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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 bettermarketed 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 marketoriented 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. 
2.3.2 Impact of Media Exposure on Child Development 
The impact of media exposure on child development has been a subject of extensive research, highlighting both positive and negative effects on cognitive, emotional, and social growth. Numerous studies have shown that the type and quantity of media content children are exposed to can significantly influence their intellectual, emotional, and behavioral development. Positive media exposure, such as educational programs, has been linked to improved cognitive skills, such as problem-solving and critical thinking (Nathanson, 2001). Educational television programs like "Sesame Street" have been proven to enhance literacy, numeracy, and social skills, suggesting that when children are exposed to well-designed media, it can have a beneficial impact on their learning and overall development (Lillard et al., 2014). Such positive outcomes are especially evident when media is used as a tool to reinforce learning and introduce new concepts in a fun and engaging way. 
However, not all media exposure results in beneficial outcomes, as excessive exposure to violent, aggressive, or inappropriate content can lead to significant developmental concerns. Studies have indicated that children who are regularly exposed to violent media tend to develop increased aggression, desensitization to violence, and fearfulness (Anderson & Dill, 2000). This is consistent with the findings of the Social Learning Theory, which suggests that children learn behaviors by observing and imitating actions seen in media (Bandura, 1963). Furthermore, prolonged exposure to negative media content, such as material promoting unrealistic body standards or unhealthy behaviors, can also contribute to mental health issues like anxiety, depression, and body image dissatisfaction (Levine & Murnen, 2009). Such developmental issues are particularly concerning because they can have long-term effects on a child's emotional well-being and social interactions. 
The role of parental involvement in managing media exposure is critical in mediating these effects. Research has shown that children who have active parental supervision regarding media consumption tend to exhibit more positive developmental outcomes (Gentile et al., 2009). For example, parents who set limits on screen time and encourage their children to engage in educational or non-violent media are more likely to see improved academic performance, better social skills, and healthier emotional responses. In contrast, children with minimal parental control over their media habits are more likely to exhibit negative behaviors such as increased aggression, poor social skills, and an over-reliance on media for entertainment and emotional regulation. This suggests that the impact of media on child development is not solely dependent on the content but also on how parents and caregivers intervene in their children's media consumption. 
In the context of this study, the impact of media exposure on child development in Ilorin will be examined to explore how children’s interactions with different types of media influence their cognitive, emotional, and social development. By analyzing the nature of media consumption and considering the role of parental guidance, this study aims to provide insights into how media exposure in this specific setting affects children’s growth and behavior. Understanding the nuances of these effects will help guide interventions aimed at fostering positive media habits and mitigating the harmful influences of media on children in Ilorin. 
 
 
2.3.3 Role of Media in Child Development 
Media plays a crucial role in shaping various aspects of child development, particularly in today’s digital age where children are increasingly exposed to a wide range of media forms. The media serves as a significant agent of socialization, influencing children's knowledge, behaviors, values, and emotional responses. It provides children with access to vast amounts of information, shaping their understanding of the world around them. Educational television programs, websites, and interactive games can foster cognitive growth by teaching children about language, mathematics, science, and social concepts (Valkenburg & Peter, 2013). For instance, educational media like "Dora the Explorer" or "Blue's Clues" have been found to improve early literacy and problem-solving skills among young viewers, highlighting the constructive role media can play when designed with developmental goals in mind (Linebarger & Walker, 2005). 
Beyond cognitive development, media also plays a significant role in emotional and social development. 
Through media, children encounter a variety of emotions and social situations, which can help them develop empathy and emotional intelligence. Watching characters deal with complex situations, such as overcoming fear, handling conflict, or developing friendships, can teach children important life skills and emotional regulation strategies (Greenfield, 2014). For example, programs that focus on pro-social behavior, like teamwork and cooperation, can foster positive social behaviors and encourage children to develop strong interpersonal relationships. Additionally, media can expose children to diverse cultures, helping them build a broader understanding of the world and the differences between individuals and communities. 
However, the role of media in child development is not without its challenges. The content children are exposed to, particularly from sources such as violent video games, social media, and TV shows with inappropriate themes, can have detrimental effects on their behavior and emotional well-being. Research has shown that exposure to violent media can lead to increased aggression, desensitization to violence, and heightened fears of the world around them (Anderson & Dill, 2000). Furthermore, media often portrays unrealistic body images, idealized lifestyles, and consumerist behaviors that can negatively impact children’s self-esteem, body image, and social expectations (Levine & Murnen, 2009). These media portrayals may lead children to develop distorted views of themselves and their relationships with others, potentially affecting their mental health in the long term. 
In light of these dual aspects, media can act as both a positive and negative influence on child development. The role of media in child development in Ilorin, as explored in this study, will focus on understanding how the content children are exposed to shapes their cognitive, emotional, and social growth. By assessing the nature of media consumption, including both beneficial educational content and potentially harmful media, this research aims to clarify the extent to which media influences children's development in the context of Ilorin. Furthermore, the study will investigate the role of parents and educators in mediating children's media consumption to ensure that the impact of media remains positive and conducive to healthy development. 
2.3.4 Media Exposure and Behavioral Issues 
Media exposure has long been a significant factor in shaping children's behavior, influencing everything from their emotional responses to their actions in social settings. Research indicates that prolonged or excessive exposure to certain types of media, particularly violent or inappropriate content, can lead to various behavioral issues in children. According to Anderson and Dill (2000), children who are exposed to violent video games and television shows are more likely to exhibit aggressive behaviors, both in their interactions with peers and in their responses to conflict. This is consistent with the Social Learning Theory, which suggests that children learn behaviors through observation and imitation of characters in the media. As children observe violent acts being rewarded or portrayed as acceptable solutions to problems, they may internalize these behaviors and attempt to replicate them in real life (Bandura, 1963). Apart from aggression, media exposure can also contribute to other behavioral issues, such as increased fearfulness, desensitization to violence, and difficulty distinguishing between fantasy and reality. Violent or frightening media content can increase children’s anxiety levels and cause them to develop unrealistic fears about their safety and the world around them (Cantor, 2002). Moreover, repeated exposure to these themes can make children less sensitive to real-world violence, potentially diminishing their empathy and concern for others' well-being. This phenomenon of desensitization is particularly concerning because it may hinder children's ability to understand the seriousness of violent actions or the consequences of aggressive behavior in their environment. 
In addition to aggression and desensitization, media exposure can also affect children's social behavior, such as their ability to form healthy interpersonal relationships. Studies have shown that children who spend excessive time interacting with media, especially social media, may experience difficulties in developing real-world social skills. They may struggle with communication, empathy, and conflict resolution when interacting with peers in person, relying on media-driven behaviors or attitudes instead (Valkenburg & Peter, 2013). Moreover, the portrayal of idealized social relationships in media often leads to unrealistic expectations about friendships, romantic relationships, and social success, which may cause frustration or dissatisfaction when real-life relationships do not align with these media-driven standards (Levine & Murnen, 2009). 
This study seeks to explore the relationship between media exposure and behavioral issues among children in Ilorin, focusing on how different types of media—especially violent, aggressive, or unrealistic content—contribute to the development of these issues. By examining the patterns of media consumption and correlating them with behavioral outcomes, this research will provide valuable insights into how media exposure shapes children's behavior and offer recommendations on how to mitigate its potential harmful effects. Additionally, the study will consider the role of parental control and media literacy in reducing the negative behavioral impacts of media, helping to promote healthier media consumption practices among children. 
 
 
2.3.5 Factors Influencing Media Consumption 
Several factors contribute to the patterns of media consumption among children, influencing both the type and amount of media they engage with. One of the most significant factors is parental influence. Parents play a pivotal role in shaping their children’s media habits, as they are often the ones who control access to media devices, set limits on screen time, and choose what content is appropriate for their children to consume. Research has shown that children are more likely to watch educational and non-violent content when parents are actively involved in regulating media usage (Gentile et al., 2009). Parents who set clear boundaries on screen time and actively discuss the content with their children are likely to foster more positive media habits, reducing exposure to harmful content such as violence or inappropriate themes. 
Another important factor influencing media consumption is the availability and accessibility of media devices. The increasing presence of smartphones, tablets, computers, and television in households has made media more accessible to children. With the rise of internet streaming platforms like YouTube and Netflix, children can easily access content at any time, often without the supervision of adults. This shift has led to an increase in unsupervised media consumption, which can expose children to inappropriate content that they might not otherwise encounter on traditional television (Rosen et al., 2014). The convenience of accessing media on demand, coupled with the growing presence of social media platforms, has further contributed to the rise in media consumption among children, especially in urban areas where technology penetration is higher. 
Peer influence is another key factor affecting children's media consumption. Children are often influenced by the media preferences of their friends, classmates, or online peers. Peer groups can shape children's choices by sharing popular media content, such as viral videos, trending social media challenges, or gaming trends, which can influence children to consume similar content to fit in with their social circle (Valkenburg & Peter, 2013). Additionally, media consumption may be influenced by the desire to be part of certain social groups or to gain social status, especially in the context of social media, where children often seek validation through likes, comments, and shares. This peer-driven media consumption can lead to an increase in the viewing of popular but potentially harmful content, such as material promoting consumerism, unhealthy body image ideals, or risky behaviors. 
Finally, the portrayal of media content in the environment also impacts children's media consumption. The media industry, including advertising and marketing, plays a significant role in shaping what children watch, buy, and consume. Companies often target children with advertisements for toys, fast food, and video games, influencing their media choices and even their behavior. The constant exposure to advertisements that encourage materialistic values, unhealthy eating habits, and consumption of products that promote unrealistic ideals can significantly impact children's preferences, interests, and even their long-term attitudes towards consumerism (Levine & Murnen, 2009). Understanding these various factors is crucial in assessing the broader impact of media consumption on child development and behavior. In this study, factors influencing media consumption in Ilorin will be explored to better understand how local dynamics, such as parental control, technology availability, peer influence, and advertising, shape the media habits of children. By identifying these factors, the research aims to offer insights into how children in the region engage with media, the content they are exposed to, and the implications for their development and behavior. 
2.3.6 Role of Parental Supervision and Control 
Parental supervision and control are critical factors that significantly influence the nature and extent of children's media consumption. Parents serve as gatekeepers, determining not only the amount of time their children spend on media but also the type of content they are exposed to. Research has consistently shown that active parental involvement in children's media habits can reduce the exposure to harmful content and promote the consumption of educational and age-appropriate material (Gentile et al., 2009). Parents who set boundaries on screen time, monitor their children’s viewing habits, and engage in discussions about the content they watch can mitigate the negative effects of media on child development, such as aggression, fearfulness, or unhealthy body image concerns (Levine & Murnen, 2009). 
One of the key aspects of parental control is the establishment of media rules and limits. For instance, parents who enforce rules like limiting screen time or designating specific times for watching TV or using devices ensure that children engage with media in a balanced way. This is particularly important in the context of young children, who may struggle to self-regulate their media consumption. Studies show that children with stricter media rules at home tend to consume less violent or inappropriate content and exhibit fewer behavioral issues related to media exposure (Funk et al., 2009). Moreover, when parents take an active role in discussing the content their children engage with, they can help children understand what they see on screen, differentiating between fantasy and reality, and reinforcing positive values. 
Another crucial aspect of parental supervision is the use of parental control tools and settings. Many media platforms, such as streaming services and video games, offer parental control features that allow parents to block age-inappropriate content and limit access to certain features or platforms. These tools can help parents create a safer media environment for their children, especially in the age of on-demand streaming and social media, where children are often exposed to content without direct adult supervision. Additionally, many parents use content filtering software or child-safe browsing tools to limit their children's exposure to harmful online content, such as explicit material or inappropriate social media interactions. The use of these technological solutions can supplement traditional forms of supervision and control, ensuring that children’s media consumption is both safe and educational. 
However, while parental supervision is essential, it is not always foolproof. In today’s digital age, children often find ways to bypass parental controls or access media content independently, especially as they grow older and gain more digital literacy. This makes it increasingly important for parents to not only impose restrictions but also foster open communication with their children about media use. Engaging children in discussions about the media they consume allows parents to understand their children's preferences and concerns while providing an opportunity to reinforce the values and critical thinking skills needed to navigate media responsibly (Livingstone & Helsper, 2008). By balancing supervision with guidance and dialogue, parents can play a pivotal role in helping children make informed choices about their media consumption, reducing potential negative outcomes on their development and behavior. 
This study will explore the role of parental supervision and control in media consumption among children in Ilorin, highlighting how different parenting styles, supervision strategies, and the use of technological tools influence children’s exposure to media content. By examining how parents in this region manage their children’s media habits, the research aims to provide valuable insights into the effectiveness of various supervision techniques in promoting positive media consumption and mitigating potential behavioral risks. 
2.4 	Empirical Reports Review 
Empirical studies on media exposure and child development have provided significant insights into the relationship between children's media consumption and their behavioral and cognitive development. Anderson and Dill (2000), in their study titled The Impact of Television Violence on Children’s Aggression, examined how violent television content influences children's aggressive tendencies. Using an experimental research design, they adopted Bandura’s Social Learning Theory to explain how children imitate violent behaviors observed in media. The study sampled 300 children from selected elementary schools in the United States, using stratified random sampling to ensure representation across different socio-economic backgrounds. Their findings revealed a strong positive correlation between exposure to violent television content and aggressive behavior in children. This study is relevant to the current research as it underscores the need to assess how media exposure influences children's behavior in Ilorin, Nigeria, particularly in a rapidly digitalizing society. 
Funk et al. (2009) conducted a study titled Parental Mediation of Children’s Media Consumption and Its Effects on Aggressive Behavior, which explored the role of parental control in mitigating the negative effects of media exposure on children. Using a survey research design, the study employed Social 
Cognitive Theory to analyze how parental mediation strategies influence children’s behavioral outcomes. A total of 500 parents and children were selected using purposive sampling from different communities to ensure participants had diverse media consumption habits. The study found that children whose parents actively controlled their screen time and discussed media content with them exhibited lower levels of aggression and anxiety compared to those without parental guidance. This study directly aligns with the current research, which aims to investigate the role of parental supervision in shaping children's media consumption habits and behavioral development in Ilorin. 
Valkenburg and Peter (2013) conducted a longitudinal study titled Social Media and the Development of Child Self-Esteem, examining how social media influences children's self-perception over a period of two years. The study was based on Cultivation Theory, which suggests that long-term exposure to media shapes an individual's perceptions and attitudes. The researchers used a sample of 1,000 children aged 8 to 15, selected through multistage sampling across various schools and households. Their findings indicated that frequent exposure to social media, particularly platforms promoting idealized body images and lifestyles, had a negative impact on children's self-esteem, leading to increased cases of anxiety and depression. This study is relevant to the present research as it highlights the psychological effects of media exposure, an aspect that will be further examined within the context of Ilorin to determine its implications for children's emotional well-being. 
Levine and Murnen (2009) explored the influence of media exposure on children's perception of gender roles in their study titled The Role of Media Exposure in Shaping Children’s Attitudes Toward Gender Roles. Adopting Social Learning Theory, the study used a mixed-methods approach, combining surveys and focus group discussions to analyze the impact of gender-stereotyped media content on children. A total of 400 children between the ages of 6 and 12 were selected through cluster sampling from different schools in urban and rural areas to capture a diverse range of perspectives. The study found that children exposed to media reinforcing traditional gender roles were more likely to adopt gender-biased attitudes and behaviors. This is particularly relevant to the current study, which seeks to explore the broader implications of media exposure on children’s social behavior in Ilorin, where cultural and media influences intersect. 
Rosen et al. (2014) conducted a mixed-methods study titled Children’s Media Use and Its Impact on Physical and Mental Health, which assessed how excessive media consumption affects children’s wellbeing. Using Social Cognitive Theory and Cultivation Theory as theoretical frameworks, the study combined survey data with in-depth interviews to examine children's health outcomes related to media use. The researchers sampled 800 children and adolescents, selected through systematic random sampling from different schools and healthcare centers. Their findings indicated that excessive media exposure, especially screen-based entertainment, was linked to an increase in sleep disturbances, obesity, and reduced physical activity levels. The study recommended stricter parental control over screen time and the promotion of alternative recreational activities. This research aligns with the current study as it underscores the need to evaluate both the psychological and physical effects of media exposure on children in Ilorin. 
These empirical studies provide a robust foundation for understanding the different dimensions of media exposure and its effects on child development. By examining methodologies, sample sizes, and findings from previous research, the current study will build upon existing knowledge to assess the unique impacts of media exposure on children's behavior in Ilorin. The integration of theoretical perspectives and empirical evidence will help develop practical recommendations for parents, educators, and policymakers to mitigate potential negative effects while maximizing the benefits of media in children's development. 
 
 
 
2.5  	Appraisal of the Review 
The review of literature on the effects of media exposure on child development and behavior has provided significant insights into the theoretical foundations, empirical findings, and key debates surrounding the topic. Theoretical perspectives such as Social Learning Theory and Cultivation Theory have been explored to explain how children internalize media content and how prolonged exposure can influence their cognitive, emotional, and social development. These theories underscore the idea that children, as passive or active consumers of media, are likely to be influenced by the messages they receive, either through observational learning or through gradual conditioning over time. The reviewed studies have demonstrated that media exposure plays a critical role in shaping children's attitudes, beliefs, and behaviors, highlighting both its potential benefits and risks. 
Empirical studies reviewed have consistently shown that excessive media exposure can lead to various developmental challenges, including increased aggression, anxiety, low self-esteem, and behavioral disorders. Research by Anderson and Dill (2000) and Funk et al. (2009) established strong connections between violent media content and aggressive tendencies among children. Similarly, Valkenburg and Peter (2013) provided evidence on how social media influences children's self-perception and emotional well-being, while Levine and Murnen (2009) explored how gender stereotypes in media shape children's attitudes toward gender roles. Additionally, Rosen et al. (2014) highlighted the negative implications of excessive screen time on children’s physical and mental health, emphasizing the need for parental supervision and media regulation. 
Despite the valuable contributions of these studies, gaps remain in understanding how cultural and environmental factors influence the impact of media exposure on children, particularly within the Nigerian context. Most of the reviewed studies were conducted in Western societies, where media consumption patterns, regulatory frameworks, and parenting styles may differ significantly from those in Ilorin, Nigeria. The lack of context-specific research necessitates a study that considers local media influences, parental control mechanisms, and socio-economic factors that shape children’s media consumption habits. Addressing these gaps is essential to developing more relevant policies and intervention strategies tailored to the Nigerian setting. 
This study, therefore, seeks to fill these gaps by investigating how media exposure affects child development and behavior within the cultural and socio-economic context of Ilorin. By incorporating insights from previous research while focusing on local realities, this study will provide a comprehensive understanding of the topic. The findings will be valuable to educators, parents, policymakers, and media regulators in formulating effective strategies to maximize the benefits of media while mitigating its negative effects on children. 
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 indepth 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. 
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. 
4.2 DATA PRESENTATION AND ANALYSIS OF RESEARCH INSTRUMENT 
Table 4.4.1: My child spends more than 3 hours daily on media consumption 
	Response 
	Frequency  
	Percentage  

	Strongly agree 
	30 
	30 

	Agree 
	40 
	40 

	Indifferent  
	10 
	10 

	Disagree  
	15 
	15 

	Strongly disagree 
	5 
	5 

	Total  
	100 
	100 


Source: Researcher’s Fieldwork, 2025 
Table 4.4.1 shows the household distribution of the respondents. Out of all, 30 respondents representing 30% of the parents strongly agreed with the assertion that their children spend more than 3 hours daily on media consumption, 40 respondents representing 40% of them agreed with the statement, 10 respondents representing 10% of the parents were indifferent about the assertion, 15 respondents representing 15% of them disagreed with the statement and 5 respondents representing 5% of them strongly disagreed with the statement. By intuition, the statistics shows that majority of the parents were of the opinion that their children spent more than 3 hours daily on media consumption. 
 	 

Table 4.4.2: Television is the most frequently used media in my household 
	Response 
	Frequency  
	Percentage  

	Strongly agree 
	50 
	50 

	Agree 
	35 
	35 

	Indifferent  
	5 
	5 

	Disagree  
	7 
	7 

	Strongly disagree 
	3 
	3 

	Total  
	100 
	100 


Source: Researcher’s Fieldwork, 2025 
Table 4.4.2 shows that out of the respondents who partook in the survey, 50 respondents representing 50% of them strongly agreed with the statement that Television is the most frequently used media in my household, 35 respondents representing 35% of the parents agreed with the statement, 5 respondents representing 5% of them were indifferent about the statement, 7 of them representing 7% of the population disagreed with the statement while 3 respondents representing 3% of them strongly disagreed with the statement. By intuition, the statistics shows that television is the most frequently used media in their household. 
  
 
 	 
Table 4.4.3: Social media is a major part of my child's daily activities 
	Response 
	Frequency  
	Percentage  

	Strongly agree 
	35 
	35 

	Agree 
	40 
	40 

	Indifferent  
	10 
	10 

	Disagree  
	10 
	10 

	Strongly disagree 
	5 
	5 

	Total  
	100 
	100 


Source: Researcher’s Fieldwork, 2025 
Table 4.4.3 shows that out of the respondents who partook in the survey, 35 respondents representing 35% of the parents strongly agreed with the statement that social media is a major part of their children’s daily activities, 40 respondents representing 40% of them agreed with the statement, 10 respondents representing 10% of them were indifferent about the statement, 10 respondents representing 10% of them disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that majority of the respondents (40%) of them were of the opinion that social media is a major part of their children’s daily activities. 
Table 4.3.4: My child is exposed to media content without strict parental monitoring 
	Response 
	Frequency  
	Percentage  

	Strongly agree 
	30 
	30 

	Agree 
	40 
	40 

	Indifferent  
	15 
	15 

	Disagree  
	10 
	10 

	Strongly disagree 
	5 
	5 

	Total  
	100 
	100 


Source: Researcher’s Fieldwork, 2025 
Table 4.3.4 shows that out of the respondents who partook in the survey, 30 respondents representing 30% of the parents who partook in the survey strongly agreed with the statement that children are exposed to media content without strict parental monitoring, 40 respondents representing 40% of the parents agreed with the statement, 15 respondents representing 15% of the parents were indifferent with the statement, 10 respondents representing 10% of them disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that the children are exposed to media contents without strict parental monitoring.  
Table 4.3.5: Media exposure has enhanced my child's cognitive development 
	Response 
	Frequency  
	Percentage  

	Strongly agree 
	40 
	40 

	Agree 
	35 
	35 

	Indifferent  
	10 
	10 

	Disagree  
	10 
	10 

	Strongly disagree 
	5 
	5 

	Total  
	100 
	100 


Source: Researcher’s Fieldwork, 2025 
Table 4.3.5 shows that out of the respondents who partook in the survey, 40 respondents  representing 40% of the parents were of the opinion that media exposure has enhanced their children cognitive development, 
35 respondents representing 35% of the pa rents agreed with the statement, 10 respondents representing 10% of them were indifferent about the statement, 10 respondents representing 10% of them disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. 
The statistics shows that media exposure enhances children cognitive development 
Table 4.3.6: My child learn new words and concepts through media  
	Response 
	Frequency  
	Percentage  

	Strongly agree 
	50 
	50 

	Agree 
	30 
	30 

	Indifferent  
	5 
	5 

	Disagree  
	10 
	10 

	Strongly disagree 
	5 
	5 

	Total  
	100 
	100 


Source: Researcher’s Fieldwork, 2025 
Table 4.3.6 shows that out of the respondents who partook in the survey, 50 respondents representing 50% of them strongly agreed with the assertion that their children learn new words and concepts through media, 30 respondents representing 30% of them agreed with the statement, 5 respondents representing 5% of them were indifferent about the statement, 10 respondents representing 10% of them disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. By intuition, children learn new words and concepts through media. 
Table 4.3.7: Excessive media consumption affects my child’s emotional stability 
	Response 
	Frequency  
	Percentage  

	Strongly agree 
	50 
	50 

	Agree 
	30 
	30 

	Indifferent  
	5 
	5 

	Disagree  
	10 
	10 

	Strongly disagree 
	5 
	5 

	Total  
	100 
	100 


Source: Researcher’s Fieldwork, 2025 
Table 4.3.7 shows that out of the respondents who partook in the survey, 50 respondents representing 50% of them strongly agreed with the statement that excessive media consumption affects their children’s emotional stability, 30 respondents representing 30% of them agreed with the statement, 5 respondents representing 5% of people were indifferent about the claim while 10 respondents representing 10% of them disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that majority of the respondents (50%) of the respondents were of the opinion that excessive media consumption affects their children’s emotional stability. 
Table 4.4.4: Watching educational programs improves my child’s learning 
	Response 
	Frequency  
	Percentage  

	Strongly agree 
	50 
	50 

	Agree 
	30 
	30 

	Indifferent  
	10 
	10 

	Disagree  
	7 
	7 

	Strongly disagree 
	3 
	3 

	Total  
	100 
	100 


Source: Researcher’s Fieldwork, 2025 
Table 4.4.4 shows that out of the respondents who partook in the survey,  50 respondents representing 50% of the parents strongly agreed with the statement that watching educational progrrams improves their children’s learning, 30 respondents representing 30% of them agreed with the statement, 10 respondents representing 10%  of them were indifferent with the statement, 7 respondents representing 7% of them disagreed with the statement while 3 respondents representing 3% of them strongly disagreed with the statement. By intuition, majority of the patents (50%) of them were of the opinion that watching educational programs improved their children’s learning. 
Table 4.4.5: Social media usage negatively impacts my child's concentration on schoolwork 
	Response 
	Frequency  
	Percentage  

	Strongly agree 
	35 
	35 

	Agree 
	40 
	40 

	Indifferent  
	10 
	10 

	Disagree  
	10 
	10 

	Strongly disagree 
	5 
	5 

	Total  
	100 
	100 


Source: Researcher’s Fieldwork, 2025 
Table 4.4.5 shows that out of the respondents who partook in the survey, 35 respondents representing 35% of the parents strongly agreed with the statement that social media usage negatively impact their children’s concentration on school works, 40 respondents representing 40% of them agreed with the statement, 10 respondents representing 10% of them disagreed with the statement, 10 respondents representing 10% of them strongly disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that majority (75%) of the parents agreed to the notion that social media usage negatively impact their children’s concentration on school works. 
Table 4.4.6: Exposure to violent media content influences aggressive behavior in my child 
	Response 
	Frequency  
	Percentage  

	Strongly agree 
	45 
	45 

	Agree 
	35 
	35 

	Indifferent  
	10 
	10 

	Disagree  
	5 
	5 

	Strongly disagree 
	5 
	5 

	Total  
	100 
	100 


Source: Researcher’s Fieldwork, 2025 
Table 4.4.6 shows that out of the respondents who partook in the survey, 45 respondents representing 45% of the parents strongly agreed with the statement that exposure to violent media content influences aggressive behavior in their children, 35 respondents representing 35% of them agreed with the statement, 10 respondents representing 10% of them disagreed with the statement, 5 respondents representing 5% of them strongly disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that majority (80%) of the parents agreed to the notion that exposure to violent media content influences aggressive behavior in their children. 
Table 4.4.7:My Child shows signs of addiction to digital media 
	Response 
	Frequency  
	Percentage  

	Strongly agree 
	40 
	40 

	Agree 
	30 
	30 

	Indifferent  
	15 
	15 

	Disagree  
	10 
	10 

	Strongly disagree 
	5 
	5 

	Total  
	100 
	100 


Source: Researcher’s Fieldwork, 2025 
Table 4.4.7 shows that out of the respondents who partook in the survey, 40 respondents representing 40% of the parents strongly agreed with the statement that their children showed signs of addiction to digital media, 30 respondents representing 30% of them agreed with the statement, 15 respondents representing 15% of them disagreed with the statement, 10 respondents representing 10% of them strongly disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that majority (70%) of the parents agreed to the assertion that their children showed signs of addiction to digital media. 
Table 4.4.8: Exposure to inappropriate media contents affects my child’s moral values 
	Response 
	Frequency  
	Percentage  

	Strongly agree 
	50 
	50 

	Agree 
	30 
	30 

	Indifferent  
	10 
	10 

	Disagree  
	5 
	5 

	Strongly disagree 
	5 
	5 

	Total  
	100 
	100 


Source: Researcher’s Fieldwork, 2025 
Table 4.4.8 shows that out of the respondents who partook in the survey, 50 respondents representing 50% of the parents strongly agreed with the statement that exposure to inappropriate media contents affects their children moral values, 30 respondents representing 30% of them agreed with the statement, 10 respondents representing 10% of them disagreed with the statement, 5 respondents representing 5% of them strongly disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that majority (80%) of the parents agreed to the assertion that exposure to inappropriate media contents affects their children moral values. 
Table 4.4.9: My child prefers virtual interactions over physical socialization 
	Response 
	Frequency  
	Percentage  

	Strongly agree 
	35 
	35 

	Agree 
	40 
	40 

	Indifferent  
	10 
	10 

	Disagree  
	10 
	10 

	Strongly disagree 
	5 
	5 

	Total  
	100 
	100 


Source: Researcher’s Fieldwork, 2025 
Table 4.4.9 shows that out of the respondents who partook in the survey, 50 respondents representing 50% of the parents strongly agreed with the statement that their children prefer virtual interactions over physical socialization, 40 respondents representing 40% of them agreed with the statement, 10 respondents representing 10% of them disagreed with the statement, 10 respondents representing 10% of them strongly disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that majority (75%) of the parents agreed to the assertion that their children prefer virtual interactions over physical socialization. 
 	 
Table 4.4.10: My child prefers virtual interactions over physical socialization 
	Response 
	Frequency  
	Percentage  

	Strongly agree 
	35 
	35 

	Agree 
	40 
	40 

	Indifferent  
	10 
	10 

	Disagree  
	10 
	10 

	Strongly disagree 
	5 
	5 

	Total  
	100 
	100 


Source: Researcher’s Fieldwork, 2025 
Table 4.4.10 shows that out of the respondents who partook in the survey, 50 respondents representing 50% of the parents strongly agreed with the statement that their children prefer virtual interactions over physical socialization, 40 respondents representing 40% of them agreed with the statement, 10 respondents representing 10% of them disagreed with the statement, 10 respondents representing 10% of them strongly disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that majority (75%) of the parents agreed to the assertion that their children prefer virtual interactions over physical socialization 
Table 4.4.11: My child imitates behaviors seen in media content 
	Response 
	Frequency  
	Percentage  

	Strongly agree 
	45 
	45 

	Agree 
	40 
	40 

	Indifferent  
	5 
	5 

	Disagree  
	5 
	5 

	Strongly disagree 
	5 
	5 

	Total  
	100 
	100 


Source: Researcher’s Fieldwork, 2025 
Table 4.4.11 shows that out of the respondents who partook in the survey, 45 respondents representing 45% of the parents strongly agreed with the statement that their children imitate behaviors seen in media contents, 40 respondents representing 40% of them agreed with the statement, 5 respondents representing 5% of them disagreed with the statement, 5 respondents representing 5% of them strongly disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that majority (85%) of the parents agreed to the assertion that their children imitate behaviors seen in media contents. 
Table 4.4.12: Exposure to violent media content influences aggressive behavior in my child 
	Response 
	Frequency  
	Percentage  

	Strongly agree 
	50 
	50 

	Agree 
	30 
	30 

	Indifferent  
	10 
	10 

	Disagree  
	5 
	5 

	Strongly disagree 
	5 
	5 

	Total  
	100 
	100 


Source: Researcher’s Fieldwork, 2025 
Table 4.4.12 shows that out of the respondents who partook in the survey, 50 respondents representing 50% of the parents strongly agreed with the statement that exposure to violent media content influences aggressive behavior in their children, 30 respondents representing 30% of them agreed with the statement, 10 respondents representing 10% of them disagreed with the statement, 5 respondents representing 5% of them strongly disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that majority (80%) of the parents agreed to the assertion that exposure to violent media contents influence aggressive behavior in their children. 
Table 4.4.13: My child shows signs of addiction to digital media 
	Response 
	Frequency  
	Percentage  

	Strongly agree 
	35 
	35 

	Agree 
	40 
	40 

	Indifferent  
	10 
	10 

	Disagree  
	10 
	10 

	Strongly disagree 
	5 
	5 

	Total  
	100 
	100 


Source: Researcher’s Fieldwork, 2025 
Table 4.4.13 shows that out of the respondents who partook in the survey, 35 respondents representing 35% of the parents strongly agreed with the statement that their children showed signs of addiction to digital media, 40 respondents representing 40% of them agreed with the statement, 10 respondents representing 10% of them disagreed with the statement, 10 respondents representing 10% of them strongly disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that majority (75%) of the parents agreed to the assertion that their children showed signs of addiction to digital media. 
 
 
 
Table 4.4.14: Exposure to inappropriate media content affects my child's moral values 
	Response 
	Frequency  
	Percentage  

	Strongly agree 
	40 
	40 

	Agree 
	35 
	35 

	Indifferent  
	10 
	10 

	Disagree  
	10 
	10 

	Strongly disagree 
	5 
	5 

	Total  
	100 
	100 


Source: Researcher’s Fieldwork, 2025 
Table 4.4.14 shows that out of the respondents who partook in the survey, 40 respondents representing 
40% of the parents strongly agreed with the statement that exposure to inappropriate media content affects their children’s moral values, 35 respondents representing 35% of them agreed with the statement, 10 respondents representing 10% of them disagreed with the statement, 10 respondents representing 10% of them strongly disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that majority (75%) of the parents agreed to the assertion that exposure to inappropriate media contents affect their children’s moral values. 
 	 

Table 4.4.15: My child prefers virtual interactions over physical socialization 
	Response 
	Frequency  
	Percentage  

	Strongly agree 
	30 
	30 

	Agree 
	40 
	40 

	Indifferent  
	15 
	15 

	Disagree  
	10 
	10 

	Strongly disagree 
	5 
	5 

	Total  
	100 
	100 


Source: Researcher’s Fieldwork, 2025 
Table 4.4.15 shows that out of the respondents who partook in the survey, 30 respondents representing 30% of the parents strongly agreed with the statement that their children prefers virtual interactions over physical socialization, 40 respondents representing 40% of them agreed with the statement, 15 respondents representing 15% of them disagreed with the statement, 10 respondents representing 10% of them strongly disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that majority (70%) of the parents agreed to the assertion that exposure to inappropriate media contents affect their children’s moral values. 
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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