THE IMPACT OF NEW PRODUCT DEVELOPMENT IN TELECOMMUNICATION INDUSTRY



ABSTRACT
The study examined the impact of new product development on sales volume in Telecommunication industry. The objective of the study is to examine how new product development on sales volume are being carried out by MTN Nigeria Plc, Kaduna. The survey research method would be adopted in this research. The finding further reveal that the techniques used in new product development on sales volume in MTN Nigeria PLC are basically the total assurance and consumer feedback. In conclusion, the new product development is very important to the existence of business organization because its survival depends on increase in sales volume. As such it was recommended that new product development on MTN Nigeria Limited should strengthen its marketing activities by monitoring competitive activities on a regular basis in order to identify areas of their weakness.
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CHAPTER ONE
1.1 BACKGROUND OF THE STUDY
The subject (new product development) has influence the issue of sales which the researcher will like to assembly the sales of MTN  product and services in Nigeria. The company staff embark on advertising and research agencies, competitors, through conferences, exhibitions, and trade fairs, company’s marketing department and R and D department of the company or through any of the processes to prototype development and test marketing or commercialization in new product development that is ever done or actualized in the assembly nation (Nigeria) rather, but in France, therefore the sales here must be influenced by the cost of raw material source shipped for imported and along with the cost of production in the assembly. This is why sales or marketing strategy apply is more focus on industrial market and government (local state and federal). Majorities and less industrial market (buyer). All that involve are due to the technicalities and uniqueness of the product. There may be no use attempting to add a new product to the existing range, if such a firm has no clear-cut objectives of what the new product is supposed to achieve. It is not however, within the scope of this research piece to make a comprehensive list of the various objectives of new products development as this varied widely from one firm to another. 
By and large, the purpose of new product development of an unexplored market potentials which a company has identified the firm having armed itself life MTN PLC with such objective may then proceed to other steps in new product development.
Companies that fail to develop new products are putting themselves at great risk. Risk of poor sales volume, space out of market into a small cubicle of not completely put out by competitors of the same product development strategies, initiatives and innovation conscious that is what that research is aiming to influence on sales volume. The existing products are vulnerable to changing customer needs and tastes, new technologies shortened product life circles and increased domestic and foreign competition once a company has carefully segmented the market, chosen its target customers, identified needs, and determined its market positioning. It is better able to develop new products because new products development shapes the company’s future. Replacement products must be created to maintain or build sales of the organization.
Any enterprise that is profit oriented, can be actualize this through prompt sales volume realize, and that depend on the quality, core products, physical tangible, augmented products and the application of promotional mix/tools of the newly developed product. It is also clear that customers want new products, and competitors will do their best to supply them. In telecommunication company in general (especially MTN with it uniqueness and distinctive qualitative product) such cannot be less expected. Telecommunication company in developing a program to reach its intended market, must start with the product (new product) at hand for offering or service designed to satisfy the wants of the market segment. Therefore the executives must plan, develop and manage both individual (industrial users) product and industrial product assortment. This is not easy task as is shown by the large number of product failure in our economy.

1.2 STATEMENT OF THE PROBLEM 
A new product can be conceived and developed over night, it takes time and effort to bring the new product idea into fruition. It also consumes a lot of money to bring a new idea generated into commercialized offer. A new product is expected to be profitable and successful but opposite is the case sometimes to different companies. Products sometimes decline and die natural deaths due to inexplicable circumstance. The reaction of the company leads to new or modified products, such products are born out of either innovation or invention that is problem in process.
1.3 OBJECTIVES OF THE STUDY
a) To examine the impact of new product development on sales volume in MTN Nigeria PLC, Kaduna.
b) Find out whether the product development policy of MTN PLC is formulated to achieve high sales volume.
c) To find out the purpose of new product development programme of MTN Nigeria Plc, Kaduna.
d) To identify the constraints militating against MTN in new product development.

1.4	SIGNIFICANCE OF THE STUDY
The study will be beneficial to MTN Nigeria Plc Kaduna as well as other corporate organization in the formulation of their product policies and strategies. The study will contribute to knowledge by adding to existing knowledge on new product development. The study will equally be a good reference material to students who may wish to undertake to similar research.
1.5	RESEARCH QUESTIONS
a) 	What are the impacts of new product development on sales volume in MTN Nigeria PLC Kaduna?
b)	What kind of product policy does Pan embark in her product development?
c)	What is the purpose of new product development programme of MTN Nigeria Plc, Kaduna?
d)	What are the constraints militating against MTN in their product development?
1.6	SCOPE OF THE STUDY
The study will cover an empirical investigation into the impact of new product development on sales volume of MTN Nigeria PLC, Kaduna. To this end, the study shall identify the product policies of MTN as well as the purpose of new product development programme of MTN Nigeria Plc and the constraint militating against MTN in their product development data and information shall be collected from 2008 to date.
1.7	LIMITATIONS OF THE STUDY
Every research activity has its constraints. This particular one is however not an exception. Certain factors limit the process of writing this research work, which include:
1) Inadequate Research Materials: The research materials on this subject matter were few. The much relied library is filled up with out-dated books, which are of little relevance to current research. Moreover, the cost of new and up-dated materials are exorbitant which make them not readily affordable.
2) Lack of Cooperation of Subjects: Sourcing for information from source of respondents was not an easy task, particularly with regards to some information that are regarded as classified or highly confidential to the company. The degree of cooperation of staff of MTN was minimal.
3) [bookmark: _GoBack]Low Return of Questionnaire: In the process of gathering data, it was discovered that not all questionnaire issued out were returned. Some of them were also wrongly filled which means a great deal of relevant information was held back, and which could have enhanced the quality of this study.
4) Inaccessibility of Subjects: Another constraint encountered during the research is the inaccessibility to the inventory management manager who was not always on sit to provide desired data.


CHAPTER TWO
LITERATURE REVIEW
2.1	INTRODUCTION 
The aim of the literature review is to present as logical as possible the trend and progress of the research work and to acknowledge the effort of pioneers to create an avenue for the review and objectively criticize other research work where necessary with the view of improving on such work for a better breakthrough. Hence attempts have been made to see journals, magazines, newspaper etc. 
2.2	DEFINITION OF PRODUCT
According to Umeriah (2002) defines a product as an amalgamation of many things, one could easily define a company product as what the firm sells to its customers in any way that might satisfy their needs and wants. What one could note is that a product could be an idea, a physical object, a person, a place, an institution and could be tangible or intangible.
McDaniel (2009) said that a product is any want satisfying goods or services out of its perceived tangible or intangible attributes. This laid emphasis on consumers satisfaction which is the ultimate motive for buying the product by the user.
Similar definitions or what a product is, can be seen from a different perspective that “a product is bundle of titters capable of supplying expected benefits. This definition however, considered a product as any entity that is good, services, idea that consumer believed will satisfy a want or desire.
Kotler (2004) suggests that product should be considered from the levels. The levels are core product level, the tangible product level and the augmented product level. When a consumer buys a car say Peugeot 507, 205 speed servers, be buys the core product.
In addition to that he buys such tangible car features as style, upholstery, electric window, power steering, prestige status that expand on the tangible product and thereby argument about the value of the car. Any of this levels is important, though Grafhum (2006) observes that the core product as the most fundamental level which represents the buyers actual purchase.
Kotler (2004) defines a product as anything that can be offered to a market for attention, acquisition. Use of consumption and that might satisfy wants or needs, it includes physical objects, services, persons place, organization and ideas.
The term “needed” can be described as any product which has a new substance incorporated. This “new substance” could be a modified flavor, colour, or even the pack. 
A product could also be termed a new if it is seen so by the consumers and this could occur, for example if a product which has existed some where is introduced into a new market. Also a product which has existed some where is introduced into a new market. Also a product can be regarded as new if new uses for it have been discovered. Hence, a new product means products or services that are born out of innovation but non extent previously with its present features.
No new product can be conceived and developed overnight. It takes considerable time and effort to bring new product ideas to fruition. Likewise it consumes a lot of money to bring a new product (idea) into commercialized offer. There recognizable categories or new products are as follows:
1. Products that are really innovated –truly unique. Example is PAN pleasurable car, Peugeot 306 XR, 307, 207 etc, which is born France of innovation which it present features.
2. Replacement for existing products that are significantly different from the existing goods or products. Peugeot 306 replaced Peugeot 405 version. Even in assorted goods for instance, instant coffee that come to replace ground and coffee beans in many markets.
3. Imitative precuts that are new to a particular company or locality but not new to a particular market else where.
The company or community simply wants to capture parts of an existing market with of “me-lo” product. PAN in Kaduna Nigeria is a good example 1970 PAN products were existing in some markets in France and other cities even Peugeot 405 was in or previously existing but 1975 405 saloon was assembled and introduced to Nigeria automobile market as a new product. Perhaps the key criterion or to whether a give product is new is now the intended market perceives it, if buyers perceive that a given item (product) is significantly different 9from competitive goods being replaced) in some characteristics (appearance, performance), then it is a new product. 
According to Gundiff et al (2009), product is new to a consumer when its performance is more than what it used to be and also new to the firm when such product has move used build into it. 
Bridge (2009) also observed that a new product is what the consumers see and consider as being an addition to the available choice he/she has, and the firm on the other hand considers a product as new when such brand is new to the company and this may include an existing one that has undergone some significant modification or product initiated from competitor or is innovated in its entirely original products. 
Zikmunal (2008) observes that new product as meaning of this relative term is influenced by the perception of the marketers and consumers, in general it refers to any recent introduced products that offer some benefits than other products do not offer.
Robert (2010) defines a new product as “any product, which has not been previously experienced by the customer, however, long it may have been on the market”. This is to say that for a product to be new, in his own view it should not gain a previous knowledge  of the consumer or potential consumer  even if it has stayed in the market for long.
Stanlon (2007): categorized new products into the recognizable parts:
a. Products that are truly innovative and really unique – examples would be a hair restorer or cancer cure product for which there is a real need but for which no existing substitutes as considered satisfactory in this category we can also include products that are quite different from existing ones but satisfy the same needs. 

b. Replacement for existing products that are significantly different from existing goods. Any cereals manufacturers introduced new cereal and often discontinue existing one that no longer fulfill sales profit expectation.
Annually model changes into auto and new fashions in clothing belong to this category example replacement of old model 505 Peugeot with a new executive.
Kotler (2004) viewed “a new product to mean product modification and brand that the firm, brings into existence through research and development effort, conducted either inside or outside the firm, it further depends on whether the firm sees it as new or not.

2.3	STAGES OF NEW PRODUCT DEVELOPMENT
	The product’s life cycle can be divided into four stages, these are:
i) Introduction stage
ii) Growth stage
iii) Maturity stage; and
iv) Decline stage

i) The Introduction Stage
The introduction stage takes place when the new product is first made available for the general purchase in the marketplace. The introduction stage is the introduction into one or more markets takes time. It is marked by very slow rice in sales mainly because its market has not yet accepted the product.
At this stage, profits are negative or low because of the low sales and heavy distribution and promotion expenses. There are few competitors. The firm direct their selling efforts to those buyers who are willing or prepared to buy, usually high income groups.
This stage will be dominated by the need to establish the product in the market by building buyers and distributors awareness of the product and its benefit. Management will have to come to over trade and consumer resistance towards accepting new products after establishing the initial awareness.

The two major tools, which the marketer uses at this stage are: promotion and price. This is because they are the two most visible elements to consumers at this stage. Here the marketer has four alternatives to employ. These are rapid skimming, slow skimming, rapid penetration and slow penetration strategies.
ii) The Growth Stage:
This stage is usually characterized by greater acceptance by consumers leading to peak profitability. The marketing manager had during the introduction stage adopted a selective method of distribution, he is likely now to move toward a more intensive distribution, which means that more middlemen will have to be engaged to carter for the surging demands by consumers.
There is no doubt also that, competitor might start entering the market at this stage in order to maintain or increase the sales level, the marketing manager will have to pay attention to promotional activities. For example, the advertising message will be such that existing customers believe about the product are reinforced while prospective customers are encouraged to buy. This implies that a combination of reminding and persuasive appeal will be used.
iii) Maturity Stage
This stage is referred to as maturity stage, because after many years of the product’s existence, it is hoped that it has been sufficiently known in the market to have sizeable loyal customers (brand loyalty).
OMO detergent represent a vivid example of this in Nigeria, so also Coca-Cola (Coke). The sales level during the maturity stage can be best be described as being at a Plateau, since there is neither a significant increase in sales nor a decline.
The struggle here is that of survival of the fittest. Many manufacturers with resort to produce differentiation as a way of presenting a product in a new form. ABC company may change the package of its product, XYZ may change the colour of its own product, all in attempt to create an impression of newness and distinctiveness. This is known as monopolistic competition. The promotional message will also be very aggressive at this stage. Manufacturers could use price as a means of fighting competition. This may then result in price war, that is, each firm reduce its price by a certain percentage margin. This is intended by each firm to stimulate demand. But if it is allowed to continue, it will get to a stage where cost can be covered and all the firms have the look to other means of continuing the fight such as the use of discount.
iv) The Decline Stage
The decline stage of a product witnesses a situation where no amount of marketing effort can salvage the product. It can thus be likened to a person of over sixty years, trying to put a make-up to remain young. 
In the case of the product, its decline may be brought about due to the introduction of better substitutes. The stage could last for very long for some products, because they have conservation customers who are loyal and might not change easily to the new product. For others however, the demise can take just a short period of time.
The marketing manager at best has to be cautious in the use of its promotional expenditure, since no amount of promotional efforts can significantly increase the chances of survival of the product.
2.4	PROCESS OF NEW PRODUCT DEVELOPMENT
1. IDEA GENERATION
The new product development process starts with the search for ideas. Managers should define the product and market scope and the new product objectives. They should state how much effort should be devoted to developing and breakthrough products, modifying existing ones and copying competitors. It should be realized that ideas make a product and the company on the part of new products development must be constantly in search for these new idea. 
There is no hard and fast way of collecting these ideas. Added sources must be tapped. New product ideas can come form many sources prominent among these will include company sales team force, media production staff, middlemen, competitors, customers, agencies, R and D department, special committees or venture groups, scientists, employees, channel members, top management company’s, staff advertising and research agencies, through conferences, exhibitions and trade fairs, companies marketing department, universities, polytechnics, research centers such as federal institute of industrial research, Oshodi and PRODA at Enugu, product (project) team-the following key personnel are therefore considered in product team sales/marketing. Director/company marketing manager (chairman) production director (manager) process scientists technical. Director/services manager, chief engineer/product engineer, purchase manager, cost accountant, product manager, new product development manager. The marketing concept holds that customer needs and wants are the logical place to start the search for ideas. 

Technical (automobile) companies example, Peugeot can learn a great deal by studding their lead users, those customers who made the most advanced use of the company’s products and who recognizes the need for improvement before other customers do. Many of the best ideas come from asking customers to describe their problems with current products for success of technical (auto) company like Peugeot, a company king of culture should establish and strictly observed that with encourage every employee to seek new ways of improving production. 
2. IDEA SCREENING
Idea gathered so far so generated to screening against certain criteria since so many ideas would be generated are each evaluated with product market criteria. Any company can attract good ideas by organizing itself property. And it should motivate its employees to submit their ideas to an idea manager whose name and phone number are widely circulated. Ideas should be written sown and reviewed by an idea committee which sorts them into three groups: promising ideas, marginal idea and rejects. Each promising idea is further researched by a members who report back to the committee. The surviving ideas will go into a full scale screening process. In screening ideas companies must avoid two types of errors:
A drop error: this occurs when the company dismissed an otherwise good idea. It is easy to find fault with other peoples ideas.
A go-errors occurs when the company permits a poor idea to move into development and commercialization.

Each idea must fulfill certain requirements before a go ahead could be given for its real development, such criteria might as well include the following:
a. The ability of the product concept to use available local ingredients and its potential to appeal to the mass market.
b. Products developed must have unique selling properties/benefits.
c. Each idea is subjected to close evaluation with product market criteria.
d. Evaluation reveals the strengths and weakness of the new product idea subject to company’s policy objectives and resources.
e. Evaluation also determines the size of the new idea opportunities.
f. Ability of the product to sustain a gross profit before marking (GDMB) at a rate of 40% plus.
g. To reveal product safety and customer welfare.
h. Products can be hand-led through the company’s existing distribution channels may be preferred over those that requires the complete adoption of new channels.
   
3. IDEA EVALUATION
The basic idea evaluated more carefully concept testing is involved here, market research can be used to survey  customers attitude towards the idea. If the results is positive, ROI can be estimated. Idea evaluation is more precise in industrial market.
A relatively small interview with educated people can help to determine the range of variation in product requirements. Evaluation involves assessment of physical needs, product design, production methods, economic, cost and value considerations.

4. PROTOTYPE DEVELOPMENT AND TEST MARKETING
After evaluation, the product prototype can be manufactured. A pilot product and best can be carried out, this involves the actual introduction of the new products in certain geographical areas, to see how the product behaves in real market situations and to put to practical test other elements of the marketing mix, such as price, the channel of distribution used and the promotion to determine their appropriateness. The essence is to perform the economics of the new product and its marketing advantages the new product is marketing rested to discover any inherent problems. Perhaps, if careful attention had been paid to test marketing, the error might have been detected for necessary adjustment before the full lunch. That is if good, the product is commercialized to assume that brand connotes a high status symbols and bad pricing strategy, test marketing is therefore meant to educate such mistakes thus prevailing the company from high risk of product failures.
 
2.5	REASONS AND OBJECTIVES OF NEW PRODUCT DEVELOPMENT
	They may be attempting to add new product to the existing ranges if such a company has no clear-cut objectives of what the new product is supposed to achieve. It is not however, within the scope of this research work to make a comprehensive list of the various objectives of new product development as this varies widely from one company to another. By and large, the purpose of new product development may be to ensure growth of the business, or perhaps to take advantage of new opportunities of an explored marker potentials, which a company has identified. The company having armed itself with such objectives, may then proceed to other steps in new product development.

2.6	PRODUCT LIFE CYCLE
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2.7	CAUSES OF A NEW PRODUCT FAILUIRE
According to Ogedengbe in small business management, a business does not fail but would show some signs or danger signals that can alert the owners or managers. Once any of these signals is identified, corrective measures must be taken to avert failure. These signs include:
1) Declining Sales: Sales decline is a serious danger signal to all businesses whether small or large business. One major reason for this is that decline in sales leads to decline in profit in most cases. Factors that cause sales decline of a product are:
· Poor product quality
· Poor service or customer relationship
· Too high or unattractive promotion
· Irregular supply of products that leads to customers dissatisfaction
2) Declining Profit: Profit decline is another serious signal to business failure. This can be caused by:
· Decline in sales
· Higher labor costs
· Increase in selling costs
· Increase in cost of raw materials or inputs
· Increase in operational expenses
· Higher taxes
· Unusual losses e.g. crisis, spoilage, shortage natural disaster etc.
3) Deterioration of a Firm’s Working Capital Position: Working capital refer to funds needed to run the business operation from day to day. Working capital includes cash, inventory and receivable cash is necessary for settlement of bills. The working capital of a firm may become less liquid due to the following reason:
· When a business continually operates at a loss
· Unusual non-recurring losses such as theft, flood, fire outbreak, adverse court judgment etc.
· Payment of excessive managerial bonuses or extravagancies.
· Over investment in fixed assets from working capital.
4) Higher Debt Ratio: An increase in current and long term liabilities is a sign of great danger to business failure. For safety, owners capital should constitute sixty percent 60% or above of total capital of a business. Any increase in debt finance above forty percent 40% means danger signal for such business. Higher debt ratio is a condition that is caused by excessive borrowing or buying of goods on credit beyond a reasonable limit. The solution of this situation can be:
-	Expansion of business should come from retained profit not further debt.
-	Procurement of added equity capital.

2.8	SUMMARY OF THE LITERATURE
The literature review section shall highlight expert opinions, establish concept and previous finding from related studies in line with the objectives of the study. This the literature will be segmented into the following subthemes.
2.1 Conception of New Product Development
2.2 Definition of Product
2.3 Stages of New Product Development
2.4 Process of New Product Development
2.5 Reason and Objectives of New Product Development
2.6 Product Life Cycle
2.7 Causes of New Product Failure
2.8 Summary of the Literature
 
CHAPTER THREE
METHODOLOGY 
3.1 INTRODUCTION
This chapter dwells on various approaches and techniques. The research used in collecting and analyzing data relevant to the study.
It is a kind of directive that gear up the mind of the researcher in this investigation effort into the unknown. A scholarly research of this nature requires the use of method that would ensure a high degree of accuracy. In the conduct of this research work the researcher made use of the primary and secondary data.

3.2 	RESEARCH DESIGN
The survey research method has been adopted in this research. This is because it facilitate discovery of related incidences and distribution on the characteristics of the population. Besides, it facilitate the research to gather data and material from the field on time as compared to other research design.



3.3	AREA OF STUDY
The area of study will be MTN Nigeria PLC, Kaduna located in Kakuri Industrial Layout, Kaduna.

3.4	POPULATION OF STUDY
The population of this study shall consist of the entire staff of MTN Nigeria PLC, Kaduna with a total staff population strength of 246 person. The rationale behind restricting the population to these workers is because they are directly involved in production and can respond to the impact of new product development on sales volume.
3.5	SAMPLE SIZE AND SAMPLING TECHNIQUE
The simple random sampling method was used to analyze the tabulated data. This technique is not difficult, it does not involve complex mathematical metrical calculations. From the percentage system, one can easily deduce the answer as the highest respondents. And tables were used in tabulating and analyzing the data collected where necessary. Out of the total population of 246, 152 persons would be selected as the sample size of the study.



3.6	INSTRUMENT OF DATA COLLECTION
The instrument to be used for data collection is a self-designed structure questionnaire. The scale of strongly agree, agree, undecided, disagree and strongly disagree options were drawn to elicit responses to address the research questionnaires.
3.7	VALIDATION OF INSTRUMENT
The copy of questionnaire accompanied by a letter containing the purpose of the study and the research question was presented to the supervisor for face validation. The suggestion of the supervisor were used in improving the questionnaires.

3.8	RELIABILITY OF INSTRUMENT
This has to do with consistency obtained from the results of the application of the instruments. An instrument is reliable if its consistency gives the same or similar result. The data is analyzed using mean statistics to obtain the internal consistency on the instrument.
3.9	METHOD OF DATA COLLECTION
The researcher personally obtained data through the use of survey questionnaire which was administered to the respondents through the assistance of the personnel manager of MTN. The questionnaire was given to the respondents to fill and two days was given to them to reflect on the ten after which it was collected.
The collection of the data was done by the researcher personally for effective and efficient collection of data.
3.10	METHOD OF DATA ANALYSIS
The statistical mean score was used to analyze the five Likert questionnaire while the frequency count and simple percentage were used to analyze respondent characteristics.
Decision Rule
The criteria use in deciding this likert scale:
SA 	=	Strongly Agreed		5.0 – 4.5
A	=	Agreed			4.4 – 3.5
UD	=	Undecided			3.4 – 2.5
D 	=	Disagreed			2.4 – 1.5
SD	=	Strongly Disagreed	1.4 – 0.5
Based on the 5 point likert scale the cut off point is 3.5 as such any item that score below 3.5 is considered disagreed while 3.5 and above is considered as agreed.

CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1	INTRODUCTION
This chapter contains detailed presentation of results findings and discussion for this study. All the data collected through the questionnaire are fully analyzed and discussed in an attempt to provide answers to the four (4) Research Questions.
4.2	CHARACTERISTIC OF RESPONDENTS
Table 1: Respondents Sex
	Variables
	Frequency
	Percentage

	Male
	76
	76%

	Female
	24
	24%

	Total
	100
	100%



The above table shows respondents sex distribution. The analysis indicates that 76% of the respondents are Male while the remaining 24% are female.
Table 2: Respondents’ Age
	Variables
	Frequency
	Percentage

	18 – 35
	61
	61%

	36 – 55
	29
	29%

	56 – 65
	10
	10%

	Total
	100
	100%



Table 2 above displays the respondents’ age distribution. The analysis shows that 61% of the respondents are within the ages of 18 – 55 years while 29% of another set of respondents are within the ages of 36 – 55 years of age and the remaining 10% are between the ages of 56 – 65 years of age.
Table 3: Educational Qualification
	Variables
	Frequency
	Percentage

	Secondary School Cert.
	-
	-

	National Diploma
	45
	45%

	First Degree
	43
	43%

	Masters
	7
	7%

	Others
	5
	5%

	Total
	100
	100%



Table 3 above shows respondents educational qualification. The analysis indicates that 45% of the respondents hold National Diploma in different fields while 43% have first degree and the remaining 7% and 5% have Masters and other Qualifications not stipulated.
4.3	DATA PRESENTATION AND ANALYSIS
Table 1: Impact of New Product Development on Sales Volume in MTN Nigeria Plc, Kaduna
	S/N
	Variables
	SA
	A
	UD
	D
	SD
	Total
	Mean
	Remark

	1. 
	Attraction of potential and existing customer
	50
x
5

150
	20
x
4

80
	10
x
3

30
	15
x
2

30
	5
x
1

5
	100



395
100
	


3.9
	


Agreed

	2. 
	Increases sales volume
	100
	-
	-
	-
	-
	100
	5.0
	Agreed 

	3. 
	Fosters competitive advantage
	60
	-
	30
	5
	5
	100
	4.1
	Agreed

	4. 
	Enhances customer satisfaction
	50
	40
	10
	-
	-
	100
	4.4
	Agreed



Item 1 to 4 one the table provides answers to research question 1: What is the impact of new product development on sales volume in MTN Nigeria Plc, Kaduna.
The analysis indicates that the respondent agreed that New Product Development in MTN attract potential and existing customers to buy their product, increases sales volume, fosters competitive advantage and enhanced customer satisfaction. This was obtained through the positive mean scores of 3.9 in item 1, 5.0 in item 2, 4.1 in item 3 and 4.4 in item 4.
Table 2: Kind of Product Policy Plan adopts in her Product Development
	S/N
	Variables
	SA
	A
	UD
	D
	SD
	Total
	Mean
	Remark

	5. 
	Use of marketing research to create new products
	20
	60
	15
	10
	5
	100
	4.1
	Agreed

	6. 
	Product differentiation
	100
	-
	-
	-
	-
	100
	5.0
	Agreed

	7. 
	Unique design that will be cost effective and affordable
	10
	50
	10
	10
	20
	100
	3.2
	Disagreed

	8. 
	Developing durable products that would stand the test of time
	20
	30
	25
	20
	5
	100
	3.4
	Disagreed



Item 5 to 8 on the table provide answers to research question 2: What kind of product policy does MTN embark in her product development?
The analysis reveals that MTN uses marketing research to create new products, product differentiation through the creation of unique designs and branding, designing products that are price friendly and cost effective and rejects that MTN develop durable product that would stand the test of time. This finding was supported by a mean score of 3.8 in variable 5, 5.0 in variable 6, 3.06 in variable 7 and a negative mean score of 3.4 in variable 8.
Table 3: The Purpose of New Product Development in MTN
	S/N
	Variables
	SA
	A
	UD
	D
	SD
	Total
	Mean
	Remark

	9. 
	Attracting potential customer
	40
	25
	25
	-
	10
	100
	3.9
	Agreed

	10. 
	Enhancing customer satisfaction and value
	100
	-
	-
	-
	-
	100
	5.0
	Agreed

	11. 
	Fostering product differentiation
	60
	-
	30
	5
	5
	100
	4.1
	Agreed

	12. 
	Enhancing sales volume
	50
	20
	10
	15
	5
	100
	3.9
	Agreed



Variable 9 to 12 provide answers to research question 3: What is the purpose of New product development in MTN?
The analysis reveals that respondents agreed that New product development attracts potential customers, enhances customer satisfaction and value, facilitate product differentiation and enhances sales volume. This was supported by a positive mean score of 3.9 in variable 9, 5.0 in variable 10, 4.1 in variable 11 and 3.9 in variable 12.


Table 4: Constraint militating against MTN in their Product Development
	S/N
	Variables
	SA
	A
	UD
	D
	SD
	Total
	Mean
	Remark

	13. 
	Change in consumer social value
	20
	60
	5
	10
	5  
	100
	3.8
	Agreed

	14. 
	Economic condition
	50
	40
	10
	-
	-
	100
	4.4
	Agreed

	15. 
	Dynamism in the characteristics of human population
	10
	5
	10
	20
	15
	100
	1.6
	Disagreed

	16. 
	High production cost
	100
	-
	-
	-
	-
	100
	5.0
	Agreed

	17. 
	Duplication of design by competitors
	100
	-
	-
	-
	-
	100
	5.0
	Agreed



Variable 13 to 17 provides answers to research question 4: What are the constraints militating against MTN in their product development?
The analysis indicates that the respondents agreed that change in consumer social value as well as economic condition militates against MTN in their product development. However, the respondents disagreed that dynamism in the characteristics of human population is a problem militating against product development in MTN. The analysis further reveal that high cost of production as well as duplication of design by competitors are problems militating against product development as agreed by the respondents. This findings was supported by a positive mean scores of 3.8 in variable 13, positive mean scores of 4.4 in variable 14, negative mean scores of 1.8 in variable 15 and positive scores of 5.0 in variable 16 and 17.
4.4	SUMMARY OF FINDINGS
	The following results were obtained from the analysis of data:
1. New Product Development attracts potential and existing customer, increases sales volume, fosters competitive advantage and enhances customer satisfaction.
2. MTN adopt marketing research in New product development, uses product differentiation through the production of unique design that will be cost effective and affordable.
3. The purpose of new product development is to attract potential customer enhancing customer satisfaction and value as well as fostering product differentiation and enhancing sales volume.
4. The constraint militating against MTN in their product development is change in consumer social value, economic condition, high cost of production as well as duplication of design by competitors.
4.5	DISCUSSION OF FINDINGS
The following findings were discussed in line with the research questions.
New Product Development attracts potential and existing customer, increases sales volume, fosters competitive advantage and enhances customer satisfaction. This is inline with the views of Gundiff (2009) and Zikmunal (2008) previously cited in the literature.
MTN adopts marketing research in New product development, uses product differentiation through the production of unique design that will be cost effective and affordable. This findings is in conformity with the views of Bridge (2009), Stalon (2007), Kotler (2004) and Ada (2007) previously cited in the literature.
The purpose of new product development is to attract potential customer enhancing customer satisfaction and value as well as fostering product differentiation and enhancing sales volume. This finding is in agreement with the views of McDaniel (2009) and Robert (2010) preciously cited in the literature review.
The constraint militating against MTN in their product development is change in consumer social value, economic condition, high cost of production as well as duplication of design by competitors. This findings is in conformity with the opinion of Paula (2007) and Lawal (2008) previously cited in the literature review.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY
The data and information collected by the researcher thus could be seen that new product development in automobile vehicle company is highly acceptable and welcome by the large number of the company’s customers and distributors. The impact of new product development on sales volume in MTN Ltd has actually brought about immense growth in the company’s automobile industry. It has been observed that the various version and products produced by Peugeot automobile ltd are designed to suit the environment and nation as a whole, and to meet the table of market demand among other competitors. Examples Peugeot 504 pick-up is designed to convey goods from typical villages “rural to urban areas” into towns and cities of the country. 
From farm or factory, contract site to markets 504 station wagon and 504 J5 is build to serve commuter purpose in our transportation company within towns ands later states. 504 ambulances is designed for special cases urgent case in the hospital convey doctor on call at night and morning coffee to various destination, while delivery van is meant for farmers and industrial uses/purposes. Among other versions are the best line, 504 new line, 504 dangel, 504 special and ordinary with their special/unique purposes.
 Furthermore, Peugeot have developed convenient pleasurable cars which encompasses 306 standard, 306 best line, 306 XR, 306 SR, 406, 406 prestige, 206/307. And kit cars boxer, the partner and the expert.
Generally, the company have done better if not the best to satisfy the criticism of Nigeria with climate condition suitable motor vehicles and delivery and factory/industrial like kindness and pleasurable cars which is of course a character of Nigeria (full of pleasurable and enjoyment – live of life affluence).
Therefore, is obvious that Peugeot product is designed just for Nigeria in all area from rural to urban farms through industries to market, for the average, rich and wealthy Nigerians and what have you.


5.2	CONCLUSION
The new product development of the company (MTN) ltd on sales volume has been received great appreciation and commendation quite well from her customers and even sincere competitor. The manufacturer or producer of quality product of this nature hardly achieve its objectives until more new products are developed at a favourable sales (profit) and make use of the 4ps-product, promotion, price and place (distribution) strategy effectively that is why Peugeot products although only assembled in Kaduna (Nigeria) but found all our major center/town in Nigeria in terms of sales and every nooks and corners in terms of distribution “right place” where customers can buy with minimum efforts. With this Peugeot products can compete and maintain the market share today as it can classified among the market leaders or challengers.
Concisely, the stages of new product development is very vital to be observed – idea generation, idea screening, idea evaluation, prototype development and test marketing or commercialize. Each of these stages helps the competitors challenges and customers needs/end users demand.
From the vital issues and information collected by the receiver, MTN ltd is marketing oriented company. It has succeeded in having a total Nigerian market share of 70% in the right automobile sector industry. You see that I am correct to call Peugeot products company as a market leader especially in Nigeria. The after sales services product by the company to aid the customers sell fast make her unique and peculiar from other competitor that is why its difficult for Peugeot product (motor vehicle) to be push out of the market today.
5.3 RECOMMENDATIONS
Based on the above findings, the researcher would like to put forward the following recommendations:
(1) There is the need for constant consultation and meeting between management and its agencies to find out area to improve upon.
(2) The new product development on MTN Nigeria Limited should strengthen its marketing activities by monitoring competitive activities on a regular basis in order to identify areas of their weaknesses.
(3) To be able to implement its sales promotion policies, top management of the company should ensure a steady flow of working capital.
(4) Organized seminars – Session, where group of customers meet with the company engineers to discuss problems and need and brainstorm potential solution.
(5) Survey your customer, find out what they like and dislike in your product and competitor’s product.
(6) Treat trade show as intelligence mission, where you view that it is new in your industry under one root.
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QUESTIONNAIRE 
1.  Who are the customers of the various products developed?
a. Individual (end users				[    ]
b. Private and public sectors (companies)	[    ]
c. Appointed distributors (dealers)		[    ]
d. Government parachutes 			[    ]
e. All of the above					[    ]

2. Do people know of the various brands of your products?
a. Yes 	[    ]
b. No	[    ]

3. In what way do you reach your numerous potential customers with the multiple products?
a. Telephone (GSM)		[    ]
b. Rail				[    ]
c. Effort of salesmen	[    ]
d. Advertising media	[    ]

4. What are the sales influence on your new developed product?
a. It assists the effort of the sales force			[   ]
b. It makes purchase easy and facilitates recognition 	[   ]
c. It is used to differentiate our product from the competitors in the automobile market						[   ]
d. Market segmentation becomes easy			[    ]
e. It serves as dependable guide to quality			[    ]
f. The company’s policy on new product development becomes effective								[    ]
g. All of the above							[    ]


DEALERS/END USERS SECTION
1. Where do you buy your MTN products?
a. Direct from MTN kaduna sales outlet			[    ]
b. Through the appointed dealers	[    ]

2. How often do you purchase any of these?
a. Twice a month based on bulk purchase orders. 	[     ]
b. Purchase based on customers demand		[    ] 

3. What advantage does MTN have over their competitors?
a. High durable core (quality) product				[    ]
b. Build to meet the present economy/weather of Nigeria 	[    ]
c. Easy accessibility to spare parts for maintenance 		[    ]
d. All of the above							[    ]
4. Do you stock MTN product only?
a. Yes	[    ]
b. No 	[    ]

5. What method of payment do you use to pay the bill?
a. Yes 	[    ]
b. No		[    ]

6. Do you sell to the users on higher purchase?
a. Yes 	[    ]
b. No		[    ]
7. Does the company partake in any of the promotional tools to promote the product with you?
a. Advertising (Tv, newspaper, magazine etc	[    ]
b. Personal selling						[    ]
c. Sales promotion						[    ]
d. Publicity and public relations 			[    ]

8. What do you see as SWOT analysis in dealing with MTN?
a. Quality product as strength						[    ]
b. High cost of purchase for average Nigeria as weakness	[    ]  
c. Good trade discount to bulk buying and after sales services opportunity 								[    ]
d. Dealer can’t buy Peugeot product else where without pan as threat.

