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ABSTRACT: 

Marketing plays an important role in new product development (NPD) through several 

mechanisms. New product development is the main factor of economic progress in building the 

economic competitive advantage.  The life cycle of products becomes very short and it trends to 

be shorter year by year. It means that innovation becomes the main driver force in the economy. 

In a changing market, staying competitive often requires the development of new products. As 

consumer tastes and needs change products must also change. Developing new products, 

however, is a risky and costly venture. Market research is an essential tool to help boost the 

chances for success. 
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INTRODUCTION: 

Market research is the process by which businesses find out about customers’ needs, wants and 

desires. It makes possible the successful development of new products. Successful new product 

development (NPD) is a critical cornerstone of firm success. The new product development 

(NPD) literature emphasizes the importance of introducing new products on the market for 

continuing business success. Their contributions to the growth of the companies, its influence on 

profit performance and its role as a key factor in business planning have been well documented. 

New products are responsible for employment, economic growth, technological progress, and 

high standards of living. Therefore, the study of NPD and the processes through which they 

emerge is important. Today’s world is characterized by major changes in market and economic 

conditions, coupled with rapid advances in technologies. Companies invest in marketing research 

on New Product Development (NPD) to ensure future success in the market. However, most 

marketing research on new products development are often more likely to fail than to succeed, 

addressing changing tastes with new products is essential in maintaining customer loyalty, so 

that good NPD becomes a key factor in competitiveness. New products development can succeed 

if company change the way they do marketing research. 

New product development is the one of the key factors for progress and competitive advantage in 

each country. Companies across the world are faced with  changes  to  both  the  production  

technology  and  service organization. A company or an enterprise may proceed to a new product 

development whether that company or enterprise is part of a rapidly changing market or not. (A 

mallikarjunvarkala@gmail.com


Vol 10, Issue 9, Sept / 2019  

ISSN NO: 0377-9254                                  

  

 

 

www.jespublication.com 
Page No:914 

  
 

 

rapidly changing market is one where a rapid change in technology leads to swift changes in the 

structure of the market, the consumer habits and their attitude). 

 

 

LITERATURE REVIEW: 

Christopher storey et al (2006) explores the impact of a number of aspects of the new product 

development project on the success of new financial services in the United Kingdom. It is found 

that synergy between the new product and the organization, and the quality of internal marketing 

are particularly associated with eventual success for the new product. Technological advantage, 

market research and responsiveness (i.e. speed of development) are also associated with success.  

Edwin J. Nijssen et al (1998) research investigates (1) the share of new product development 

(NPD) research services in market research (MR) companies’ turnover, (2) MR companies’ 

awareness and use of NPD tools and the modifications made to these NPD tools, and (3) MR 

company managers’ perceptions of the influence of client use of commissioned NPD research on 

client NPD performance. A moderate awareness and use of NPD tools exists, although major 

differences between tools exist. In over 75 percent of all cases MR companies have adjusted the 

NPD tools they use. Especially customization and standardization of the tools have taken place. 

Analyzing the relationship between the level of use of commissioned NPD research and client 

NPD performance, no significant main effect is found. However, a positive effect exists between 

the use of MR companies’ services and NPD performance for firms that specifically aim to solve 

NPD problems and/or increase their NPD success. 

Ian C Goulding (2011) States that the emergence of a formalized new product development can 

be attributed to the needs of companies in the capitalist system for maintaining a competitive 

advantage in their operating markets. Describes the process as one of innovation defined as: the 

technical, industrial and commercial steps that lead to the marketing of new manufactured 

products'. Belies the complexity of the function: to describe new product development as 

difficult is probably a mammoth understatement'. Intends to illuminate the theory and practice of 

this process. Concludes that a flexible approach and an open mind are the most important 

requirements for successful application.  

 

OBJECTIVES: 

1. Highlighting and emphasizing the importance of marketing research on new product 

development. 

2. To examine the effect / extent of marketing research contribution to new product 

development 

3. To identify the factors that influence marketing research on new product development 

4. To study the impact of the new product development 

5. To study the role of marketing research on new product development 
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Marketing Research: Marketing research is the function that links the consumer, customer, and 

public to the marketer through information-information used to identify and define marketing 

opportunities and problems; generate, refine, and evaluate marketing actions; monitor marketing 

performance; and improve understanding of marketing as a process. Marketing research specifies 

the information required to address these issues, designs the method for collecting information, 

manages and implements the data collection process, analyzes the results, and communicates the 

findings and their implications. 

 

 

New product development:  

The development of a new product by a company begins when the need to create a new product 

appears either due to the emergence of a new technology, or the appearance of a competitive 

product or a change in the existing legal framework and is completed with the final introduction 

of the product in the market. A company or an enterprise may proceed to a new product 

development whether that company or enterprise is part of a rapidly changing market or not. (A 

rapidly changing market is one where a rapid change in technology leads to swift changes in the 

structure of the market, the consumer habits and their attitude). Those new products may be 

based on other already existing ones and act as a complement or improvement to existing 

offerings, or may be totally new products based on new technology without the need of support 

from others (Standalone products). 

Using Market Research for Product Development examines the role of market research at all four 

stages (below) in the product life cycle: 

1. Pre-Birth – “Establishing Needs” Can help determine the need for a new product, provide 

insight into a market’s unmet need, and provide a temperature check for the current landscape. 

2. Youth – “Stimulating Product Take-Up” Can guide all elements of the marketing mix, to 

better understand your current position, where you want your product to be, and how to get to 

that point. 

3. Maturity – “Improving Product Performance” Can aid in determining optimal price points, 

market share and size, and interest towards the consumption of the product. 

4. Old Age – “Determining The Future” Can be used to revitalize a product through 

modifications and additions which help stimulate the life cycle. 

Marketing Research Process 

Business practitioners often identify problems that can only be solved satisfactorily through 

rigorous and systematic analysis. In such situations, marketing research is warranted. A simple 

view of marketing research is to find out what customers want, and to give them what they want. 

Marketing research is a major source of information bearing on marketing decision- making. The 

goal of marketing research is to provide the facts and direction that managers need to make their 

more important marketing decisions. Marketing research performs multiple roles, such as the 

identification of viable market opportunities, reduction of uncertainty, and better coordination of 

marketing activities. 
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Benefits and needs for Marketing Research 

When a decision problem relates to firm performance, the need for marketing research is 

essential. A decision problem is a situation in which a manager has to decide on which course of 

action to take that will help to accomplish a specific objective. In a more general context, a 

decision problem refers to an independent variable (e.g. marketing mix element, environmental 

condition or situational factor) that needs managerial attention. In many instances, a decision 

problem is a weakness or threat, or a strength or opportunity. A weakness may be an ineffective 

marketing mix (e.g. a mismatch of product, price, promotion and distribution). 

 

New product development process (NPD Process) 

The new product development process is a tool that can help companies and organizations to 

successfully develop new products or upgrade existing ones through a series of logical steps, 

starting new from the process of idea generation and ending at the launch of the product into a 

market. From a normative point of view, the new product development process is comprised of 

multiple, overlapping and iterative stages, whose final output (the new product) is dependent on 

both technical and marketing input. A helpful way of thinking about product development is to 

view the process as a funnel.  

There are a few types of new product development processes, which are used by many 

companies. Most types of new product development processes have some type of project review 

points. One of the most famous NPD processes is Stage-gate process (SGP). The stage-gate 

process is an operational roadmap for driving new product projects from idea to launch. It was 

recently conducted a study of new product development process across industries and found that 

nearly 60% of firms use a stage-gate process to guide their development activities. The stage-

gate process works by establishing and using separate stages of timely activities followed by 

decision points (gates) on deliverables. 

The following could also be some needs for product development. 

1. Shorter product lifecycles 

2. Increasing technological capabilities 

3. Increasingly competitive Markets 

4. Grow brand loyalty 

5. Production and Research and Development Strategies 

6. Diversify into growth areas 

7. Increase Market share 

8. Removal of problems with previous products  

The new product development process has at least six stages. In each stage, information about 

the market and consumers is needed to support critical decisions about the product. The list 

below outlines the stages of product development, information needed at each stage, and 

research techniques that may be helpful. 

 



Vol 10, Issue 9, Sept / 2019  

ISSN NO: 0377-9254                                  

  

 

 

www.jespublication.com 
Page No:917 

  
 

 

Opportunity identification: To start, you should seek holes in the market that might be 

opportunities. At this stage, the following information gathering techniques are useful: focus 

groups, consumer surveys, analysis of customer suggestions and complaints, brainstorming, 

industry research (size of market, consumption patterns), and analysis of competitors’ products. 

From the beginning, remember that your customers are an important source of information. 

Make them a part of your product development team by listening to their suggestions and 

complaints. 

 

Concept screening: Next, you will move from generating ideas to testing ideas. In concept 

screening, you describe the product idea to potential customers and ask, “would you buy this 

product?” If consumers do not like the idea of your product, the physical product will probably 

not do well either. Concept screening allows for the evaluation of winners and losers early in 

product development before substantial resources are committed to a product’s development. At 

this stage, focus groups and consumer surveys are useful research methods. Be sure to conduct 

research in the product’s target market so that the results accurately reflect the potential 

consumers. 

 

Marketing strategy development: Next, you will set a plan for your marketing mix (the four 

Ps): 

 Product: Define your product in terms of varieties, quality, design, features, brand, 

packaging, sizes, service, and warranties. 

 Price: Develop a pricing strategy. Consider how you will use list price, discounts, 

allowances, payment periods, and credit terms. 

 Place: How will your products get to your customers? Which channels will you use 

(retail, wholesale, foodservice)? Consider the best locations to reach your target market. 

Also consider transportation, inventory, and storage.  

 Promotion: How will you use the following: sales promotion (coupons, allowances, 

discounts), advertising, salespeople, public relations? 

 

Product development: At this stage, using the information you have collected and the decisions 

you have made about the 4 Ps, you will design and create the physical product, as well as its 

packaging, name, logo, and advertising. Research at this stage usually involves repeated cycles 

of product improvement and testing. Product testing includes both physical performance (e.g., 

shelf stability) and consumer reactions. Some research techniques useful at this stage are 

surveys, tasting panels, and in-home placement testing. 

 

Market testing: This stage is a last check on the product before it enters the market. At this 

point, product performance tests are complete. Market testing aims to evaluate advertising, 

awareness, and usage (AAU) of the product in test markets. The techniques used include 
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simulated store testing and controlled test marketing. Some marketing research firms offer AAU 

studies. 

Each new product should be subjected to a limited or extended market testing, so as to record the 

reactions of the market and thus perform the final changes or improvements on the product or 

even on the way it is developed prior to its full introduction in the specific market. The time 

those tests are conducted varies, for example it is possible to perform those tests before the 

product is introduced in the market, but even after its introduction. Here below there is an 

indicative way of conducting such tests: 

Testing – study prior to the introduction in 

the market 

Testing – study after the introduction in the 

market 

Market focusing – identification Reliability study 

Market behavior study Study on optimization needs 

Focusing on involved consumers Study on new advertising strategies 

Testing the product idea  

Testing the product name and packaging  

Product testing  

Study on the possibility to copy the product  

 

Product introduction: As you introduce the product to the market, you should test the 

distribution of the product. Is the product getting on the shelves? Is it getting a favorable 

presentation on the shelves? Again, evaluating advertising, awareness, and usage is important. 

 Tests and packaging: Prior to the introduction of the new product in the market, it 

should be tested in various temperature and humidity storage conditions, and according to 

the results of these tests, the packaging should be selected. No enterprise would like the 

product to be destroyed due to bad storage before it is even introduced in the market. 

 Market selection: This should take place during the initial stages of the development, 

since any product development would be pointless without an initial market orientation. 

 Distribution and delivery: Good organization of distribution and delivery of the product 

ensures the immediate placement of the product wherever the customer needs it. The 

distribution and delivery cost, which includes the storage, transportation and product 

return costs, should be calculated in the total cost of the product. 

 

Commercialization: If the test marketing is successful, then the company introduces the new 

product on a large scale, say all over the country. The company makes a large investment in the 

new product. It produces and distributes the new product on a huge scale. It advertises the new 

product on the mass media like TV, Radio, Newspapers and Magazines, etc. 

 

CONCLUSION: 

Marketing research is not only costly, but it also takes time. In selecting marketing research 

techniques, you must balance the needs of your schedule. If you want to enter a market quickly, 
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you may not have time to complete all of the marketing research studies mentioned above. 

Again, balancing your resources and your risks is key in your decisions about marketing 

research. With new products, success will not result solely from a good idea. Successful new 

product marketers learn how to delight customers by studying their needs and behaviors. 

Marketing research can provide you with that information, and it’s an investment well worth 

making to help you beat the odds and succeed in new product development. New product 

development should start with an insight based on consumer needs. Throughout the NPD 

process, market research is a valuable tool to check viability and minimize the risk of the product 

launches 
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