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Abstract
New product launches are critical to business growth and sustainability. Yet research
consistently shows that 70-80% of new products fail within the first year (Nielsen, 2021).
The paradox of high innovation investments but low launch success rates highlight the
complexity of bringing new products to market. This paper analyzes the sequential steps
involved in successfully launching new products, using established models such as the Stage-
Gate framework, 7Ps of Marketing, and Diffusion of Innovation Theory. The study draws
on academic literature, industry reports, and case studies of global (Apple iPhone, Tesla Model
3) and Indian (Amul lactose-free milk, Reliance Jio Phone, Zomato Gold) product launches.
The analysis identifies eight key steps: idea generation, idea screening, concept development
and testing, business analysis, product development, market testing, commercialization, and
post-launch evaluation. Findings show that firms that apply structured methodologies,
consumer-centric design, financial modeling, and agile testing achieve higher success.
Conversely, neglecting post-launch monitoring, misjudging consumer demand, or
underestimating distribution challenges leads to failures. The paper concludes with policy
recommendations and best practices for businesses in India and globally, emphasizing
customer empathy, data-driven decision-making, digital-first marketing, and iterative
feedback loops.
Keywords: Product Launch, Innovation, Marketing Strategy, Stage-Gate Model, Consumer
Behaviour, New Product Development, Market Testing, Commercialization

1. Introduction
Launching new products is among the most risky yet rewarding activities for businesses. In
dynamic markets where customer preferences evolve rapidly, firms that innovate thrive, while
those that stagnate decline. According to BCG (2022), up to 30% of company revenues come
from products introduced in the last three years.
However, the statistics are sobering: Harvard Business Review (2019) reports that 75% of
consumer goods launches fail to meet targets, despite heavy marketing expenditure. The
Indian context adds further complexity: price-sensitive consumers, fragmented distribution,
and regulatory hurdles challenge even established brands.
Importance of New Product Launches

e Drives revenue growth and business expansion.

o Helps capture new customer segments.

e Builds brand equity and innovation leadership.

o Enhances competitiveness in saturated markets.
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Indian Scenario
India’s FMCG industry (USD 110 billion in 2022) introduces thousands of new products
annually. Startups and digital-first firms use lean and agile methods for rapid launches.
Successes like Reliance JioPhone and failures like Pepsi’s Atom energy drink demonstrate both
opportunity and risk.
Research Objectives:

1. Examine structured steps for successful launches.

2. Analyze case studies of success and failure.

3. Compare global frameworks with Indian adaptations.

4. Recommend best practices for sustainable launch strategies.

2. Literature Review
2.1 Theoretical Foundations
o Stage-Gate Model (Cooper, 1990): Structured process from idea to launch, with
checkpoints.
o Diffusion of Innovation (Rogers, 1962): Product adoption curve — innovators, early
adopters, early majority, late majority, laggards.
e Kotler’s 7Ps of Marketing: Product, Price, Place, Promotion, People, Process,
Physical evidence.
o AIDA Model: Guides promotional strategy (Attention — Interest — Desire — Action).
2.2 Global Studies
e Nielsen (2021): 80% of launches fail due to poor consumer insight.
e McKinsey (2020): Structured launches yield 2.5x ROL.
o HBR (2019): Iterative prototyping reduces failure.
2.3 Indian Studies
e ICRIER (2019): Pricing & distribution key for FMCG.
o Deloitte (2021): Digital marketing and influencers critical in India.
e NASSCOM (2022): Startups rely on lean launches and pivot strategies.
2.4 Research Gaps
o Few studies integrate FMCG and tech launch strategies.
e Post-launch monitoring is underexplored.
e Lack of focus on digital-first innovations.
3. Methodology
Data Sources
e Market reports (Nielsen, McKinsey, Statista).
e Govt. data (DPIIT, MCA).
e Academic journals (HBR, JPIM).
o Case studies (Apple, Tesla, Amul, Jio).
Analytical Framework
o Stage-Gate Model.
e 7Ps of Marketing.
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e (ase study method.

o Comparative analysis of successes vs failures.
Limitations

e Reliance on secondary data.

e Industry-specific variation.

4. Steps in Successfully Launching New Products
Step 1: Idea Generation
e Sources: R&D, customer surveys, competitor benchmarking, market gaps.
o Example: Amul spotted health-conscious trend — launched lactose-free milk.
Step 2: Idea Screening
o Evaluate feasibility and alignment.
e Tools: SWOT, PESTEL.
o Example: Apple discards 90% of prototypes.
Step 3: Concept Development & Testing
e Prototypes, focus groups, surveys.
o Example: Tesla reveals models early for consumer input.
Step 4: Business Analysis
e Forecast demand, revenue, and breakeven.
o Table Example — Break-even for FMCG product:

Variable Value
Unit Cost 220
Selling Price %30
Fixed Costs %10 million
Break-even Volume 1 million units
6
5
4
3
2
1
0
Unit Cost Selling Price Fixed Costs Break-even Volume
e \/alue Series 2 Series 3

Volume IX, Issue Il (February 2024) Page 150



@3 Cosmos Multidisciplinary Research E-Journal Online Available at Www.cmrj.in

Recognized International Peer Reviewed Journal Impact Factor 5.69 ISSN No. 2456-1665

Step 5: Product Development
o Engineering, packaging, branding.
o Example: Samsung develops multiple prototypes before launch.
Step 6: Market Testing
o Beta testing, pilot markets, A/B testing.
o Example: Zomato tested loyalty program in select cities.
Step 7: Commercialization
e Final launch decisions on timing, geography, promotion.
o Example: Apple iPhones launched before holiday season for demand surge.
Step 8: Post-Launch Evaluation
o KPIs: sales, NPS, market share.
o Example: Coca-Cola drops underperforming flavors after monitoring.

5. Case Studies

Apple iPhone (2007): Benchmark in hype creation, seamless ecosystem.
Tesla Model 3: Pre-orders + community engagement — success.

Amul Lactose-Free Milk: Consumer-centric innovation in India.
Reliance JioPhone: Bundling device with telecom disrupted market.

A A

Zomato Gold/Pro: Misaligned with restaurants — modified after backlash.

6. Analysis and Discussion
6.1 Failure Rates
e Global: 70-80% fail.
o India: FMCG ~80% failure, Tech ~50% failure.
6.2 Marketing Spend vs ROI
Graph (Word version): FMCG invests more, Tech relies on PR.
e FMCG: 12-15% of revenue.
o Tech: <5%, relies on buzz.
6.3 Consumer Behaviour Trends
e E-commerce — 30% of launches sold online.
o Influencer marketing — 60% millennial adoption.
o Sustainability — strong trend.
6.4 Technology
e Al for demand forecasting.
e AR/VR for try-ons.
e Social listening for feedback.
6.5 Comparative Insights
e Apple (few blockbusters) vs Samsung (many launches).
e FMCQG (scale) vs Tech (innovation speed).
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7. Challenges

High global failure rates.
Distribution bottlenecks in India.
Regulatory barriers (pharma, food).
Cost overruns.

Consumer mistrust.

Competitive imitation.

Weak post-launch monitoring.

8. Policy Recommendations & Best Practices

1.

AU

Combine Stage-Gate with Agile sprints.

Apply Design Thinking (empathy, prototyping, testing).
Data-driven decisions using Al analytics.
Omni-channel (D2C + retail).

Community marketing (Tesla, OnePlus).

Post-launch iteration & monitoring.

9. Conclusion
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New product launches are high-risk, high-reward ventures. Firms that systematically
apply structured steps enjoy higher success rates. For India, success requires adapting global
frameworks to local realities — price sensitivity, distribution complexity, digital-first
consumers. The future will be shaped by Al, AR/VR, sustainability, and consumer-centric
innovation. By 2030, companies integrating data, empathy, and agility will dominate.
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