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Abstract: The study investigated the relationship between new product management and marketing 
performance of breweries in South-South and South-East of Nigeria. The survey research design was 
adopted. The population for this study comprised all the brewery firms in South-South and South-East of 
Nigeria, which amounted to seven (7). The managing directors and the managers as well as their 
assistants in the production, marketing, customer care, R & D, and logistics/distribution departments in 
the seven breweries were used as the sample for the study. The managing directors as well as the 
managers in these five (5) departments together with their assistants in the seven breweries, which 
amounted to seventy seven (77), constitute the sample size for the study. The sample size therefore was 
seventy seven (77). Data were obtained through the questionnaire and analysed using Spearman Rank 
Order Correlation Coefficient with the aid of SPSS (22.0). The findings in this study revealed that there is 
a positive and significant relationship between new product management and marketing performance. 
Based on the above, it was recommended that organizations should engage in new product management 
so as to improve on their marketing performance in turn. 
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INTRODUCTON 

Recently the change in buyer’s needs is on the uprise, this is as a result of change in buyer’s 
income, lifestyles, levels of education, as well as a change in technology. The change in buyer’s 
needs has brought intense competition in the marketplace. Organizations strive to meet these 
needs better than competitors so as to strive and remain competitive. This competition compels 
organizations to develop new products at a faster pace. This is mostly done in response to the 
changing needs of the marketplace (Didia 2004). What then is new product? Because new 
product ranges from a new concept of existing product idea, product adaptation or improvement, 
to a total innovation, Didia (2004) was of the opinion that there is usually a conceptual quagmire 
in defining new product. For this reason, it can be said that what makes a product new is more of 
the perception and conception of the market, the organization or both and how they see the 
product as being able to satisfy the needs and wants of the consumer (Ezirim, 2006). New 
products can be said to be goods and services that differ significantly in their characteristics or 
intended uses (OECD, 2005). On the other hand, Onah (2010) describe a product to be new if it 
is a new cost or price, new conveniences in use, new performance as against the old ones, new 
availability in a new market, easy credibility or benefit, new methods of use, unfamiliar patterns 
of use and new construction of composition. For the purpose of this study, new products will be 
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seen from the point of being new to the world, new product lines, and addition to existing 
product lines. 

The introduction of new products into the marketplace does not guarantee its perpetual success 
(Onuoha, 2000). This is so because new products are not failure proofs (Didia, 2004).  It is 
observed that most new products fail not too long after their introduction into the market; others 
last a little longer, while some last long before final death. The poor management of these new 
products could be the reason for their high failure rate. It is on this note that (Didia, 2004) opined 
that product management calls for due attention so that organizations will be able to respond and 
cope with consumer dynamics.  In other words, in remaining competitive, an organization needs 
to embrace new product management because of its importance. It was observed that most 
organizations pay attention to the introduction of new product as well as the existing ones and 
pay little or no attention to the proper management of these products (Didia, 2004). An 
organization must decide what to serve the market (the size, quality, etc.) when to serve, what 
quantity, the price. When this is not properly done, there may be co-operate failure. The sudden 
decline and subsequent abandonment of a product is seen to bring about a negative performance 
of an organization. Based on the forgoing, the researcher holds the conviction that new product 
management may play a role in the marketing performance of breweries in South-South and 
South-East of Nigeria.   

Several studies regarding new product, its development and management, in relation to the 
performance of organizations, have been carried out by various researchers. For example Amue 
and Adiele (2012) studied product development and consumer innovative behaviour. The study 
found out that there is a positive significant relationship between the variables. Nwokah et al 
(2009) equally studied product development and organizational performance. But a study on new 
product management in relation to marketing performance of breweries in South-South and 
South-East of Nigeria is yet to be found (if any), therefore to close this gap in literature this 
research investigated the relationship between new product management and marketing 
performance of breweries in the South-South and South-East of Nigeria.       

LITERATURE REVIEW 

Theoretical Foundation 

Product Life Cycle Theory 

When Hecksher-Ohlin’s model that was built based on David Ricardo’s theory of comparative 
advantage failed, Raymond Vevnon developed the PLC theory. This theory was developed 
around 1950’s. The aim of this theory was to explain the observed pattern in international trade. 
Products were divided into three (3) by him. They are New Product, Maturity Product and 
Standardized Product. 

The concept of the PLC theory is an abstract formation of a marketing phenomenon which seeks 
to recognize the distinct, and in some cases ephemeral stages a product passes in its sales history 
(Didia, 2004). There have been controversies concerning the stages as well as the pattern of the 
PLC but advocates of the PLC insist on a single pattern approach that starts from introduction to 
growth, then to maturity and decline. Some products go through this life stages faster than others, 
and yet some do not go through all the identified stages of a product life cycle. (Didia, 2004)    
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 At the introduction stage, the product has just been introduced into the market; it could be an 
entirely new innovation or a remodelled version of an already existing product. Here sales are 
slow, zero profit, and high advert cost. The prices of such products are usually high because of 
the need to recover the high cost involved in product launch. The Growth stage sees a rise in 
sales and profit here because people are now becoming aware of the product. Surviving this stage 
requires the use of strategies like lowering prices, improving product quality, addition of new 
product features etc., this will help in the sustenance of rapid market growth. At the Maturity 
stage, products have filled the channel requirement and competitors have a share of the market, 
that is why this stage is associated with market saturation and slow growth. This is the most 
challenging stage and it last longer than the introductory and growth stage. Most products can 
remain there for decades. Strategies that can be used to tackle the challenges among others are 
market modification, product modification and marketing mix modification. When it gets to the 
decline stage, the product is not responding to the strategies used in curing or reversing its ailing 
sales history. It continues to decline, it is not able to beat competition again, instead it loses sales 
and profit. The product here can either be improved or abandoned. 

The PLC model shows that new product success is not dependent on the initial market 
acceptance alone but management application of right strategies. These strategies can fall under 
planning for a wider market or logistics. Not too long after introduction, the product can be 
modified as well as the pricing system. According to Didia (2004), "Identifying the stages in the 
product life cycle enables management to become curiously apprehensive of the attendant and 
unique opportunities and problems associated with each stage and therefore is better placed to 
develop appropriate strategies that will result in exploiting and combating these opportunities 
and problems respectively for the overall benefit of the organization". Dougherty (1992) 
supported this when they said "astute marketing managers use the life cycle concept to make sure 
that the introduction, alteration and termination of a product are timed and executed properly. 

Concept of New Product Management 

An important role is being played by the product(s) in an organization, as well as the consuming 
public. It is the conception of a social object that firms use in relating with the target market it 
targets to serve. It is the product that gives character and fulfilment to the organization (Didia 
2004). According to Galanakis, Passy, & Yazdani (2006), the product is also the means by which 
the company achieves its objectives. When a company decides on what to produce, it has equally 
defined its market industry as well as competition. Didia (2000) Supported this point of view 
when he noted that the choice of what to produce will dictate the market to serve, the industry to 
belong, the competition to face, and the nature and extent of resources to employ as well as the 
technology to use. With this, it is clear that the product is of utmost importance. This is what 
prompted Galanakis, Passy, & Yazdani, (2006) to explain that the central role that the product 
plays in marketing management makes it such an important subject that mismanagement in this 
area is unlikely to be compensated by good management in other areas. According to Moon, 
Miller, & Kim (2010), new product management is a dynamic decision process wherein new 
products are constantly revised. This is necessary because of a change in uncertainties in the 
information concerning the business environment as well as customers, dynamic opportunities, 
multiple goals and strategic consideration. 

New product management deals with the planning, forecasting and production of new products at 
all stages of its life circle. As the environment of business is changing by the day, the need for 
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the proper management of new products is necessary. This is vital because most organisations 
don't put this in practice and it has brought about the extinct of products quicker than expected. 
This is supported by Pichgar,Dezhkam et al. (2013) when he said "discovery consists of seeing 
what everybody has seen and thinking what nobody has thought". The final products that are 
newly introduced into the market are like human beings, since they pass the stages of birth, 
growth, maturity and death. This means that a firm should be watchful of the stages their 
products exist since the introduction of a new product does not guarantee that it must live forever 
(Onuoha and Anyanwu, 1999). This makes it vital for the activities of the product to be 
continuously appraised to determine its day to day market performance and corrections made 
where necessary while new strategies are developed. Thus, this exposes the importance of a 
proper product management. In other words, it is not enough to just innovate; it should be 
followed by a proper management of it. 

Product management includes a wide range of management activities, ranging from the time that 
there is a new idea for a product to eventually providing on-going support to customers who have 
purchased the new product. How a product is managed depends very much on the nature of the 
organization and its products. The management of products can range from managing the 
processes it passes through before coming into existence as well as all through its life cycle after 
it has been introduced, using other elements as well as the four Ps. According to Meniam-Weber 
(1994) "management is the act or skill of controlling and making decisions about a business, 
department, sports team etc.". According to Onuoha (2000), "The activities of the product should 
be continuously appraised to determine its day to day market performance and corrections made 
where necessary while new strategies are developed". At the start, an idea of a product is born. 
This idea or ideas can either come from internal or external source. Management should be able 
to plan on the source to get a product idea. These sources cannot be assessed by sitting down; 
resources are to be employed so as to get the right source of an idea that can bring about an 
acceptable product. This makes it bare that good product ideas are birthed as a result of planning 
and directing the right resources. 

Concept of Marketing Performance  

Marketing performance is marketing's result or output compared against the set objectives.  
Morgan, et al (2002) explained that measuring performance has been a central issue in 
marketing, and remains a vital concern for a majority of organizations. The marketing science 
institutes research priorities for 2002-2004 also confirmed this when ‘Assessing Marketing 
Productivity and Marketing Metrics’ was voted as the highest topic for academic study. Recently 
managers as well as academics have both been drawn to the topic with an urgency and scope 
previously unpredicted. According to Reguia (2014), the reason the measurement of performance 
suddenly captured an attention is because, information relating to marketing has been 
increasingly demanded, after a decade of downsizing, major organizations were reaching the 
points of diminishing returns which have led to a refocusing on marketing as a driver of future 
profit and growth, thirdly, a measure of business performance such as the balance scorecard has 
made the inclusion of marketing measures attractive in the overall assessment of business 
performance. Finally, marketing managers have become frustrated with other performance 
measures with little or no value on what they do. 
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Business performance measurement is receiving active investigation from both practitioners and 
academics, the attention given to it has made new reports and articles on the topic to appear at a 
rate of one every five hours of every working day since 1994, with a search of the World Wide 
Web revealing over 170,000 references (Neely 1998). Beverland, Napoli, & Farrelly (2010) 
expressed that at one level, it may be as simple as its definition, although at another level the 
notion of a general level of performance is both intriguing yet continually disappointing. 
Performance is the aggregation of basic stages of action, from intention to result. It will be of no 
use engaging in marketing activities that cannot be measured; this is  because those activities will 
not yield efficient result. If you can't measure you can't control, if you can’t control you can't 
manage, if you can't manage you can't improve and be efficient. 
Analysing the performance of marketing strategies should make clear and give an understanding 
of how marketing decisions influence financial results and their consequences on the firm cash 
flow. This level requires a marketing strategy analysis models that are more complex than the 
simple input-output analyses. 

New Product Management and Marketing Performance 

Studies (Ottih 2001, Orga 2006, Baridam 2002, Imka 2001) has shown the association between 
new product management and marketing performance. Orga (2006) revealed that the 
management of new products will result in the organization producing outputs desired by 
consumers and this will in turn help organizations achieve or accomplish their objectives. The 
management of new product is necessary if companies want to offer products that are of value to 
the society. This clearly exposed the significant association between new product management 
and marketing performance, since it is only a product that has value to customers that will be 
purchased, re-purchased and be stocked to (loyalty) and this brings about an increase in a firm's 
profit. 

It was also found by kalu et al (2006) that there is a significant association between new product 
management and marketing performance. They revealed that "the objective of new product 
management is to select the most effective, efficient and profitable one. Daneels (2002) also 
pointed out that new product management bring about the avoidance of sales fluctuation that 
result from seasonal or cyclical factors as well as the economic use of available resources. The 
marketing performance of an organization will be negatively affected if resources are not used 
properly, and also fluctuations in sales. He went further to say a good management of new 
product both before its development and launch, as well as after launch helps an organization to 
remain competitive. Onuoha and Anyanwn (1999) opined that a well-managed product has the 
likelihood of helping an organization in achieving its goals. It impacts on marketing performance 
through helping to meet customers' needs and achieve organizational objectives (Orga 2006), 
customer satisfaction (Banjoko 1994), customer loyalty (David & Rainey 2006) and profitability 
(Kalu 2006). 

METHODOLOGY 

This study adopted a survey research design. The population of the study comprised the seven 
(7) brewery firms in the South - South and South – East of Nigeria as reported by Nigerian stock 
exchange, 2017. The seven (7) breweries in the South-South and South East Nigeria were 
considered since they are below thirty (30). The managing directors in these companies and the 
managers as well as their assistants in the production, marketing, customer care, R & D, and 
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logistics/distribution departments of each company were chosen as the target population because 
they were in the right position to supply the relevant data for the study. The managing director of 
each company and two managers each from production, marketing, customer care, R & D, and 
logistics/distribution of the seven companies were selected as the sample size for the study. The 
total number of respondents in each company therefore amounted to eleven (11). Since there are 
seven companies, the total numbers of the respondents amounted to seventy seven (77). 
Therefore, the sample size for the study was seventy seven (77). 

This study adopted the questionnaire as its basic research instrument. This helped in translating 
the research objectives in specific questions, which respondents easily answered. Valid 
information, were thus given. The questionnaire was divided into two (2) sections. The first 
section was used to get demographic data while the other section was used to get responses that 
are related to the research questions. Copies of questionnaires were distributed by the researcher 
to individuals within the firms and collected on the spot, so as to reduce loss. Data will be 
collected from individuals within the firm. 

The nature of relationship that exists between new product management and marketing 
performance was x-rayed. To understand this, descriptive statistics such as frequency percentage, 
mean and standard deviation were used to analyse the data and Spearman Rank Order correlation 
coefficient with the aid of SPSS version 22.0 was used to test the hypotheses of the study. In 
order to test how valid the questionnaire was as regards measuring what it is supposed to 
measure, it was subjected to content validity. It was also subjected to professional scrutiny. A 
test-re-test method was adopted to know if there is consistency of the instruments. The reliability 
of the items measured using the Cronbach Alpha tool had high values (≥ 0.7). This showed the 
consistency in the response gotten from respondents. The reliability of the instrument used was 
also revealed.  

 
Questionnaire Response 
Questionnaire Number            Percentage (%) 
Distributed 
Not Retrieval 
Retrieval 

77 
5 
72 

                            100 
                             6.5 
                             93.5 

  Source: Field Survey (2017) 
From the sixty (60) questionnaires distributed, fifty four (54) representing 90% were returned, 
valid and used for the analysis, while six (6) representing 10% were not returned. 
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Relationship between New product Management and Marketing Performance   

Table 4.12; Correlation Analysis showing the relationship between new product management 
and marketing performance. 

Correlations 

Type                     Variables 1            Statistics             New Product Management     Marketing Performance                                                                         

Spearman’s rho    New product          Correlation            1.000                                       .631** 
                              Management         Coefficient 
                                                             Sig. (2-tailed)                                                       . 000 
                                                              N                           72                                              72   
                          Marketing              Correlation                . 631**                                 1.000 
                          Performance           Coefficient 
                                                          Sig. (2-tailed)           .000                                        
                                                           N                              72                                             72   

 **. Correlation is significant at the 0.01 level (2-tailed)  
Source: SPSS V. 22.0 printout (based on field 2017).  
Table 4.12 shows that Spearman’s correlation coefficient (r) = 0.613**, this value is high, 
implying that a strong relationship exist between new product management and marketing 
performance. The positive sign of the correlation coefficient means a positive relationship 
exist between them. That is to say that improvement in new product management equally 
improves in marketing performance. 
 
Test of Hypotheses 
Decision Rule 
If the Significant/Probability Value (PV)<0.05(Level of Significance)= Reject the null and 
Conclude Significance Relationship. 
If the Significance Probability value (PV)>0.05(Level of Significance)=Accept the null and 
Conclude Insignificance Relationship:    
 
Discussion of Findings 

 
The study exposed the positives attached to a proper management of new products. It shows 
 that the introduction of new products into the marketplace alone does not guarantee its 
 perpetual success. According to Didia (2004), “new products are not failure proofs”. The  
study revealed that for a company to step up in its marketing performance, new product 
 management must be thoroughly embraced, since the high failure rate of products are  
connected to poor management styles. Also, studies on product development, planning, and  
policy etc (Didia, 2004; Nwokah, Ugoji, and Ofoegbu, 2009) which are subsets of product 
 management also revealed how vital product management if a company must stand out. 
 According to Onuoha and Anyanwu (2000), the activities of a product should be 
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 continuously appraised to determine its day to day market performance and corrections 
 made where necessary while new strategies are developed. This makes it clear that bringing 
 up a new product idea, developing and launching them alone is not enough. A proper 
 management of all its areas is necessary, if it must bring about a positive marketing 

performance. 
 
Conclusion and Recommendation 
 
Based on the findings in this study, it is concluded that new product management is 
necessary for the success and promotion of organizations’ performance, including the 
marketing performance of breweries in South-South and South-East of Nigeria. 
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