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ASSESSMENT OF NEW PRODUCT DEVELOPMENT AND MANAGEMENT IN NIGERIA: A STUDY OF UNLIEVER NIGERIA PLC


ABSTRACT 
[bookmark: _GoBack]It is common knowledge to see a lot of organisational resources committed into product ideas that have not undergone proper research, especially market based research. As a result, it is either that the product fails out rightly or gains marginal success. No wonder we have so many of such product wasting in the market places begging for demand. When a product idea carries a weight of benefits to give to the market even the market will be anxious waiting for it to be launched. Besides proper research into developing a quality product, there is also the need for a wide range of management activities of the product from its conception to maturity or until it is being disposed such management activities include providing appropriate strategies for pricing, promotion, distribution as well as on-going support to customers who have purchased the new product pertinent to the above the study aimed at assessing new product development and management in Nigeria. However the following objectives were formulated: To determine the relationship between marketing research and new product development; To determine how new product development influences customer satisfaction and retention; To determine the impact of technology, skilled manpower on new product development; To identify critical factors, both marketing and otherwise for new product success or failure and To identify the impact of new product development on profitability of an organisation. The study had a population of 44. The descriptive survey design was adopted for the study while chi-square was used to test the hypotheses. The findings showed that there is relationship between marketing research and new product development. Also new product development influence customer satisfaction and retention. Furthermore technology, skill manpower have impact on new product development and finally there is relationship between new product development and profitability. The study recommended that firms should periodically evaluate their product so that they will be able to be ahead of their competitors and make profit.
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CHAPTER ONE
INTRODUCTION
1.1   BACKGROUND OF THE STUDY
New product development process allows firms to deal with progressively intensive competition when facing challenges from rapidly changing market condition. Companies try to gain sustainable competitive advantages with continues innovation. These effort are critical for the companies because introducing a new product to the market is expensive and challenging due to acquiring new knowledge and technologies and implementing new processes.   
New Product development is a business and engineering term, which describes the complete process of bringing a new product to the market. In other words, Product development is the process of designing, creating, and marketing an idea or product. The product can either be one that is new to the marketplace or one that is new to your particular company, or an existing product that has been improved. In many instances, a product will be labeled new and improved when substantial changes have been made. 
According to Kotler(2006:633), a product is anything that can be offered to a market to satisfy a want or need. However, product is much more than just a physical object. It is the complete bundle of benefits or satisfactions that buyers perceive, they will obtain if they purchase the product. It is the sum of all the physical, psychological, symbolic, and service attributes. 
In the words of Stanton, (2001:121), a Product is a set of tangible and intangible attributes which the buyer may accept as offering wants-satisfaction. For instance, in the Nigerian Soft drink industry we have products such as Malta Guinness from Guinness Nigeria Plc, Maltina drink from Nigerian Breweries Plc, Mirinda from 7 UP Nig. Plc; in the detergent sector, there are Elephant Blue Detergent from PZ industries Plc, and Omo, Key Soap, Loyco, Blue Band, Lipton Yellow Label Tea, Knorr (Acquired in Dec. 2005 from Cabury), Pears Baby Care, Lux, Vaseline, Close Up, etc from Unilever Nigeria Plc. Also in the financial sector, there is Master Card from UBA Plc, Child Trust and Maxi-yield from Sterling Bank Plc, to mention but a few. 

A product is similar to goods in accounting. Goods are physical objects that are available in the marketplace. This differentiates them from a service which is a non-material product. The term goods is used primarily by those that wish to abstract from the details of a given product. As such it is useful in accounting and economic models. The term product is used primarily by those that examine the details and richness of a specific market offering. As such it useful to marketers, managers, and quality control specialists. 

A “man” can also be an “experience”, which like .a service is intangible. However an experience is unique to the receiving individual based upon their history Example: amusement parks offer rides (product), acceptance of credit card ‘(service), and audience participation at the dolphin how (experience). My value the dolphin show is different from yours, and the extent to which I value it trade for it (money). 

Joe (2008:53) states that such “items as legal and medical services, hair cut, vehicle repairs and classroom teaching also constitute product, even if they are not physical in nature. It is perhaps in consideration of this double nature of product and also in view of the fact that purchasing implies selling that Kotler (2003:342) defines a product as “anything that can be offered to the market for attention, acquisition, use or consumption that might satisfy a want or need”. He added that product “includes physical objects, services, persons, places organization and ideas”, noting that persons and organizations can attract buyers’ attention and that a person’s records or ideas for instance can be purchased, while an organization can be promoted. 

1.2 HISTORICAL BACKGOUND OF UNILEVER NIGERIA   PLC
UniLever Nigeria Plc is a multinational organization that was incorporated in 1924 and listed on the Nigeria Stock Exchange as a Public Limited Liability company in 1973. Its vision is “to be the biggest and most profitable consumer product company in Nigeria” and its mission slogan is ‘it add vitality to life” The Company is 5O.O4% owned and controlled by Unilever Overseas as the Parent/technical partner and 49.96% by Nigerians. It has total number of shareholders of 90,648 and shareholding of about three billion.

Besides, its share holders’ fund is in the sum of N5.57Billion which also tallies with the amount of its net asset. The company made a profit after tax for the current financial year, 2009 to the tune of N1,616,457,000.00
It has its registered/Head office at NO.1, Billingsway, Oregun, Ikeja, Lagps and regional offices at Abuja, Ibadan and Jos, as well factory sites/industrial estates at Agbara,Ogun state, industrial road Aba, and Billing way, Oregun, Lagos. Besides, it has over 101 distributors nationwide as their marketing outlet network. Before now, the company was known and called by different names such as : Lever Brothers (W.A.) Ltd (till 1924), West African Soap Co. Ltd (till 1955); Lever Brothers (Nig) Ltd (till 1973) and Lever Brothers of Nigeria Plc (till 2001).
The business sector activities of the company includes Manufacturing and Marketing of Consumer Products such as home care and personal care products and foods In other words, UniLever Nigeria Plc is involved in the manufacturing and marketing of the following lines of products: Non-soapy detergents/Laundry Soaps (Omo, Rin, Vim, Key); Food/brinks (Lipton Yellow Label Tea,, Home Cup Tea, Royco, Blue Band, Oroyo); Bakery Products (Breadeen, Marva, Hossum, Masterline Special); Personal Products (Close Up, Respondent, Vaseline, Petroleum Jelly, Lux, Fresh, Esteem, Satin Sheen, Reward, Shield, Pears, etc) as well as industrial and institutional detergents: Last year, 2005, the brilliant execution of OMO Activation Awareness Campaign in Nigeria, resulted in the company winning the Silver Trophy of the prestigious Asia/AMET Activation Award. The substance of the campaign was that Nigerian Parents should not, because of ‘dirt’, deny their children the opportunity to play (which is very good for children) because Omo is more than capable to deal with the dirt.

The company has a 9-member board of Directors made up of Seven Nigerians and two expatriates (a British and Ivorien) and is chaired by Mr. Felix A. Ohiwerei. The choice of Unilever Nigeria Plc as a case study provides an opportunity for delving into this research in its broadest sense so as to recommend solutions if any that may exist or establish the need to assess the development and management of new product development as an antidote, so to speak, for organizational survival in a competitive market and structured economy such as Nigeria, no matter the market leadership status such organization has already attained.

Over the years, the company has been making steady growth and good return on investment to its shareholders as evidenced by its profitability, capital appreciation, good dividend yield, earning per share and price earning ratio. The year financial summary of the company, from 2005 - 2009 showed that it been profitable, with good EPS and giving good returns of dividend to its investors, except in 2009. Presently, it has a net asset base of N5.5b. Being one of the market leaders among the conglomerate sector, its competitors are mapping out aggressive marketing strategies to gain a remarkable percentage of s market share. Hence the need for UniLever Nigeria Plc to engage in series of new product development and management in their various brands so as to have a high brand premiums.

New Product development as a veritable strategy for gaining the market, especially in a competitive business environment, involves quality improvement, increasing the functional performance of a product such as durability; reliability and taste, feature improvement, addition of new features that expands the product versatility, safety and convenience and a strategy of style improvement which aims at increasing the aesthetic appeal of the product in contrast to its functional appeal. UniLever Nigeria Plc have shown that it wants to continue to outperform itself and the industry by being the source of new product ideas and customer services

1.3	STATEMENT OF THE PROBLEM
Since the advent of the industrial revolution, business environment has become sensitive and highly competitive. In order to survive and achieve their goals and objectives, it behooves business organizations to systematically adapt to changing needs of the consumers and create products that meet their yearnings and desires. Successful New product development is necessary for the survival of marketing organizations. It is however a challenging and risky business, often because of the following reasons.

It is a common knowledge in Nigeria to see a lot of organizational resources committed into product ideas that have not undergone proper research, especially market-based research. As a result, it is either that the product fails out rightly or gains marginal success. No wonder we have so many of such products wasting in the market places begging for demand. When a product idea carries a weight of benefits to give to the market, even the market will be anxiously waiting for it to be launched.

Besides proper research into developing a quality product, there is also the need for a wide range of management activities of the product from its conception to maturity or until it is being disposed. Such management activities include providing appropriate strategies for pricing, promotion distribution as well as on-going support to customers who have purchase the new product.

New product development requires enormous funding, even from the stage of idea generation and up to the time such product is withdrawn from the market. It is expected that the management, having determined the source of financing the new product development project, prepares in advance an estimated cash flow statement on the project based on estimated sales revenue and the total cost involved. They (management) should also prepare a contingency budget to take care of all exigencies so that the variances and discrepancies would be brought to light.

New Product development imposes a greater task on the manufacturers/producers to strive in satisfying their customers and retain their loyalty if their goals and objectives are to be achieved, this calls for a good leadership. And given that the project (new product development) requires enormous funding, management should adopt both short and long term marketing programs to ensure that a new product survives its cycle profitably.

New product, for the purposes of this work, will include original products, improved products, modified products and new brands that the firm develops through its own Research and development efforts. The development of a new product should be a continuous process and should be given serious management supports for the survival of business organizations.

1.4	OBJECTIVES OF THE STUDY
1. 	To determine the relationship between marketing research and new product development 
2. 	To determine how new product development influences customer satisfaction and retention.
3.	To determine the impact of technology, skilled manpower on new product development.
4.	To identify critical factors, both marketing” and otherwise; that for new product success or failure in the market place.
5    	To identify the impact of new product development  on profitability of an organization.

1.5	RESEARCH QUESTIONS  
1. Does marketing research has impact on new product development.
2. In what ways can new product development influence customers’ satisfaction and retention?
3. How do technology, skilled manpower, management support and adequate capital impact product development?
4. What are the critical factors that determine the success or failure of a new product?
5. To what extent can new Product development and management determine the growth, survival and profitability of an organization?

 1.6    HYPOTHESES OF THE STUDY
1. There is no relationship between marketing research and new product development. 
2. The new product development does not influence customer satisfaction and retention.
3. The technology, manpower do not make impact on product development  
4. The critical factors do not determine the success or failure of new product development. 
5. There is no relationship between  new product development and profitability of  an organization
1.7	SIGNIFICANCE OF THE STUDY 
Certain factors or conditions are necessary for rapid economic and industrial development in any society. One of such factors is Research! If Nigerian companies could invest in research for new product development in Nigeria, high quality products would likely be developed which would apart from satisfying the wants of the consumers, also help to employ our local resources, such as machinery, raw materials and labour thus steering towards economic and industrial growth and development.
This Research Study would try to unfold reasons why new products fail or succeed in the market place and this will help the marketers to know why consumers accept or reject new products or why they prefer old/existing products.
The study would also try to discover what influences the consumers have and how they arrive at a purchase decision for new products. Besides, it would help organizations that intend to introduce new products into a developing economy like Nigeria to know how to analyze the consumer and competitor factors.

This research study will be relevant to academic institutions, Libraries and various organizations as it intends to look into the problems of growing social and governmental constraints associated with new product development and management with a view to proffering solutions.
More importantly, this research work will be of great significance to the Nigerian economy and society at large. Any economic environment with high level of healthy business competition usually breeds high quality products, its continuity, availability and sustenance of which lead to economic boom.

1.8	SCOPE OF THE STUDY
The scope of this research work is limited to Lagos State, with the main area of concentration being Unilever Nigeria Plc.

1.9 LIMITATIONS OF THE STUDY
 1    	The major limitation was the reluctance of most business organizations to release data or information which may fall into the hands of their competitors.
2   	However, the validity of the research work was not impaired by these constraints as judicial use was made of the available materials, which I believe will be beneficial and give more insight and knowledge to users of this work.
CHAPTER TWO
REVIEW OF RELATED LITERATURE

2.1	WHAT IS “NEW” ABOUT NEW Product? 
Onah and Thomas (2004:78) established that “In modern marketing concept, when we talk about new products, we do not mean that the product must be “brand” new, but that there is a change in the make-up of a product”. They enumerated the factors to be taken into consideration or circumstances under which a product could be regarded as new, as follows: 
1. 	There are changes in cost or price of the product
2. 	There are new conveniences in the use of the product 
3. 	There exist new performance level discovered 
4.	When the benefits of the product can easily be articulated 
5. 	When a new method of use is developed 
6. 	When a new market is developed for a product, etc.

Accordingly to Booz, Allen and Hamilton, there are six categories of new product in terms of their newness to the company and to the market place, viz: (a) 	New to the world products - that is those products that create entirely new market
(b) 	New Products Lines - that is those products that allow a company to enter an established market for the first time
(c)	Addition to existing Products Lines — that those products that supplement a company’s established products lines
(d) 	Improvement or revision to existing products - that those products that provide improved performance or perceived greater value and thus replace the existing products
(e) 	Repositioning - that is existing products that are targeted to new market or market segment
(f) 	Cost Reduction - that is those products that provide similar performance but at a lower cost


2.2	WHAT IS A NEW PRODUCT DEVELOPMENT?
New Product development is a business and engineering term, which describes the complete process of bringing a new product to the market.

In other words, Product development is the process of designing, creating, and marketing an idea or product. The product can either be one that is new to the marketplace or one that is new to your particular company, or an existing product that has been improved. In many instances, a product will be labeled new and improved when substantial changes have been made.
For instance, Sterling Bank Plc introduced two financial products in the month of June 2006, called ‘Sterling Plus” and “Sterling Acquire”. Sterling Plus is a savings account that, besides yielding good interest also provides added features of a current account such as cheque book and ATM card. Sterling Acquire enables a new family acquire household properties like generator, Cookers, T.V., Car, etc. The IBTC Yield Account, from the desk of IBTC CHARTERED PLC is another new product introduced to the market in the month of July 2006. Again, Zenith Bank Plc was the first to introduce the Automatic Teller Machine system which allow their customer take cash any time, print statements, arrange transfer through a debit card. Lastly, the new 2007 Outlander, Eclipse Spyder Convertible, New 2007 Ralliant Sport Sedan are all new products (Motor Vehicles) from the desk of Mitsubishi Motors, to mention but few.
There are two parallel aspects to this process: one involves product engineering; the other, marketing analysis. Marketers see new product development as the
first stage in Product Life Cycle management.

Also, Product development can be said to be a process of designing, creating, marketing an idea or product. The product can either be one that is new to the marketplace or one that is new to your, particular company, or an existing product that has been improved. In many instances, a product will be labeled new and improved when substantial changes have been made. For instance, we can still remember products like the “new improved elephant blue detergent”, the lunching of the “Delta soap”, etc
2.3	WHAT IS PRODUCT AND/OR SERVICE MANAGEMENT?
Product (or service) management includes a wide range of management activities, ranging from the time that there’s a new idea for a product to eventually providing ongoing support to customers who have purchased the new product. Every organization conducts product management, whether it’s done intentionally or unintentionally.

How a product is developed or managed depends very much on the nature of the organization and its products, for example, retail, manufacturing, wholesale, etc. Different authorities might even have different categorizations of activities. Nonprofit organizations often provide services in the form of “programs”, rather than “products” - although the services from the programs are certainly “products” to groups of clients.

Businesses can generate revenue from selling more of the current products to more of the current customers (market penetration), more of the current products to new customers (market development), new products to current customers (product development), or new products to new customers (diversification).

2.4	SOURCES OF NEW PRODUCT
Kotler (2003:366), identified three levels of product in new product sources, and these are;
1.   Core Benefit -
This according to Kotler (2003:232) is the most fundamental aspect of the product arid represents the solutions to buyers’ problem. It is the aspect that must give answer to the question, ‘why does the buyer buy this or that product” It is know for instance that a car is purchased to serve as means of transportation, items of furniture are procured for relaxation. These needs satisfied by this products constitute the core aspect of the products because they are the needs hiding under the products. Other benefits are:
· in-use benefits
· psychological benefits (e.g., self-image enhancement, hope, status, self worth)
· problem reduction benefits(e.g., safety, convenience)

2.    Tangible Product or Service
The tangible product, on the other hand, stands for the product as packaged, branded, shaped or coloured. Other features are:
· product attributes and features
· quality
· styling
· packaging protection and label information
· brand name
· add another category that I desire

3   Augmented Product or Service 
Product augmentation is achieved by offering such additional after-sales-services and benefits such as delivery, installation, personal attention, credit, warranty, etc which are intended to smoothen sales. These can be summarized as follows:
· warranty
· installation
· delivery
· credit availability
· after-sale service and maintenance
· add another category that I desire

2.5.1    A new product can also come into being through three major processes:
(a) Modification by innovations, adaptations and imitation
(b) Adding complimentary products to company’s portfolio
(c) Acquisition from existing manufacturer

Through its competitors: A manufacturer can modify an existing product from its competitors’ range by adding new features different and of more advantages to the competitors’ own.

Through Customers’ complaints: These are the final consumers and it is said that production is not complete until goods are in the hands of the’ final consumers. The customers after using the product will pass their complaints, if any, to the manufacturers through wholesalers and retailers, who, will finally pass it on to the manufacturers for future modifications and development.

Through employees and executives: These are personnel mostly in the search and development department, engage in one type of research or the other. Through research, an existing product can be modified by innovation or adaptation or better still can even add new complimentary products to the company’s product portfolio.

Through distributors and sales force: Distributors are in direct link with the manufacturers and thus they can get information on a particular product from the retailer through the consumers. This information is in turn passed to the manufacturers for further action. The sales force too, have the advantage of being in close contact with the customers and therefore, can receive any complaint or information which they pass on to the manufacturer.

Published Literature: Information about consumers’ needs are often published in literature and the manufacturer can take advantage of it.

Other sources of new product are scientist research and development personnel, brainstorming session of the management, inventors, unused patents, management consultant, advertising agencies, marketing research firms, etc.

Note, however, that in resourcing for new products to develop, the consumer is the most deciding factor. It has become an accepted fact that engineers working on the drawing board get their direction from consumers. The whole business is aimed towards bringing the technology of new product development and the consumer together.


2.6	PRODUCT CLASSIFICATION
In a further attempt to discuss sources of new-products extensively, it is imperative for the purpose of this research, to take a look at products classification. Products classification is based on the following premises:
· The nature of the product, whether they are physical or non physical goods or services
· How they enter production process, whether as raw materials or as component parts.
· The intention of the buyer for buying them, for example, whether they are purchased for personal consumption or industrial use.

Whatever the basis for classification, the overriding objective is, to make it for marketing managers to design appropriate strategies for new product sources and final marketing of the products concerned Products can be classified as thus:

1. Physical and Non Physical Products or Services
Physical products are such items as garri, yam, tables, chairs, radio, television, clothing, machines, tools, or things that can be felt, seen or touched which can either be for personal consumption or industrial use.
Non Physical Products, otherwise refered to as services are such intangible products as insurance and banking services, legal and medical services, etc. that are not visible, palpable, or touchable as physical products

2. Durable and Non Durable Products
Durable products are all tangible products that are used for a long time. In fact, their value is attributed to the long and continued services they rendered to their owners. Examples are cars, furniture, machinery, clothes, equipment, etc. Since they are used for a long time, they are not purchased frequently. Thy are usually expensive, and considered as risky by the consumers since it involves possibility of loss of huge sum of money and for the fact that it might even become obsolete after some time, hence the buyer has to be convinced that it is worth it before committing funds to them.

The Non Durable products are tangible products that are consumed in one use or after a limited number of uses. Examples are food items, cigarettes, beverages, detergents, and the likes.

3. Agricultural and Manufactured Products
Agricultural products are products of industrial and household farms that have not undergone any serious industrial processing. Examples are rice, cassava tubers, banana, cola nuts, etc

On the other hand, manufactured products are products of industrial production and processes. They consist of physical and non-physical consumer and industrial goods that are the outcome of industrial production. Examples are processed fruits and vegetables, beverages, clothing, vehicles, machinery, shoes, etc

4.	Consumer and Industrial Products
Consumer products are goods and services purchased to satisfy individual or household needs. These products can be durable or non-durable goods. The classification criterion is that they are intended for ultimate consumption by buyer.

Industrial products are those which individuals or organizations purchase for resale or for the production of other products. Both consumer and industrial products are classified with the intention of the buyer. A summary of the classification could be helpful:
· consumer products - used by end users
· industrial products - used in the production of other goods
· convenience goods - purchased frequently and with minimal effort
· impulse goods - purchase stimulated by immediate sensory cues
· emergency goods - goods required immediately
· shopping goods - some comparison with other goods
· specialty goods - extensive comparisons with other goods and a lengthy information search
· unsought goods - e.g., cemetery plots, insurance
· perishable goods - goods that will deteriorate quickly even without use
· durable goods - goods that survive multiple use occasions
· non-durable/consumption/consumable goods - goods that are used up in one use occasion
· capital goods - installations, equipment, and buildings
· parts and materials - goods that go into a finished product
· supplies and services - goods that facilitate production
· commodities - undifferentiated goods (e.g., wheat, gold, sugar)

By-products - a product that results from the manufacture of another product

2.7	MARKET RESEARCH AND NEW PRODUCT DEVELOPMENT
Market research could be defined as the careful, systematic, objective and controlled gathering, recording, analysis, interpretation land reporting’ of information about consumers, products and market for the purpose of making decision to improve market performance. The issue of market research in today’s organization is very critical to the success of any organization.

According to Lazo (1992:72), market research ‘is the practice of gathering and interpreting facts pertaining to any phase of the marketing activity’. Facts are required for better new product planning and execution as well as quality decision-making. This explains why more and more companies are discovering the need for accurate and reliable information for the development and successful commercialization of new product. Product or service research includes the study of the acceptability of new products, consumer reactions to the present product, the price, colour, packaging and styles, the study of the competitors’ lines as well as new product testing.

In his own definition, Oyedijo (1985:97) opines that market research seeks to determine the products that consumers prefer and why, their complaints about existing products” He notes that nearly all products are developed from something similar, often incorporating new materials and technologies based on scientific research. Oyedijo addes that new products are necessary and important as they help to increase a company’s market share, that is to maintain and expand sales, and that new products may be developed and introduced in order to make sure that human and material resources are fully utilized to ensure improved returns on capital employed. In other words, with market research, a lot of things could be achieved.

Furthermore, Baker (2004:37) was of the view that new product testing, which is one of the activities of new product development, is generally used to check how one product is compared to another. He suggests that new product testing could answer questions like: which product is better? How better is it? And which one is better than the other. One can therefore see that in developing new product, product testing is of significance because it helps a company’s management to modify the characteristics of its product to suit the tastes of consumers. Embarking on new product development by creation of new product or substantial modification of existing ones by management is no doubt the result of some compelling factors made known by research carried out.

Giles (2006:121) argues that improved product would surely lead to higher profit by more consumers into the product’s consumption fold. For example, the introduction of Breeze soap by Unilever Nigeria Plc in spite of the presence of soap in the market was meant to improve profit through increased sales me. In other words, Giles make us to understand that companies engage in ‘product development to restore lagging profit.
Putting it differently, Halmilton (2002:87) states that “the need for new product development is to meet or beat competition”. He pointes out that development product would not always be successful due to some uncertainties of new products results, noting that the only remedy to it was serious research implementation, which has been described as the means to breach the gap between the consumers and the producers. To him, management may also like to elbow out other competitors through improvement in the existing product. One therefore sees that, research is especially important in the case of entirely new product, for which the demand has to be created.

Drucker (1999:75) refers to new product development as the management of innovation. Technological change could also lead to new product development. This adequately explains the fact that the changing phases of technology is usually accompanied with minor or major improvement in an existing product usually leads to the introduction of new product. An example that comes to mind here is the introduction of computer that replaces calculator and adding machine.

2.8	THE SCOPE OF MARKET RESEARCH
The scope of market research should cover activities including: determination of market characteristics, measurement of market potentials, market share analysis, forecasting and pricing studies.

In the new product development planning process, market research is undertaken in an effort to understand the marketing strategies and viability of the new product idea. The value of the results depends on the skills and effectiveness with which market research is designed and implemented.

It is important to note that a company engaged in new-product development is bound to hit the rocks should adequate market research be lacking. Through market research, it is evident that a company engaged in new product development is faced with three possibilities, viz:
(a) The company can develop new product features or content by attempting to adapt, modify, substitute, rearrange, reverse or combine existing features.
(b) The company can create different quality versions of the product
(c) The company can develop additional models and sizes.

It is, therefore, a viable new product concept that rates high in business analysis and research findings that turned to the new product development and engineering department to be processed into a physical product. As could be seen, much time and money is spent trying to develop a technically feasible product. However, before this is done, a prototype development and testing should be carried out.
Prototype Development and Testing
In prototype development and testing, the research & development department will undertake developing one or more physical versions of the defined new product concept. A new product will be considered successful if it satisfies the following criteria:
· The consumers have seen it as successful having embodied the key attributes of the product concept.
· Its Performance is safe under normal use and conditions
· Can be produced for budgeted manufacturing costs.

When the prototypes are ready, they must be put through a series of functional and consumer tests. The functional tests are conducted under laboratory and field condition to make sure that the product performs safely and effectively. Consumer testing can take a variety of forms from bringing consumers into a lab to test, to giving them samples to use in their normal settings. Consumers preference testing draws on a variety of techniques, such as multiple choices and ranking procedures, each with its own advantages and biases.

It is advisable here, that the laboratory scientists or those personnel involved in the manufacturing of the final new product should not only know how to design the required functional characteristics, but also how to convert the physiological aspect of the product concept gotten through research into reasonable low cost to the company.

Physiological attributes, Branding and Packaging
In new product development processes, it is also necessary to make research on Physiological attributes, branding and packaging:

Physiological attributes will help in finding out how consumer react to different colours, sizes, weight and other physical things. For example, in toothpaste, a yellow colour supports an antiseptic claim. Certain products can be identified by their colours because of human reasoning.

In branding a new product, the brand name should not be a casual afterthought but an integral reinforcement of the product research and development concept.

Kotler (2000:215), in his research listed some desirable qualities in a brand name, 
· Brand name should suggest something about the product’s benefits
· It should suggest product qualities such as action, colour, or whatever is required of a brand name.
· It should be distinctive
· It should be easy to pronounce, recognize and remembered.

Some years ago, packaging was a minor element in the marketing mix for a product. The traditional packaging concerns for manufacturers were for product protection, product economy and product convenience. But recently, there has been in addition, product promotion, which has received increased recognition from manufacturers and product ecology, which also is increasingly important as people become aware and concerned with the disposal of packaging materials and its effect on the environment. 

Research has shown that for a new product to be successful, the packaging must create a self service by performing many of the sales tasks: it must attract attention, describe the product’s features at a glance, give the consumer confidence, and make a favorable overall impression that will keep the company in business. Research into consumer affluence has also shown that consumers are willing to pay a little more for the convenience, appearance, dependability and prestige of better packaging.

2.9	RESEARCH INSTITUTES AND PRODUCTS DEVELOPMENT
It is imperative to mention here the great role performed by some government research institutes and the universities in respect to new product development. A fair number of new products have been developed in these research centers, but it appears our private businessmen are reluctant to come forward and commercialize these products.

The Federal Institute of Industrial Research (F.I.T.R.), Oshodi, Lagos, has, for instance, developed the preservation and bottling of palm wine, garri processing machinery, production of body cream, etc. Also, the Project development Institute, Enugu, popularly known as PRODA, has worked extensively on garri processing and brick making, among others. From the Food Investigative Unit of the Enugu State Ministry of Agriculture, Enugu, an amazing array of bakery products (biscuits from breadfruit) were developed, which are yet to be commercialized.

2.10 	NEW PRODUCT PLANNING
New Product Planning consists of the activities involved in planning the implementation of the company’s product policy. In a dynamic business environment, products come and go. Like human beings, they are born, grow, mature and then die. In many cases, they die even before growing or maturing. For a product to survive in such environment, a business organization must anticipate such product change by planning for new product development, replacement, modification and elimination.

In planning some of these activities (product development, replacement, elimination or in short, the product mix or range), the product planner must not only consider the company’s product policy but also carefully monitor what is happening in its market environment. He must watch development in his organization as well as his competitors’ organization, monitor trends in the market and in the economy to assess changes in consumers’ buying behaviour and preferences.

Above all, there is a need to continually assess the sales and profit performance of the various elements of the company’s product mix. In doing this, it will always be possible to determine which product to retain and which one to drop (while bearing in mind that products which come out as poor performers under those criteria could still be retained for strategic reasons) It is in the light of the foregoing considerations, that the product planner should evaluate the mix, the range and the various specifications of an organization’s old and new products and suggests changes where appropriate. In so doing, the product planner must not forget the interrelationship between the various elements of a company’s marketing mix, because of product can succeed in isolation, rather all products must be appropriately priced, promoted and distributed to succeed.

2.11	STAGES IN NEW PRODUCT DEVELOPMENT PROCESS
New Product development is one of the most sensitive and important function of the marketing manager. One may ask, why should a company that has a wide range of selling products spend time, effort and money in coming out with a new product, thus running the risk of an expensive failure. The answer to this could be related or fully described by the product life cycle.

There are several stages in the new product development process:
1.	Idea Generation
According to Onah and Thomas (2004:64), a product is multiplicity of ideas generated by external forces in the company’s environment such as the customer, technology, Government Agencies like Standard Organization of Nigeria (SON) and National Agency for Food, Administration and Control (NAFDAC) from where approval is given before license authorizing the sale of any product is granted. They (Onah & Thomas) also recognize the internal forces in the idea generation for new product such as the company’s Policy-makers, Executives, Company’s scientists, Salesmen/Women, among other personnel.

Idea generation means creativity. Lots of data are collected about the consumer and his needs, these information can be collected and applied in different research methods. Other sources of such information includes;
· Ideas for new products can be obtained from customers, the R & D department, competitors, focus groups, employees, or trade shows
· Formal idea generating techniques include attribute listing, forced relationships, brainstorming, morphological analysis, problem analysis, virtual prototyping, and rapid prototyping

2. Idea Screening
Here, the different ideas gotten in the idea generation stage are examined and deduced reasonably. The criteria for screening are mainly cost of production, availability of the necessary technology, nature of the markets, legal constraints, availability of human and material resources and the activities of the competitors. There are things the product planner must do and questions that must be answered:
· Eliminate unsound concepts
· Must ask three questions:
1. Will the target market benefit from the product?
2. Is it technically feasible to manufacture the product?
3. Will the product be profitable?

3 Concept development and Testing
1. Develop the marketing and engineering details
2. Who is the target market
3. What benefits will the product provide
4. How will consumers react to the product
5. How will the product be produced
6. What will it cost to produce it

4. Business Analysis
In business test or analysis, the product is studied in terms of financial, technical marketing, feasibility and viability. It is a thorough and comprehensive test which is aimed towards maximizing the firms sales, optimizing profit, achieving growth for the company as well as maximizing liquidity and generating acceptable level of wealth, profit and dividend for the shareholders. To be considered also at this stage are the need to:
· Estimate likely selling price
· Estimate sales volume
· Estimate profitability and breakeven point.
At this stage, if the product idea is accepted, the product will move to the development stage
5. 	Product Development 
This is the process of really developing the product into the physical form in the laboratory depending on the product safety test and quality test carried out. Many a product idea fails to reach the development stage. Product ideas are passed over to the R & D for test and analysis. At this stage, mini-test marketing could be carried out before real test marketing in order to test its viability.

6      Test Marketing
Once the product has passed through developmental and other aforementioned stages, full scale products risks are avoided by building models or prototypes of products for test marketing. it is however feasible to carry out limited tests of the products in the market. A small geographical area (some consumers) may be selected to show consumer and channel reactions to the product, marketing methods, promotion techniques and pricing policies. If sales are encouraging, by showing high trial rate and a high repurchase rate, plan are then made for full scale national marketing of the product. On the other hand, if the sales are disappointing, it may be necessary to redesign the product, increase marketing efforts or even drop the product altogether. These can be summarized thus:
· produce a physical prototype or mock-up
· test the product in typical usage situations
· make adjustments where necessary
· produce an initial run of the product and sell it in a test market area to determine customer acceptance

7. Commercialization
After the successful test marketing, the product is finally introduced on commercial basis in the market. In other words, it is launched with its marketing programmes to the real market place in a large scale. In launching a new product, the company will take four basic decisions such as:
· Timing - when to launch the new product
· Where - geographical strategy
· To whom - the target market 
· How - introductory market penetration strategy.
At this state, the company will need to spend huge amount of money to promote the new product so that it can go through a profitable life cycle.

These steps may be iterated as needed. Some steps may be eliminated. To reduce the time, the process taken, many companies are completing several steps at the same time (referred to as concurrent engineering). Most industry leaders see new product development as a proactive process where resources are allocated to identify market changes and seize upon new product opportunities before they occur (in contrast to a reactive strategy in which nothing is done until problems occur). Many industry leaders see new product development as an ongoing process (referred to as continuous development) in which a new product development team is always looking for opportunities.

For the more innovative products, great amounts of uncertainty and change may exist, which makes it difficult or impossible to plan the complete project before starting it. In this case, a more flexible approach may be advisable. Because this process typically requires both engineering and marketing expertise, cross-functional teams are a common way of organizing a development project. The team is responsible for all aspects of the project, from initial idea generation to final commercialization, and they usually report to senior management. In those industries where products are technically complex, development research is expensive, and product life cycles are short, strategic alliances among several organizations helps to spread the costs, provide access to a wider skills set, and speeds the process.

Also, notice that because engineering and marketing expertise are usually both critical to the process, choosing an appropriate blend of the two is important.
People respond to new products in different ways. The adoption of a new technology can be analyzed using a variety of diffusion theories such as the diffusion of innovation theory.  

2.12 	PRODUCT LIFECYLE 
In his research survey, William (1981), asserts that destiny is not a matter (where there are options to select from), not a thing to be waited for, but a thing to be achieved (innovations bring achievement). This has been the principle most organizations have adopted in surviving their business in the competitive business environment.

The Product Life Cycle starts where the new product development process ends. It is a fundamental concept within the theory and practice of marketing functions in showing the trends in sales and profitability of a particular over a period of time. The product life cycle has been described as at concept in marketing that is based on the idea that any product undergoes five stages before disappearance. These stages are - Introduction, Growth, Maturity, Saturation and Decline.

According to Tauber (1995:98), the sale of a typical product follows a general time pattern. There is a starting period of slow growth, faster growth follows, thereafter we have a period of gradually slower growth, leading to a peak and then finally, there is a period of decline”. New Products are launched by companies in the hope that they will enjoy a long sweet life of growing sales and profit. But more often, during the life cycle, some products meet all kinds of problems that threaten to end their life cycle prematurely. The various stages in a product life cycle mentioned above calls for a creative reprogramming of strategies and resources in order for a business organizations to succeed. These strategies needed by organizations will be unfolded in this research project.

William (1991:67) notes that products go through a life cycle like people. They grow (in sales), then decline and eventually are replaced. He further went on to say that, from birth to death, a product’s life cycle can generally be divided into five stages: Introduction, Growth, Maturity, decline and Abandonment. To William, two points that are related to the life cycle concept help to explain why product innovation is so important to a company. First, a company’s present products become obsolete. They must be changed or replaced as their sales volume and market share are reduced by competitive products. Secondly, as a product ages, its profit generally declines.

Tauber (1995:43), however, states that, traditionally, the product life cycle is divided into six stages, viz: Introduction, Growth, Maturity,’ Saturation, decline and Abandonment. In William’s submission, a company’s marketing’ success can ‘be affected considerably by its ability to understand and manage the life cycle of its products. He states further that the length’ of the life cycle varies among products, ranging from a few weeks or a short season to several decades. Even, the duration of each stage may be different among products. Some products take years to pass through the introductory stage, while others are accepted in few weeks. Certainly, not all companies’ products pass through the stages. Some fail in the introductory stage and other firms may not enter with their brand until it is in the growth or maturity stage. However, in virtually all cases, decline and possible abandonment are inevitable. This is due to the following reasons:

· The need for the product disappears
· A better or less expensive product is developed to fill the same need
· A competitor does a superior marketing job.

In Kotler’s submission (2003:93), a product’s sales position and profitability can be expected to change over time. The product life cycle is an attempt to recognize distinct stages in the sales history of the product. He went further to say that, corresponding to these stages are distinct opportunities and problems with respect to marketing strategies and profit potential. Thus by identifying the stage a product is, or the stage it is heading towards, better marketing plans can be streamlined or formulated. Kotler however divides the product life cycle into four stages, viz: Introduction, Growth, Maturity and decline. We will now consider the various stages of the product life cycle and its adaptive strategies.
2.12.1	Introduction Stage
This marks the first stage of the product life cycle. Having taken all the time and efforts and immense resources to develop a good product through the embryonic stages of idea screening, pilot models, and test marketing, a company then launch in full scale, its product into the market. This is the introduction stage. This period records a high percentage of product failures. Operations in this stage are characterized by high costs, low sales volume, and limited distribution. It is the most risky and expensive stage being the pioneering stage. This stage is marked by a low growth in sales. This is because few firms are likely to be selling the new product. They tend to put out limited versions of the product, since the market is not ready for product refinements. Also, at this period, the company spends a lot of money on advertisement and, promotional activities aimed at creating buyers and dealers awareness for the product. To announce the introduction of the new KNORR Beef Single Cub, a product acquired by Unilever from Cabury in 2008, lots of exciting media campaign and marketing promotions had commenced on TV, radio and outdoor built around - “every meal is a story!”

Once initial awareness has been established, marketing management will have to overcome trade and consumer resistance’ towards accepting the new product. This leads to selling efforts being directed to those buyers who are the readiest to buy, usually higher income group due to the high rates at which new products are priced. 

The product at this stage is highly priced because:
· Cost are high, due relatively to low output rates
· Technological problems in production may have not yet been fully mastered
· High margins are required to support the heavy promotional expenditures which are necessary to achieve growth.

Another critical problem in this stage will be the building of adequate product distribution network for the new product. Also, some companies have often had a problem of meeting wide demand for their newly introduced product. For instance, according to William, a UK launch of the Diary Crest Soft Blue Veined Chese, “Lymeswold” was met by an unexpected high level demand, which the manufacturer was not initially able to meet. Its attempt to increase production then ran into quality problems, which required further capital investment in the process plant before adequate quality could be maintained at ‘the production levels called for by retail outlets.

2.12.2	Growth Stage
This is also known as the Market-Acceptance stage. It is usually characterize by increased sales arid profit at a high rate due to product awareness in the market. Richard (1993 :83), states that “once successfully established, the new product may begin to enjoy rapid sales growth which, along with the lack of competition. May make this the most profitable stage in the life cycle of it product” But more often, competitors enter the market if the profit outlook particularly attractive. Kotler notes that this is a period of rapid acceptance and substantial profit improvement. CLOSE UP, a popular brand of toothpaste from Unilever is enjoying a growth stage presently arid is a Cash Cow for the company.

At this stage, due to increased competition, there is downward pressure on the price of the new product if high introductory price was used. This pressure may lead to slashing down of the price due to other product features and Incentive offered by competitors in other to gain reasonable share of the market. The entrance of competitors therefore should be a good warning sign for the company that has introduced the new product. At this stage, any poor judgment on the part of the marketing or management personnel can be very disastrous.

2.12.3 Maturity Stage
This stage is also known as Consolidation stage. Here, sales continue to grow, but at a declining rate, the profit margin begins to drop due to competitors entering the market. It is a period of slowdown in sales growth, because the product has achieved acceptance by most of the potential buyers. In this stage, before profits starts to drop, it is first at its peak and then drops due to increased marketing outlays to sustain the product’s position against competition.

The product at this stage requires effective and increased rate of distribution. Sales, at the first part of this period is seen increasing, but at a decreasing rate. While sales are leveling off, the profits of both the manufacturer and the retailers are starting to decline.

At this point, efforts should be made to maintain the customer’s loyalty to the product or brand. William averres that ‘companies often at this stage tend to ‘stretch’ the duration of the maturity stage’ Product stretching is finding new uses or application for the product so that its usefulness is expanded and prolonged, and further segments opened up.

2.12.4 Saturation Stage
This is the stage at which the product faces stagnant market demand. According to Hamilton, “it is a closer stage to the maturity stage and thus it is hardly differentiated from the maturity stage.” He addes that at this stage, sales can no longer be increased, competition becomes severe, and makes further increase in sales difficult and hence profit is brought to the minimum.

2.12.5	 Decline Stage
At this stage, sales continue in a strong downward drift and profits erode rapidly toward the zero point. This stage arises usually, due to technical reasons, obsolesce, changes in customer or trade attitudes towards the product, over familiarity with the product or the emergence of a better product by competitors. Also, at this stage, the decline in sales and profit is consistent and perhaps irreversible. It often leads to the death or exit of the [product from the company’s product lines.

2..12.6   Decline and Possible Abandonment
William, in his survey on new product development found out that, for virtually all products, obsolesce sets in inevitably as new products start their own life cycle and replace the old ones. Cost control becomes increasingly important as demand drops. Advertising declines and a number of competitors withdraw from the market. Here profit margins are falling faster and there are now better substitutes in the market. A product is abandoned when it is totally dead and cannot be rejuvenated. Examples are gramophone, record players, etc Whether the product has to be abandoned, or the surviving sellers can continue on a profitable basis in a limited market, often depends upon management abilities. At times, the product could be rejuvenated. A case in point is KEY Soap, from the desk of Unilever. It was massively rejuvenated and extended into powder format with special colour protection and very pleasant perfume, offering consumer much more benefits such as improved soap formulation, better lather, better performance and more pleasant and long lasting perfume, etc.
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The above product life cycle curve depicts the various stages a product could pass through before decline or final extinction as earlier explained.

When a new product appears, it must overcome the resistance of existing purchasing patterns. Therefore, steps must be taken by the company to stimulate awareness, interest, trial, and purchase of the new product. This takes time and so in the introductory stage, only few persons (innovators) will buy it. If the product is satisfying, larger numbers of buyers (early adopters) are drawn in. The entry of competitors into the market speeds up the adoption process by increasing the market’s awareness and by exerting a downward pressure on prices. Subsequently, more buyers come in (early majority), as the product is legitimized. But eventually, the rate of growth decreases as the proportion of potential new buyers approaches zero. Sales become steady at the replacement purchase rate of the product by consumers, and subsequently they decline as new product classes, forms and brands appear and divert the interest of the buyers from the existing product. Thus the product life cycle is closely related to normal developments that can be expected in the diffusion and adoption of any new product.
Having discussed the various stages of the product life cycle in details above, this study will take a look at the strategic options available to firms in surviving in the competitive business environment.

2.13        PRODUCT	 INTRODUCTION STAGE - STRATEGIES
Kotler (2003:337) averres that “in launching a new product, marketing management can set a high or a low level for each marketing variables such as price, promotion, distribution, and product quality” An application of promotion and price variables will yield four marketing strategies in this stage. The strategies are: High Profile Strategy, Selective Penetration Strategy, Pre-emotive Penetration Strategy and Low Profile Strategy.

2.13.1 High Profile Strategy
This is the situation where by the product is launched with a high price and a high promotional level. The firm charges a high price in order to recover as much gross profit per unit as possible. At the same time it spends a lot on promotion to convince the market of the product’s merits even at the high price level. The high promotion engaged in here serves to accelerate the rate of market penetration. However, this strategy is only applicable where:
· A large part of the potential market is not aware of the product
· Those who become aware of the product are eager to have it and pay the asking price.
· The firm faces potential competition and wants to build up a brand preference.

2.13.2  Selective Penetration Strategy
Here, the new product is launched with a high price and low promotion. The high price serves to recover as much as possible, gross profit per unit, and the low promotion is preferred in order to keep marketing expenses low. This strategy is aimed towards skimming a lot of profit from the market. But the strategy is only practicable, given the underlying conditions:
· If the market is relatively limited in size
· Most of the market is aware of the product
· Those who want the product are prepared for the high price
· There is little threat of potential competition

  2.13. 3 Preemptive Penetration Strategy
In this strategy, the product is launched with a low price and heavy promotion. The success of the strategy is based on the following assumptions:
· The market is large in size
· Most of the market is relatively unaware of the product
· Most buyers are price sensitive
· There is strong potential competition
· The company’s unit manufacturing cost falls with the scale of production and accumulated manufacturing experience.

2.13.4 Low Profile Strategy
This is a situation where the new product is launched with a low price and low level of promotion. This strategy is applicable if:
· The market is large
· The market is highly aware of the product
· The market is price sensitive
· There is some potential competition.

Other strategies that can be adopted during the risky and sensitive introduction stage include the building of adequate distribution network. The firm concerned should secure adequate distribution outlets, and after this has been done, the company must ensure that initial technical shortcomings observed are properly corrected quickly and with as little fuss as possible.
2.13.5	Growth Stage - Strategies
At the growth stage, the following strategies should be adopted:
· The growth stage should be managed in such a way that a full demand base is built in the market
· Management should ensure that the product at this stage should be handled to ensure selective building of consumer demand at the expense of existing or substitute product types that are marketed by competitors.
· The firm should undertake to improve product quality and add new- product features and models
· The firm should vigorously search out for new market segments to enter.
· The organization should shifts some advertising from building product awareness to trying to bring about product conviction and purchase.
· The firm should keep its eyes open to new distribution channels to gain additional product exposure.
· It should decide at the appropriate time to lower prices so as to attract the next layer of price-sensitive buyers into the market.

2.13.6	Maturity Stage - Strategies
There are three main strategy types available in the maturity stage. These are:

(a)   Market Modification
This strategy operates, looking for opportunities to capture new buyers for the product. Getting new users of the product have several possibilities: First, the manager looks for new markets and market segments that have not yet tried the product. Secondly, the manager looks at ways to stimulate increased usage amongst present customers. Thirdly, the manager may want to consider repositioning his brand to achieve larger brand sales, although this will not affect total industry sales.
(b)    Product Modification
This is an attempt to break out of a stagnant sales picture by initiating calculated changes in the product’s characteristics that will attract new- users and/or more usage from current users. This is called ‘product relaunch’ and it can take several forms. These modifications are levels of improvement in quality, features, and styles. A strategy of quality improvement aims at increasing the functional performance of the product. This will be in the areas of durability, reliability, speed and taste. A strategy of feature improvement is aimed at adding new features that will expand the product’s versatility, safety or convenience. A strategy of Style improvement aims at increasing the aesthetic appeal of the product in contrast to its functional appeal.

(c )     Marketing Mix Modification
Here, the product manager considers the possibility of stimulating sales through altering one or more elements of the marketing mix. An available option in this regard, is by cutting down prices as a way of drawing new segments into the market, as well as attracting other brand users. Another possibility is to search for a new and brilliant advertising appeal that will win the consumers’ attention and favour. A more direct way to attract’ other brand users is through aggressive and attractive sales promotions - trade deals, cuts off, gifts and context

2.13.7 	Declining Stage - Strategies
The strategic tasks at this stage are:
· Identify the weak products and then Set up information system that will spot those products in the line that are truly in a declining stage
· After identifying the weak products that are declining, the firm can withdraw all expenditure on products above the variable cost of production.
· The demand for the product could be left to wither away, while the company diverts any further revenue accruing from it to other products or activities
· If the demand for the product drops below a pre-determined threshold, particularly at the level where it is no longer making any contribution (which is the difference between net sales revenue and total variable cost), the product or service should be eliminated.



2.14 	CONSUMER ADOPTION PROCESS 
Business organizations need the knowledge of adopting process as to create early market awareness and trials. This will, aid a business organization to channel efforts to the early adopters of the new product. Best early adopters of new products can be identified through the theory of innovation, diffusion and adoption, (Kotler (2003:340)

Kotler sees innovation as any good, service or idea that is perceived by someone as new. Innovations, he said are assimilated into the, social system. Diffusion process is the name given to “the spread of a new idea” from its source of invention to its ultimate users or adopters. The adoption process, according to Kotler, focuses on the process through which an individual passes from hearing about an innovation to final adoption. Differences among individuals in their responses to new ideas is called their innovations.

There are tools that makes adoption process possible, these are:
Awareness		- 	Consumer come to know about the 
product
Interest 		- 	Consumer’s interest in the product rises
Evaluation 		- 	Consumer, in attempt to purchase this 
product, first tries to find out its worth
Trial 			- 	Consumer undertakes trial usage to 
understand its worth and viability.
Adoption		- 	Consumer takes a decision to make the 
innovation a loyal brand
According to Kotler (2000:334), the adoption process is as follows:

The First Innovators are the early innovators that tried the product when it was new; they are very few in number.

The Early Adopters are those who tasted and liked the product and its taste - they are large in numbers.

The Early Majority come in, as the information of the goodness of the product spreads or circulates. Consumers now have interest in the product and they buy in large quantities.

The Late Majority then set in. This is the stage when the product is now popular and they can be found in every home, since opinion leaders are other sources of the quality of the product.

The Luggard Stage follows suit. At this stage, the product is no longer doing well in the market. Sales decline due to competitive products in the market.

2.15 	MANAGEMENT AND FUNDING OF NEW PRODOUCT DEVELOPMENT
To say that product development project requires efficient management and enormous capital is like restating the obvious. it is then the duty of the management of business organizations to ensure that investment on this project is not a waste. 
Lazo (2002:75), defines management as the art of getting things done through others efficiently and effectively. it is a process by  which cooperative group directs the actions of others towards common objectives” Drucker (1999:76), also states that management is work and as such it has its own skills, its own tools and its own techniques” From the stage of idea generation to the period a product is finally dropped (saturation stage), it is expected that different management strategies be adopted at different stages, if the product is to survive its usefulness.

Kotler (2003:340), says that “effective new product development work must start with a clear definition by top management of its growth strategy, particularly in terms of business domain and product categories in which it wants to do business” He emphasizes that top management must assume responsibility for quality of the product development process in their company in order to avoid managers working on ideas that top management would not finally approve of. Top management concern in this exercise would not only eliminate discrepancies, waste of time and resources, but also uncertainties prevalent in new product development.

In organizing for new product development program, business organizations adopt various strategies to ensure a hitch free exercise. William (1991:99), averres that “the extent of top management involvement in product development is a vital determinant of a company’s success with new product development plan”. To be effective managed, William stressed that these programs must be effectively organized. To this effect, if top management is found slacking in its responsibility towards new product planning process, it is as good as saying that the exercise will be in futility. Besides, William pointes out in ‘his work, that constructive criticism by management is fine, but shows that when management’s philosophy is conventional -“we have been doing it this way for years, why do you want to change it now?”, then that management is impediment to growth”
Business organizations have different options in organizing for new product development programs. Some of these options are:

Setting up a Product Planning Committee
This is normally made up of top management team, representative of marketing, production, finance, engineering and research & development departments. This committee make use of the experience, wisdom and knowledge of the several executives in carrying out this project.
Appointment of a Product or Brand Manager
The manager is responsible for product planning related to new products as well as established ones. The manager also assume full responsibility for planning a complete marketing program for the product.

Setting up a Product development department
This department engages itself in a full time creation of new product programs guiding new products through the developmental stages.

Establishment of Venture Team
This is an independent team responsible for managing product innovation from idea stage to full scale marketing.

Whichever means a business organization chooses, depends on the philosophy and the level of top management involvement in the new product development process. New Product development normally passes through many processes and undergoes different cycles. A stereo-type management technique will therefore not suit this program. A successful new ‘product development program will require different management approaches at every stage of its implementation. This will involve management in planning, coordinating, organizing, controlling and directing activities towards the success of the project.

The Idea Generation stage will see management in a cautious style. Management will be cautious in the type of information and materials used for the project. Finance and how genuine the source of idea is, will further be a problem to management.

In Idea Screening, management will face a tougher problem. This will arise because of the need to eliminate bias and conflict of interest that characterizes product development. Management will also be cautious not to screen out a better idea amongst those’ at its disposal. Management tools of planning and coordination will be much used at these two stages.

The Concept development and testing stage will involve top management research and development, production and marketing executives. Their level of involvement will depend on the source of the new product. If the new product was contracted to an independent specialist or a scientist, it is expected that such independent person will be deeply involved in the first three stages while the company’s personnel would offer assistance as necessary.

As much as we emphasize on top management team as the key to new product development, it would be wise to mention that, a successful implementation of new product development program would cut across the entire structure of an organization.
The Marketing Strategy of a new product development would involve the marketing executive and top management representatives taking landmark decisions as to the different marketing programs that would see the project through its successful life time. These decision would be based on salesmen’s reports, field officers, marketing research departments, etc.

The Finance and marketing departments will in conjunction carry out a business analysis on the project to ascertain its profitability or otherwise. This is a critical area management would not want to toy with since it is the area that tries to unfold the prospect/potentials of such exercise. Management has a serious responsibility of monitoring the project at every point to ensure that it works according to plan, and also engaging stringent control measures where there are deviations. This is necessary so as to bring the project to line with management’s expectations.

Product development will further require a more cautious approach from the management. This is so because all the thinking, planning and experiments will now be turned to physical objects that will determine the future of the organization. Top management should therefore allocate serious attention to this area of product development as it has the option of incurring minimal loss by withdrawing from it at this stage or incurring more expenses in continuing with the project. Management tools of organizing, directing, and controlling would play crucial roles in the regard.

Management of new product development at the commercialization stage will expose top management to other elements that might influence its decisions. Such elements which are always beyond the control of business organizations includes: Competitive environment, government policies, company’s social responsibilities, economic environment, consumers’ reaction, etc. Management should tackle this by adopting both short term and long term approaches. This will enable business organizations to carve out a segment of the market for itself and as such will be able to exploit same at minimal loss.

Whichever management approaches a company uses will depend on the level of training, exposure and the experience of its management team. Since product development seems a key to the survival of a business organization, and the fact that it is a continuous process in the life of an organization, management should ensure that all those involved in this exercise undergo proper training and acquire needed skills to enhance their performance.

As the products start enjoying its cycle, management is expected to strengthen its internal organization to be able to attend to the challenges that new product imposes. Management has to be sensitive to any deviation during the cycle and should employ a control mechanism that will bring exceptions to the rule. A dynamic management team should be able to know when to and when not to withdraw a product from the market. Also, relevant motivation should be employed to ensure that all hands are on deck. As successful as a product development is, it is demanded that such new product possesses some attributes before it is added to a company’s product assortment. Furthermore, management should ensure that the proposed new product fulfill laid down criteria or else all efforts on it will be a waste.

However, management should ensure that there is adequate demand for a product. Adediran (1993) states in his work that since all companies incurred cost in bringing goods or services into the market, the only measure of product efficacy or worth of what the company is doing is profit” He said further that since cost are incurred in producing products, it is necessary to find customers to buy these products at a sufficiently high price and in sufficient volume to enable the company lower its cost and make a surplus or profit. This can be said to be the backbone to the survival of a business organization. For instance, before Unilever Nig Plc acquired KNORI, a premium cub brand from Cabury in 2008, the company carried out market research and found out that “Knorr is consumers’ No.1 choice, it has strong brand equity and undisputable taste credential that has continued to imprint in the mind of the consumers as ‘your tastemaker’ in the seasonings category. And today, the product has proved the researchers right - giving more than a fair return on its investment.

Management must also ensure that the product is compatible with current environmental and social standards. It should ensure that its operations are in line with the Federal Environmental Protection Agency’s rules and regulations in Nigeria. This will be in the areas of waste management, pollution control, etc. Its operations should also be in line with the thinking of the consumers the business organization is serving. The product should fit into the company’s marketing structure and programs. This will reduce waste and will enable the marketing executives to bring their knowledge and experience to bear on the product.

Management also should ensure that the new product fits, to a high extent, into the existing production facilities, manpower, skills and management capabilities in order to reduce the cost of its development and also bring about efficient management of available resources. It is expected that a new product development should not cause an organization financial embarrassment. Management is advised to have enough capital to handle the project and also ensure that profit possibilities from such investment is worthwhile.

Furthermore, the proposed new product should be free from all legal constraints. Management should ensure that patent are applied for where necessary: labeling and packaging must also meet existing regulations. They should also try as much as possible to avoid passing off knowingly or unknowingly, on other competitors’ products.

Management must allocate enough time and the ability to deal with the new product should be very high. Where management shows a lack-luster attitude to new product, and adopt wrong techniques in dealing with the product, the exercise is not only bound to fail, but may also jeopardize the existence of such company. Management should therefore ensure that the product is capable of raising and sustaining the company’s image and bring to it, goodwill. William (1991:54), suggested that ‘a firm stressing low- priced, high-turnover products normally should not add an item that suggests prestige or status to its product assortment”.

One of the biggest challenges facing management is the knowledge in advance of what would be the actual amount of money to be spent on a product like product development. Capital outlays in such instances are mere estimate based on the expected inputs, overheads and allowance for contingencies. It is for this reason of uncertainties that management of business organizations normally carry out feasibility studies of a ‘would be project’ in order to reduce risk and unnecessary wastage. Product development project will require enormous funding even from the stage of idea generation and up to the time such product is withdrawn from the market. The cost will vary depending on the source of such product. For instance, it will be more expensive where a specialist or scientist is contracted to undertake the project than if it was handled by the company’s hands. It is imperative that top management, finance, marketing and production executives meet frequently to assess performance and proffer control measures where necessary.

A project like new product development that requires a long amortization period would definitely call for constraint on the part of management. For this reason, it is expected that management prepares in advance an estimated cash flow statement on the project based on estimated sales revenue, the total costs involved. Management, therefore, should prepare a contingency budget to take care of all exigencies so that the variances and discrepancies would be brought to light.

The two main questions usually facing business organizations are
· Who makes investment decision
· What are the sources of financing a new product development project?

Accurate answers to these questions will definitely lead business organization to start off on a right footing.

Olowo (2008:76), in his work states that “investment decision is the allocation of an organization’s capital funds to investment proposals to yield future benefits that will meet up the expectations of all investors in a company”. He addes that, because the future is uncertain, investment proposals necessarily involve risk and consequently they should be evaluated in relation to expected return and risk, while long term investment should have some influence on the perceived value of the company. Thus, it can be seen clearly that, investment on product development with a long gestation period fits favorably into Olowo’s analysis.
In his view, Adegbamigbe (1998:65), explains that “management of finance is, the organization of activities in a company to ensure that funds will be available for investment decisions in order to meet the objectives of the organization”
But Olowo’s definition of investment exposes three key elements in fund management, viz:
(1) Investment decision making
(2) Financing decision Making, and
(3) Dividend decision making

Indeed, taking a proper investment decision in the life of a business imposes greater challenges on management as such decision if hap hardly taken may jeopardize a business. A simple material (production), cash and labour budgets (including marketing expenditure) is made in the beginning and a cursory review is made at pre-determined intervals.

The second major question facing business organizations is the sources of business financing. A project, like product development that has long term focus and being capital intensive in nature, would naturally require finances from many sources. Though it is also possible to get finance from one source especially where a company is of good standing. A careful analysis of the different sources of finance at the disposal of a company is required so that the whole efforts of management is not ruined by high cost of acquiring capital. Some business organizations use their own money to fund a new product development project and thereby negating the enormous benefits of doing business on credit. In a case of product development, it is advisable for business organization to make their funding from both internal and external sources. In this regard, the company will enjoy the benefits of credit and not paying excessive charges credits.

2.16  	SOURCES OF FINANCE
Olowo in his book classifies sources of fund into three main groups:
(1) Short-term (up to 1 year)
(2) Medium term (1-7 years), and
(3) Long term (7 years and above)
Short Term sources of finance are:
· Borrowing from friends and relatives
· Borrowing from cooperatives
· Trade Credits
· Accruals
· Bank draft/bank credit

Medium term sources of finance are:
· Bank term loan
· Venture capital
· Project finance
· Sales and lease back

Long term sources includes:
Equity Capital: Equity capital, according to Adegbamigbe (1998:79), is “the traditional form of capital. The holders of this capital are the owners of the business. They bear the huge portion of the entire risks associated with the company and as a result expects higher rate of return than most other providers of finance and also are entitled to a share of the profits of the company”

Preference stock: This is an expensive source of finance. They are not entitled to any voting rights. It is also called Convertible loan stock and it has two distinct advantages to business organizations as borrowers: 1.) It provides cheap fixed interest funding (especially if the company is just starting up or developing new product so that returns will initially be small), and the conversion date can be planned to concide with the availability of profits to pay acceptable dividends.

Retained Earnings This is a very cheap source of raising fund. It avoids dilution of control and is a veritable source of finance to companies that have no access to the capital market.

Fund Requirements at Different New Product Development Stages
At every stage in the new product development exercise, different fund management systems will be applied.
For instance, at the Idea Generation, not much would be expended by the company if such is conducted by the company’s hands.
The Screening stage will require more money than in the idea generating stage. This is because a lot of tests, experiments and research have to be carried out to be able to pick viable options.
Concept development and Testing would require enormous fund. The higher the project goes, the more expensive the implementation cost becomes. This is due to the fact that at this time, the company will develop a prototype of the ‘would be product’ and carry out several tests to determine its worth to the company.
Market Strategy development would require much money as the company now starts spending money to determine market programs that is suitable for the product and uncover sales potentials of the product and hence its profitability. The same goes to Business analysis.
Product development, Market Testing and Commercialization would consume a lot of money and unfortunately nothing is expected in return at these stages. Developing a product to commercializing it involves serious risk and there is no guarantee that the product ‘will perform well in the market.
Funding during the product life cycle also varies. The introduction and declining stages consume so much and make no returns to a business except very few products at declining stage which serves as loss leaders.
Companies should therefore make sure that all that is there to make from a product is made during the profit generating period, i.e the growth stage, Maturity the peak of profit making) and early part of saturation period.
In managing new product development,, a business organization can forecast the viability of a product development if it carries out simple evaluation of such project. This can be done by trying to find out the net present value of the project or through its profitability index for a predetermined future time. A negative net present value will indicate that the project is not viable, while a positive net present value will indicate a viable project.
Finally, it is therefore very imperative that the management of business organizations takes right decisions in developing a good product and devising all that is needed to make sure that the project is successful and profitable. A budgeting and cost control measure is required of the management. This simple management instrument, according to Adegbamigbe (1998:121), “is a numeric representation of the manager’s plans for the specified period of time. It is a combination of estimates, projections, assumptions and compromises”. When ‘a company is examining evidence of past performance, it should also be thinking of what to do in the future to improve on the past, this will help business organizations to capitalize on attractive opportunities, improve on its strengths, assess its weaknesses and be able to withstand threats, and avoid pitfalls in the business places.

2.17   PRODUCT MIX STRATEGIES
A cardinal principle of marketing is that firms should seek to determine the multi-dimensional nature of consumer demands, and they deploy their resources in the creation of products which will satisfy these demands. Acceptance of this principle recognizes that the firm’s ultimate success, whether measured by total profits, return on investment, market share or any other criterion, is largely dependent upon its product policy.
The Product Mix can be described as the total products assortment a company wishes to offer. A company in its range of assorted items may offer a wide variety of different items or a large number of quality or style variation. The product mix can be extended in a variety of ways
1) By variation of models or styles
2) By variation in quality offered at different price levels
3) By the development of assorted items.
4) By the development of completely different products consumers’ needs, manufacturing process, etc.

Product mix has width and depth. The width of a product’ mix considers the number of product lines a company offers, while the depth is the number of product variation (in terms of product features) prepared within a line of the product.

We can therefore, view the product mix as the totality and their variations by characters offered to the acceptance and patronage. In product mix strategies, executives have the responsibility for interpreting emerging environment of their firms so as to identify various consumer groups, in order to satisfy them.

The basic decision is to introduce a new product or to modify an existing one. Some companies like Lever Brothers Plc develop product lines that consists of so many products such as Lux, Astra, Asepso, which are all toilet soaps in various sizes, and each soap offers additional features. Thus, management must decide on the price steps to establish among different products. The price steps take into account, cost differences between the products and customers’ evaluation of the features and competitors’ prices.

Some companies develop their product lines that consist of so many products. For instance, UniLever Nigeria Plc product lines consists of Lux, Astral, Asepso, which are all toilet soaps in various sizes, and each soap offers additional features. Thus management must decide on the price steps to establish between different products. The price steps take into consideration, cost differences between the products and customers evaluation of the features and competitors prices. Some firms adopt optional and captive product pricing strategy, which is basically an offer to sell accessory products along with their main products. For instance, Lever Brothers may price its beverages low, because it covers up for this from the sales of toilet soaps. Coca-Cola may price its Sprite low in order to make its money on Coke. Some competitors who do not have such product mix assortment, price their product higher in order to make the same overall profit, and this strategy is often risky.

In Product mix strategy, some products’ features tremendously enhance successful marketing. These features include: Packaging, Branding, Labeling, Colours, etc.

2.17.1	Product Packaging
This may be define as the general group activities in product planning, which involves designing and producing the container or wrapper for a product. Packaging has been defined to be part of the marketing mix, arid so it involves product protection, transportation and distribution, advertising, merchandising and selling of the product. It has to be in line with the company’s policy and planning. Thus its importance extends significantly beyond the obvious necessity of providing for protection, transport and storage. The determinant factors of packaging materials and types are influenced by the cost of the material, environmental factors and nature of product. Packaging policy also depends on the degree of flexibility needed. Some firms may develop a single product packaging while others prefer a multi-product packaging

2.17.2	Product Branding
This is a general term describing the establishment of brand names, brand marks or trade marks for a product. A feature of advertising in product mix strategy is to establish a brand identity which assists in creating, stimulating and maintaining demand. Branding also have its negative effects in that it could be contrary when the product is unacceptable to the consumer or may be the branding image were psychologically or sociologically ill-conceived. Therefore, branding deals with naming a product or service distinctly to differentiate and identify the among others. From the above, it is agreed, that a good brand name should suggest something about the product’s benefits, its uses, characteristics, quality and action. Also, a brand name should further achieve these objectives mentioned above without being considered deceptive.

2.17.3  Product Labelling
Labeling is another important feature which requires managerial attention. The label is that part of a product which carries verbal information about the seller of the product (manufacturers and middlemen). A label may be part of packaging or it may be a tag attached directly to the product. Label inform consumer of the name of the products and its constitution, it educate the consumers about how to use the product and its expiration. It also help consumers to select their choice, not only by containing promotional messages, but also give effective labeling information. Labeling may also serve to satisfy the government and other bodies where there is stipulation on the educating and descriptive information that must be provided for buyers.

2.17.4	Products Colouring
There are characteristics of a product which are often considered as trifle and inconsequential, but which practitioners have found to be substantially valuable and relevant. An example is colour. Colour is often thought to be intangible and its impact not easily objectively measured. However, it is a distinctive quality of certain products. Product development strategists contend that various shades of colour may accentuate an idea and make it better assimilated. Unplanned colour selection which advertising and fashion outfits term, colour riot, may be very harmful to the image of a product and its acceptance in the market. In consumer behaviour, colour in a package provides a strong psychological stimulus. Certain colours suggest warmth or coolness, others have appetite, appeal, etc.

All these facts need to be carefully considered in product development so as to enhance a successful project. The new product development concept should screen all its ideas relative to these facts during the planning and development process of the new product.

2.18 	WHY NEW PRODUCTS FAIL
After going all the stages of product evolution, new products can still fail. According to Onah and Thomas. (2004:12 ), a survey of 87 companies which were considered to be of highly ., successful product innovators reveal a failure rate of 3 out of 10 products, even when they had been fully researched, developed and commercialized during the preceding 5 years.

The following reasons, according to them, are responsible for new product failure:
1. 	Inadequate Market Analysis: This, includes, inaccurate quantitative measurements of the market, inability to determine buying motives and habits; misjudging of what products the market wanted and failure to provide a sufficiently new and different product
2. 	Product Defects: This can be shown in lack of durability, poor design or inadequate quality control.
3. 	Higher costs than anticipated
4. 	Poor timing
5. 	Weakness in distribution, etc

In spite of the benefits of new product development, there are problems associated with developing new products in an organization. Kotler (2006:346) and Richard (1993) opine that several factors act as constraints or militate against the success of newly developed products,

· Shortage of new product ideas: This is evident by the fact that some technologists believe there is shortage of fundamentally new technologies on the order of various products. There may be few ways left to improve some basic products such as steel, aluminum, juice drinks, etc.
· Fragmented Markets: Keen competition is leading to increasing fragmented markets. Companies have to aim new products at smaller market segments rather than the mass market, which means lower sales and profits, even though the company may maintain the position for a long period.
· Capital Shortage: The high cost of new product development is no longer affordable by most companies. This is pushing many of the companies to favour product modification and imitation in preference to true innovation.
· Social and Government constraints: New products have to satisfy public criteria such as consumer ‘safety and ecological compatibility. Government requirements and regulations have often slowed down innovation in the drug industry and have complicated product design and advertising decisions in industries such as those concerned with industrial equipment, chemicals, automobiles and toys.
· High Cost of the New Product development Process: A company typically has to generate many new product ideas in order to choose few good ones. Furthermore, the company has to be involved in serious research and development techniques, manufacturing and marketing. All these will bring about rising costs for the company.
· Faster development Time: Many competitors are likely to get the same idea almost at the same time, and the victory often goes to the swiftest. For this reason, companies have to compress development time by suing computer-aided design and manufacturing techniques, strategic partners, and early concept tests and advanced marketing plan. In product development, Japanese companies see the only challenge as achieving better quality at a cheaper price and at a faster speed than competitors. Thus companies that lack computer facilities and modern technology find themselves in a dilemma.
· Shorter Product Life Cycle: When a product is successful, rivals are so quick to copy it that often times; the new product’s life cycle is considerably shortened.
· When the new product is be locally focused: When a new product is locally focused instead of being internationally focused, there is tendency that the product might even be made up of materials and ingredients which are not widely accepted and which have designed features that lack international standards.

William (2001:77) alludes additional factors that can militate against new product development to include:
· Inadequate market analysis: Inability to determine buying motives and habits, misjudgment as to the consumers want and overestimating of potential sales of the new product.
· Product Deficiencies: This relate to products with poor quality and performance, products that do not offer any significant advantage over competing items already in the market.
· Lack of effective marketing effort: Failure to provide effect follow-through effort after introduction of the product. This  include the failure to train marketing personnel for new product and marketing strategies.
· Poor Timing of Introduction: The problem here is the introduction of the new product either too late into the market or premature entry
· Technical or Production problems: This is the situation where companies cannot produce sufficient quantities to meet demand thus allowing competitors to gain an unanticipated share of t market.
Robert C, et al. (1999:84), noted “the principal sources of failure among industrial firms tended to be market related rather than technical”. They found out the following in their research:
· Competitors proved to be too firmly entrenched with the result that the necessary levels of sales proved difficult achieve.
· Potential users were over-estimated
· Prices were set at too high a level
· Misdirected marketing effort.

A broadly similar pattern of results were obtained in the United State by Lavacek (2005:97), with the causes being identified as:
· Inadequate market size
· Distribution Problems
· Internal Conflicts
· Impatience and resistance on the part of marketing staff
· Poor marketing research

2.19 	COSTS OF FAILURE OF NEW PRODUCTS
New product failure could be describes as a situation where the new product falls short of expectations of developers or does not achieve sales objectives at an acceptable cost or a profitable margin. Failures of new product development concept are most times due to product planning, which is overtaken or submerged by unanticipated problems, or anticipated problems, which were not effectively tackled.

We would now examine the cost or price of new product failure.
The cost or price of new product failure can be grouped into three cost group, viz:
Financial Costs 	- 	This cost is associated with product 
Development and launch process
Marketing Costs 	- 	This incorporate those damages to 
the organization by virtue of its relation with its distributors and customers, lost opportunities and any publicity given to the product’s failure.
Organization’s Costs - 	This include any loss of confidence on the part of those involved with the development and launch of the product and a reduction of top management commitment to future new product activity.

Problems that Aggravate New Products’ Failure
According to Christian (1995:44) certain factors could aggravate the failure of new product, viz:
· Situation where a high-level executive would push a favorites idea through in spite of negative marketing research reports.
· Where the idea is good but the marketing size is overestimated
· Where the actual product is not well designed
· Situation where the product is incorrectly positioned in the market, not advertised effectively, or often, it is over-priced
· Where the new product’s actual costs are higher than the estimated or budgeted cost
· Where competitors are on a “fight to finish”

In his work on the study of new product failures, published in Wall Street, Journal, 1980, bauter, summarized new products failure rates in some companies:
Figure 1

COMPANIES STUDIED		 PERCENTAGE OF FAILURE
Nigerian Breweries Plc 		37 (Consumer)
Honeywell Group 			40 (Industrial)
John Holt Plc 				36 (Industrial)
Guinness Nig. Plc 			41 (Consumer)
Cybele Cosmetics 			40 (Consumer)
Bank 					40 (Consumer)
Source: Dauter, 1980

Regardless of, how accurate these figures are, it is’ generally acknowledged that failure rates are too high that they seem to change to greater degree over time and that most firms perceive failure as a price. or cost for success.

According to Dauter, “too many organizations stilt appear to lack objectivity that is needed for new products to succeed” He gave six possible explanations for the failure as follows:
· New products development time schedules are often unrealistic, particularly when the organization is faced with a competitive move. Crash action timetables are automatically brought into play and a lead-time of say, eighteen months is drastically reduced to four. The product that subsequently emerges from this process is likely ‘to be on imitation, which lacks the strategic thinking and differentiation needed for new product development success.
· New products target are often frequently ambitious. Those responsible for its development are being expected to develop say, two new products each year. While this can be done, it can only often be achieved by sacrificing quality and strategic thinking of the products.
· A lack of courage in stopping a product idea once it has gone beyond the initial stages of the development process.

2.20 CORRECTIVE MEASURES AGAINST NEW PRODUCT FAILURE
According to Qnah and Thomas, the following can be applied as corrective measures against New Product Failure through New Product Planning and development Programmes:
1.	Improved screening and evaluation of ideas and products
2. 	Strengthening research and development of promotion efforts
3. 	Improvements in production and quality control
4. 	Improvement in the calibre of personnel working on new product development programmes, etc.
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CHAPTER THREE
RESEARCH METHODOLOGY

3.2    RESAERCH DESIGN
Research design means the structuring of investigation aimed at identifying variable and their relationship to one another. Methodology follows the steps of scientific enquiry which includes: identification of problems; problems definition and delimitation; analysis of the problem, deductions and implementation of the recommended solutions.

For the purpose of this study, descriptive  survey design was used for the study . the method is considered adequate and most appropriate because it help the researcher to describe, examine, record, and interpret the variables that exist in this study. 
    
3.3   SOURCES OF DATA
The data to be used for this research work were to obtained specifically from two sources namely: primary and secondary sources.
 
(a) Primary Data
These are facts collected by the researcher himself specifically for the research project through sources such as questionnaires, interviews, Observation, telephone, etc. In this study, questionnaires along with personal interviews and telephone calls would be used to get information from the respondents. Although this source seems slow in gathering

(b) Secondary Data
Unlike the Primary data, Secondary data are statistical facts or materials first collected by other people to be re-used by the researcher. In other words, these are published or second-hand information such as census, text books, articles, journals, internet sites, workshop/seminar papers etc that was collected earlier for purpose other than the current study.

3.4   DATA  COLLECTION  INSTRUMENT
Data collection instrument is a means by which information is obtained from either the selected or the entire subject of an investigation or study.

(a) Questionnaire are made up of structured and unstructured questionnaires. The structured questionnaires contain close-ended questions with options to choose from. The unstructured ones has no options, but leave the respondents to explain things in their own way.

(b)    Observation method involves observing the subject under study and taking records. This method can be used for examine items sampled from a production line, in traffic surveys or in work study or customers of a supermarket for detailed investigation into reasons.

( c)      Individual Interview method is the most widely used method of conducting sample survey. Here, a third party, the interviewer may act as a communication link between the investigator and the members of the sample. He is responsible for contacting respondents for asking question, and for recording the responses.

3.5 QUESTIONAIRE DESIGN AND ADMINISTRATION
In carrying out the study, one of the research instruments, the questionnaire, was structured into six sections to suit the particular topic under consideration. The instrument was deliberately applied to the production, Finance, marketing units staff as well as Management, Senior and Junior Staff cadre of the Unilever Nigeria Plc, considered to have direct bearing on product development.

The researcher adopted the structured type of questionnaires comprising mainly of close ended and few open-ended questions.
The questionnaires were designed and classified under sections.
(1) 	Section A, dealt with personal/official data of staff of Unilever
(2) 	Section B, centered on Production, Finance and Marketing departments of the company
(3) 	Section C, was for the general public, especially the customers of Unilever Nigeria Plc

Generally, the questionnaires were quite flexible in what they can measure. However, they are not equally suited to measuring types of data. In this. study, the questionnaires would administered in person to the respondents.

In analyzing the questionnaire, the Likert’s scale will be used where necessary. Normal analysis will be carried out where the Like options do not come in. The Likert grading for use is as follows:
STRONGLY AGREE (SA) 		-	 5 Points
AGREED (A)				 -	 4 Points
UNDECIDED 			-	 3 Point
DISAGREED (DA) 			-	 2 Points
STRONGLY DISAGREED (SD) 	- 	 1 point

NB: The number of respondent(s) per option will be multiplied the grading attached to such option, so as to arrive at a relative and acceptable inference.

3.5   SAMPLE SIZE \POPULATION OF THE STUDY
The Population of any study is a census of all items or subjects that posses the characteristics or that have knowledge of the phenomenon being studied.

The Research Population as it concerns this study, consists of
1. 	The Production unit which consists of the Research and development Staff, Product development Team, Line Production Labeling Staff. Staff in this area are of various scientific and technological background. Some are in the area of Chemistry, Pure science in general including Mathematics, Engineering and some technical staff that have one thing or the other to do with Product development.
2. 	Management Staff which consists of the company’s Chief Executive, all General Managers and Assistant General Managers. The reason for this is that decisions on product development is always taken by the management. The management staff also make funds available for the project and is concerned in seeing the product developed, launched and enjoy patronage enough to make surplus. The management staff is a veritable source of new product development ideas. They determine when to withdraw an unacceptable (declining) product from the market and replace it with a new one.	They also approves the source of ideas for new product development and take decisions on whether to handle it within the. company or contract it out to a specialist, scientist or any other external source.
3. 	The marketing staff which includes the sales and field staff. It also consists of the product/brand managers and their staff. The sales and field staff are a useful source of new product. This is possible since they are in direct contact with the customers. They pass down the marketing unit formular and marketing strategies that will see the product through its cycle efficiently and profitably for the approval of the management. With their background and experience, they are able to adopt contingency measures and monitor their product to ensure that everything goes as planned. Control measures will also help to minimize waste and untimely death of the product.
4. 	Consumers of Unilever Products. Basically, the population sample shall comprise mostly consumers of UniLever Nigeria Plc products. The interview will be reasonably restricted to the consumers of Unilever’s products around Ikeja, Oregun area, because the usual Concentration of people in this area will facilitate this research. Also, since UniLever is mostly concerned with beauty and household products, the researcher will selectively approach market women (traders), students in secondary and tertiary institutions, and other people who will be considered during the period of personal interview.

3.6  SAMPLE PROCEDURE
In this study, the Stratified led Sampling Method was adopted. Stratified Sampling is a method where the research population is grouped into some defined characteristics called strata. From the strata, a sample is chosen by applying random selection technique on each stratum. In this study, the Production, Finance and Marketing units as well as Management, Senior and Junior Staff cadre of Unilever represent each of the strata from where the researcher randomly selected his sample 

(7N0 from Production unit, 6N0 from Finance, 9N0 from Marketing, Management Staff 3N0, Senior Staff 8N0, and Junior Staff 11N0) size of 44 which this study has been limited to, eventhough 60 questionnaires were distributed. Hence questionnaires were designed to contain questions relating to the subject matter and other relevant questions were administered to the respondents. The research Population will also touched on people out of the place of Case Study. The sample population in this case, will be reached through Personal Interview. The sample Population will comprise mainly of customers of Unilever’s product such as market women, students, etc.

Sample size/population of the study
Table 3.1 Staff strength of UnLiever 
	Company Unites 
	Number of Staff

	Production Department 
	7

	Finance Department  
	6

	Marketing Department 
	9

	Management Staff
	22

	Total 
	44



3.7    VALIDITY OF MEASUREMENT
To ascertain the validity of the instrument , The researcher subjected the instrument to face to face validity by giving it to a panel of judges comprising of eight marketing experts who examined the items made sure they were in line with the objectives of the study .The structure and language of the questionnaire was modified in light of their correction. The instrument was structure was structured in such a way as to minimizes the effect of errors like inconsistency and ambiguity .

3.8       RELIABILITY  OF INSTRUMENTS   
The reliability of the instrument was  determined by a reliability     
Test through the use of pilot study. Test and retest approach was adopted and pretest was done using five questionnaire administered to the staff of the selected company. All the questionnaire distributed were completed and returned. Using the Pearson’s 


Product Moment Correlation coefficient of reliability was found to be high, r =0.92 showing that  there  is consistency in the items of the survey.

3.9    DATA TREATMENT TECHNIQUE
The data collected were analyzed using tables and percentages. Hypothesis was tested using chi-square (X2)
	X2	=	(F0 – Fe)2
			     Fe
Where	X2		= 	Value of the chi-square 
		C		=	Summation 
		F0		=	Observed frequency 
		Fe		=	expected frequency 
	The calculated chi-square (X2) will be compared with the Ambulated Chi-square using the normal level significance of 5% which leaves 95% confidence interval the degree of freedom is given by (R – 1).
	(C – 1)     =	number of column in the contingency table, the contingency show the observed and expected frequencies.
	The difference between the calculated values of the chi-square will form the based for accepting or rejecting the null hypothesis.




CHAPTER FOUR
PRESENTATION AND ANALYSIS OF DATA


Table 4.1: Questionnaire Distribution 
	Company Units
	Number Distributed
	Number Returned
	Not Returned

	Marketing Dept
	9
	9
	-

	Production Dept
	7
	7
	-

	Finance Dept
	6
	6
	-

	Management Staff
	22
	20
	2

	Total
	44
	42
	2


Source: Field Work 2010
	In the table above, 44 questionnaires were distributed, 42 was returned and 2 was not returned.

4.2	Analysis of Questionnaire  
Table 4.2.1 The Respondents Opinion on Age Bracket
	Age
	Frequency
	Percentage

	21-30
	8
	19

	31-40
	20
	48

	41-50
	8
	19

	51 and above
	6
	14

	Total
	42
	100


Source: Field Work 2010.
	The table shows that 8(1%) of the respondent are within the age bracket of 21-30, 20(48%) are between 31-40 years old, 8(19%) are 41-50 years old while 6(14%) 51years and above.

Table 4.2.2: Marital Distribution of Respondents 
	Marital Status
	Frequency
	Percentage

	Single
	22
	52

	Married
	18
	43

	Divorce
	-
	-

	Others 
	2
	5

	Total
	42
	100


Source: Field Work 2010.
	The table above indicates out of 42 respondents, 22 (52%) are single, 18 (43%) are married while 2 (5%) said others.

Table 4.2.3: Educational Qualification 
	Qualification 
	Frequency
	Percentage

	W.A.S.C
	7
	17

	N.C.E/OND
	10
	24

	HND/B.Sc
	20
	47

	M.SC/MBA
	5
	12

	Total
	42
	100


Source: Field Work 2010.
	The table above indicates that out of 42 respondents, 7 (17%) are W.A.S.C holders, 10 (24%) are N.C.E/OND holder, 20(47%) are holder of HND/B.Sc , while 5(12%) are MSC/MBA holders. 
MARKETING DEPARTMENT
Table 4.2.4: New product Development.
	Options 
	Frequency
	Percentage

	Strongly Agree
	4
	44

	Agree
	3
	34

	Undecided 
	-
	-

	Strongly Disagree
	1
	11

	Disagree
	1
	11

	Total
	9
	100


Source: Field Work 2010.
	From the table above, it shows that out of 9 respondents 4 (44%) strongly Agree that new product development is relevant to theirs, 3(34%) agree with assertion while 1(11%) strongly disagree and it was supported 1(11%) who also disagree with the relevant of a new product development. 

Table 4.2.5: Companies Engage in Product Planning and Development in Order to Increase and Expand Market Share.
	Rating  
	Frequency
	Percentage

	Strongly Agree
	5
	56

	Agree
	3
	33

	Undecided 
	-
	-

	Strongly Disagree
	1
	11

	Disagree
	-
	-

	Total
	9
	100


Source: Field Work 2010.
	From the table above, it indicates that out of 9 respondents, 5(56%) strongly agree that their companies engage in product development in order to increase and expand market share and 3(33%) strongly disagree with the assertion.

Table 4.2.6: Product Improvement is to Satisfy Consumers Changing Needs
	Rating 
	Frequency
	Percentage

	Strongly Agree
	6
	67

	Agree
	2
	22

	Undecided 
	1
	11

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	9
	100


Source: Field Work 2010.
From the table above, it was observes that out 9 respondents, 6(67%) strongly agree that product improvement is to satisfy consumers changing needs and it was supported by 2(22%) while 1(11%) was indifference about the issue.

Table 4.2.7: Important of Marketing and Sales Staff in New Product Development 
	Rating 
	Frequency
	Percentage

	Strongly Agree
	3
	33

	Agree
	4
	44

	Undecided 
	-
	-

	Strongly Disagree
	3
	33

	Disagree
	-
	-

	Total
	9
	100


Source: Field Work 2010.
	From the table above, 3 (3%) and 4(44%) accept that marketing and sale staff play crucial role in product development in their organization while 3(33%) strongly disagree with the statement. 

Table 4.2.8: New Product are Develop to Make Replacement and Guarantee Survival and Growth.
	Rating 
	Frequency
	Percentage

	Strongly Agree
	6
	67

	Agree
	3
	33

	Undecided 
	-
	-

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	9
	100


Source: Field Work 2010.
	From the table above, out of 9 respondents 6(67%)  strongly agree that new products are develop to make replacements, guarantee survival and growth before saturation and decline stages set in and it was by 3(33%) which  in implied that any firm that wish to exist favourably in the business place for a longer period of time should use all strategies available to manage its products affectively during their life cycle.

Table 4.2.9: New Product Development Through Customer 
	Rating 
	Frequency
	Percentage

	Strongly Agree
	9
	-

	Agree
	0
	-

	Undecided 
	0
	-

	Strongly Disagree
	0
	-

	Disagree
	0
	-

	Total
	9
	100


Source: Field Work 2010.
	From the above, out of 9 respondents all accepted that, customer play a crucial role in new product development and from this analysis, it is believe that customer are they king in market.

Table 4.2.10: Marketing Research a Key Role in New Product Development 
	Rating 
	Frequency
	Percentage

	Strongly Agree
	5
	56

	Agree
	4
	44

	Undecided 
	-
	-

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	9
	100


Source: Field Work 2010.
From the table above, out of 9 respondents 5(56%) strongly agree that marketing research plays a key role in new product development, 4(44%) support the assertion.

Table 4.2.11: Product Development Contributes to the Long Run Profitability of the Firm.
	Rating 
	Frequency
	Percentage

	Strongly Agree
	4
	44

	Agree
	5
	56

	Undecided 
	-
	-

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	9
	100


Source: Field Work 2010.
The table above indicates that out of 9 respondent 4(44%) strongly agree that product development contribute to the long run profitability of their firm and 5(5%) Agree by supporting the First statement.
Table 4.2.12: Test Marketing Reveal the Potentials of a Product before the National Launch 
	Rating 
	Frequency
	Percentage

	Strongly Agree
	5
	56

	Agree
	2
	22

	Undecided 
	-
	-

	Strongly Disagree
	1
	11

	Disagree
	1
	11

	Total
	9
	100


Source: Field Work 2010.
	The table above shows that out of 9 respondents 5(56%) strongly agree that test marketing reveal the potentials of a product before the national launch and 2(22%) supported assertion while 1(11%) strongly disagree with statement and was supported by 1(11%) who  disagreed.

Table 4.2: 13 Wrong Pricing mar the Success of a Newly Developed Product
	Rating 
	Frequency
	Percentage

	Strongly Agree
	7
	78%

	Agree
	2
	22

	Undecided 
	-
	-

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	9
	100


Source: Field Work 2010.
The table above shows that out of 9 respondents, 7(78%) strongly agree that wrong pricing mar the success of a newly developed product and was supported by 2(22%) who said they agree with the statement. 

Table 4.2.14: New Product fail because of poor and Ineffective Planning in Marketing, Advertising, Marketing Research, and Inadequate Promotion.
	Rating 
	Frequency
	Percentage

	Strongly Agree
	5
	56

	Agree
	2
	22

	Undecided 
	-
	-

	Strongly Disagree
	1
	11

	Disagree
	1
	11

	Total
	9
	100


Source: Field Work 2010.
	From the table above, out of 9 respondents, 5(56%) strongly agree that poor and ineffective planning, advertising, marketing research and promotion contribute to the fail of new product development and it was supported by 2(22%) who agree that  the assertion is true while 1(11%) strongly disagree that the statement is not true and was supported by 1(11%) who disagree. 

PRODUCTION DEPARTMENT  
Table 4.2.15: Marketing Research before Knowing the type of Product.
	Rating 
	Frequency
	Percentage

	Strongly Agree
	7
	100

	Agree
	0
	-

	Undecided 
	0
	-

	Strongly Disagree
	0
	-

	Disagree
	0
	-

	Total
	7
	100


Source: Field Work 2010.
	From the table above, all the 7 (100%) respondents scored strongly agreed, this implies that marketing research is imperative to any new product development exercise if a company wants to avoid pitfalls that are associated with product development, it is advisable that a thorough knowledge of the product and its potentials be obtained before any commitment is made on it. Such information as to consumers’ preferences, packaging, labeling, competitive activities, pricing, promotional needs for product, should be gathered through marketing research and analysis. 

Table 4.2.16: Knowledge of Consumer’s Behaviour and New Products Development  
	Rating 
	Frequency
	Percentage

	Strongly Agree
	4
	57

	Agree
	2
	29

	Undecided 
	1
	14

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	7
	100


Source: Field Work 2010.
	From the table above, it was indicates that out of 7 respondents 4(57%) said strongly agree, which mean that firms should know the behaivour of its target consumer before embarking into new product development, 2(29%) supported this statement ,1(14%) was indifference about the situation, none for strongly disagree and disagree.

Table 4.2:17 Many New Product are Involved in the Development Process
	Rating 
	Frequency
	Percentage

	3 - 5
	2
	29

	6 - 8
	5
	71

	9 - 11
	-
	-

	12 above
	-
	-

	Total
	7
	100


Source: Field Work 2010.
From the table above, it was discovers that out of 7 respondents, 2 (29%) said that less than 3 new product are involved while 5(71%) said that 3-5 new product are involved in the development process which is an indication that production staff of unilever Nigeria Plc, has adequate knowledge of product development strategies.

Table 4.2.18: Department Draws up the Specifications for New Product
	Rating 
	Frequency
	Percentage

	Marketing
	-
	-

	Finance
	-
	-

	R & d Dept
	-
	-

	Production 
	-
	-

	Committee 
	7
	100

	Total
	7
	100


Source: Field Work 2010.
	All the seven respondents agreed that product specification in lever product specification in lever Brothers Plc is handled by a selected committee set up by management for that purpose. Such committee normally includes the chief executive, production Head, research and development Head, marketing, finance, and other relevant executives. This implies that in unilever Nigeria plc, the issue of new product development is of every critical importance to the company.

Table 4.2.19: Factors Consider in New Product Branding, Packaging and Labeling Before Mass-Production 
	Rating 
	Frequency
	Percentage

	Competitor activities 
	4
	57

	Market position 
	-
	-

	Expand market share
	2
	29

	Cost
	-
	-

	High profit margin 
	1
	14

	Total
	7
	100


Source: Field Work 2010.
	From the table above, out of 7 respondents. 4(57%) believed that competitor activities influence to a great extent, 2(29%) said that the need to expand market share are given serious consideration in determining new product elements and 1(14%) said that they also consider their high profit margin in looking at these factors. 

Table 4.2.20: Factors that Limit Your New Product Development Project 
	Level of technology 
	Skilled manpower 
	Capital 
	Options 1 3 only 
	All of them 



	From the table above two of the production staff was of the opinion that the level of technology and requisite capital influence new product development project. They believed that with adequate funding, to procure  necessary tools and equipment, coupled with a fairly high level of technology, the company would be in a position to handle its new product development project successfully. But five of the production staff held that skilled manpower was more critical to the success of new product development exercise. They also agreed that the other elements-level of the technology, and adequate funding were of greater significance for the success of the project.

Question production risks associated with new product development. This is a open-ended question in trying to get the individual opinions, out of the seven questionnaires received, four of the respondents were of the view that production risks are mostly affects the staff. and three respondents seem to be relating their production risk to the effect of machine on the production itself. The production risks affecting the staff are the danger and hazards the production staff are exposed to in the production development process. The production risk as regard the effect of machine on the product refers to the situation like need to hire/buy new plants in order to meet product modifications or where extra cost have to be incurred in order to replace the product packaging.

FINANCE DEPARTMENT 

Table 4.2.21: Product Development is an Expensive Venture 
	Rating 
	Frequency
	Percentage

	Strongly Agree
	4
	66

	Agree
	1
	17

	Undecided 
	1
	17

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	6
	100


Source: Field Work 2010.
	From the table above, out 6 respondents 4(66%) said that they strongly agreed that product development is an expensive venture.  1(17%) agreed with the statement and 1(17%) was indifference with the statement.

Table 4.2.22  Best sources of Rising Fund for New Product is by Ploughing Back
	Rating 
	Frequency
	Percentage

	Strongly Agree
	1
	17

	Agree
	-
	-

	Undecided 
	-
	-

	Strongly Disagree
	3
	50

	Disagree
	2
	33

	Total
	6
	100


Source: Field Work 2010.
	From the table above, out of 6 respondents 1(17%) strongly agree that ploughing back is best source for funding new product development while 3(50%) strongly disagree that ploughing is not the best source of raising fund for new product development and it was supported 2(33%) who disagree because new product project is capital intensive.

Table 4.2.33: Bank Credit is a Better Source for New Product Development  
	Rating 
	Frequency
	Percentage

	Strongly Agree
	3
	50

	Agree
	1
	17

	Undecided 
	-
	-

	Strongly Disagree
	2
	33

	Disagree
	-
	-

	Total
	6
	100


Source: Field Work 2010.
	From the table above, out of 6 respondents 3(50%) strongly agree that Bank is a better source for new product development and 1(17) agree with the statement while 2 (33%) strongly disagree that Bank credit is not better.

Table 4.2.24: Market Research and Optimum Fund For New Product
	Rating 
	Frequency
	Percentage

	Strongly Agree
	5
	83

	Agree
	1
	17

	Undecided 
	-
	-

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	6
	100


Source: Field Work 2010.
	The table above ,indicates that out of 6 respondents 5(83%) strongly agree that marketing research can assist in determining optimum fund for new product development and this statement was supported by 1(17%) and none for strongly disagree and disagree. 

Table 4.2.25: Decision on Funding of New Product and Top Management
	Rating 
	Frequency
	Percentage

	Strongly Agree
	-
	-

	Agree
	1
	17

	Undecided 
	0
	-

	Strongly Disagree
	5
	83

	Disagree
	-
	-

	Total
	6
	100


Source: Field Work 2010.
	The table above reveals that from the 6 respondents, 1(17%) agree that Decision on funding of new product should only done by Top management while 5(83%) strongly disagree with the assertion, they said that other cadre of staff should have inputs to important decisions. This is due to the fact that management might be neglecting many minute but significant facts that are very important to the exercise.

Table 4.2.26: Profit Status of a New Product and Maturity Stage.
	Rating 
	Frequency
	Percentage

	Strongly Agree
	2
	33

	Agree
	1
	17

	Undecided 
	-
	-

	Strongly Disagree
	2
	33

	Disagree
	1
	17

	Total
	6
	100


Source: Field Work 2010.
	Table above reveals that out of 6 respondent, 2(33%) strongly agree, that profit status of a product is determine during the maturity stage of a product life cycle and 1(17%) agreed with the statement while 2(33%) strongly disagree with the statement and was supported by 1(17%).

Table 4.2.27: Political Instability and New Product Development   
	Rating 
	Frequency
	Percentage

	Strongly Agree
	4
	67

	Agree
	2
	33

	Undecided 
	-
	-

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	6
	100


Source: Field Work 2010.
	The table above, shows that out of 6 respondents, 4 (67%) strongly agree in spite the political instability in the Nigeria business environment, new product development offer its expected returns on capital employed, and 2(33%) agreed with the assertion.

Table 4.2.28: Finance Department and New Product Development 
	Rating 
	Frequency
	Percentage

	Strongly Agree
	5
	83

	Agree
	1
	17

	Undecided 
	-
	-

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	6
	100


Source: Field Work 2010.
	
The table above shows that out of 6 respondents, 5(83%) strongly agree that the finance department should not have any recognition for new product development, since it adds no value to the overall profitability of the company and the statement was supported by 1(17%).

Table 4.2.29: Finance Department in Involved in Top Management Meeting and on New Product Project 
	Rating 
	Frequency
	Percentage

	Strongly Agree
	6
	100

	Agree
	-
	-

	Undecided 
	-
	-

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	6
	100


Source: Field Work 2010.
	The table above indicates that out of 6 respondents, all strongly agreed that finance department plays an important role in new product development the relevance or contribution of finance department comes handy, as the project requires enormous funding. The finance dept, as the provider and managers of fund should offer useful information on sources of fund, optimum fund requirement, cost control, equipment acquisition, etc.


MANAGEMENT STAFF
Table 4.2.30: Company’s Sources of New Product ideas
	Options 
	Frequency
	Percentage

	Competitors 
	-
	-

	Salesman
	-
	-

	Customers 
	-
	-

	R & D Dept
	-
	-

	All the above 
	20
	100

	Total
	20
	100


Source: Field Work 2010.
	The twenty management staff all agreed that lever Brothers Plc. make use of all the elements mentioned in the search for and generation of new-product ideas. This is a wise decision as salesman who are in class contract with the customer are expected to give some relevant feed back in determing the consumers preferences competitors activities also generate new product. Research and development new products that will meet consumers requirements.

Table 4.2.31: Appropriate Pricing for New Product  
	Rating 
	Frequency
	Percentage

	Management 
	-
	-

	Production 
	-
	-

	Marketing 
	-
	-

	All the above
	6
	100

	Total
	6
	100


Source: Field Work 2010.
	Out of the twenty questionnaires returned, all of them ticked all the above. This suggest that the management instead of a particular department Fixes prices of new product. This invariable means that all departments are involved in the process of new-product development from the beginning of the project to the end.
Table 4.2.32: New Product Development Organizational Responsibility is Vested
	Rating 
	Frequency
	Percentage

	Product planning committee
	10
	50

	New Product Dept
	6
	30

	R & D Department 
	4
	20

	Quality & Engineering 
	-
	-

	Product manager 
	-
	-

	Total
	20
	100


Source: Field Work 2010.
	From the table above 10(50%) said product planning committee,, 6(30%) said New product dept while 4(20%) said R & D Department .on further inquiry of this study it was found out that Unilever Nigeria Plc does not act on just any one of the options, but according to the nature of the product to be developed, as well as sources and circumstances affecting it.

Table 3.2.33: Management Members go Against New Product Development 
	Rating 
	Frequency
	Percentage

	Very always
	-
	-

	Always 
	-
	-

	Very often 
	-
	-

	Often 
	-
	-

	Never 
	20
	-

	Total
	20
	100


Source: Field Work 2010.
	All the respondents twenty agreed that internal crises do not normally affect new  product development. This buttresses the point that new product development is teamwork in the organization. This probably would contribute to the success of the company’s profit

Question: When do you Add New Products to the Company’s Existing Product Range?
	This was an open-ended question. All respondents held the view that Unilever   Nigeria Plc-Introduce new products whenever the needs arises. They believed that new product development is a continuous exercise in the organization, and that market demands  the need to satisfy their customers and retain/exceed their current market share with an acceptable profit margin are major determinants of management decision on this area.

PERSONAL INTERNAL  
	The result of personal interview randomly conducted on 20 respondents. Unilever’s customers (Traders, market woman, students and general public) Within and around Unilever’s premises at Ikeja, Lagos as regards new-product development concepts showed that majority were favourably disposed to the concept of New product development. Some expressed reservations as to the need for continuous promotional activities carried out by Unilever Nigeria Plc on their products thinking what Unilever’s products were good enough and can do without promotions.
	They seem to be relying on the reputable name of the company. This shows the amount of goodwill Unilever Nigeria Plc enjoys among its customers. A consumer of one of Unilever’s new soap-reward commended the company for always introducing new product of high standard and high quality yet at reasonable prices. Some even wondered how they (Unilever) are able to sustain its old prices at the present economic situation of rising price.

4.3	TESTING OF HYPOTHESES
	The hypotheses formulated in chapter one of this research will be tested.


DECISION RULE 
	Reject the null hypotheses if the computed value of test statistics X2 exceeds the critical tabulated value of X2 for (r-1) (c-1) degree of freedom.

HYPOTHESIS ONE
Ho:	There is no relationship between marketing research and new product development.
H1:	There is a relationship between marketing research  and new product development.

Table 4.3.34: Condensed Outcome of Three Question for Testing Hypothesis 1
	Rating 
	Table 10
	Table 15
	Table 12
	Total

	Strongly Agree
	5
	5
	7
	17

	Agree
	4
	2
	2
	8

	Undecided 
	-
	-
	-
	-

	Strongly Disagree
	-
	1
	-
	-

	Disagree
	-
	-
	-
	-

	Total
	9
	9
	9
	25


Source: Field Work 2010.adopted from  table 10,15,12



Table 4.3.35: Contingency Table of X2 for Hypothesis One
	0
	E
	0-E
	0-E2
	(0-E)2
E

	17
	5
	12
	144
	29

	8
	5
	3
	9
	2

	-
	5
	-5
	25
	5

	1
	5
	-4
	16
	3

	1
	5
	-4
	16
	3

	
	
	
	
	42


Source: Field Work 2010.
Critical value 	= 	(r-1) (c-1)
			=	(3-1) (5-1)
			=	(2)
			=	8 degree of freedom 
The critical value of X2 0.05	=15.51

Decision Rule
	Since the Calculated X2 value of 42 is greater than the critical value which is 15.51, we reject null hypothesis and accept the alternate hypothesis, which state that, there is relationship between marketing research and new product development.

HYPOTHESIS TWO 
Ho:	The new product development does not influence customer satisfaction and retention
H1:	The new product development influence customer satisfaction and retention.

Table 4.3.3.36: Condensed Outcome of Two Question for Testing Hypothesis 2 
	Rating 
	Table 6
	Table 9
	Total

	Strongly Agree
	6
	9
	15

	Agree
	2
	-
	2

	Undecided 
	1
	-
	1

	Strongly Disagree
	-
	1
	-

	Disagree
	-
	-
	-

	Total
	9
	9
	18


Source: Adopted from Tables 6, 9

Table 4.3.37: Contingency Table of X2 for Hypothesis Two
	0
	E
	0-E
	0-E2
	(0-E)2
E

	15
	4
	9
	81
	20

	2
	4
	-2
	4
	1

	1
	4
	-3
	9
	2

	-
	4
	-4
	16
	4

	-
	4
	-4
	16
	4

	
	
	
	
	31


Source: Field Work 2010.
Critical value 	= 	(r-1) (c-1)
			=	(2-1) (5-1)
			=	(1) (4)
			=	4 degree of freedom 
The critical value of X2 0.05	= 7.81
From the chi-square table at 4 degree of freedom.

Decision Rule
	Since the calculated X2 value of 31 is greater than the critical value which is 7.81, we reject the null hypothesis Ho and accept the alternate hypothesis H1 which states that new product development influence customer satisfaction and retention.
HYPOTHESIS THREE
Ho:	The technology, manpower do not make impact on product development 
H1:	The technology, manpower make impact on product development.

Table 4.3.38: Condensed Outcome of Three Questions for Testing Hypothesis 3
	Rating 
	Table 18
	Table 17
	Table 21
	Total

	Strongly Agree
	7
	2
	3
	12

	Agree
	-
	5
	4
	9

	Undecided 
	-
	-
	-
	-

	Strongly Disagree
	-
	-
	-
	-

	Disagree
	-
	-
	-
	-

	Total
	7
	7
	7
	21


Source: Adopted from table, 18, 17, 21.

 Table 4.3.39:Contingency Table for Testing Hypothesis Three
	0
	E
	0-E
	0-E2
	(0-E)2
E

	12
	4
	8
	64
	16

	9
	4
	5
	25
	6

	-
	4
	-4
	16
	4

	-
	4
	-4
	16
	4

	-
	4
	-4
	16
	4

	
	
	
	
	34


Source: Field Work 2010.
 Critical value 	= 	(r-1) (c-1)
			=	(2-1) (5-1)
			=	(2) (4)
			=	8 degree of freedom 
The critical value of X2 0.05	= 15.51
From the chi-square table at 8 degree of freedom.

Decision Rule
	Since the calculated X2 value of 34 is greater than the critical value which is 15.51, we reject the null hypothesis Ho and accept the alternate hypothesis which states that technology, manpower make impact on product development. 

HYPOTHESIS FOUR
Ho:	The critical factors do not determine the success or failure of new product development.
H1:	The critical factor determine the success or failure of new product development 

Table 4.3.40: Condensed Outcome of Three Questions for Testing Hypothesis 4
	Rating 
	Table 13
	Table 14
	Table 20
	Total

	Strongly Agree
	7
	5
	4
	16

	Agree
	2
	2
	2
	6

	Undecided 
	-
	-
	-
	-

	Strongly Disagree
	-
	1
	-
	1

	Disagree
	-
	1
	-
	1

	Total
	9
	9
	6
	24


Source: Adopted from table, 13, 14 and 20.

Table 4.3.411: Contingency Table of X2 for Hypothesis four
	0
	E
	0-E
	0-E2
	(0-E)2
E

	16
	5
	11
	121
	24

	6
	5
	1
	1
	0.2

	-
	5
	-5
	25
	5

	-
	5
	-4
	16
	3

	1
	5
	-4
	16
	3

	
	
	
	
	35.2


Source: Field Work 2010.
Critical value 	= 	(r-1) (c-1)
			=	(2-1) (5-1)
			=	 (2)     (4)
			=	8 degree of freedom 
The critical value of X2 0.05	= 15.51
From the chi-square table at 8 degree of freedom.

Decision Rule
	Since the calculated X2 value of 35.2 is greater than the critical value which is 15.51, we reject the null hypothesis which means that critical factors determine the success or failure of new product development.

HYPOTHESIS FIVE
Ho:	There is no relationship between new product development and profitability of an organisation. 
H1:	There is relationship between new product development and profitability of an organisation. 

Table 4.3.42: Condensed Outcome of Two Question for Testing Hypothesis 5
	Rating 
	Table 11
	Table 26
	Total

	Strongly Agree
	4
	2
	6

	Agree
	5
	1
	6

	Undecided 
	-
	-
	-

	Strongly Disagree
	-
	2
	2

	Disagree
	-
	1
	1

	Total
	9
	6
	15


Source: Adopted from Table 11, 26.

Table 4.3.43: Contingency Table of X2 for Hypothesis Five
	0
	E
	0-E
	0-E2
	(0-E)2
E

	6
	3
	3
	9
	3

	6
	3
	3
	9
	3

	-
	3
	-3
	9
	3

	2
	3
	-1
	1
	0.3

	1
	3
	-2
	4
	1

	
	
	
	
	10.3


Source: Field Work 2010.

Critical value 	= 	(r-1) (c-1)
			=	(2-1) (5-1)
			=	(2) (4)
			=	4 degree of freedom 
The critical value of X2 0.05	=7.81 
From the chi-square table at 4 degree of freedom.

Decision Rule
	Since the calculated X2 value 10.3 is greater than the critical value which is 7.81, we reject the null hypothesis which states that there is relationship between new product development and profitability of an organization.

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.2	SUMMARY OF MAJOR FINDINGS  
	The result based on the descriptive statistics reveals the following 
1. It was found from this study that there is a strong positive correlation between marketing research and success of new product development.
2. A properly development new product improves customers satisfaction as well as high customer retention.
3. The study further revealed that technology and manpower have positive impact on new product development which places company ahead of other competitors in the market. 
4. The results of the analysis revealed that critical factors such as capital timing and market analysis determine the success of failure of new product development 
5. Also the result revealed that there is positive relationship between new product development and profitability of an organization. 


5.3	CONCLUSION 
	This research has attempted to assess new product development and management in Nigeria, Based on the findings of this work, firms, organization and government have been expose on how to manage new product and harvest the benefits attached it.
	The research indicated that the required intensity of market research, technology, manpower will go along to achieve high profitability to firms that embark on new product development.                                                                                                       

5.4	RECOMMENDATIONS
Following the result of the data collected and analyzed, this research work stands in a firm position to make the following crucial recommendations to its readers that:
1.	Given that New Product development and management is an antidote for organizational survival in a competitive market-structured economy such as ours, notwithstanding market leadership status already attained (as revealed from our findings), it is hereby recommended that Nigerian companies should invest in market research for new product development to facilitate development of high quality products which would, apart from satisfying the wants of the consumers and win their loyalty, also help to employ our local resources, such as machinery, row materials and labour, thus steering towards economic and industrial growth and development. It need to be noted that the place of market research in new product development cannot be overemphasized.
2.	A strong manpower base and an up-to-date technology are inevitable for a successful new product development. Our findings noted that as technology changes, so also do products need to change so as to meet customers demand and enables the organization keeps abreast with the changing needs of the people in order to capture a larger market share for itself. To this extent, management should ensure that those saddled with the responsibilities of developing new product possess the requisite knowledge, experience and skills required. In addition, a high level of technology and skilled manpower, which will aid in developing new products according to the specifications or needs of the consumers, are also required in the organization in order to be able to meet the changing needs of the market
3. 	Management should give its total support to new product development project especially in the area of capital and financing. There should be efficient and timely appropriation of fund through out the product development process and also at the various stages of the product life cycle where different marketing strategies should be adopted. The extent to which management is involved in new product development determines the extent to which the project would be a success. Besides, management has a great task in adopting strategies that will enhance its success and there must be discipline on the part of the development team, this is very crucial.
4. 	To avoid the risk of failure, new product development exercise should not be done haphazardly, but properly planned. Before the organization’s scarce resources are committed into the project, only new product, which market research/test marketing had shown to be potentially viable and in high demand, should be launched or commercialized. Besides, such information as consumers’ preference, packaging, labeling, competitive activities, pricing and promotion needs for the new product should be gathered and analyzed. This should be followed with efficient marketing and promotional strategies with effective and functional sales force management.
5. 	The pricing for the new product should not be too high or too low. If a new product’s price is too high, above its competitors in the market, it may cause the consumers to abandon the product. This may spell a doom for the company, unless of course, the new product is positioned for the higher class having unique advantages over others, by using ‘skimming the scream’ market strategy. On the other hand, if the new product is priced too low, the company may be deprived of an acceptable profit, at least, in the short run, except the price is used as a penetration strategy to enable the company first capture a good share of the market, especially where the product is aimed towards the mass market.
6. 	New Product ideas must be properly evaluated against its expected returns in terms of profitability, market share, Returns On Investment, Volumes of sales, Earning Per Share, etc.
Finally, Unilever and Nigerian companies at large should adopt the concept of new product development which implies that the dominant firm, market leader, market follower or competitor refuses to be content with the status quo; that it wants to continue to outperform itself and the industry by being the source of new product ideas and customers services which are only achieved by exercising initiative, setting the pace and capitalizing on competitors’ weaknesses in order to achieve a strategic positioning in the market and thus mobilizing its resources to full capacity, which will finally result to growth and development both to the organizations and the national economy. In addition, a continuous new product development that would result in quality product to keep the company going and well established in the minds of the consumers as well as ensuring a long term profitability and good returns to the shareholders are highly recommended to organizations.
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