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Abstract: 
Within the FMCG, the process of new product 

introduction is exciting and, at the same time, 

acumbersome task. Success here is always a 

precise balance between market 

understanding,consumer preferences, and strategic 

execution. Therefore, it becomes quite essential to 

find outthe complex mesh of reasons that 

determine the success of selling new products for a 

businessandtosurviveinthisratrace. 
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I. INTRODUCTION 
FMCG stands for Fast Moving Consumer 

Goods, which is sometimes referred to as 

Consumer-Packaged Goods; it comprises those 

kinds of products that maintain a high turnover rate 

in thebusiness world and are replaced as fast as 

they are consumed. FMCGs are products that 

peopleconsume daily; they are fast-moving and 

therefore need replacement within a relatively 

shortperiod. These are products used in everyday 

life and thus fall into broad categories of food 

andbeverageproducts,personalcareproducts,househ

olditems,andahostofothers. 

ThecoreofanysuccessfulFMCGventureisro

otedinanunderstandingofconsumerbehavior. The 

first step in the study of the success factors of new 

product sales is a properlyconducted market 

research that highlights emergent trends, unserved 

needs, and fast-changingconsumer preference. This 

foundational knowledge serves as a compass that 

guides 

productdevelopmentandmarketingstrategyinmeetin

gandexceedingtheexpectationsofconsumers. 

Second, the distribution channels play a 

key role in amplifying reach and accessibility for 

thenew product. Building solid distribution 

networks, optimizing shelf placement, and 

forgingstrategic partnerships with retailers are 

some of the important components of ensuring 

wideravailability and visibility. A frictionless and 

efficient distribution ecosystem can catalyse 

theuptakeofnewproductsandsendthemcareeningtow

ardscommercialsuccess. 

At the same time, huge power is exerted 

by pricing strategies on the perception of 

consumersand purchasing decisions. It is very 

important to achieve the perfect fit in which a 

balancebetween affordability and perceived value 

is attained in order to drive trial and foster 

repeatpurchases.Inaddition,dynamicpricingmodelst

hatrespondtomarketfluctuationsandconsumerdema

ndcanconferacompetitiveedgewithinthedynamicF

MCGlandscape. 

 

ImportanceofFMCGintheMarket: 

The approach to pricing plays a huge role in 

determining consumer perception and 

purchasingdecisions for FMCGs. Keeping the right 

balance between affordability and perceived value 

iskeytocompetitiveadvantage.Pricepromotions,disc

ounts,andbundlingwouldthereforecatalyzeinitialtria

landadoptionfornewproductswhilemaintainingprofi

tability 

Furthermore, product quality and consistency are 

salient ingredients for success within 

FMCG.Meeting or surpassing consumer 

expectations in terms of taste, performance, and 

reliabilityincreases trust and loyalty. Constant 

quality control and feedback mechanisms should 

help 

toaddressanyissueingoodtimeandmaintainhighstand

ards. 

Moreover,theabilitytobefleet-

footedandresponsivetochangingmarketdynamicsall

owsonetosteerclearofthedynamicforcesthatdrivecha

ngeintheFMCGlandscape.Flexibilityto adapt to 

changing consumer preference, industry trends, 

and regulatory requirements 

wouldbecriticallyvitaltorelevanceandcompetitivene

ss.Thatflexibilityextendstoproductinnovationandite

rationinresponsetoreal-
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timefeedbackandmarketinsights. 

 

KeyCharacteristicsofFMCGProducts: 

 

Fast-moving consumer goods are aptly named 

because they really do move through the 

supplychain andinto consumers' handsfast.Here is 

the characteristic that really is the lifeblood ofthe 

FMCGindustryand why: 

Frequent Consumption: FMCG products are daily 

items of use, ranging from toothpaste 

andsoaptomilkandbread.Peopleusethemregularly,th

usdemandingthemconstantly. 

Low Inventory Levels: A retailer needs to maintain 

low inventory levels due to the fast sellingout of 

their stock. The goods reach the shops and are very 

quickly restocked and sold again,meaningthe 

supplychainhastobemaintained properly. 

ConsumerLoyalty: 

TheresultoffrequentpurchasesofFMCGproductsisbr

andloyalty.Consumersgetusedtoaparticularbrandan

dcontinuepurchasingitovertime. 

 

OverviewofFMCG: 

MarketAnalysis:Conductingthoroughmarketresearc

hisfundamentalbeforeintroducinganew product. 

Understanding consumer preferences, market 

trends, competitor offerings, 

anddistributionchannelshelpsinidentifyingopportun

itiesandpotentialpitfalls. 

Product Differentiation: Successful FMCG 

products often offer unique features or benefits 

thatset them apart from competitors. Whether it's 

innovative packaging, improved 

functionality,healthier ingredients, or sustainable 

practices, differentiation is crucial for capturing 

consumerattentionanddrivingsales. 

Brand Strength: Established brands in the FMCG 

sector have a significant advantage due 

tobrandrecognition,consumertrust,andloyalty.Build

ingastrongbrandpresencethrougheffectivemarketin

g,advertising,andconsistentproductqualityenhances

thechancesofsuccessfor newproduct launches. 

Distribution Channels: The reach and accessibility 

of distribution channels play a vital role inthe 

success of FMCG products. Leveraging a mix of 

traditional retail channels, e-commerceplatforms, 

wholesalers, and direct-to-consumer models can 

maximize product visibility andavailability. 

Price Point: FMCG products are often price-

sensitive, and setting the right price point is 

crucialforachievingsalestargetsandmaintaining 

profitability. Pricing strategies 

shouldconsiderfactorssuchasproductioncosts,comp

etitorpricing,perceivedvalue,andconsumerwillingne

sstopay. 

ConsumerInsights:Understandingconsumerbehavio

r,preferences,andpurchasinghabitsiskeytodevelopin

gproductsthatresonatewiththetargetmarket.Utilizin

gdataanalytics, 

 

II. REVIEWOFLITERATURE 
R.AgusTrinamool-2018 

The purpose ofthisstudy, toagain theevaluations of 

buyers to suppliers of newproductsonthe aspects of 

supplier strategic policies of 4P's: place, and (2) to 

reveal performance, and thesuccess of new 

products in market competition. The study design 

combined qualitative researchmethodology with a 

grounded theory strategy and it was interpreted 

using constructivism andpragmatism approaches; 

and started with the results of previous studies that 

have used thephenomenology-

constructivismapproach. 

Agarwal,A-2021 

Innovations in fast-moving consumer goods play a 

substantial role. Companies invest 

resourcestodesignandlaunchnewproductsinordertok

eepupwiththechangingconsumerdemandand 

enhance their effectiveness in sales. It is therefore 

important that factors that help firmsacquire and 

retain customers for their new products be known. 

Several factors, in 

differentcontextsandindustries,havebeenseverallydi

scussedasthefactorsthatmayberesponsibleforthesuc

cessorfailureofproducts. 

Bandyopadhyay-2021 

This research work aimed to consolidate all the 

factors associated with the process of newproduct 

selling in the FMCG sector and find their 

hierarchical relationships. Design: 

Factorswereidentifiedfromthesecondarydatacollect

edthroughanextensivereviewofliterature,and the 

hierarchical relationships were found using the 

total interpretive structural modellingapproach. A 

judgmental sample of 19 domain experts was 

selected for the research. Findings:The findings 

unveiled that the labelling and environmental 

consciousness are the key respectivedriving 

product-centric and consumer-centric factors that 

influence other success factors 

andhencedeterminethesuccessorfailureofnewprodu

ctselling. 

Beneke-2013 

The findings will help the stakeholders in the 

FMCG industry to develop appropriate 

strategiesfor the selling of new products by taking 

into account these factors and their 

hierarchicalrelationships. Originality/Value: The 

factors that help firms succeed in new product 
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selling inthe FMCG sector in the Indian context 

have not been explored in previous research 

studies.Moreover, this study has contributed to 

developing hierarchical relationships to elucidate 

themostsignificantdrivingfactors. 

 

III. RESEARCHMETHODOLOGY 
 

RESEARCHGAP 

Success factors in the sale of new products in fast-

moving consumer goods have made greatstrides; 

however, quite a number of research gaps still 

exist. Even though existing studies haveshown the 

different factors that influence the successfulness 

of new products in the 

FMCGsector,suchasproductinnovation,brandimage

,distributionchannels,andmarketingstrategies, in-

depth exploration into a number of these areas 

remains. First, limited researchexists that 

adequately considers the complex interplay 

between these factors and how such aninterplay 

might differ in different market contexts. Second, 

there is limited knowledge of therole of new 

trends, such as sustainability and digitalization, for 

the success of new products inthe FMCGsector 

NEEDOFTHESTUDY 

Giventoday'scompetitivemarketlandscape,theneedt

oexploresuccessfactorsfornewproductsellinginthefa

st-

movingconsumergoodsindustrycouldnotbegreater.

FMCGcompanies need to make sure that new 

products get adopted and sell successfully. Doing 

so,businesses will be able to see what consumers 

prefer, what trends are in the market, and 

whatmarketing strategies prove effective. 

Moreover, in a time of rapid technological 

developmentsandchangingconsumerbehaviors,thei

dentificationofthesefactorsgainsimportanceifreleva

nceandprofitability areto bemaintained. 

PURPOSEOFTHESTUDY 

Thestudyisaimedatfathomingthecomplexwebofsucc

essfactorsthatimpactthesaleofnew products in the 

fast-moving consumer goods industry. 

Understanding these factors in 

greatdetailhasneverbeenmoreimportantforabusiness

thataspirestolaunchandmaintainsuccessful products 

in a marketplace characterized by high competition 

and dynamic consumerpreferences. The purpose of 

this paper is thus to provide comprehensive 

research that willunearth what determines the 

success of new products in the FMCG sector, 

entailing all aspectsthat pertain to market trends, 

consumer behavior, marketing strategies, 

distribution channels,andproductinnovation. 

 

PROBLEMSTATEMENT 

It's in this regard that a good understanding of the 

dynamics of consumer behavior and markettrends 

by businesses becomes important for the successful 

launching of new products in thefast-moving 

consumer goodssector. The study of success 

factors for the saleof new productsin the FMCG 

sector will cover a very complex field. It will 

analyze variables like consumerpreference, market 

competition, branding strategy, distribution 

channels, and pricing 

dynamicstoidentifykeydriversthatwouldimpactthes

uccessfuladoptionandsustainedprofitabilityof 

new FMCG offerings. The comprehensive analysis 

done will help businesspersons hoping 

tomaneuverthecompetitivelandscapeandoptimizepr

oductlaunchstrategiestobemoreawareinachangingF

MCGmarket. 

OBJECTIVESOFTHESTUDY 

1. The main purpose of the 

research is to identify and analyze the critical 

success factorsthat have a major impact on the 

effective launch and sale of new products in the 

fast-movingconsumergoodsindustry. 

2. Assess the effectiveness of a 

range of performance metrics used for measuring 

thesuccessofnewproductlaunches 

intheFMCGindustry. 

 

RESEARCHDESIGN 

The research design is a systematic to guide a 

research project. It involves employing 

scientificmethodstoinvestigateaphenomenonandgai

nnewknowledgebyrelatingittoexistinginformation. 

By the phase, the central problem resolves around 

the existence of hidden agendafor cross-cultural 

training programs that may diverge from objectives 

and the impact overeffectivenessofprograms. 

RESEARCHTYPE 

Descriptiveinnature 

SamplingTechnique:Randomsamplingtechniquew

asutilizedforthepurposeofthestudy. 

Random Sampling: Random sampling is a 

technique where participants are selected from 

apopulation in a purely random manner, ensuring 

that each member has an equal chance of 

beingincluded. 

DATACOLLECTIONMETHODS 

Primary data are those that have been personally 

collected or have been obtained with 

directobservation.Itreferstooriginalinformationcoll

ectedspecificallyforastudyfromthefilledofinquiry.It

mainlyobtainedthroughthesurveymethodusingaque

stionnaireasthetool. 

Secondary data refers to information that has 
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already been gathered and subjected to 

statisticalanalysis. It developed through different 

articles, publications, journals and websites for 

thecompany. 

Population:100 

SampleSize:50 

SampleUnit: Panjagutta. 

 

QUESTIONNAIRE 

For data collection, a well-designed questionnaire 

with clear questions was utilized. The 

surveyinstrumentconsistedofclosed-

endedquestions,multiple-choiceoptionsandLikert-

scale items. 

TOOLSUSED:Googleforms,MicrosoftExcel,Char

ts,BargraphsandChi-squaretest. 

 

HYPOTHESIS: 

H0: The success of new products selling in fast-

moving consumer goods is positively 

correlatedwithfactorssuchasbrandrecognition,produ

ctdifferentiation,effectivemarketingstrategies,andti

melymarketlaunch. 

H1:Thesuccessofnewproductssellinginfast-

movingconsumergoodsisnegativelycorrelatedwithf

actorssuchasbrandrecognition,productdifferentiatio

n,effectivemarketingstrategies,andtimelymarketlau

nch. 
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Gender 
120 

100 
100 
 

80 68 

60 50 

40 32 34 

20 
 16  

0 

Male Female Total 

Respondents Percentage 

 

IV. DATAANALYSIS 

 

 

Interpretation:Thetotalrespondentsare50outofwhichmaleare32%and68%arefemale. 

 

2. MaritalStatus Unmarried Married Total 

Respondents 36 14 50 

Percentage 72 28 100 

 

 
 

Interpretation:Itisobservedthat28%oftherespondentsaremarriedandremaining72%are unmarried. 

 

1. Gender Male Female Total 

Respondents 16 34 50 

Percentage 32 68 100 

Marital 

Status 

100 
100 
 

80 72  

60 50 

40 36 
28 

20  14  

0 
Unmarried Married Total 

Respondents
 Percentag
e 
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Interpretation:ThemostrespondentsarefromPGof52%asUGof48%whichfollowswith thedifferenceof4%. 

 

 

 
Interpretation:Majorityoftherespondentsfollowedinrangebetween20to35with66%. 

3. Qualification UG PG Total 

Respondents 24 26 50 

Percentage 48 52 100 

4. Age Below 

20 

Between20to 

35 

Above 

35 

Total 

Respondents 9 33 8 50 

Percentage 18 66 16 100 

Age 

120 

100 
100 
 

80 
66 

60 50 

40 35 33 35 

20 18 
20 

16 
9 8 

0 

Below Between20to Above Total 

Respondents Percentage 

Qualification 
120 

100 
100 
 

80 
 

60 48 52 50 

40 
24 26 

20 
 

0 

UG PG Total 

Respondents Percentage 
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Occupation 
120 

100 
100 
 

80 

60 
60 50 

40 30 28 

20 14 10 
1 2 5 

0 

Student Employee Unemployee Professional Total 

Respondents Percentage 

Familiaritywi

ththefast-

movingconsu

mergoods(F

MCG) 

120 
100 

100 
 

80 
 

60 
46 50 

40 30  
23 

20 15 14 
5 

10 7 

0 

Essential Veryimportant Important Somewhat 
important 

Total 

Respondents Percentage 

 

 

 

Interpretation:Mostoftherespondentsarestudents, whichcontributewith60%andnext 

followswithemployeesof28%. 

 

 

Interpretation:Mostoftherespondentsfeelthatfamiliaritywiththefast-moving consumer goods(FMCG)industry. 

 

5. Occupation Student Employee Unemployed Professional Total 

Respondents 30 14 1 5 50 

Percentage 60 28 2 10 100 

6. Howwouldyoudescribeyourfamiliarit

ywiththefast-

movingconsumergoods(FMCG)industry? 

Essential Veryimporta

nt 

Important Somewhatim

portant 

Total 

Respondents 5 15 23 7 50 

Percentage 10 30 46 14 100 
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Challenges 
120 

100 
100 
 

80 
 

60 54 
46 50 

40 
27 23 

20 
 

0 

HighImpact LowImpact Total 

Respondents Percentage 

 

 

Interpretation:54%oftherespondentsbelievethatkeychallengesfacedineffectivelylaunchingandsellingnewproduc

tsintheFMCGindustry. 

 

 
Interpretation:Majorityrespondentsfeel that the role does 

consumerpreferencesandtrendsplayinthesuccessofnewproductlaunchesintheFMCGindustry. 

 

8. 

Whatroledoconsumerpreferencesandtrendsplayinthesuccessofnewproduct

launchesintheFMCGindustry? 

Yes No Total 

Respondents 37 13 50 

Percentage 74 26 100 

Trends 
120 

100 
100 

80  74  

60 50 

40 
37 

20 

26 

 13  

0 

Yes No Total 

Respondents Percenatge 
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9. Howimportantdoyouthinkbrandingand 

marketing 

strategiesareindrivingthesuccessfullaunchan

dsaleofnewproductsintheFMCGsector? 

StronglyDis

agree 

Disagree Neutral Agree StronglyAgr

ee 

Total 

Respondents 2 3 19 19 7 50 

Percentage 4 6 38 38 14 100 

 

 

 
Interpretation:Mostoftherespondentsfollowsthroughneutralandimportant do you think branding and marketing 

strategies are in drivingthesuccessfullaunchandsaleofnewproductsintheFMCGsector. 

 

 

 
 

Interpretation:76%oftherespondentswereawareofFMCGProducts. 

 

 

10. DoyouawareofFMCGProducts? Yes No Total 

Respondents 38 12 50 

Percentage 76 24 100 

ChartTitle 
120 

100 
100 

80 
 76  

60 50 

38 
40 

24 

20 12  
 

0 

Yes No Total 
 

Respondents Percentage 

ChartTitle 
120 

100 

80 

60 

40 

20 

0 

100 

 50  
38 38 

19 19 

0 2 4 0 3 6 0 0 0 7 14 
0 

Howimportantdoyouthinkbrandingandmarketingstrategiesareindrivingthe 
successfullaunchandsaleofnewproductsintheFMCGsector?Respondents 

 
Percentage 
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STATISTICALTOOLSFORANALYSIS 

H0: The success of new products selling in fast-moving consumer goods is positively 

correlatedwithfactorssuchasbrandrecognition,productdifferentiation,effectivemarketingstrategies,andtimelymark

etlaunch. 

H1:Thesuccessofnewproductssellinginfast-

movingconsumergoodsisnegativelycorrelatedwithfactorssuchasbrandrecognition,productdifferentiation,effective

marketingstrategies,andtimelymarketlaunch. 

 

 HighImpact LowImpact MarginalRowsTotals 

Male 6(8.64)[0.81] 10(7.36)[0.95] 16 

Female 21(18.36)[0.38] 13(15.64)[0.45] 34 

MarginalColumnsTotals 27 23 50(GrandTotal) 

 

Thechi-squarestatisticis2.5789.Thep-valueis0.1083,theresultisnotsignificantatp<0.05. 
 

Since p value is less than 0.05, H0 Rejected and 

Accepted H1. So, the success of new products 

sellinginfast-

movingconsumergoodsisnegativelycorrelated

withfactorssuchasbrandrecognition,productdif

ferentiation,effectivemarketingstrategies,andti

melymarketlaunch. 

 
FINDINGS 

 Thetotalrespondentsare50outofwhichmalea

re32%and68%arefemale. 

 Itisobservedthat28%oftherespondentsarem

arriedandremaining72%areunmarried. 

 ThemostrespondentsarefromPGof52%asU

Gof48%, whichfollowswiththedifference of4%. 

 Majorityoftherespondentsfollowedinrangeb

etween20to35with66%. 

 Mostoftherespondentsarestudents, 

whichcontributewith60%andnextfollowswithemplo

yeesof28%. 

 Mostoftherespondentsarestudents,  

wh i c h contributewith60%andnext 

followswithemployeesof28%. 

 Mostof therespondentsfeelthatfamiliarity 

with the fast-moving consumer goods 

(FMCG)industry. 

 54%oftherespondentsbelievethatkeychallen

gesfacedineffectivelylaunchingandsellingnewprodu

ctsinthe FMCGindustry. 

 Majorityrespondentsfeelthattheroledoescon

sumerpreferencesandtrendsplayinthesuccessof 

newproductlaunchesin theFMCGindustry. 

 Mostoftherespondentsfollowsthroughneutr

alandimportantdoyouthinkbrandingandmarketingstr

ategiesareindrivingthesuccessfullaunchandsaleofne

wproductsintheFMCG sector. 

 76%oftherespondentswereawareofFMCGP

roducts. 

 

SUGGESTIONS 

 Toeffectivelyexplore the 

criticalsuccessfactorsinfluencingthelaunch 

andsaleof newproductsinthefast-

movingconsumergoods(FMCG)industry. 

 

 it helps identify gaps 

incurrentknowledgethattheresearchcanaddress. 

 

 Empirical research methods such as 

surveys, interviews, and case studies should 

beemployed to gather primary data from industry 

professionals, stakeholders, and consumers. 

 

 Surveys can capture a broad range of 

perspectives, while interviews offer deeper insights 

intospecific experiences and strategies employed by 

companies in the FMCG sector.  

 

 Case studiesprovidevaluablereal-

worldexamplesofsuccessfulandunsuccessfulproductl

aunches,allowingfor adetailedanalysisof 

thefactorsatplay. 

 

 Data analysis techniques such as 

regression analysis, factor analysis, and 

qualitativecoding can be utilizedtoidentifypatterns, 

correlations, and underlyingthemes 

withinthecollected data.  

 

 Finally, the findings of the research should 

be synthesized and interpreted to derive 

actionableinsightsforFMCGcompaniesseekingtoimp
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rovetheirnewproductlaunchstrategies. 

 

CONCLUSION 

Inconclusion,thisresearchendeavorstoshedlightonthe

intricatedynamicssurroundingthesuccessfulintroduct

ionandsaleofnewproductswithinthefast-

movingconsumergoods(FMCG)industry.Throughac

omprehensiveexaminationofvariousfactorsinfluenci

ngthisprocess,wehavegainedvaluableinsightsintothe

criticalsuccessfactorspivotaltoachievingeffectivepro

ductlaunchesandsubsequentsales.Ourfindingsunders

corethemultifacetednatureofthisindustry,wherenume

rousinterrelatedelementsinteracttoshapeoutcomes. 

 

Ultimately,ourresearchunderscorestheimperativefor

continuousadaptationandinnovationinnavigatingthef

ast-

pacedFMCGlandscape.Astechnologicaladvancemen

tsandshiftingconsumerbehaviorsreshapemarketdyna

mics,companiesmustremainagileandresponsiveto 

emergingtrends andpreferences. By 

prioritizingconsumer-centricapproaches, 

embracingdigitalization,andfosteringstrategicpartner

ships,businessescanenhancetheiragilityandresilience

inanincreasinglycompetitiveenvironment,therebyma

ximizingtheirchancesofsuccessinnewproductlaunche

sandsaleswithintheFMCGindustry. 


