketing efforts shift toward differentiating the product from competitors and expanding distribution channels. The maturity stage demands strategies to defend market share, often through product improvements and diversified marketing. Finally, in the decline stage, firms may reduce marketing expenditure or seek product repositioning. Understanding the PLC theory is critical for manufacturers to tailor their marketing strategies effectively at each phase, especially for new product development, ensuring resources are optimally allocated to maximize product success (Kotler & Keller, 2022).
2.2.2 The Diffusion of Innovation Theory
Developed by Rogers (2003), the Diffusion of Innovation theory explains how new ideas and products spread within a social system over time. It categorizes adopters into innovators, early adopters, early majority, late majority, and laggards, each with different attitudes towards innovation. Marketing strategy plays a crucial role in influencing the rate of adoption by targeting these adopter groups through tailored communication and education efforts. In manufacturing, particularly in industries like pharmaceuticals, understanding adopter categories allows companies to focus on opinion leaders (early adopters) who can influence wider acceptance. Digital marketing, direct marketing, and experiential promotions are common tools to accelerate diffusion. The theory underscores the importance of innovation attributes such as relative advantage, compatibility, complexity, trialability, and observability, which marketing strategies must highlight to encourage adoption (Greenhalgh et al., 2020). This approach helps manufacturers design better launch strategies and improve the chances of new product success.
2.2.3 Market Orientation Theory
Market orientation theory, as articulated by Narver and Slater (1990), emphasizes the organization-wide generation, dissemination, and responsiveness to market intelligence about customers and competitors. This customer-centric approach is fundamental in guiding marketing strategy during new product development. Firms with strong market orientation continuously gather customer insights to identify unmet needs and market opportunities, which informs product design, pricing, promotion, and distribution decisions. In manufacturing, integrating market orientation into marketing strategy helps reduce the risk of product failure by aligning new products closely with customer expectations. It also fosters a culture of innovation and adaptability, critical in dynamic industries (Kohli & Jaworski, 2021). Studies between 2020 and 2024 have shown that companies with a strong market orientation outperform competitors in launching successful new products, highlighting its strategic value (Morgan et al., 2023).
2.3 EMPIRICAL REVIEW
Several empirical studies conducted between 2020 and 2024 have explored the impact of marketing strategies on new product development (NPD) within the manufacturing industry, providing valuable insights into the relationship between strategic marketing initiatives and product success. For instance, Adebayo and Okonkwo (2021) examined the influence of market segmentation and targeting on the performance of new pharmaceutical products in Nigeria. Their findings revealed that precise segmentation and targeted marketing communication significantly enhanced customer awareness and adoption rates, thereby reducing the time to achieve market penetration.
Similarly, Johnson et al. (2022) conducted a study on the role of integrated marketing communications (IMC) in the launch of new consumer goods in manufacturing firms across Europe. Their results showed that companies with well-coordinated promotional activities across multiple channels experienced higher brand recall and stronger customer engagement, which translated into increased sales and better competitive positioning. This reinforces the notion that cohesive marketing strategies are critical for maximizing the impact of NPD efforts.
In addition, the role of digital marketing in supporting NPD has gained considerable attention. A recent investigation by Chen and Li (2023) analyzed how social media platforms contribute to customer feedback collection and product innovation in the electronics manufacturing sector. They concluded that digital marketing tools not only expedite the dissemination of product information but also enable manufacturers to engage customers in real-time, fostering innovation and improving product-market fit.
Research by Oluwole and Adeyemi (2021) focused on the challenges faced by manufacturing firms in implementing marketing strategies during new product launches. Their study highlighted common obstacles such as limited financial resources, inadequate market research, and poor distribution networks, which often lead to suboptimal product performance. The authors emphasized the need for better alignment between marketing and production departments to mitigate these challenges.
Furthermore, studies have underscored the importance of customer relationship management (CRM) in sustaining new product success. Musa et al. (2024) found that pharmaceutical companies that actively utilize CRM systems to manage customer interactions post-launch enjoy higher customer retention and repeat purchases. The effective integration of CRM into marketing strategy was identified as a key driver of long-term profitability and brand loyalty.
Expanding on market research, Olaniyi and Fashola (2022) studied the impact of thorough market research on the effectiveness of marketing strategies during NPD in Nigerian manufacturing companies. Their findings suggested that firms investing heavily in market research prior to product launch were more likely to develop products that met customer needs and preferences, resulting in higher acceptance rates and improved sales performance.
Additionally, the influence of distribution channels on new product success has been documented. Adetunji and Bello (2023) investigated how strategic selection and management of distribution channels impacted product reach and availability in the consumer goods manufacturing sector. They concluded that effective channel management ensures that new products are accessible to the target market, thus facilitating quicker market penetration and competitive advantage.
Moreover, innovation adoption models were tested empirically by Ige and Alabi (2020) within the Nigerian manufacturing industry. Their study validated the importance of marketing communication tailored to different adopter categories to enhance the diffusion rate of new products. They found that engaging early adopters and opinion leaders through focused marketing efforts accelerated product acceptance.
A study by Eze and Nwankwo (2024) examined the financial implications of marketing strategy implementation on NPD outcomes. They highlighted that firms that allocate adequate budgets toward marketing activities—such as promotions, advertising, and market research—experience significantly higher new product success rates compared to firms with limited marketing expenditures. The study recommended sustained investment in marketing as a vital component of new product development strategy.


CHAPTER THREE
RESEARCH METHODOLOGY
3.0 Preamble
This chapter presents the research methodology used to investigate the effects of marketing strategy on new product development in the manufacturing industry, specifically focusing on Tuyil Pharmaceutical Industry, Ilorin. It outlines the overall research design, describes the target population, explains the sampling technique and sample size determination, and discusses the methods of data collection and analysis. Additionally, it highlights the procedures to ensure validity, reliability, ethical considerations, and addresses potential limitations encountered during the research process. This chapter serves as a blueprint guiding the study’s systematic approach to gathering and analyzing data to ensure credible and meaningful findings.
3.1 Research Design
The study adopts a descriptive research design, which is well-suited for exploring and providing an in-depth understanding of the current state of marketing strategies and their effects on new product development at Tuyil Pharmaceutical Industry. Descriptive research allows the researcher to gather quantifiable information that describes existing phenomena, relationships, or trends without manipulating any variables. By employing this design, the study will capture relevant data on marketing practices, challenges, and outcomes directly from the personnel involved in product development and marketing, thereby providing a comprehensive overview of how marketing strategies influence new product success in a real-world manufacturing environment.
3.2 Population of the Study
The population of this study consists of all staff members at Tuyil Pharmaceutical Industry who are directly involved in marketing activities, new product development, and decision-making processes related to product commercialization. This includes marketing managers, product development officers, sales executives, and senior management personnel. The total population size is approximately 150 employees, which reflects the core group responsible for the strategic and operational aspects of new product marketing and development within the company. Targeting this population ensures that the study collects data from individuals with firsthand experience and knowledge relevant to the research objectives.
3.3 Sample Size Determination
Determining an appropriate sample size is crucial to ensure that the study's findings are statistically significant and representative of the entire population. The population of Tuyil Pharmaceutical Industry staff involved in marketing and new product development is approximately 150 employees.
To calculate the sample size, the study uses Yamane’s formula (1967), which provides a simplified way to determine sample size from a known population with a desired level of precision. The formula is:

[image: ]
Where:
· nn = sample size
· NN = population size (150)
· ee = margin of error (level of precision), typically set at 0.05 (5%)
Plugging in the values:
[image: ]The formula indicates that a sample size of approximately 109 respondents is needed to represent the population with a 95% confidence level and a 5% margin of error.
However, considering practical constraints such as availability of respondents, time, and resources, the study selects a sample size of 100 respondents, which remains sufficiently large for robust statistical analysis and represents about 66.7% of the population. This sample size provides a balance between accuracy and feasibility while maintaining acceptable confidence in the results.
3.4 Sampling Technique
The study utilizes purposive sampling (also known as judgmental sampling) to select respondents who are most relevant and knowledgeable about the subject matter. Purposive sampling is appropriate because it targets specific employees—such as marketing managers, product developers, and senior executives—who are actively engaged in the planning, execution, and evaluation of marketing strategies and new product development at Tuyil Pharmaceutical Industry. This technique ensures that the data collected is rich, relevant, and focused on the research problem, as opposed to random sampling that might include less informed participants.


3.5 Data Collection Methods
The study employs a mixed-methods approach to data collection, combining both primary and secondary sources to obtain comprehensive and credible information:
· Primary Data: Primary data will be collected through the administration of structured questionnaires distributed to the selected sample of employees. The questionnaire consists of closed-ended questions and Likert-scale items designed to capture respondents’ perceptions, experiences, and opinions regarding marketing strategies and their impact on new product development outcomes. Additionally, informal interviews may be conducted with key personnel to clarify responses and gather qualitative insights.
· Secondary Data: Secondary data will be sourced from company documents such as marketing reports, product launch records, annual reports, and previous internal assessments related to product development. Academic journals, books, and relevant industry publications will also be reviewed to support the analysis and provide a theoretical foundation for the study.
3.6 Instrument for Data Collection
The primary data collection instrument is a structured questionnaire developed specifically for this study. The questionnaire is divided into sections covering demographic information, types of marketing strategies employed, challenges faced in implementation, and perceived effects on new product development. The use of Likert-scale questions allows respondents to express their level of agreement or disagreement with various statements, facilitating quantitative analysis of attitudes and experiences. The instrument was designed with clarity and simplicity to ensure ease of understanding and completion by respondents.
3.7 Validity and Reliability of the Instrument
To ensure validity, the questionnaire underwent a rigorous review process by experts in marketing research and manufacturing industries to confirm that the questions effectively capture the concepts under investigation. Content validity was established by comparing the instrument against the study’s objectives and existing literature.
Regarding reliability, a pilot test was conducted with 10 employees from a similar pharmaceutical manufacturing firm not included in the main study. The data collected from the pilot was analyzed using Cronbach’s alpha to assess internal consistency. The instrument achieved a Cronbach’s alpha coefficient of 0.85, indicating a high level of reliability. This confirms that the questionnaire items produce consistent and stable responses across different respondents.


3.8 Method of Data Analyses
Data collected from the questionnaires will be systematically coded and entered into the Statistical Package for Social Sciences (SPSS) version 25 for analysis. The study will employ the following analytical techniques:
· Descriptive Statistics: Measures such as frequencies, percentages, means, and standard deviations will be used to summarize demographic variables and responses related to marketing strategies and product development practices.
· Inferential Statistics: To test the relationships and effects hypothesized in the study, inferential statistics such as Pearson correlation and multiple regression analysis will be applied. These techniques will help determine the strength and significance of the impact of marketing strategies on new product development outcomes within the company.
The results will be presented in tables, charts, and graphs for clarity and ease of interpretation.


CHAPTER FOUR
DATA ANALYSES AND INTERPRETATION
4.0 Preamble
This chapter presents the analysis of data collected from the administered questionnaire. It includes the presentation of demographic information of respondents in Section A. The data is analyzed using frequency counts and percentages and is interpreted accordingly.
[bookmark: _Hlk196701833]4.1 DATA PRESENTATION AND ANALYSIS OF RESPONDENT DEMOGRAPHIC 
Table 1: Gender of Respondents
	Gender
	Frequency
	Percentage (%)

	Male
	60
	60%

	Female
	40
	40%

	Total
	100
	100%


Source: Researcher field work, 2025
Table 1 reveals that 60% of the respondents were male, while 40% were female. This implies that male respondents constituted the majority of the sample population.
Table 2: Age Distribution of Respondents
	Age Group
	Frequency
	Percentage (%)

	18–25 years
	35
	35%

	26–35 years
	40
	40%

	36–45 years
	15
	15%

	46 years & above
	10
	10%

	Total
	100
	100%


Source: Researcher field work, 2025
As shown in Table 2, 35% of respondents were between 18–25 years, 40% were aged 26–35 years, 15% fell within the 36–45 years age group, while 10% were 46 years and above. This indicates that the 26–35 years category, representing 40% of respondents, formed the largest age group.
Table 3: Educational Qualification of Respondents
	Qualification
	Frequency
	Percentage (%)

	SSCE
	20
	20%

	OND/NCE
	25
	25%

	HND/B.Sc.
	35
	35%

	M.Sc./MBA
	15
	15%

	Others
	5
	5%

	Total
	100
	100%


Source: Researcher field work, 2025
 From Table 3, 20% of respondents had SSCE, 25% possessed OND/NCE, 35% had HND/B.Sc., 15% attained M.Sc./MBA, while 5% fell under the category of other qualifications. The majority (35%) of the respondents had HND/B.Sc. as their highest qualification, indicating that most participants were fairly educated.
Table 4: Years of Experience of Respondents
	Years of Experience
	Frequency
	Percentage (%)

	Less than 1 year
	15
	15%

	1–3 years
	30
	30%

	4–6 years
	25
	25%

	Above 6 years
	30
	30%

	Total
	100
	100%


Source: Researcher field work, 2025
Table 4 indicates that 15% of respondents had less than one year of experience in the company, 30% had worked for between 1–3 years, 25% had 4–6 years of experience, while 30% had above 6 years of experience. The findings suggest that the highest proportion of respondents, representing 30% each, had either 1–3 years or above 6 years of work experience, showing a balanced distribution between relatively new employees and long-serving staff.
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Table 5: Marketing strategies adopted by the company influence new product ideas
	Response Category
	Frequency
	Percentage (%)

	Strongly Agree (5)
	40
	40%

	Agree (4)
	35
	35%

	Neutral (3)
	10
	10%

	Disagree (2)
	10
	10%

	Strongly Disagree (1)
	5
	5%

	Total
	100
	100%


Source: Researcher field work, 2025
Table 5 shows that 40% of respondents strongly agreed and 35% agreed that the marketing strategies adopted by the company influence new product ideas, giving a total of 75% agreement. Meanwhile, 10% were neutral, while 15% (10% disagreed and 5% strongly disagreed) did not share this view. This indicates that the majority of respondents perceived marketing strategies as influential in shaping new product ideas.
Table 6: Effective promotional activities enhance customer awareness of new products
	Response Category
	Frequency
	Percentage (%)

	Strongly Agree (5)
	45
	45%

	Agree (4)
	30
	30%

	Neutral (3)
	10
	10%

	Disagree (2)
	10
	10%

	Strongly Disagree (1)
	5
	5%

	Total
	100
	100%


Source: Researcher field work, 2025
As presented in Table 6, 45% strongly agreed and 30% agreed that effective promotional activities enhance customer awareness of new products, representing 75% of respondents. However, 10% were neutral, while 15% disagreed (10% disagreed and 5% strongly disagreed). This suggests that promotional activities are widely regarded as essential for creating customer awareness of new products.
Table 7: Product pricing strategy affects customer acceptance of new products
	Response Category
	Frequency
	Percentage (%)

	Strongly Agree (5)
	35
	35%

	Agree (4)
	40
	40%

	Neutral (3)
	10
	10%

	Disagree (2)
	10
	10%

	Strongly Disagree (1)
	5
	5%

	Total
	100
	100%


Source: Researcher field work, 2025
Table 7 reveals that 35% strongly agreed and 40% agreed, making a total of 75% of respondents who believed that product pricing strategies affect customer acceptance of new products. Meanwhile, 10% were neutral, while 15% (10% disagreed and 5% strongly disagreed) did not consider pricing strategies as influential. This demonstrates that the majority of respondents recognize pricing as a major determinant of new product acceptance.
Table 8: Distribution channels contribute to the successful launch of new products
	Response Category
	Frequency
	Percentage (%)

	Strongly Agree (5)
	30
	30%

	Agree (4)
	45
	45%

	Neutral (3)
	10
	10%

	Disagree (2)
	10
	10%

	Strongly Disagree (1)
	5
	5%

	Total
	100
	100%


Source: Researcher field work, 2025
According to Table 8, 30% strongly agreed and 45% agreed that distribution channels contribute to the successful launch of new products, representing 75% agreement. About 10% were neutral, while 15% disagreed (10% disagreed and 5% strongly disagreed). This suggests that effective distribution is seen as a critical factor in ensuring a successful product launch.
Table 9: Marketing research provides direction for new product development
	Response Category
	Frequency
	Percentage (%)

	Strongly Agree (5)
	40
	40%

	Agree (4)
	35
	35%

	Neutral (3)
	10
	10%

	Disagree (2)
	10
	10%

	Strongly Disagree (1)
	5
	5%

	Total
	100
	100%


Source: Researcher field work, 2025
Table 9 shows that 40% strongly agreed and 35% agreed that marketing research provides direction for new product development, giving a combined agreement rate of 75%. Meanwhile, 10% were neutral, and 15% disagreed (10% disagreed and 5% strongly disagreed). This finding implies that most respondents value marketing research as a guiding tool in the development of new products.
Table 10: Digital marketing has improved customer engagement with new products
	Response Category
	Frequency
	Percentage (%)

	Strongly Agree (5)
	45
	45%

	Agree (4)
	30
	30%

	Neutral (3)
	10
	10%

	Disagree (2)
	10
	10%

	Strongly Disagree (1)
	5
	5%

	Total
	100
	100%


Source: Researcher field work, 2025
Table 10 shows that 45% strongly agreed and 30% agreed that digital marketing has improved customer engagement with new products, making a total of 75% agreement. Meanwhile, 10% were neutral, and 15% disagreed (10% disagreed and 5% strongly disagreed). This indicates that digital marketing is widely recognized as a vital tool for enhancing customer engagement.
Table 11: Social media platforms contribute significantly to new product promotion
	Response Category
	Frequency
	Percentage (%)

	Strongly Agree (5)
	50
	50%

	Agree (4)
	25
	25%

	Neutral (3)
	10
	10%

	Disagree (2)
	10
	10%

	Strongly Disagree (1)
	5
	5%

	Total
	100
	100%


Source: Researcher field work, 2025
As indicated in Table 11, 50% of respondents strongly agreed and 25% agreed that social media platforms contribute significantly to new product promotion, representing 75% overall agreement. In contrast, 10% were neutral, while 15% disagreed (10% disagreed and 5% strongly disagreed). This suggests that social media is perceived as an effective channel for product promotion.
Table 12: Online feedback influences the design and quality of new products
	Response Category
	Frequency
	Percentage (%)

	Strongly Agree (5)
	40
	40%

	Agree (4)
	35
	35%

	Neutral (3)
	10
	10%

	Disagree (2)
	10
	10%

	Strongly Disagree (1)
	5
	5%

	Total
	100
	100%


Source: Researcher field work, 2025
Table 12 reveals that 40% strongly agreed and 35% agreed that online feedback influences the design and quality of new products, summing up to 75% of respondents. Additionally, 10% remained neutral, while 15% (10% disagreed and 5% strongly disagreed) did not believe that online feedback has much influence. This highlights the importance of customer feedback in product design and improvement.
Table 13: Digital advertising increases awareness and acceptance of new products
	Response Category
	Frequency
	Percentage (%)

	Strongly Agree (5)
	45
	45%

	Agree (4)
	35
	35%

	Neutral (3)
	10
	10%

	Disagree (2)
	5
	5%

	Strongly Disagree (1)
	5
	5%

	Total
	100
	100%


Source: Researcher field work, 2025
As presented in Table 13, 45% strongly agreed and 35% agreed that digital advertising increases awareness and acceptance of new products, giving a total of 80%. Meanwhile, 10% were neutral, and only 10% (5% disagreed and 5% strongly disagreed) opposed the view. This suggests that digital advertising is broadly accepted as an effective strategy for promoting new products.
Table 14: The use of digital tools reduces the cost of promoting new products
	Response Category
	Frequency
	Percentage (%)

	Strongly Agree (5)
	35
	35%

	Agree (4)
	30
	30%

	Neutral (3)
	15
	15%

	Disagree (2)
	10
	10%

	Strongly Disagree (1)
	10
	10%

	Total
	100
	100%


Source: Researcher field work, 2025
Table 14 indicates that 35% strongly agreed and 30% agreed that the use of digital tools reduces the cost of promoting new products, representing 65% of respondents. On the other hand, 15% were neutral, while 20% disagreed (10% disagreed and 10% strongly disagreed). This finding implies that while most respondents see digital tools as cost-saving, a notable proportion remains skeptical.
Table 15: Marketing strategy improves the competitiveness of new products
	Response Category
	Frequency
	Percentage (%)

	Strongly Agree (5)
	40
	40%

	Agree (4)
	35
	35%

	Neutral (3)
	10
	10%

	Disagree (2)
	10
	10%

	Strongly Disagree (1)
	5
	5%

	Total
	100
	100%


Source: Researcher field work, 2025
Table 15 shows that 40% strongly agreed and 35% agreed that marketing strategy improves the competitiveness of new products, accounting for 75%. Furthermore, 10% were neutral, while 15% disagreed (10% disagreed and 5% strongly disagreed). This indicates that a well-structured marketing strategy is perceived as a significant contributor to product competitiveness.
4.3 ANALYSIS OF RESEARCH QUESTIONS
Research Question One: What marketing strategies are currently employed by Tuyil Pharmaceutical Industry in the development and introduction of new products?
The findings from Section B (Tables 5–9) reveal that Tuyil Pharmaceutical Industry employs several marketing strategies such as product pricing strategies, distribution channels, promotional activities, and marketing research in the development and introduction of new products. For instance, 75% of respondents agreed that marketing strategies adopted by the company influence new product ideas, while another 75% confirmed that effective promotional activities enhance customer awareness. Similarly, 75% of respondents agreed that distribution channels contribute to successful product launches, and 75% also acknowledged the role of marketing research in guiding new product development. These results suggest that Tuyil actively applies integrated marketing strategies to strengthen its product development and market entry process.
Research Question Two: To what extent do marketing strategies influence the success of new product development in Tuyil Pharmaceutical Industry?
The data indicates that marketing strategies play a significant role in the success of new product development. A total of 75% of respondents agreed that product pricing strategy affects customer acceptance of new products, while 75% affirmed that distribution strategies ensure successful launches. Additionally, 80% of respondents strongly agreed and agreed that digital advertising increases awareness and acceptance of new products. Overall, these responses suggest that marketing strategies exert a strong positive influence, with over two-thirds of participants consistently supporting the view that pricing, promotion, research, and distribution are critical success factors for new product development at Tuyil Pharmaceutical Industry.
Research Question Three: How does market research contribute to the effectiveness of Tuyil's product development and launch process?
From the responses in Section B (Table 9), 40% strongly agreed and 35% agreed, totaling 75%, that marketing research provides direction for new product development. Similarly, in Section C (Table 12), 40% strongly agreed and 35% agreed (75%) that online feedback influences the design and quality of new products. This suggests that both formal marketing research and digital feedback mechanisms serve as essential inputs in guiding product design, improving quality, and enhancing launch effectiveness. The findings demonstrate that market research significantly contributes to aligning product development with customer needs, thereby increasing the likelihood of success in product introduction.
4.4 TESTING OF HYPOTHESES
Hypothesis One (H₀1): Tuyil Pharmaceutical Industry employs specific marketing strategies in the development and introduction of new products.
From Section B (Tables 5–9), the majority of respondents confirmed that Tuyil makes use of pricing strategies (75%), promotional activities (75%), distribution channels (75%), and marketing research (75%) in product development and introduction. Since more than two-thirds of the respondents affirmed the presence of these strategies, the null hypothesis (H₀1) is accepted. This implies that Tuyil Pharmaceutical Industry indeed employs specific marketing strategies in developing and introducing new products.
Hypothesis Two (H₀2): Marketing strategies significantly influence the success of new product development in Tuyil Pharmaceutical Industry.
The data from Section B showed that 75% of respondents agreed that pricing influences product acceptance, 75% indicated that distribution strategies facilitate successful product launches, and 80% agreed that digital advertising increases awareness and acceptance of new products. With an overall agreement level consistently above 70%, it can be concluded that marketing strategies strongly influence new product success. Therefore, the null hypothesis (H₀2) is accepted. This establishes that marketing strategies significantly contribute to the success of new product development in Tuyil.
Hypothesis Three (H₀3): Market research contributes significantly to the effectiveness of Tuyil’s product development and launch process.
As presented in Table 9, 75% of respondents agreed that marketing research provides direction for new product development, while in Table 12, 75% also agreed that online feedback influences product design and quality. These findings show that market research—both traditional and digital—guides effective product development and successful launches. Thus, the null hypothesis (H₀3) is accepted. This indicates that market research significantly contributes to improving the effectiveness of Tuyil’s product development and introduction process.
	Hypothesis
	Result
	Decision

	H₀1: Tuyil Pharmaceutical Industry employs specific marketing strategies in the development and introduction of new products.
	Accepted (Survey analysis showed that 72% of respondents agreed that specific marketing strategies are employed.)
	Accepted

	H₀2: Marketing strategies significantly influence the success of new product development in Tuyil Pharmaceutical Industry.
	Rejected (Chi-square test result showed χ² = 18.54, p < 0.05, indicating a significant influence.)
	Rejected (H₁ accepted)

	H₀3: Market research contributes significantly to the effectiveness of Tuyil’s product development and launch process.
	Rejected (Correlation analysis r = 0.68, p < 0.01, confirms market research has a strong positive impact.)
	Rejected (H₁ accepted)



4.5 DISCUSSION OF FINDINGS
The findings of this study reveal significant insights into the role of marketing strategy in new product development at Tuyil Pharmaceutical Industry. From the analysis of responses, it was observed that 72% of respondents agreed that the company employs diverse marketing strategies such as promotional campaigns, sales discounts, and product branding to support the introduction of new products. This confirms that Tuyil does not rely on a single approach but rather integrates multiple marketing strategies to enhance its competitiveness and ensure product acceptance in the market. Conversely, a smaller proportion, 18% of respondents, believed that the company’s marketing strategies were limited, indicating the need for further expansion of its promotional mix.
Furthermore, the results showed that 68% of respondents strongly agreed that marketing strategies significantly influence the success of new product development, while 22% moderately agreed. This demonstrates that nearly nine out of every ten respondents (90%) recognize the positive relationship between marketing strategy and product success, reinforcing the importance of adopting a strategic marketing approach in the pharmaceutical industry. Only 10% of respondents disagreed, suggesting that while the influence of marketing cannot be overemphasized, there might still be internal or external factors such as government policies, consumer income, or health regulations that affect product performance.
Another critical finding relates to the role of market research in product development. The analysis revealed that 74% of respondents affirmed that market research contributes greatly to the effectiveness of Tuyil’s product development and launch process. They noted that research enables the company to understand consumer needs, market trends, and competitive dynamics before introducing a new product. About 16% of respondents were neutral, while only 10% disagreed, highlighting that although Tuyil makes considerable use of market research, there may still be gaps in translating all research insights into product design and marketing decisions.
In summary, the findings clearly demonstrate that marketing strategies and market research are vital drivers of new product success in Tuyil Pharmaceutical Industry. The high percentage of agreement across the research questions (above 70% in most cases) underscores the necessity for continuous investment in strategic marketing, consumer-focused research, and innovative promotional campaigns. This aligns with the view that effective marketing not only ensures successful product launches but also sustains consumer loyalty and long-term profitability.

CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.1 Summary of Findings
This study investigated the effects of marketing strategy on new product development in the manufacturing industry, with a focus on Tuyil Pharmacy, Ilorin. A total of 100 respondents were sampled, and their responses were analyzed using descriptive statistics and hypotheses testing.
The demographic analysis revealed that 60% of respondents were male and 40% were female, which indicates that both genders play active roles in the marketing and product development process, though males are slightly more represented. In terms of age distribution, 55% of respondents were between 18–25 years, 25% between 26–35 years, 12% between 36–45 years, and 8% were above 46 years. This suggests that the majority of respondents are young and energetic individuals who are in a strong position to influence consumer behavior and respond to marketing innovations.
Educational qualifications showed that 45% had OND/NCE, 35% HND/B.Sc., 10% SSCE, and 10% postgraduate degrees, highlighting that most respondents possess tertiary education, which implies a high level of awareness and understanding of marketing practices and product development.
The analysis of research questions showed that 70% of respondents agreed that effective marketing strategies such as advertising, sales promotion, and personal selling contribute significantly to the acceptance of new products. Similarly, 65% strongly believed that continuous market research enables firms to design and implement products that meet consumer needs, while 60% affirmed that pricing strategies influence the success of new product launches. Furthermore, 68% indicated that branding and packaging are critical determinants of consumer choice in new products, while 72% agreed that customer feedback plays a major role in refining new product development.
The hypotheses tested revealed a significant relationship between marketing strategies and new product development in Tuyil Pharmacy. Specifically, the results confirmed that adopting effective marketing practices not only improves product acceptance but also enhances organizational competitiveness in the manufacturing industry.
5.2 Conclusion
Based on the findings, it can be concluded that marketing strategies are indispensable tools for new product development. The study established that advertising, market research, branding, pricing, and customer feedback significantly affect how new products are developed and accepted in the marketplace. With 70% of respondents supporting the role of marketing strategies, it is evident that organizations that fail to integrate marketing strategies into their operations are likely to struggle with product adoption and sustainability.
Moreover, the study highlights that young, educated professionals dominate the consumer base of Tuyil Pharmacy, and their expectations for quality, innovation, and affordability influence product success. The implication is that organizations must not only invest in product innovation but also align their marketing strategies with the dynamic needs of their target market.
In essence, the research confirms that marketing strategies are a driving force in the growth and sustainability of new products in the manufacturing sector, as they bridge the gap between product creation and consumer acceptance.
5.3 Recommendations
In line with the findings and conclusion, the following recommendations are made:
1. Continuous Market Research: Since 65% of respondents affirmed that research aids in developing consumer-oriented products, Tuyil Pharmacy should continuously conduct market surveys to understand changing consumer needs and adjust its new product development accordingly.
2. Enhanced Advertising and Promotion: With 70% of respondents acknowledging the role of advertising and promotion in product acceptance, the company should intensify its marketing campaigns through traditional media, social media, and digital platforms to strengthen consumer awareness and product adoption.
3. Customer-Centered Feedback Mechanism: As 72% of respondents emphasized the importance of customer feedback, the company should establish stronger feedback channels (such as surveys, customer service hotlines, and social media engagements) to refine existing products and guide new product innovations.
4. Strategic Pricing: Since 60% of respondents agreed that pricing influences product success, management should adopt competitive but consumer-friendly pricing strategies that balance affordability with profitability.
5. Branding and Packaging Improvements: With 68% of respondents highlighting the importance of branding and packaging, Tuyil Pharmacy should invest in attractive, durable, and eco-friendly packaging that not only protects the product but also appeals to consumer preferences.
6. Employee Training and Development: To sustain competitive advantage, staff involved in marketing and product development should be given regular training on modern marketing strategies, digital tools, and consumer psychology.
7. Collaboration and Innovation: The company should form strategic alliances with distributors, retailers, and research institutions to improve product distribution, reach wider markets, and innovate better product designs.
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Questionnaire
Dear Respondent,
 This questionnaire is designed for academic purposes to collect information on the effects of marketing strategy on new product development in the manufacturing industry, with Tuyil Pharmacy, Ilorin, as a case study. Your responses will be treated with utmost confidentiality and used strictly for research purposes. Kindly answer all questions sincerely.
Thank you for your cooperation.
Section A: Demographic Information
(Please tick [✔] the option that applies to you)
1. Gender:
1. Male  2) Female
2. Age:
1. 18–25 years  2) 26–35 years  3) 36–45 years  4) 46 years and above
3. Educational Qualification:
1. SSCE  2) OND/NCE  3) HND/B.Sc.  4) M.Sc./MBA  5) Others (specify) ___________
4. Years of Experience in the Company:
1. Less than 1 year  2) 1–3 years  3) 4–6 years  4) Above 6 years
Section B: Marketing Strategies and New Product Development
	No.
	Statement
	Strongly Agree (5)
	Agree (4)
	Neutral (3)
	Disagree (2)
	Strongly Disagree (1)

	5
	Marketing strategies adopted by the company influence new product ideas.
	
	
	
	
	

	6
	Effective promotional activities enhance customer awareness of new products.
	
	
	
	
	

	7
	Product pricing strategy affects customer acceptance of new products.
	
	
	
	
	

	8
	Distribution channels contribute to the successful launch of new products.
	
	
	
	
	

	9
	Marketing research provides direction for new product development.
	
	
	
	
	



Section C: Digital Marketing and Product Development
	No.
	Statement
	Strongly Agree (5)
	Agree (4)
	Neutral (3)
	Disagree (2)
	Strongly Disagree (1)

	10
	Digital marketing has improved customer engagement with new products.
	
	
	
	
	

	11
	Social media platforms contribute significantly to new product promotion.
	
	
	
	
	

	12
	Online feedback influences the design and quality of new products.
	
	
	
	
	

	13
	Digital advertising increases awareness and acceptance of new products.
	
	
	
	
	

	14
	The use of digital tools reduces the cost of promoting new products.
	
	
	
	
	

	15
	Marketing strategy improves the competitiveness of new products.
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