Dissertation Proposal
[bookmark: _mbpx14182cvp]

Dissertation Proposal
Title: Critical Factors in Successful New Product Development in Manufacturing Companies in Europe, Systematic Literature Review.
Student Name: Elena Banica
Student ID: 2126381














Table of Contents
Introduction	3
Background and context	3
Research Problem	3
Research Rationale	4
Research aim, objectives and questions	5
Aim	5
Objectives	5
Questions	5
Preliminary literature search	6
Key concepts	6
Systematic literature review	7
Literature Gap	8
Research methodology to be used	9
Research Onion	9
Research Philosophy	9
Research Approach	10
Research Strategy	10
Research Methods	10
Data collection and analysis	11
Ethics	11
Risks	11
Timeline (Gantt chart)	12
References	13



[bookmark: _Toc221112702]Introduction
[bookmark: _hpkvmlia4syx][bookmark: _Toc221112703]Background and context
The new product development is explained as a multi-stage and structured procedure of bringing a developed, new and redesigned item from initial concept to market launch (Raeburn, 2025). It merges the engineering, market research and design to meet the requirements of consumers and drive business growth. This context also assists in developing competitiveness and maintaining its market success. Diverse key stages include concept development, ideation, commercialisation and testing. According to information, top performers have achieved a success rate of 76% around the world in 2025 (Bourgeois, 2024). There are diverse factors that contribute to this context includes well-defined product concept, team collaboration, effective marketing synergy and high-speed improvement. Understanding the needs of the audience, it solves real issues and affirms the market relevance. Based on current data, 82% of the organisations are continuously looking for ways to accelerate improvement to stay competitive in 2026 (wearetenet, 2026). This study is essential for developing market adoption and reducing improvement time to maximise product profitability.     
[bookmark: _3edp5g6370xl][bookmark: _Toc221112704]Research Problem
New product development is a crucial driver of competitive advantage and market success for manufacturing organisations in Europe. Despite important investments in innovation, many organisations have faced high failure rates after launching the items. As per data, the failure rates have estimated 66% to 95% in recent years (travancoreanalytics, 2024). Some factors that contribute to product failure include rapidly changing consumer preferences, technological complexity, intense global competition, internal organisational constraints and technological complexity (Attah et al., 2024). This action hindered commercialisation and the success of product development. In addition, limited integration of consumer perspectives, cross-functional collaboration and inefficient innovation management, these challenges are significant as they are linked to the organisational success and limit the company’s ability to achieve a competitive advantage.  
[bookmark: _766wg6kh2nj2][bookmark: _Toc221112705]Research Rationale
The importance of this study is grounded in the maximising significance of effective new product development as a strategic tool for achieving market success. As competition intensifies and the item life cycle shortens, manufacturers should continuously innovate to remain relevant (Ciuriak, 2024). Exploring various factors that contribute to new product development helps in gaining market success and competitive benefits. Furthermore, the study has a value as it will analyse the issues while developing new products and limit their success. Evaluating these problems, it should develop some strategies that offer actionable and practical approaches to mitigate the issues. The outcomes will also contribute to both marketers and researchers by supporting European manufacturers in developing new products.    
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[bookmark: _Toc221112706]Research aim, objectives and questions
 Research Aim
The aim of this study is to critically examine, drawing on academic literature and existing scholarly sources, the key factors that contribute to the success of new product development (NPD) in European manufacturing firms and their impact on competitive advantage and market performance.
Objectives:

1. To review and analyse academic literature and existing research to identify the key factors influencing the successful development and improvement of new products within European manufacturing firms.
2. To examine, based on academic sources and existing literature, the major challenges faced by manufacturing organisations in Europe during the new product development process, particularly those affecting competitive advantage and market success.
3. To assess strategies identified that European manufacturing companies can implement to overcome new product development challenges and strengthen their market performance and competitive positioning, by drawing insights from the existing literature.
[bookmark: _c1xw9iy1vdxb][bookmark: _qjoqz7us2nxb]
[bookmark: _1dr55viekyvc]Research Questions: 

1. What key factors influencing the success of new product development in European manufacturing firms are identified in the academic literature?
2. What major challenges in new product development faced by European manufacturing organisations are discussed in existing literature and academic sources?
3. What strategies suggested in academic literature can help European manufacturing firms overcome new product development challenges and enhance competitive advantage?

[bookmark: _Toc221112710]Preliminary literature search 
[bookmark: _o3b6htc20syh][bookmark: _Toc221112711]Key concepts
New product development
As per Yeshi et al. (2022), new product development (NPD) is explained as the systematic procedure of transforming innovative ideas into marketable items. In the manufacturing organisations, NPD engages diverse activities including design, idea generation, production, testing and commercialisation. It enables the organisations to respond to evolving consumer requirements, competitive pressures and technological advancements. NPD is shaped by regulatory standards, sustainability standards and digital transformation. An effective and well-managed NPD develops product quality, fosters innovation capacity and mitigates time-to-market ability. 
Competitive advantage and market success
Nuryakin and Maryati (2022) have stated that competitive advantage is referred to as an organisation’s ability to outperform competitors by delivering superior value through differentiation, cost leadership and innovation. On the other side, market success is achieved when the companies secure maximised market share, strong customer acceptance and sustainable profitability. Competitive benefits are linked to product quality, innovation and operational efficiency. The organisations should make constant improvements and align the items with sustainability standards to enhance long-lasting competitive advantage. 
Factors that develop new products to foster competitive advantage
According to Banmairuroy et al. (2022), there are many key factors that contribute to successful NPD that enhance market success and competitive benefits. Main internal factors encompass effective cross-functional collaboration, skilled human resources, strong leadership support and appropriate investment in research. Diverse market-oriented factors include market analysis, consumer involvement and responsiveness to consumer needs to play an important role. This context assists in fostering product development and efficiency. Such action may develop products which strengthen market position and competitive advantage.  
[bookmark: _rsk96ecl728l][bookmark: _Toc221112712]Systematic literature review 
Factors that influence the success of brand-new product improvement to foster market success and competitive advantage
The success of new product development in diverse manufacturing organisations is impacted by several critical factors. Findings from Gede and Huluka (2023), strategic alignment and strong leadership commitment affirm that item development objectives support overall business goals. Effective cross-functional collaboration between R&D, operations and marketing develops decision-making and coordination. Audience engagement and market analysis help businesses to determine unmet requirements and design products with higher acceptance. As depicted by Awode and Oduola (2025), skilled human capital, satisfactory resource allocation and advanced technical competencies foster innovation outcomes. In addition, effective shorter development cycles, project management and receptiveness to market changes contribute to successful item improvement. Such context fosters sustainable competitive advantage and market success.
Challenges while developing new products to gain a competitive advantage and market success
Manufacturing organisations often experience important challenges when developing new products to achieve a competitive advantage. According to Song et al. (2022), limited financial resources and great improvement costs restrict innovation activities. Secondary research has been performed by the author. Short product life cycles and rapid technological change maximise uncertainty and the threat of failure. Insufficient market realisation can result in items that fail to meet customer expectations. Sunnemark et al. (2024) have stated that different internal barriers including resistance to change, poor communication and lack of coordination across departments further delay the development process. Sustainability pressures and strict regulatory necessities delay the product launches which affects time-to-market and overall competitiveness.
Strategies to mitigate the issues of new product development and enhance market success, competitive advantage 
As per Nicolás-Agustín et al. (2022), mitigating the problems, the manufacturing organisations must adopt a flexible and structured innovation approach. Using the survey method of 184 manufacturing organisations, it is important to strengthen cross-functional teamwork and enhance an innovation-driven organisational culture. This action may develop creativity and collaboration to develop the functions. Investing more revenue in market research and customer co-creation, affirms that the products align with customer needs. The adoption of online technologies, industry tools and agile development methods may reduce development of time and costs aligning with the Technology Acceptance Model as a theoretical framework. On the other side, constant learning, effective risk management and strategic partnership enhance the ability of innovation.    
[bookmark: _lzxi4ydqwwwq][bookmark: _Toc221112713]Literature Gap 
As per Gede and Huluka (2023), various factors have been highlighted to develop new products and enhance competitive advantage. However, a limited number of factors have been identified by the investigator. Limited study integrates external market dynamics, internal capabilities and sustainability within a unified model. As depicted by Song et al. (2022), different issues have been declared which may not be aligned with all manufacturing organisations. Any specific company-related practical evidence have been found in this section. Insufficient empirical evidence describes the process in which manufacturing organisations manage organisational, technological and financial barriers. On the other side, there is a lack of comprehensive evaluation that connects agile approaches and digital transformation to long-lasting competitive advantage outcomes. Various strategies have been evaluated by Nicolás-Agustín et al. (2022) which have no practical limitations. Any statistical information has been determined in any literature. 

Literature Gap: No unified model integrates external dynamics, internal capabilities and sustainability. Empirical evidence on managing organisational, technological and financial barriers simultaneously remains insufficient (Gede & Huluka, 2023).
Existing literature identifies leadership, collaboration and customer engagement as key success factors. However, financial constraints and internal barriers remain significant challenges. Strategies such as agile methods and digital tools help mitigate these. Critically, no unified model currently brings all these elements together — that is the gap this study addresses.
[bookmark: _q1mrye5lzdaw]  
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Research methodology to be used 
[bookmark: _avf2zxk89qx4][bookmark: _Toc221112715]Research Onion
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Figure 1: Research Onion
Source:(Jabeen, 2025) 
The research onion is a structured and popular framework that helps in planning the methodology of the study (Jabeen, 2025). It includes different stages including philosophy, strategy, approach, data collection and ethics. This context explains diverse steps to peel back and affirms consistency. The framework was first introduced in the year 2007 by Adrian Thornhill, Mark Saunders and Philip Lewis to gain broader assumptions. It is essential for designing a structured methodology through affirming coherent alignment across all stages.  
[bookmark: _prvbpza2wi19][bookmark: _Toc221112716]Research Philosophy
The philosophy is explained as a system of assumptions and beliefs about the procedure in which knowledge is improved and guides the whole process (Saliya, 2023). It explains the individuals’ perspectives on reality and identifies whether the process is effective. There are mainly three kinds including interpretivism, positivism and pragmatism. The investigator will choose interpretivism to focus on meeting the objectives of brand-new product development. It will help to contextualise the social context based on the topic by concentrating on subjective meanings, perspectives of individuals and experiences. This context enables the individual to grasp the complexity of human behaviour and offer in-depth analysis of developing innovative products. 
[bookmark: _vhf90kdzr15p][bookmark: _Toc221112717]Research Approach
An approach is referred to as a comprehensive procedure and plan that guides a study from broad assumptions to detailed methods of data interpretation (Mulisa, 2022). This choice mainly focuses on arranging information and testing theories to analyse relationships between variables. It has primarily three approaches such as deductive, inductive and abductive. An inductive approach will be taken by the researcher to understand the experiences. It is essential for exploring new phenomena and building theories through observations of diverse outcomes on new product improvement. This context permits the individuals to improve context-driven and flexible insights on the topic that enhance market success. It will assist in determining underlying and deep patterns in the real-world phenomena on gaining a competitive advantage.    
[bookmark: _uqc0odpf7sdo][bookmark: _Toc221112718]Research Strategy
The strategy is described as a step-by-step and systematic blueprint that guide to collect, interpretation and analysis of information to answer the questions (Mtisi, 2022). This context provides organised and actionable perspectives to ensure reliable results. It has various strategies including case studies, experiments, interviews, observations and surveys. Case studies will be analysed by the investigator to examine perspectives on a single subject. Such action is essential for contextualised and real-world analysis of complex problems of new product development and enhance market success.        
[bookmark: _ngin43i8wuw][bookmark: _Toc221112719]Research Methods
The methods in a study refer to a systematic technique that is utilised to collect, analyse and interpret information to find out the answers (Petropoulos et al., 2024). It is crucial for producing a reliable, valid and ethical study that offers a structured model. Among mixed, mono and multi, the researcher will take the mono method to maintain credibility. This action is incorporated with a single choice which is qualitative. It will use a single information arrangement technique for maintaining consistent concentration on objectives.  
[bookmark: _pg899w221skz][bookmark: _Toc221112720]Data collection and analysis
Data collection is described as a systematic procedure of measuring, gathering and analysing accurate data from various sources to evaluate the outcomes (Mwita, 2022). It is involved in analysing the automated sensors to capture information to make informed decisions. There are mainly two parts including secondary and primary. The researcher will collect secondary data from existing sources. It is essential to offer time-efficient, cost-effective and accessible data to gain insights. This context will identify the trends and provide actual context. A thematic analysis using books, articles and journals will be utilised to arrange information based on new product development topic and maintain the market success. 
[bookmark: _cblsxb2pf9r3][bookmark: _Toc221112721]Ethics
[bookmark: _fqxu1o9rj2e6]Ethics in a study is referred to as a set of principles and obligations that is used to maintain the integrity of the research (Atenas et al., 2023). It affirms that the outcome of the study is transparent and uphold integrity in design. Core principles include informed consent, potential for harm, confidentiality, anonymity and avoiding bias. The investigator will maintain all the regulations including GDPR and the ‘Data Protection Act’. Information will be kept in a safe place and confidentiality will be maintained during the entire study.   
[bookmark: _Toc221112722]Risks 
This research may experience several risks due to its reliance on secondary qualitative information (Fleischer and Khalil, 2024). One of the main problems is data relevance as the methods cannot be fully aligned with a specific context. There will be a risk of data bias as the secondary sources can reflect the perspectives and methodological limitations of the original investigators which may influence the study’s findings. In addition, quality and data availability can limit the depth of analysis and threats involved in inconsistent frameworks and terminology across diverse studies which maximise the challenges. The secondary information can become outdated that hamper the validity of the study.    
[bookmark: _z3u1e11vq1lf]
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