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CHATER ONE
INTRODUCTION
1.1. Background of the Study

New product development is the development of pabi products, product

improvements, product modifications, and new brahdsugh the firm’s own research
and development efforts (Kotler, 2006: 274). Momowas Groucutt, (2004:262) product
can have very short or extremely long life spar®. fRany companies, new product
development is an ongoing operation. It is not jyut@ replace products that are in the
declining phase of their life cycle, but to develm@ducts that support the company’s
long term strategic objectives. Those objectivasroinclude maintaining a technical-

specific competitive advantage over rivals.

According to White, (1998: 152) new product devet@mt can also mean repositioning
an existing product through repackaging a produgiepresenting it in a new way, or
inventing something that is never been marketedrbeind you have a new to the world

product.

New product design is crucial to the survival ofsinéirms. While a new firm may
experience little product change, most firms musitioually revise their products. In
fast changing industries, new product introductisna way of life, and highly
sophisticated approaches have been developedrtmilce new products (Schroeder,
1989: 85)

Addis foot-wear PLC produces plastic shoes for nvemmen, and children only for
local consumption. It was established in the y&at9lwhich is thirty years a go with a
capital of 15 million birr. At first, the employeesere about 15 with one trained
machine operator. The first shoes made have beemed&onjit for women and
Tenkaraw for men. For the first five years with anachine imported from Italy, the
above two types of shoes were being produced ar@ thvas a great demand for the
shoes. For this reason the company was open 24 hmeluding Sundays. Then after,
the company imported two additional machines toaexiits products and it introduced

the following types of plastic shoes:



- Fashion - for men
- Wubit - for women
- Adadis - for men
The company grew fast because there was no muclpeatidion in the market.

Nowadays, the company produces 32 different typesastic shoes.

New product development is a company'’s lifeblodkowth and profit suffer with out
aggressive product development introducing newyxtsdand services in to the market.
All companies need to find out what their customernt and enhance the role of
research and development personnel to find out dénia the market. The key to
successful market research for new product devetdoprromes from an understanding

of what customers’ value and not simply from askimgm to submit their own solution.

Currently it is seen that the new product develapms becoming one of the core
aspects that firms give attention to get competiidvantage with in the industry. Addis
foot-wear PLC is one of the largest firms which gbie the development of new
products to create a good and favorable image erctistomer mind, to maximize the
market share, and to acquire a better position witthe industry. When a company
gives a great emphasis for achieving the curremkebdy producing new products, it is
better to follow the steps of new product developipeocesses, build effective research
and developments, and use new technologies to rttaatustomer’s expectations about
the expected product. All of these can result ixim&ing the sales volume and

eliminating the competitors from entering in to tharket.

In this study the new product development stratefgthe company and their effect in
the overall market share with in the industry isessed in order to give suggestions to

the company to make the necessary adjustment kaedhea right actions.

1.2. Statement of the Problem

A new product is any product which is perceivedtlny customer as being new. This
could involve repositioning of existing productsadfering the existing products at low

prices, or making improvements in the existing picid, or adding new product items to



the existing product line, or for that matter, takup a product line which is totally new

to the organization or to the world (Sexena, 2(2H8).

A business firm introduces new products or serviceso the market for two main
reasons. Firstly, competition forces the busingas to come up with new ideas so as to
maintain its market share or improve it. Secondly,existing product or service ages

and requires timely innovations (Stevenson, 1999).1

According to Groucutt and others, (2004:262) thgetgpment of new products are
often essential if a company is to survive, lenalgrow and prosper in the longer term.
Many products become obsolete, affected by teclgeab developments, competition
and changing buying behavior. Declining marketedcfisales revenues and hence the
profit performance of the business. Therefore cangsamust be proactive in new

product development.

In spite of all efforts extended on new productelepment activities, Addis Foot-Wear
PLC has been facing many problems. According tgteéminary observation made by
the student researcher and interviews conductddthé company marketing personnel,
the main problem of the company is failure to capevith the changing customer needs
and wants with regard to the company’s new prodigesides, competitors are entering
the market with advanced technology and betterymrsdthat meet customer needs and
wants. As a result the company market share isrilegl In addition, the company does
not conduct market research regarding customersrezad| wants before developing new

product.

Therefore, this study tried to assess the praaicéddis Foot- Wear PLC when

developing new products and the effect of failwecdpe up with customer needs and
wants and failure to conduct market research osdhes volume of the company and its
success to satisfy target customers of the comp@imge product provides the basic/
generic needs and wants of the customer, it isntalsea major variable to the market

share of the company.
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1.3. Research Questions

1. Does the company flow the appropriate stageewéloping new products?

2. What are the constraints faced by the compamglation to effective new product
development?

3. How does the company’s new product developmeatdtices affect the market share?

4. Does the company carryout market research forpreduct development?

1.4. Objective of the Study
General Objective
The main objective of this study was to assessiéve product development practice of

Addis Foot-Wear PLC. Moreover, the study has thiedong specific objectives.

Specific Objectives
» To investigate the practices of the company oniflgvappropriate stages of new
product development.
» To understand the constraints with effective neadpct development.
» To investigate weather the company’s new prodagetbpment practices affect
the market share or not.
» To assess the company's market research in relatmnnew product

development.

1.5. Significance of the Study

» This study creates awareness to Addis Foot-Wear Bh@ut its problems of
developing new products and, thus will help the pany to enhance its capacity
towards new product development.

> It creates a very good opportunity to the studesearcher to learn the practical
research process and techniques.

» It can serve as an input for other researcherswadd like to make an in depth

survey in this area.
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1.6. Delimitation of the Study

This study is delimited to assessing new produeeld@ment practice of Addis foot-
wear PLC. Besides, even if the company’s produstditierent users across the country,
this study focused only on those customers locatedddis Ababa. The reason is that,
the time cost of addressing all Ethiopian peopleldde difficult. Moreover, this study
will analyze the new product development procesthefcompany recorded data for the
last five years (2004-2009). This is because thmpamy had developed new product
during these years but the newly developed prodemitd not be sold as expected and
did not get adequate market response.

1.7. Definition of Terms

New product development is the development of original produgtsoduct
improvements, product modifications, and new bratiisugh the firms own research
and development efforts

Research and developmentefers to organized efforts that are directed towar
increasing scientific knowledge and product innmrat

Positioning is the act of designing the company’s offering ameége to occupy a
distinctive place in the mind of the target custome

Repositioning is the modification of consumer perception of aduat or service

relative to competitive product or service.

1.8. Research Design and Methodology
1.8.1 Research Method
Descriptive type of research method was used, sihrc@urpose of this study is to assess

and describe the new product development practiteeacompany under consideration.

1.8.2. Population and Sampling Technique

The population of this study comprised the compsnyarketing manager, marketing
employees, and customers found in Addis Ababa @ilyce, the company doesn’t have
a list of customer, the population sample frameuddlic respondents can not be defined,

non probability sampling is chosen. Among the neabpbility sampling techniques,

12



convenience sampling technique was used becausmmaigeneity of respondents. Thus,
the student researcher depends in setting of 28@1@ng to the recommendation set by
Malhotra 2007: 339) respondent customer as reptasansample in order to gather the
relevant information. In addition, focus group dission was conducted with the five
(all) marketing employees of the company.

1.8.3. Types of Data Collected

In order to retain relevant and appropriate infdrareand to make the research complete
both primary and secondary data were used. Prihaty was collected from interview
and questionnaires and secondary data were céiteotthe company document, journal

and various books.

1.8.4. Method of data Collection

The primary data was collected by conducting inesmwwith the marketing manager and
focus group discussion with the employees of thepany working in the marketing
department. Besides, structured questionnairestim dpen and close ended format was

used as a primary data source to collect informdtiom the company’s customers.

1.8.5. Data Analysis Method

Qualitative and Quantitative data analysis techesgwere used in this research study.
Qualitative data analysis technique was used tbwli¢la the interview response as well

as the responses to open ended questions. Quaatidata analysis technique was used
to summarize the findings that gathered throughsedeended questions by using
percentage and tabulation.

1.9. Limitation of the Study

During this presentation of this research studeg, student researcher was faced with
various limitations; among the major limitation serrustomers were reluctant to fill the
guestionnaire information. However, the studentaesher exerted all possible efforts to

maintain the intended research result.

1.10. Organization of the Study

This study was organized in to four chapters. Titet thapter was concerned with the
background of the study associated with backgraeithe company, statement of the

problem, objective of the study, significance oé tbtudy, delimitation of the study,

13



research design and methodology, and definitioteiwhs and organization of the study.
The second chapter of the research paper dealtthathreview of literature. The third
chapter comprised data presentation, analysisyesaimmendation, and the last chapter
consisted summary, conclusion, and recommendatmas finally questionnaires and

interview checklists are attached to the study.

CHAPTER TWO
14



REVIEW OF RELATED LITERATURE

2.1. Overview of a Product
According to Jobber, (2001:229) a product is amyg which is capable of

satisfying customer needs. In every day speech fian alistinguish between
products and services, with products being tang(elg. a car) and services
mainly intangible (e.g. a medical examination). Arey author mentioned that a
product is a bundle of satisfaction that a customsss. It represents a solution to
customers’ problems. It is in this context that tharketing definition of a product

is more than just what manufacturer understanishe (Sexena, 2004:193).

As Doyle, asserted (2002:32) a product is defiredrgything that a firm offers to
satisfy the needs and wants of customers. Thisbeaa physical object such as
soft drink, car, or computer, but it can also beimtangible service such as a
haircut, consultancy advice, or holiday. The mainpis that people never buy

products for their own sake, but always for negabwaants these product satisfy.

In favor of this Etzel and others, (2004:208) clainat in a narrow sense, a
product is a set of basic attributes assemblea iWentifiable form. Each product
is identified by a commonly understood descript{ee generic) name, such as
still, insurance, tennis rackets, or entertainnfeatures such as brand name and
post sale service that appeal to consumer emotiada value play no part in this
narrow interpretation. As they said in marketing meed a broader definition of
product to indicate that customers are not reallyiriy the set of attributes, but
rather benefits that satisfy their needs. To dgvelosufficient broad definition
let's start with product as an umbrella term cawgrigoods, services, places,
persons, and ideas. Thus a product that providesfite can be something other

than tangible goods.

According to Kumar, (2006:174) Product is the mimsportant element in the

marketing mix. Product provides the functional regments sought by

15



consumers. Customers primarily get interested ialing with the company

because they feel that its products are capalderefng their needs.

As Anderson and Vincze stated, (2000:219) the nwduct refers not only to the
physical commodity but also to anything offered diy organization to provide
customer satisfaction. A product can be a singlenmodity, a group of
commodity, a product-service combination, or evemombination of several
goods and services. Or a product can be an ideagcar any other intangible
factor that satisfies customers of non profit or foofit organizations. Another
author mentioned that almost everything that weeaiross in our daily life is a
product. A product is not a mere object; it is aanere assemblage of matter. It
means something than a physical commodity. Prodgais an identity or a
personality of their own in the hand of the mankgtiman (Ramaswamy,
2004:227).

According to Kumar, (2003:110) a new product offgrincludes new models,
new features added, changes in the existing prdohestcreating new brand that
is developed by the research and development tdatheocompany. Further
more, ideas for new product come from customerql@res, and observation of
competitors’ products. New ideas are first examit@dletermine whether the
product can made with existing equipments. If scsample run is made to
determine the cost and time requirements. If tielte are satisfactory, marketing
testes are conducted to see if there is add falyotq Stevenson, 1999:60).

In designing and selling physical objects or inthlegyservices, successful firms
concentrate not on the product, but on enhancieg difer’s ability to satisfy the
needs and wants of customers. The key questiomtisvhat products business
makes; rather which wants it seeks to meet. Thenagexrs ask how they can
redesign their products, augment them with otheysighl objects or service
benefits, and communicate their offer more effedyivso that they can better meet

the needs of target customers (Doyle, 2002:32).
16



Marketing and customer-centricity companies shadd forget that a customer
wants from the company is a product that servesnbeds. Everything else is
superfluous. A company’s best people and systenmildhbe devoted to
developing, producing, and making products avadlatd customers (Kumar,
2006:174).

Moreover, product is the heart of any successfutketang strategy. It is an
important element that provides competitive adwgatdo the firm. As the
environment becomes more complex and technologyassly accessible to all
firms, products become undifferentiated. All firmBer the same level of quality
features; warranties etc, and are identical ineetspf the core product. It is in this
sense that the formal or expected product is idahéimong competing firms. The
range of products a firm markets is called its patdnix. The marketer has to
take strategic decisions that affect breadth amuthdef his product mix. The
firm’'s marketing department should also be ableuse the product life cycle

concept to effectively plan its strategy (Sexeri®422?2).

2.2. Importance of Product

2.2.1. Importance of Sound Product

If the product is sound and easily acceptable ¢ontlarket, if it satisfies reseller’s
needs and consumer preferences and is carefuéid fio the needs and desires of
the customers, sales success is assured. In esseaceght product is a great
stimulus to sales. A right product is bound to aonsiderably the problem of
pricing, promotion, and distribution. It need natvk aggressive advertising and
high pressure salesmanship. It may not demand cegireary sales promotion
gimmicks (Sherlaker, 2004:210).

2.3. Classification of a Product

17



As Stanton, (2002:215) stated, to design effectinmrketing program,
organizations need to know what kind of producesythre offering to potential
customers. Thus it's helpful to separate producttoi homogeneous categories.
First, we will divide all products in to two categes-consumer products and

industrial products.

2.3.1. Consumer Products

Consumer products are products and services bdoghinal consumers for

personal consumption. Marketers usually classifgs¢h products and services
further based on how consumers go about buying .th@amsumer products

include convenience products, shopping productsgciafty products, and

unsought products. These products differ in thesa@nsumers buy them (Kotler
and Armstrong, 2006:234).

» Convenience products: -According to Etzel and others (2001:216) a
convenience good is termed as a tangible prodattttie consumer feels
comfortable purchasing with out gathering additlanormation and buys

with a minimum of effort.

» Shopping products: - These products are less frequently purchased
consumer product and services that customers cemparefully on
suitability, quality, price, and style. When buyisgopping products and
services, consumer spend much time and effort thegimg information
and making comparisons. However, shopping produtdsker usually
distribute their products through fewer outlets Ipubvide deeper sales

support to help customers in the comparison ef{¢tttler, 2006:236).

» Specialty product: - As per Pillai, (2005:10) certain products posses
special attraction to the customers. As such theswmer may wait or
suffer in convenience to get the desired goodssé&lygpe goods are of high

value and manufactured by reputed firms.

18



» Unsought products: -In favor of shalini, (2003:242) Unsought products
are products that the consumer either does not latmout or knows but
does not normally think of buying. However, mostjonannovations are

unsought until the consumer become aware of theougfn advertising.

2.4. Product Level

Products and services have three levels. Each dels more customer value. The
most basic level is the core benefit, which addresle question what is the buyer
really buying? When designing products, marketetsstnfirst define the core,
problem solving benefits or services that consunsexesk. At the second level,
product planners must turn the core benefit innt@etual product. They need to
develop product and services features, designabtyjlevel, a brand name, and
packaging. Finally, product planners must buildaagmented product around the
core benefit and actual product by offering addaioconsumer services and
benefits. Consumers see products as complex buofllesnefits that satisfy their
needs. When developing products, marketers first maentify the core consumer
needs the product will satisfy. They must thengleshe actual product and final
ways to augment it in order to create the bundlbesfefits that will provide the

most satisfying customer experience.

2.5. Product Attributes
In favor of Shalinl and Mong, (2003:239) Developiag product or service
involves defining the benefit that it will offer h€se benefits are communicated

and delivered by product attributes such as qudéstures, and design:

» Product Quality: - According to Walker, (1991:226) the quality of a
product is extremely significant, but it is probatihe most difficult of all
the image building features to decline. Users fealy disagree on what
constitutes quality in a product. One guideline nranaging product

quality is that the quality level should be combplatiwith the intended use

19



of a product; the level need not be any higher. theo key to the
successful management of quality is to maintainsisdency of product

output at the desired quality level.

» Product Features: - As per Pride, (2005:225) Product features are
specific design characteristics that allow a prodioc perform certain
tasks. By adding or subtracting features, a compamy differentiate its
products from those of the competition. Productuess can also be used

to differentiate products within the same company.

» Product Design:- By the same author, (2005:285) Product desifgrge
to how a product is conceived, planned and produbedign is a very
complex topic because it involves the total sumabifthe product’'s
physical characteristics. Good design is one of lblest competitive

advantage any brand can posses.

2.6. New Product

A product can be new in many ways. It may not haeen on the market for very
long. So in terms of time it could be regarded asew concept. Or, it may be
something that the company has not done beforthele terms it could be seen as
new to the company even though it may not be newh¢éomarket. It may be
considered as new because it is different in soangilble way from existing
products on the market. Finally, it could be coastd as new to the customer,

even if it has been around for a while (Perre@g0:160).

2.7. New Product Development

As per Shajahan, (2001:4) New product developmensists of the creation of
new ideas, their evaluation in terms of sales pg@tkand profitability, production
facilities, resources available, designing and potidn testing and marketing of
the product. The main task of the product planiets identify specific customer

needs and expectations and align company’s catebivith the changing market

20



demands. In each of these stages the managemendecide whether to move on

to the next stage to abandon the product, or tk aéditional information.

2.8. Significance of New Product Development

What ever may be nature of operation of a compamgduct planning, and

development is necessary for its survival and dgnowt the long run. Every

product has a life cycle and it becomes obsoleter dfie completion of its life

cycle. Therefore, it is essential to develop newdpcts and alter or improve the

existing ones to meet the requirement of custorf&rajahan, 2001:5).

2.9. New Product Strategy
According to Stanton, (2004:220) To achieve streafes and healthy profits,

every producer of business goods or consumer gshdsld have an exploit
strategy with respect to developing and evaluatie products. This strategy
should guide every step in the process of develpginnew product. A new
product strategy is a statement identifying the ralnew product is expected to
play in achieving corporate and marketing goals:. &mmple, a new product
might be designed to protect market share, meg@eaifec return on investment
goal, or establish a position in a new market. @ew product’s role might be to
maintain the company’s reputation for innovationsocial responsibility. Anew
products intended role also will influence the tyggoroduct to be developed. A
new product strategy can also help a firm avoidablem of having numerous
products under development but few actually becgmaady for the market. The
priority in the strategy can be used to determihelvperspective products should
receive special attention, which should go on tthe ‘back burner,” and which

should be scrapped.

Social responsibility: - A new products intended role also will influente type
of product to be developed. A new product strategy also help a firm avoid a
problem of having numerous products under developnmit few actually
becoming ready for the market. The priority in teiategy can be used to
21



determine which perspective products should recapecial attention, which

should go on the “the back burner,” and which stidnd scrapped.

2.10. New Product DevelopmenProcess

2.10.1. Generation of New Product Idea

As per Sexena, (2004:229) the process of new ptathwelopment starts with the
search for product ideas. To be successful, mortant that this search should be
casual. The top management should spell out caponession and objectives for
new products. Also, it should spell out the roleefv product development in the
firm’s growth strategy. However, there are diffdarenurces of new product ideas
including; changing customer need and trends irswaer market, competitors,
research and development scientists, laboratoftesjgn markets and media,
employees, trade channel, and top management. dseimportant and relevant
of all the sources are developments in the markpgcially, changes in
geographic, demographic, and psychographic of tlaeket. The development
affect customer needs and wants. The stage of g@mgernew ideas is
characterized by creativity. Hence, to generate ndeas, group creativity
techniques like brain storming, synectics, need)blgm identification, and

attribute listing could be used.

2.10.2. Screening the Ideas

According to Kotler, (2004:280) the process ideaegation is to create a large
number of ideas. The purpose of succeeding isdaces that number. The first
idea reducing stage is idea screening, which hgbps$ good ideas and drop poor
ones as soon as possible. Product developmentresisigreatly in later stage, so,
the company wants to go ahead only with the prodiezs that will turn in to

profitable products.

2.10.3. Concept Development

22



As per Doyle, (2002:208) an idea that gets throtighinitial screening process
must be developed as a consumer proposition arteédtesgainst potential
customers. Customers do not buy products; theysoltions to their problems.
Consequently, it is important to distinguish betwes product idea and its
positioning concept. The product idea is the newspal good or functional
service that is being considered by the compang. gdsitioning concept refers to
the choice of target market segment and benefpgsition. This distinction is

crucial because most new products can have verelift positioning strategies.

2.10.4. Concept testing
According to Kotler, (2004:280) concept testinglcdbr testing new product
concepts with groups of target consumers to findifothe concepts have strong

consumer appeal.

2.10.5. Business Analysis

In favor of Stanton and others, (2004:222) a sumg\videa is expanded in to a
concrete business proposal. During the stage ofdéss analysis, management (a)
identifies product features; (b) estimates markathand, competition, and the
product’s profitability; (c) establishes a programdevelop the product; and (d)
assigns responsibility for further study of thedurot’s feasibility.

2.10.6. Prototype Development

If the product concept passes the business tesmoies to research and
development and/or engineering to be developed iphtysical products. Up to
now it has exists only as a word description, avdrg, or a very crude mock-up.
This step calls for a large jump in investment, chhdwarfs the idea evaluation
costs incurred in the earlier stage. This stageamgwer whether the product idea
can be translated in to a technically and commigydieasible product. If not, the
company’s accumulated investment will be lost ekdéepany useful information

gained in the process (Shajahan, 2001:42).
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2.10.7. Market Testing

According to Kumar, (2001:175) after the products Haeen developed the

marketer (or the product planner) will have to knthe reactions of dealer and
customers in handling, using and rebuying the prbdad the size of the market.
Market testing varies as to whether the produatagensumer good or an industrial
good. For a consumer good the objective of the atadsting is to estimate trial,

first repeat, adoption and purchase frequency andoe conducted through sales
wave research, simulated store technique, controlest marketing, or test

markets. Industrial goods market testing can beedbrough “product- use test”,

trade shows, etc.

2.10.8. Commercialization

In this stage, full-scale production and markefimmggrams are planned and then
implemented. Up to this point in development, mamagnt has virtually complete
control over the product. However, once the prodsitborn” and made available
for purchase, the external competitive environnedomes a major determinant
of its destiny (Etzel, 2001:228).

2.11. New Product Adoption and Diffusion

As Etzel and others, (2004:225) stated that theptap process is the set of
successive decisions an individual person or orgdion makes before accepting
an innovation. And diffusion of a new product isetlprocess by which an
innovation spreads throughout a social system twe. By understanding this
process, an organization can gain in sight in @ hgroduct is or is not accepted

by perspective customers.

2.11.1. Product Adoption Process
There are six stages in the adoption process:
» Awareness: -In this stage, the person is only aware the exjsgiroduct
and is insufficiently motivated to seek informatiabout it (Shajahan,
2001:146).
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> Interest: - As Etzel (2004:225) prospect in interested enotmlseek

information.

» Evaluation: - According to Doyle, (2002:213) customer’s consider
whether the product will meet their particular neeéersonal sources
friends, colleagues; opinion leaders become importafluences at this
stage.

» Trial: - In favor of Walker, (2003:114) here the indivadwactually uses
the product, if possible, on a limited basis to imige risk. Trial is not
tantamount to adoption; only if the use experieiscgatisfactory will the

product stand a chance of being adopted.

» Adoption: - Here prospect decides whether to use the innovatioa full-
scale basis (Stanton, 2004:225).

» Confirmation: - After adopting the innovation, prospect becomaser
who immediately seeks assurances that decisiorutchpse the product
was correct (Etzel, 2004:225).

2.11.2. Adopter Categories
As the top of Doyle, (2001:213) the adoption precekescribes the way an
individual customer learners about an innovatidme diffusions process describes
how an innovation spreads through a market. Knogéeaf this process can assist
management in identifying target customers. Theomppint is that a market
develops not uniformly, but by drawing distinctimew segments in to it. It is
commonly identify five segments distinguished bg thme they take to adopt the
product:
» Innovators: - As Doyle, (2001:213) stated these are the firsaidopt the
new product. Technically, innovators are definedhasfirst 2.5 percent of
customers. Innovators are ventures some they dliagvio take risks in

trying new ideas. They are important first as thidal target segment for
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an innovative product. Second, they personallyerice latter adopters. A
new product that falls to win the esteem of theswvators will find it

difficult subsequently to penetrate the mass market

Early Adapters:-According to Pandit, (2004:226) Comprising about 13
percent of the market, early adapters purchase va peduct after
innovators but sooner than other customers. Unhkevators, who have
broad investments out side a local community? Eadgpters are greatly
respected in their social system; infact, otherppe@re interested in and
influenced by their opinions. Thus, the early adoptategory includes
more opinion leaders than any other adopter gr&gles people are
probably used more as information sources by embpters than by any

other category.

Early Majority: - the early majority, representing about 34 peradrihe
market, includes more deliberate consumers whopa@einnovation just
before the “average” adopter in a social and ecanomeasures.
Consumers in the early majority group rely quitebia on advertises,

salespeople, and contact with early adopters (@ta@004:226).

Late Majority: - the late majority as Walker, (2003:115) represardther

34 percent. Frequently, these individuals adopgwa product because they
are forced to do so for either economic or so@akons. They participate
in community activities less than the previous grand only rarely assume

a leadership role.

Laggards: - As per Sexena, (2004:241) they constitute 16 péroethe
total market and display high resistance to chaipey are avers to risk
taking and until it is 100 percent safe to use pheduct, they generally
don’t buy it. They are loyal to existing brands gmdducts.
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2.12. Reasons for New Product failure

As per author Doyle, (2001:197) there have beenemaus studies of the success
rates of new products. All of them suggest thattmesv products fail to achieve a
reasonable return for business. The failure rateparticularly high for consumer
products. Typical studies suggest failure ratearotind 80 percent for consumer
products, 30 percent for industrial products, adgercent for new services. Most
researchers believe that failure rates are likelydntinue to increase. Factors
causing this include: shortening product life cyelsing costs pf developing new
products, increasing environmental and consumaeslé&pn, global competition,
more new products, increasingly segmented markatsdeclining profitability of

brand followers.

Furthermore, this high and raising failure rate Hhsee implications for
management. First, new product development needbetaarefully planned.
Second, since many, or most, new product ideashaillveeded out before the
commercialization stage, management need to stiemaldarge pool of potential
new products from which a few winners may emergealfy, as risk taking, and
consequently the acceptance of new product failusethe fundamental to the
innovation process, management must look for wayghkiae the cost of these

failures means of limiting these down side risks.
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CHAPTER THREE
DATA PRESENTATION ANALYSIS AND INTERPRETATION

This chapter is deals with the analysis and inetgtion of the study based on the data
gathered from the respondents of Addis Foot-Wedt Bustomers, marketing manager
and marketing employees. Since the study concestat the Addis Ababa market, out
of unknown number of customers considered as tgrgetlation, 200 of the customers
were selected as sample respondents using coneernsampling technique while from
the company'’s five marketing employees all wereced and the marketing manager
were considered as sample respondents. 200 cdpigeestionnaires were distributed to
customers. As 185 customers filled out the quesaors and all marketing employees
were able to respond to the interview checklist, rites of return for questionnaires were

92.5% for customers.

The information obtained from the manager and custs is summarized using
descriptive statistics method where by raw data wasputed in percentage. The
summarized data is then analyzed by applying desei analysis method using tables,
followed by detailed explanation. Finally, criticalterpretation is made to demonstrate

implications of the major findings.

3.1. General Characteristics of the Respondents
The following table (table 1) has information onetlgeneral characteristics of
respondents including their age and sex distribytieducational background, and

occupation.
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Table 1 General Characteristics of the Respondent

No Item Respondents
1 | Sex No Percentage
A. Male 75 40.55
B. Female 110 59.45
Total 185 100
2 | Age distribution
A. 16-25 30 16.22
B. 26-35 52 28.11
C. 36-45 65 35.14
D. 46 & above 38 20.54
Total 185 100
3 | Educational background
A. Below 18 grade 27 14.6
B.18 grade completed 32 17.3
C. Certificate 38 20.54
D. Diploma 25 13.51
E. Degree 18 9.72
F. Others 45 24.32
Total 185 100
4 | Occupation
A. Office job 65 35.14
B. Business person 44 23.8
C. Others 76 41.1
Total 185 100

As it can be seen in Item | of Table 1 above, T™58%) respondents are male and 110
(59.45%) of the respondents are female. This figglie us that the majority of the
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respondents were female. Thus it is possible totlsatyAddis Foot —Wear products are
more likely used by females than male. Thus, thesibe explanation for this is the
company concentrates more on female’s product atetscto their choices. Therefore,

females are the most users of the company’s product

Regarding age category as shown in item 2 of theedable respondents from age of 16-
25 comprised 30(16.22%), from age 26-35 compris¥d&11%), from 36-45 comprised
65(35.14%), and 46 and above comprised 38(20.54%)edotal respondents. From this
figure we can understand that the majority of #&pondents were between the ages 26-
35. This finding looks that Addis Foot- Wear prottuare highly used by the customers
who are found in this specific age group. So mbésh® company’s products are used by
matured customers. From this, one can understatdthb majority of the respondents

were capable to give correct response to the aqusstaised.

On the same Table in Item Il respondents were daskke rate their educational
background. As a result, 27(14.6%) of the respotsdare below 10 grade, 32(17.3%)
of them are 10 grade completed, 38(20.54%) of them were certficholders,
25(13.51%) of the respondents were diploma hold#89.72%) were first degree
holders, and 45(24.32%) were others which may delhmdividual educated above first
Degree. As it can be depicted in Item 3 of Tabléh&, majority of the respondents were
complete grade 19 thus this figure tells us the majority of thepesdents can give us
relevant and real information about the company’edpct that helps the student

researcher to get reliable and useful data.

In relation to occupation category as shown in i#mf the same table, 65(35.15%)
respondents claimed to have office job respondelt&23.8%) were business persons,
and the rest of the respondents constituted 6M&44). of the total respondents which
include housewives, field workers and others. Agah be seen the majority of the
respondents were found to be engaged in activtiesr than office jobs and business.
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3.2. Analysis of the Finding of the Study

This research study tries to investigate Addis Rtetr's capability towards new
product development from customers, employees &edntanager’'s point of view.
Accordingly, various questions were raised to sampkpondents mainly related with
new product development, product quality and coamplhandling mechanisms of Addis
Foot-Wear Plc. Therefore, in this section respofisen customers, employees and

company’s manager are presented, analyzed angrieted as follows:
3.2.1. Responses of customers of Addis Foot-Wear €L

Table 2 Customer’s General Response towards the Compariétro

No Item Respondents
1 | Since when you have been usi No Percentage
Addis Foot-Wear products?
A. From 1-5 years 23 12.43
B. From 6-9 years 37 20
C. From 10-13 years 58 31.35
D. Above 14 years 67 36.21
Total 185 100

2 | Have you ever used plastic shg
other than Addis Foot-Wear product

A. Yes 123 66.5
B. No 62 33.5
Total 185 100

3 | If you use other products how do y
rate the quality of Addis Foot-We
products compared to other product

A. Very high 13 7.02
B. High 70 37.8
C. Medium 102 55.13
D. Low .
E. Very low _

Total 185 100

As shown in Table 2 Item |, the respondents wekeasince when they have been using
Addis Foot-Wear products. In all respondents 233%) of them used Addis Foot-
wear’s product for 1-5years, 37(20%0) of them utker product starting for 6-9 years,
58(31.35%) of them used the company’s product 13 years, and the rest of the
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respondents which are 67(36.21%) of the total nedeots used the company’s product
for more than 14 years. This indicates that theontg of the respondents were
customers of the company for 14 years and abovés ifhplies that most of the

respondents have enough knowledge about the corsgamoguct.

On Item Il of the same Table the respondents wskedif they have ever used plastic
shoes other than Addis Foot-Wear’s product. 123%%.of the respondents replied
“Yes”, and 62(33.51%) of them replied “No”. Thiscsts that the majority of the

respondents have been using competitors’ produomm Fhis figure one can understand
that most of the customers may switch to competifmroducts if the company does not
fulfill their needs and demand. So we can say tttcompany needs to do a significant

change on its product to protect its customer fommpetitors.

In the final part or Item Il of Table 2, the resuents were asked how they rate the
guality of Addis Foot-Wear products compared to petitors’ products if they use other
products. 102(55.13%) of the customers rated medil@(B87.8%) of them are rated as
high, 13(7.02%) of the respondents rated very hégid no one responded by “low” or
“very low”. Thus, this implies that the majority dhe respondents were some how
satisfied by the company’s product quality. Assiindicated in the literature the quality
of a product is extremely significant, but it isopably the most difficult of all image
building feature to determine. Users frequentlyadiee on what constitute quality in a
product. In addition to this, according to Stevens(1999:420) quality refers to the
ability product or service to consistently meeegceed customer expectations. Based on
this assertion, it can be claimed that the compaas/to improve its product quality to
meet its customers need and want and exceed ty@cetion in relation to its product

guality to be a good competitive in the market.
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3.2.2. Customers Attitude towards Addis Foot-Wear Fbduct

Table 3 Customers response towards product improvement

No Item Respondents

1 |Has the company developed No Percentage
modified its product developme
process since you became the custo
of Addis Foot-Wear?

A. Yes 42 22.7
B. No 123 66.5
C. I don't know 15 8.11

Total 185 100

As revealed in Table 3 of Item | above the respatslerere asked whether the company
has developed or modified its product developmemicgss since they became the
customer of Addis foot- wear 123(66.5%) of the mxtents replied “No” 42(22.7%) of
them responded “Yes” and 15(8.11%) of them repfiedon’t know”. Generally the
majority, in line with this finding, of the respoadts said that they have not seen a
product development in the company’s product. Haweduring the interview with the
manager of the company, he said that if the compgaay to introduce or modify its
products the reaction of the customer were not nmaratouraging. For this reason the
manager said that the company understood thad mak make a significant change in its
products & still more improvements will be tried tine future to much the customers
need & want in relation to product development.sTéihows that the company did not
conduct the relevant market research. So the coypeads to have market research
which are concerned with satisfying the needs eftcéic customers or markets before
new product are developed.

33



3.2.3. Customers Preference towards Addis Foot-Wedroduct
Table 4Customer’s Preference towards the product of ABdst-Wear \

No ltem Respondent
1. To what extent do Addis Fo-Wear products match with yo| No Percentac
preference in reference to the criteria mentioned?
A. Attractive design
a. Very high . -
b. High - -
c. Medium 32 17.3
d. Low 58 31.35
e. Very low 95 51.35
Total 185 100
B. Durability
a. Very high 68 36.75
b. High 53 28.64
c. Medium 47 25.4
d. Low 17 9.2
e. Very low - -
Total 185 100
C. Color variety
a. Very high 30 16.22
b. High 56 30.27
c. Medium 71 38.37
d. Low 28 15.14
e. Very low - -
Total 185 100
D. Size variet
a. Very high 32 17.3
b. High 62 33.5
c. Medium 75 40.54
d. Low 16 8.64
e. Very low - -
Total 185 100
E. Comfort
a. Very high 29 15.7
b. High 53 28.64
c. Medium 81 43.8
d. Low 22 11.9
e. Very low - -
Total 185 100
F. Total capability of meeting your ne
a. Very High
b. High 35 18.9
c. Medium 59 31.9
d. Low 74 40.0
e. Verylow 17 9.18
Total 185 100




In Table 4 of Item I, respondents were asked te adfractiveness of the design of the
product in line with their preference. Among théataespondents, no one could reply
very high or high. Rather, while 32(17.3%) of thespondents replied medium,
58(31.35%) of them respond low, and 95(51.35%hefrespondents rated is it as very
low. This indicates that most of the customers weoe satisfied by Addis Foot-Wear
product design attractiveness. This implies that cbmpany’s product design is poor
compared to competitors. As it can be seen fronabdmwe table more customers selected
that the company’s product design is low and vewy,land this is a bad implication
because if the company’s product design does ntitmthe customers’ need and want as
compared to competitors customers will dissatisfigdich will be unfavorable sign in
order to maintain good will in the competitive matkin relation to this based on the
interview with the marketing manager it was foundt dhat, all the top level
management, like the general manager, productidntechnique manager, commercial
manager participates in designing and materializiagy product development process.
So this shows that these department managers med&dcin about the dynamic of
consumer needs and wants related with the choodesin to come up with favorable

design.

In the same Table in ltemB, the respondents were asked to rate the durabflifddis

Foot-Wear product. 68(36.75%) of the respondentiscesl very high, 53(28.64%) of
them are selected high, 47(25.4%) of the customaesi medium, and the remaining
17(9.19%) of them answered “low”. This figure inalies that the majority of the

respondents were satisfied with the company’s produrability.

On the same table of item@, it can be clearly seen that 30(16.22%) of theaordents
measured the company’s capability of producingptaeuct with color variety as very
high, 56(30.27%) of them responded as high inimab the same issue, 71(38.37%) of
the respondents evaluated the company’s produatembum and 28(15.14%) of them

responded as low.

Thus from the above figure we can understandetean though there is a good picture in
the customers mind regarding the color variety afdid Foot-Wear product, the

respondents measured the color variety of the mtods medium. This shows that the
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company does not enter equally in its entire custsnrmind. So there is a need to add

different colors of plastic shoes by adding atixectiesigns.

With regard to Item lpf D of Table 4 to the question raised was in relatothe product
size variety with matching the customer preferenoeresponse 32(17.3%) had a very
high level of evaluation, 62(33.51%) of the respamtd had a high level of evaluation,
75(40.54 %) of the respondents had a medium levselection, and out of the total
respondents 16(8.64%) of them had a low level ohsuement. As it is shown above
majority of the respondents have a medium levevaduation with regard to size variety
of the Addis Foot-Wear’s product. This situatiofistaus that even if the company’s
product offers with regard to size variety not badjoes not mean that it is in a good
position. Therefore, the company needs to get nmdoemation as well as to conduct a
market research to come up with variety of sizesessled by customers to satisfy them

as much as possible and to control the market.

On the other hand on the same Table Item I, E bthiase respondents who were asked
about comfort of the product, 29(15.7%) of them suead the company’s capability of
producing the product with comfortable materialsvasy high, 53(28.647%) of them
gave their response as high, 81(43.8%) of the respus agree that the comfort of the
product as medium, and the remaining 22(11.9%h@tustomers selected low and there
is no respondents that evaluated the comfort ofptbeuct as very low. Thus from the
above figure we can understand that the companyoisthat much out standing in
producing comfortable product for its customersti@implication here is that finding a
situation for producing comfortable product is mrrt a solution to maximize the

company’s market share.

At the end of Item | F oTable 4 customers were asked to rate the totalbdépaof the

company'’s product to meet their need. Thus, abb(t&89%) of the respondents replied
as very high, 59(31.9%) of the respondents answesdtgh, 74(40%) of the respondents
replied as medium, and the remaining 17(9.18%Mheifrt evaluated this as low. From this
figure we can see that the majority of the respotsleated it as medium. So the

company needs to concentrate on conducting magketrch to understand the changes
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and flexible needs and wants of its customers,tarichport modern machines to meet

customers need and want as well as to maximizeatget share.

In relation to this, during an interview made wille company’s Marketing Manager he
replied that:

“To be frank | don't believe that we have enougbhtelogical

advancement and trained people to come up withifgignt

change on the process of new product developmehtv® are on

the way to purchase newly introduced machines,ram tthe

employees who makes designs and other relatedsthimg as well

as to hire more qualified employees who have thiityalio

generate new ideas to strengthen the product dpredat process

of the company.”
Thus the implication is that the Company’s machiagsvell as the employees who are
directly responsible for developing new producte aot capable enough to give the
desired product for its customers. This may cre@satisfaction on the customer’s side

which may in turn affect the company’s profitalyilit

3.2.4. Customers Evaluation Related with the Produdffered

Table 5Customers perspective towards Addis Foot-Wear mtodu

No Item Respondents
1 | Which characteristics make Addis Foot-Wg¢ No Percentage
products unique or differentiated?
A. Cost effectiveness
B. Design 35 18.9
C. Quality 8 4.324
D. Durability 25 13.5
E. Specify if others........... 79 42.7
38 20.5
Total 185 100

As revealed on Item | of Table 5, with regard te timique characteristics which make
Addis Foot — Wear’'s product different 8(4.324%) tbe respondents indicated the
product design, 25(13.5%) of them choose the qualfithe product which implicate that
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various connotations of quality is that customeuegeacertain aspects of a product, and
there for associates those aspects with the qutddy they pensive a product has,
3518.9%) of them indicated the product cost efiectess (cheep price), 38(20.5%) of
them indicated others like size, color, comfort. etcand the remaining 79(42.7%) of
them are evaluated the durability of product withjonty rate. From the above table one
can understand the significant implication. As thember shows the company has to
keep up its product durability by using modern teatbgy. It also needs to give high
attention to the product design that plays a grateole in the degree to which an
organization is able to achieve its goals. It imajor factor in costumer satisfaction,
quality and production cost. Quality is clearlyeaffed not only by design but also, during
product by the degree to which production confotmshe intent of design, labor and
equipment cost. In addition, in the current markéte majority of the costumers are
younger population and they are attracted by tloelyot design and also there is a big
competition regarding producing fashionable proslu€o in order to be a leader in the
market, the company needs to give attention toptieeluct design so as to meet the

current customer needs and wants.
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3.2.5. Customers Response towards Addis Foot-Wearqauct Modification or
Improvement
Table 6 Customer’s response towards the company’s pradadification that can be

Lead to a new product development

No Item Respondents

1 | What do you want the company No Percentage

incorporate for you when it produc
the new product or modifies th

existing ones?

A. Fashionable designs 72 38.9
B. Variety of colors 23 12.4
C. Variety of sizes 45 24.3
D. Comfortable 31 16.7
E. Durability 14 7.5

Total 185 100

As it can be seen in table 6 above the respondeets asked what they want the
company to incorporate for them when it produces mlew product or modifies the
existing ones. 72(38.9%) of the respondents re@edhshionable design, 45(24.3%) of
them replied as variety of size, 31(16.7%) of theetected as comfortable product,
2312.4%) of the respondents replied as durabilitius based on the response received
from majority of the respondents it is understooat the company’s product design does
not follow the current fashion desired by the markéne company also has to see the
nature of the size of feet if in the new generatiimere fore, the company has to conduct
market research related with product design andease the size of the products to

satisfy its customer needs and to protect them Bhbifting to the competitors’ product.
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3.2.6. Addis Foot-Wear’s General Characteristics athe Product
Table 7 General Characteristics of the Product Compareth&®ther Plastic Shoe

Products
No Item Respondents
1. | What comes to your mind when you think of or No Percentage
the company’s product?
A. a. High quality 35 18.9
b. Durability 83 44.8
c. Good design _ _
d. Cost effectiveness 67 36.2
Total 185 100
B. a. Inferior quality 24 12.9
b. Non durability _ _
c. Poor design 135 72.9
d. Expensive price 26 14.05
Total 185 100

As we can see from Item I-A- of Table 7 concerniing perception of the customers to
wards the product of Addis footO0 Wear 83(44.8%)hef respondents the durability of the
product 67(36.2%) of the respondents associatedotbduct with cost effectiveness,

35(18.9%) of the respondents recalled the qualitghe product. Thus based on the
response received the majority of the respondesrtsepve that the company has a very

good image with regards to product durability.

On the other hand, on the some table of item | df3B (72.9%) of the respondents
perceive the company’s product as poor design, £26%%) of them associated the
product with expensive price and the remaining 24%) of them recalled the product
as less quality. This implies that the company lafvorable image with regards to
product design. Therefore, as it can be seen orallbge table, the company needs to
keep up its product durability & also needs to woakd with regard to product design.
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3.2.7. Addis Foot-Wear’s Feed back Handling Practe

Table 8 Customers Complain Handling Practices

Item Respondents
No
1 | Have you ever had any kind of compliant on the No Percentage
company’s product?
A.Yes 115 62.2
B. No 70 37.8
Total 185 100
2 | If you answered “Yes” to the above question
what were most of your complaints about?
A. Quality
B. Durability 33 17.83
C. Design 11 5.9
D. Price 98 52.9
E. Others 25 13.5
18 9.78
Total 185 100
3 | Have you ever explained your compliant|to
Addis Foot-Wear PLC?
A. Yes 75 40.54
B. No 110 54.45
Total 185 100
4 | If your responses to item 11 “Yes” please
mention to whom you expressed your compliant?
A. To manager
B. To the sales persons 12 16
C. By suggestion box 63 84
D. To compliant handling department - -
Total 75 100
5 | When you presented your compliant did you |get
fast response?
A. Yes 21 28
B. No 54 72
Total 75 28

Based on the figure given on item I- of Table 8 (62526%) of the respondents had
complaints towards the company’s product and theaneing 70(37.8) of the respondents
did not have any complaint. This implies that thejanty of the respondents had a

complaint about company’s product. Perhaps many pewduct ideas come from
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customers, describing their problems in using tteelpct. Thus, when a firm listen to its
customers problems & expectations, it can come itp mew ideas, which would be
successful in the long run. Therefore the compasgda to identify its customer

complaints and level of satisfaction to be suceag#ssfthe long run.

On the other hand on the same table of Item llghrespondents who revealed that they
had complaints were asked to mention the most cantpl about. 98(52.9%) of the
respondents complained about its product desigii,7333%) of them respond about the
product quality, 25(13.5%) of them are had compé&bout its price, 18(9.78%) of them
respond about others which are size, color, adaiégsetc, & the remaining 11(5.9%) of

them respond about the durability.

According to this information one can understand thajority of the respondents’
complaints were about its product design. So, aka# been earlier expressed the
company needs to work strongly and gives bettentitin to its product design and needs
to train the product designers and hire professidasigners to keep its customers from
shifting to competitors. And also the company netxgollect information about its
competitor's product development strategy, objectistrength & weaknesses. A
successful competitor firm who makes project froewrproduct can be a good source of
new ideas. A company may be motivated to testgroduct can be a good source of new
ideas. A company may be motivated to test theselustoideas. It may look for
unfulfilled market needs or gaps that competitoes/rhave left in this product market.
This assertion goes with the focus group discuss#enlt with the company’s marketing
employees that they said the company does notheeedampetitors product strategy,

objective strength & weaknesses when it come up métwv products in the market.

On the same table in item Il the respondents \asked if they had ever explained their
complaint to Addis Foot-Wear Plc. 75(40.54%) of thepondents answered by “Yes”
and the remaining and the majority of the respotddezsponded “No”. Based on this
figure we can understand that the majority of tegpondents could not explain their
complaint to the company. According to Sexena, 42022) customer service is a key

input in direct marketing. In a direct marketingypital contact with the decision
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making service, therefore, is an investment andncare ignored. The customer service
mix today involves speed and accuracy of orderilliuént, immediate customer
complaint resolutions to day customer’s demandhenspot resolution of complaints.
Prepared the suggestion box, compliant handlingudeyent, the internet and call center
customers look for seamless complaint managementh® company does not collect
feed backs from its customers to correct or to agpevith new ideas. This figure also
tells us that the company does not have a strdatiaeship with its customers. Besides,
it also implies that the company does not havealgdea generation mechanism which
is the first stage on new product development m®cdhis assertion goes with the
interview result with the company’s marketing maeradpe said that:

“To be honest, our company does not follow the needugt
development stages properly. Even when we introdeseproducts in
the market we do not make any market testing fiesv& also when
we get new ideas we do not try to screen the idealse most of the
time the new product suggestion come from the neanagt. Because
of these reasons most of the time our newly intedyproducts do not

get a good response in the market & we have todratocks”.

From this we can conclude that the company doe$iane a good new product
development strategy. In Table 8 Items IV respatslevere asked company
regarding to whom they expressed their complai2f18%) of the respondents
expressed their complaint to the Manager and 63)8dftthe respondents

expressed to the company’s sales persons. Base eesponse gather from the
open ended question what mechanism is used by dhgpany to handle

customer complaints majority of the respondentsl gshat they have better
chance to present their complaint to the salesopsrsThis implies that the

company does not have enough compliant handlinghamsms up to the

desired level. Therefore the company needs to llififdrent compliant handling

mechanism in order to gather different complaimd iaeas.

And the final question on Table 8 of Item V thep@asdents were asked to check whether

customers received fast response when they preséme compliant. 54(72%) of the
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respondents respond “No” and the remaining 21(28Pthe respondents respond “Yes”.
In line with this figure, a focus group discussiaiith Addis Foot-wear’s marketing
employees revealed that presently the company doesave a means of collecting

compliant from its customer in order to satisfy tieeds of its customers.

From this we can understand that giving quick raspao the customers compliant will
result in better customer satisfaction which hasimpact on the over all product
development practice in turn has a significantuiefice on the company’s market share,

total cost and profitability.

Finally, customers were asked to express their ittet can contribute for the
improvement of the existing product or with regéwdhew product development phase.
The majority of the respondents said that the catyigaproduct design, accessibility,
and color and size variety of the product lackentet their needs. Thus, they suggested
that due consideration to these factors will eniidecompany to improve its product and
develop its new products better. As an additiorahment they also implied that the
company should give attention as much as possltieet changes of customer needs and
wants to come up with additional products, feated also give more attentions to use
modern technologies and professional designersatisf its customers by producing
better products. Since a product provides the geneeds and wants of the customer, it

will maximize the market share of the company.
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CHAPTER FOUR
SUMMARY, CONCLUSIONS & RECOMMENDATIONS

This chapter is the last part of the study whichlslevith summary of the major findings,

conclusions & recommendations.

4.1. Summary of the Major Findings

To generalize the characteristics of the respomsdemtich are diversified is sex; the
majority of the respondents were female. In theeaafstheir age the majority of the
respondents group which covers 65(35.14%) of tesgpondents were between in the age
range of 36-45 years. The summary of educatione lgeound shows that, the majority
of the respondents were response as other & regatteir occupation, most of them

were engaged in activates other than office jolimi&ness.

Based on the response made by customers towardertigany’s product with regards to
the usage the product the majority of the respotsdsare 14 years & above. Concerning
the customers experience towards the usage of opineducts other than Addis Foot-
Wear products the majority of the respondents nedpod “Yes” and in relation to the
product quality of the company compared to otheodpcts the majority of the
respondents which covers 102 (55.13%) of themed@s medium.

In relation to customers preference toward AddistRear product related to attractive
design the majority of the respondents which co%51.35%) replied as very low.
Regarding the product durability, the majority loé respondents which covers 68(36.75)

rated as very high.

Concerning about customers evaluation related whth product offered that which
characteristics make company’s product unique fberéintiate from others durability &
cost effectiveness got a good response rate fratoiiers where as the product design &

others such as accessibility, features etc gotigpbeception from customers.

In relation to customers response towards comparpreduct modification or

improvement that can lead to a new product devedopny2(38.9%) of the respondents
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replied to incorporate fashionable design, 45(24.3% them replied to incorporate
variety of size 31(16.7%) of them replied as var@tcolors, and 14(7.5) of them replied

to incorporate the product durability.

Concerning to the general characteristics of tloelyects compared to other plastic shoe
products, 83(44.8%) of the respondents repliedr thesponse durability is the most
attribute comes to their mind when they think oe $ke company’s product, & also
6736.2%) of them said that about the cost effentgs of the product is the second thing
which in their mind when they think or see the camgs product.

In relation to this 135(73%) of the respondentsegéneir response about the poor design
of the product, 26(14.05%) of them gave their respoabout the expensive price, and
24(13%) of them respond about the inferior quaditythe product which comes in their

mind when they see or think about the company’sijco

Finally, concerning about the customer service ifipally company’'s compliant
management, most of them complained about the coyigp@roduct & also some of
them expressed their compliant to the marketingagan & company’s sales persons,
while most of them had never expressed their canplservice mechanisms & also
when they got a chance to express their complthey didn’t get fast response which

leads customer to shift to other competitors.
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4.2. Conclusions

From the analysis in the previous chapter & the many in this chapter the following

conclusion are made:

v

As it is revealed in the research findings the camyphas not have a well
developed or effective and strong product developgraed this has a significant
in pact the over all new product development pcactf the company since it is
the primary function and a very important elemdnproduct development which

can increase the mutual benefit of both customealslze company.

The company did not fully understand & indentifiadout competitors product
development strategy, objective strengths and wessas. So, the company
should consider all these things to satisfy altkiof customers.

The company has weak marketing management depdrtamgch is responsible
to study customer need, new technology related lwhioducts & way of new
product development. So, in order to assess itstigosin the market, the

company has its all research and development depatt

According to the findings majority of the respontsedaim negatively in relation

to design of the product. From this, we can corelticht the company’s product
has a poor design compared to other competitors. Mkans that since product
design plays a strategic role in the degree to hwlsic organization is able to

achieve its goals and cost it leads to the gemeocaluct quality failure.

As the company mangers respond that the comparstsoaly about its product
durability neglecting the design, size, color & ljyaof its product. So the
company should be given an attention about the allings to be successful in

the market and to enhance its market share.

The company does not follow the formal new prodisstelopment stages starting

from idea generation up to commercialization.

The company manager expressed the company facédtiom in relation with
lack of skilled and trained labor to produce faghiole and has a attractive

designs, lack of new technology that is new prodiestelopment can be inspired
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by technological changes as well as customer neeslisyant information’s

related with the changing customers need and wants.

The company does not have a research and developeartment that helps the
company to conduct market research to know thegdgsanf costumers need and

want. So it leads the company to loose its costarasmwell as it market share.

In relation to company’s compliant handling meckars majority of them have
complained but the company’s compliant handlingesy$ mechanisms is poor.
And customers can really get dissatisfied and it gash customers to look out
and find other better competitors that can giverthehat they lost currently. So

the company should give due care so as to be cemipatthe market.

The company didn’t give fast & appropriate respotséhe customer compliant.

Because of these, customers will not to loyal atrd@ed to come and buy.
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4.3. Recommendations

After analysis of the funding conclusions are maahe the study has forwarded the

following recommendations to the company to rechteeksystem they are following and

to take corrective action:

The company should give due consideration to hasdemm machines or up to
date technologies, so as to overcome problemsecelatth the company’s

product design capabilities. In addition to thisvasch as possible it should try to
hire professional product designers or should ddmain the existing employees
which can really reduce the dissatisfaction of aors & also reduce cost of

production.

It is important for the company to establish prddubjectives, to know

something about the target market, to determineatien8. competitive factors.

The company should have a plan to improve its pgbduality based on the need
& wants of its customers, so as to create bgtkre in the market & to increase

its market share.

The company should give due consideration in @tatvith the market research
that gives to the firm background to create prositicht deliver real benefits, real
solutions to problems. The company’s customer kasin expectations about the
products she/ he buys. What they will do, what thdl covey about her/his, &
how long they will do. What they will covey abowrthis and how long they will
last. Understanding these expectations helps devptoducts that meet and
perhaps even exceed them. Performing even simpleemi@search will give for
the company a basic understanding of their cust®mexpectations. So the
company should conduct market research to evalstperformance and to
gather the necessary information about target mestoto understand their
preference and develop modern and preferable plastes based on customer

expectation.

The company should flow properly the procedure tage in developing new
product. In order to produce competitive produoe, company in products should

pass through the stages.
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The company should keep up its product durabiltyibing new technologies.

The company should work towards reducing problesteted with poor design of

the product and lack of up to date products.

Employees must be equipped with the needed know|esigll and techniques to

perform efficient and effective new products active

It is clear that company is not well familiarizedthvall product strategies. So the
company must change its product strategies throsgig up to date technologies

to improve its market share in the current market @ be competitive.

The company should give due attention for custoronersplaints, build different

compliant handling mechanisms and it has try tammize such inconvenience.

The company should observe the current competin@ronment & is expected

to act accordingly.
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APPENDIX-A
St. Mary’s University College
Business Faculty
Department Of Marketing Management
Interview Question Forwarded to

Marketing Manager

What kind of procedure does your company followsewheveloping or

redesigning the product?

2. Who is responsible for designing & materializingugroducts?

9.

To what extent does the company follow all the seagy (eight steps) in
new product development?

To what extent does the company cope up/improvprdduct in line with
technological advancement?

What is your basis to develop new products?

How do you see the important of market researchnew product
development?

What challenges do you face in developing new petedor modifying
your existing products?

How does the company tackle the problem in develp@gi marketing the
product to sustain in the market?

What initiates you to develop or modify new product

10. Do you consider the changing customer needs andtswavhile

developing new products?

11. How do you handle customers questions or compliant?
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Appendx- B
St. Mary’s University College
Faculty of Business

Department of Marketing Management

Focus Group Discussion Guides with the Addis foot-Wear

PLC Marketing Employees

The following focus group discussion guides were aimed to collect data
from the company’s five marketing employees about the issue related to

new product development practice of the Addis Foot-Wear PLC.

What is your position in the company?
For how many years have you worked in the company?

What is your educational level?

W N

What kind of procedure (steps) does your company follow when

developing or redesigning the product?

5. What is the objective of your company when it produces new
products or modifying the existing product?

6. What type of problems do you face in developing new products or
modifying the existing?

7. How far does the company consider the changing customer needs
and wants while developing new products?

8. Do you think your company’s product offer meets customer
expectation?

9. How and when does the company conduct market research for its
product development?

10. How do you collect feedback from the users of your product?

11. How do you handle customers question or complaint?
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Appendix-C
St. Mary’s University College
Business Faculty
Department Of Marketing Management
Questions to Be Filled By Addis Foot Wear Plc Custoers

This questionnaire is prepared by a student relsegrprospective graduate of year 2010
in the field of Marketing Management to collectarrhation for the partial fulfillment of

a survey essay. And the main objective of this timesaire is to evaluate the new
product strategy of Addis Foot-Wear PLC. There foreu are kindly requested to fill
this questionnaire honestly and with due care b®xaorrectness of the answer will have
paramount importance on the out come of the rekediite answers you give will be
treated with act confidentiality.

Thank you in advance for your sincere cooperation.
General instructions
- Itis not necessary to write your name

- For the question below please put™mark for the answer you choose and
write your ideal on the provided space.
I.  General characteristics of the respondent
1. Sex

a. Male |:|
b. Female |:|

2. Age
a 1625 [ ] c. 36-45 [ ]
b. 2635 [ ] d. 4@iabove [ ]

3. Education background
d. Degree|[ |

e. Others I:I

a. Below 10" grade
b. Certificate

c. Diploma

NN
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4. Occupation
a. Office job I:I
b. Business person |:|
c. Others |:|
II. Questions related with the product

. Since when have you been using Addis foot wearymos@®

a. From 1-5 yrs [ ]
b. From 6-9 yrs [ ]
c. From 10-13 yrs |:|
d. Above 14 yrs |:|

. Have you ever used plastic shoes other than Addis+f wear products?

a.Yes |:|
b. No |:|

. If you use other products how do you rate the ¢yalf Addis foot wear

products compared to other products?

a. Very high |:| d. Low |:|
b. High |:| e. Very low |:|
c. Medium |:|

. Has the company developed or modified its proddegelopment process

since you became the customer of Addis foot — wear?

a.Yes |:|
b.No |:|

c. | don’t know |:|
. With what extent do Addis foot wear products matgth your preference in
reference to the criteria mentioned below?

a. Attractive design

Very high [ ] high [ ] Medium{ ] Lo{ ] VeryLow|[ |
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b. Durability

Very high [ ] high [ ] Medium [ ] Low [ ] VeryLow
c. Color variety

Very high [ ] high [ ] Medium[ ] Low [ | VeryLow
d. Size variety

Veryhigh [ ] high [ ] Medium ] Low ] Very Low [ |

e. Comfort

Veryhigh [ ] high [ ] Medium ] Low ] Very Low [ |

f. Total capability of meting your need

Veryhigh []  high [ ] Medium [ Low ] Very Low [ |

Instruction
Please tick the characteristics that best diffesttAddis Foot-Wear products in
the order of priority for question number 6 and 7.
Assign 1 for vary high Assign 2 for high Assign 3 for medium
Assign 4 for low  Assign for 5 very low
6. Which characteristics mark Addis foot wear produague or differentiate?
a. Cost effectiveness
b. Design
c. Quality
d. Durability
e. Specify if others

Hjningn

7. What do you want the company to incorporate for wden it produces the
new product or modifies the existing ones? (you toekamark on more than
one choice, as applicable)
a. Fashionable designs
b. Variety of colors
c. Variety of sizes

d. Comfortable

OO0 O

e. Durability
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8. What comes to your mind when you think of or seedbmpany’s product?

Hningn

a. High quality [ ] a. Inferior quality

b. Durability ] b. Non Durability

c. Good design [] c. Poor design

d. Cost effectiveness [ ] d. Expensive price

9. Have you ever had any kind of complaint on the camyfs product?

a.Yes [ ] b.No [ ]

10.1f you answered “Yes” to the above question whatevenost of your

complaints about? Quality, durability, design, prar others

11.Have you ever explained your compliant to Addistfeear PLC?

a.Yes [ ] b.No [ ]
12. If your responses to item 11 “yes” please mentmowhom did you express

your compliant?

a. To the manager [ ]
b. To the marketing employee [ ]
c. By suggestion box [ ]
d. To compliant handling []
13.When you presented your compliant did get fastaesp?
a.Yes [ ] b.No [ ]
14. Does the company have any mechanism to collect feedk from its
customers?
a. Yes [] b. No[_]
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15.1f you answered “Yes” to the above question, whathanism is used by the

company?

16. If you have any idea that can contribute for th@rovement of the existing
product or with regard to new product developmemage please specify

on the space provided?
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