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ABSTRACT
We inhabit a global marketing world in which the concept of market share and its relationship
to new product launches becomes paramount. A significant amount of time, money and expertise has
gone in to conducting research on this integral relationship. An unbiased market study reveals that
firms within the fast moving consumer goods, or FMCG sector, are continually innovating and
launching new products to sustain and enhance market share. For successful launching and
sustainable support of innovation, resources, particularly financial, are mandatory. It is with a view to
establish the integral relationship between market share and new product launches, that this causal
study has been undertaken. Market data covering a period of five years, from four sub-categories
within the Personal Care sector were obtained from Data monitor. The unit of analysis was firm per
Research has shown that firms within the fast-moving consumer goods (FMCG)sector are innovating
and launching new products to sustain and enhance market share. The study highlighted new product
development as a major contributory factor in a firm’s ability to hold or improve its market share.
INTRODUCTION
In today’s world, the global market has become highly competitive and exciting. The personal
care industry thus gains unprecedented significance in the lives of Indians. It enhances ones image
and self-confidence. Innovative launches of novel products also trigger consumer interest in the
market by the introduction of new trends and methods to align themselves with these. Consequently,
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large businesses pay considerable attention to this aspect of the marketing phenomenon. The market
is dominated by global giants with a smaller number of smaller players. The market size is attractive,
and shows an average of 16% year-on-year growth. In order to remain relevant and competitive, the
smaller local market players need to rely heavily on their as yet limited resources since global giants
have ample resources to facilitate marketing and R&D support for both current products and new
launches. The study of innovative behaviour of firms in India is yet in its infancy. There is a gap
between market requirement and what the country can offer since the country’s rate of increase in
R&D expenditure is not aligned with its rate of national economic growth (Oerlemans & Pretorius,
2006, citing Blankley &Kahn, 2005). In a global economy, this represents a competitive
disadvantage. In order to survive the compellingly harsh onslaught of competition, a country must
necessarily continue to grow economically and also continue innovating in order to keep pace with
international standards and practice.
Multinationals dominate the personal care segment in India, and face minimal competition
from the local market. The resources devoted to R&D by Indian firms are neither large enough nor
financially strong to either maintain the required research and development infrastructure or to
sustain and complete innovation development processes.
OBJECTIVES OF THE STUDY
1) To introduce new insights of improving & Challenges of Introducing New Products.
2 To implement the proposed framework to verify its applicability.
3) To assess the performance of new product introduced.
REVIEW LITERATURE
Korotkov (2010) indicated that it is not easy to provide answer to this question at the first
sight. Korotkov broke the phrase “new product” into two words: “new” and “product” He stated that
a broad definition of “product” suggested by Oxford Dictionary is “an article or substance that is
manufactured or refined for sale” (Oxford University, 2010). The origin of the word comes from
Latin “producere” or “bring forth”. The meaning of the word “new” is “produced, introduced or
discovered recently or now; not existed before” (Oxford University, 2010).
Product innovation refers to any product, service or idea that is seen by users as new (Chung
& Tsai, 2007). It is possible that what might be perceived as innovation by one person might not be
perceived as such by another (Avermaete, 2003 citing Johannessen et al, 2001). “Innovation is about
creating ideas to add value” (Cooper and Kleinschmidt 1987 citing Linder et al., 2003).
RESEARCH METHODOLOGY
Owing to time and resource constraints, a causal research design was chosen as it was
found to be most appropriate for dealing with the problem Methodology is based on secondary
data which has been taken up by various journals, books ,magazines and Data monitor.
MARKET SHARE CONCEPT
In recent years the concept of market share has gained a pivotal role. According to O’Regan
market share is a firm’s sales in relation to total industry sales. Success is generally measured by
increased market share “whereas decreased market share demonstrates ineffective or negative action
or lack of action by a firm, and is usually equated with failure.”
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Each firm employs different criteria to assess levels of performance. It is stated that projects
are assessed according to company-focused criteria which include percentage share of a defined target
market and the degree to which the product’s sales and profits impacted on the firm.(Zhang, et al
(2004) Similarly, a company’s performance is evaluated on the basis of market share or profitability.
DETERMINANTS OF NEW PRODUCT LAUNCHES
An organization immensely benefits from implementing a technology strategy process. The
organizational environment is subject to constant changes. Implementation of technology strategy
process facilitates an increased ability to react more swiftly and effectively to those changes a and
provides clearer focus on vital technological acumen and competency which could result in quality
products, quick product launches; increased profits,; focused investments, safeguard against sudden
technological jerks and cost efficiency with added value for money. Sufficient resources, efficient
processes and the market position itself influence new product launches, enabling the firm to turn
the market to its own advantage.
ISSUES IN FAST MOVING CONSUMER GOODS COMPANIES
In today’s competitive business environment, organizations are constantly looking for ways
and means of outperforming their competitors. In the Fast Moving Consumer Goods Industry, the
situation is not different. To be able to survive in such a turbulent environment, innovation and new
product development is vital. Most corporations in the Fast Moving Consumer Goods Industry often
introduce new products to replace existing products that have reached declining stage, improve their
product portfolio, increase market share and sales growth targets and, improve profitability, among
other objectives. The challenge for corporate entities does not only rest in their ability to introduce
new products into the market, but most importantly to make the product successful. Very often, the
investment required for a new product development is so huge that organizations do not want to
venture. Most organizations are realizing that, investments sometimes made into the development
and introduction of a new product are by far higher than the returns. Hence some organizations prefer
to make modifications to existing products than developing a new product altogether. It is also time
consuming trying to introduce a new product. This creates a situation where sometimes by the time
the product is introduced it is no longer a new product. Constant change in consumer preferences also
hinders the introduction of new products. Consumers are now becoming unpredictable as far as their
preferences and choices are concerned making it difficult for organizations to predict their next line
of action.
The competition in the Fast moving Consumer Goods industry calls for continuous innovation
and new product development to be able to survive the competition in the market place. However, the
development of new products is a big issue for most companies. The issue is that it calls for a huge
capital investment to be able to produce entirely new products unto the market. Hence, companies
prefer modifying the existing products than make it as a new product. Secondly, most of the new
products introduced are not able to generate enough returns to meet the capital invested. This does
not encourage companies to entirely go into new product development.
Another issue which is also facing companies in FMCG in India is that the time span for a
new product to be introduced into the market makes the product not to be a new product. This is
because the FMCGs are competing with other products from developed and developing countries like
India, China, etc. By the time the product comes out unto the market, the same or similar one will be
coming from competing countries.
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FACTORS AFFECTING NEW PRODUCT DEVELOPMENT
The two critical broad issues which would bring in-depth understanding to what the research
objectives. The figure looked at uncontrollable and controllable factors during the introduction of
new products. The uncontrollable factors takes a look at the country level factors such as
infrastructure, market size, the economic situation, business and consumer culture which are
important factors to consider in the introduction of any new product. Since, these factors enumerated
are at the country level and the organization cannot control these factors, it is prudent that they are
considered in any product introduction. Typically, when the country does not have the necessary
infrastructure to support a new product that an organization wants to introduce then the company
cannot introduce such products. Iyer et al also looked at the market size, for instance population of
India in millions and if the market is not big enough to compensate for the cost of developing new
products then organizations will not venture into NPD. All these factors are not controlled by the
organizations.
The researcher is of the view that this encompasses all the relevant issues the study hopes to
achieve. The is a perfect one for the study because it provides outside-inside perspective for
organizational consideration during new product development. Some of the model provides only the
role organizations should play in new product development.

Source: Iyer et.al (2006) Factors affecting new product success

Fig: New Product Development
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FIG:-New Product Decision Process

Source: Technology Management Web (2004).
Fig: Insight Driven
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WHAT PROCESSES DO THESE NEW PRODUCTS GO THROUGH BEFORE BEING
INTRODUCED?
New product development and introduction does not only happen in foreign countries but
also in the different business landscape which has witnessed numerous product introductions across
several industries. One industry that has experienced so many new products in the past decade has
been the FMCG industry. The reason why this industry continues to be flooded with new products is
due to the ever changing needs and tastes of consumers who are becoming more sophisticated.
Whether these new products have been successful is another area of interest.
There is no doubt that the Fast Moving Consumer Goods (FMCG) industry has seen lots of
new products being introduced on the market. Introducing new products on the market has become
the hallmark of this industry. Some of these products have names that strike a chord with their target
users. Introducing new products involves a critical factor that leads to the success of the products
and this is what most companies and other parts of the world need to follow to succeed in the
market. What actually drives its popularity is the buzz that is often created around it. Some of these
products have enjoyed varying degrees of success while a few others have not. New product
introduction in this industry is quite frequent but the question that one needs to ask is whether it
goes through any formal process.
FINDINGS & CONCLUSION
The present study has been conducted with a view to study the integral relationship between
market share and new product launches: which comes first - market share or new product launches?
Is innovation the cause, or, is it the consequence of gaining market share? In other words, do firms
first innovate and hence gain market share, or do they first gain market share which enables
subsequent innovation? Firms operating in the personal care segment in India were investigated to
determine the balance of evidence for whether firms develop new products on a pre- existent market
share, or whether they introduce new products and consequently gain a formidable market share.
The litmus test of a company’s success is its dominance in market shares; it thus becomes crucial to
know the essential correlation between market share and new product launches.
Over the years extensive research has been conducted on the relationship between market
share and new product launches. The present study was the continuation of the same. It has provided
useful guidelines. Insight into their influences and determinants has been gained as a result of this
research. However, further research needs to be conducted. It has not yet been conclusively
established how, and to what extent, one affects the other; neither can we be certain whether without
a consideration of other factors, such as firm efficiencies and market dynamics one may infer any
conclusive evidence to support the view.
This study assisted in gaining unbiased insight of market dynamics; into the underlying
principles of marketing and innovation strategies - which influences which - These principles can
provide guidelines to new market entrants, managers and market leaders to leverage their market
strength. Market strategists can use the results as a key element in planning future innovations and
marketing. If market share influences product development, then competitors should expect market
leaders to innovate and launch new products more frequently, with the aim to match their strategies;
likewise, if market share is affected by new product launches, then market leaders should monitor
anyone, especially those entrepreneurs who are ready to enter the market by new launching new
products, closely. Personal care is a sector of the FMCG marke. Both the sector and the market are
highly innovative and volatile and make swift turn around.
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