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he fast-moving consumer goods (FMCG) industry is among the largest industries in India. Increased Tawareness, easier reach, and dynamic lifestyles are some of the sector’s recent main growth drivers. The 
urban segment accounts for most of India’s FMCG sector revenues. However, in recent years, rural India’s 

rising income and higher aspiration levels present a high market potential in the FMCG sector (Roy et al., 2021). 
These prospects drive FMCG brand engagement, supply chain visibility, and high visibility across organized retail 
markets, thereby improving consumer spending and pouring new product launches. Branded goods are becoming 
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increasingly popular in semi-urban and rural India due to expanding modern retail and catering to targeted 
segments. As a result, the organized sector is growing faster than the declining unorganized sector’s share of the 
FMCG industry. The growing youth population that forms most of the workforce is another factor driving demand 
for culinary services in India since the youth rarely have time to cook. However, whether a newly launched product 
will succeed in the market is yet to be explored. With such prospects in the FMCG sector, innovations are 
inevitable. The existing research describes several factors that affect customers’ buying decisions in the context of 
novel products in varied sectors. However, limited knowledge is available about the factors that affect new 
product selling in the FMCG sector. How these factors influence each other has also not been explored much. This 
study focuses on identifying these factors in the context of Indian FMCG markets and determining their          
inter-relationships. In today’s world, with so many new products succumbing to the competition and failing to 
establish themselves, this research is relevant to the FMCG market players who intend to invest in innovations. It 
attempts to explore the factors disparately known to affect the success and failure of products in different markets 
but in the context of new product selling (NPS). It also explores the challenges these factors create with NPS in the 
market and what alterations may help companies to overcome the same.

Literature Review

Products perceived as new to the customers are termed new products (Kotler & Armstrong, 2013). These are 
developed by the firms through their research efforts and are novel due to innovation or a modification or as a new 
brand. New products contribute to the company’s progress and market share while generating profits (Coad et al., 
2016). Novel products and innovations are critical for a company’s long-term growth, development, and survival 
(Dangelico, 2016; Slater et al., 2014). However, not every new idea sells. Several factors determine the success of 
selling new products. Several companies have discovered that careful customer exposure to newly developed 
products improves sales, in contrast to methods in which customers are informed of the benefits of the new product 
but have no point of comparison. Internal marketing (IM), originating from the service industry, influences new 
product sales and innovation. Marketing activities conducted among employees impact their motivation and job 
satisfaction. It also leads to innovation development. IM focuses on effective communication, assistance in 
management, and rewarding practices (Wu et al., 2013). Engaging employees and power-sharing encourage an 
innovative culture, particularly in sales.

The product launch also affects new product selling performance and is often considered the most expensive 
step in new product development. Around four out of 10 products fail at launch, and two in every three companies 
fail to achieve their desired annual profits from these newly developed products (Cooper, 2019). The launch time 
must be carefully determined to improve the odds of success (Dikert et al., 2016). Customer knowledge 
development is also critical to the success of a new product and improves the product’s performance (Cui & Wu, 
2016). Advertising plays a significant role in developing customers’ awareness and beliefs about newly launched 
products (Truscott & Chiam, 2019).

Moreover, the distribution strategy, especially in the FMCG sector, also affects the success of new products 
(Trihatmoko & Mulyani, 2018). Buyers get influenced by the place marketing strategies of FMCG firms that 
achieve higher reach than their competitors (Kotler & Armstrong, 2013). Promotions also have varied effects on 
consumers’ buying behaviors (Bandyopadhyay et al., 2021; Sharma et al., 2020).

Brands play a vital role in customer acquisition and satisfaction, value addition, and tapping new markets 
(Panigrahi et al., 2021; Shashishekar & Anand, 2019). Multi-brand strategy, product flanking, brand 
improvements, product development, product life cycle strategy, and using the network’s vast distribution are the 
primary tactics FMCG companies use to make their brands stand out compared to their competitors. The 
expansion of product brands and product categories, also known as brand strategies, in the form of line extensions, 



10     Indian Journal of Marketing • March 2023   

brand extensions, multi-brands, and new brands, is part of the “developing/innovating” new product strategy 
(Kotler & Armstrong, 2013). Product performance encompasses attributes related to the design and quality of the 
products and their brands’ features, such as the nomenclature, symbols, and slogans. Marketing agents must first 
identify at what level the quality of their product exists for making decisions related to targeting and positioning 
their brands (Kotler & Armstrong, 2013). Brand loyalty ensuing from good product performance determines the 
level of product demand, which eventually sets the product’s sales turnover. A diversification strategy allows 
entering a new market or business that the company hasn’t done in a long time and creating a new market. Brands 
grow due to diversification strategies that rely on years of keen inferences about consumer behavior. Furthermore, 
consumer research on growth strategies has demonstrated that top organizations increase their permeation and 
outperform their competition by making logical investments in quantity and quality (Yoganandham &                   
Sankar, 2016).

A company’s resources, talents, and capabilities are found to be necessary for successfully innovating and 
competing (Dikert et al., 2016). Research and development form part of technology and growth strategy, which 
eventually translates into a competitive advantage to help the firms strengthen their relative market position      
(De Medeiros et al., 2022). Firms capture new buyers by innovating and thus gaining distinct competitive 
advantages. Implementing fresh ideas in various sectors creates high profits (Agarwal et al., 2021; Kuniyal          
et al., 2013). Ethical and environmentally friendly products can acquire environmentally conscious buyers     
(Jose & Koshy, 2018; Laheri, 2020; Premi et al., 2021). A company is likely to succeed if it performs research and 
development and invests marketing efforts in creating and introducing a new product (De Medeiros et al., 2022). 

For a consumer product, the packaging is the first thing noticed and is critical for both the customer and the 
company (Mohamed et al., 2018), especially in the food industry, to improve its safety, shelf life, as well as quality 
(Rundh, 2016; Saraniya et al., 2020; Wyrwa & Barska, 2017). A product delivers a variety of cues that consumers 
use to make decisions about which product to buy. An extrinsic signal (such as a label) is a surrogate for the 
relevant hidden cues to assist customers in finding the necessary traits. Customers can voice their acceptance or 
dislike of a product or brand. The degree of brand recognition achieved is a measure of management’s ability to 
carve out a niche market, and it significantly impacts decisions about place, price, and promotion.

Sales promotion is often used to launch new products, attract new consumers, persuade existing customers to 
buy more, increase sales even during the off-season, and stay competitive (Buil et al., 2013). These may be 
discounts, bonus quantities, free samples, or trials. Such incentives tend to influence consumer buying behavior 
sooner or later (Xu & Huang, 2014). Before delivering any form of sales promotion, companies repeatedly 
conduct research to learn about their customer’s preferences and their buying behavior.

It is worthwhile to also pay attention to the distinct actors, such as the distributors and retailers involved in the 
multistage purchasing process. Retailers are critical since they may be the only point of contact between producers 
and consumers. The customer’s trust in the company, the product, and the retailer influence purchase intentions 
and buying behaviors (Barrane et al., 2021), and marketing strategies significantly influence customer choices 
(Jain, 2022; Sivathanu, 2017). The perceived trustworthiness of a store influences the perceived trustworthiness of 
the products offered. In addition, it appears that uncertainty is a necessary prerequisite for the effective transfer of 
retailer qualities to the provided product brands. According to Morden (2017), advertising provides information 
about a product and helps people form opinions about it. Consumer perceptions are influenced by adding 
emotional value to the offered products, and trust is ensured in the quality delivery. Pricing also influences buying 
decisions since people prefer buying FMCG products based on income.

All these factors influence the purchasing decision of buyers up to some extent and thus determine the success 
or failure of newly launched and old products. The extant literature describes this influence with only one or two 
factors. However, there is limited scholarly proof that unambiguously reports the influence of multiple factors on 
new product selling regarding a specific industry or a product line. Additionally, all the existing research has been 
conducted about different industries and geographic areas. Without standardization of the industry and market, 
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comparing these factors’ influence on one another is impossible. This study, therefore, takes into account a specific 
industry and market for the collection and analysis of the data, which will make the results comparable. The study 
also considers important factors, and cross-comparison of factors, to closely observe the extent of their influence 
on consumers’ buying behavior.

With this purpose, the study’s objective is to identify the overall factors that influence the selling/buying of new 
products in the FMCG category, classify them, and develop a hierarchical framework of these classified factors. 
The study uses the existing literature and lists down the factors taken as the basis known to influence the buying 
decision of consumers for a new/existing product. These listed factors will be used for the realization of the second 
objective of the study. The second part of this study will focus on finding the hierarchical relationships among the 
factors influencing customers’ buying decisions and behavior in a particular industry. The results will enable us to 
understand which factors are more influential in consumer decision-making and ought to be prioritized by the 
seller for profit maximization.

Study Design

To achieve the objectives of the study, a qualitative approach was adopted. The study period was May – October 
2022. Initially, an exhaustive literature review was done to determine the factors influencing new product selling 
(NPS) in the FMCG industry. This was followed by classifying these identified factors into product and customer-
centric factors. Further, hierarchical frameworks of these individual sets of factors were developed using the total 
interpretive structural modelling technique (Sushil, 2012). TISM is a novel extension of interpretive structural 
modelling (ISM) useful for understanding the relationships among the factors (Sharma & Sagar, 2018).

As a holistic sampling frame, judgemental sampling can facilitate the research output with ground field 
knowledge and literature to obtain an in-depth and bias-free response from experts, which may vary in several 
contexts in the same domain. We used judgmental sampling to select the experts based on the criteria that they 
must be from the FMCG industry with experience in sales/marketing, academia, or a consultant in the domain. 
Additionally, they must have more than 5 years of experience in NPS. By using this sampling framework, a pool of 
19 experts was identified and approached through personal communication and social media. The participants 
were informed about the research context and consented to their participation. Data were collected using Google 
forms. Information was collected about whether the experts considered one factor influencing another and how. 
Further analysis of the data involved executing the steps of TISM to reach the hierarchical relationships among the 
identified factors. The findings were then corroborated with the literature.

Analysis and Results

Table 1 describes the factors identified from the literature explained in the previous section, and Table 2 
categorizes these factors into two defined groups.

Table 1. Definitions of New Product Selling Factors

Factors No. Definition Source 

Product Exposure F1 Carefully exposing customers to a new product  Van der Borgh & 

   Schepers (2018)

Internal Marketing F2 Marketing activities conducted among employees  Ružić & Benazić (2018)

Employee Empowerment F3 Providing employees power and discretion over certain task-related tasks  

Launch Time F4 When the launch takes place from the perspective of the  Dikert et al. (2016)

  company, the competition, and the customer 
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Customer Knowledge  F5 How the customer understands the product and what are their preferences  Cui & Wu (2016)

Development  

Product Distribution  F6 Product placements are distributed or implemented to bring a product  Trihatmoko & 

Strategy  closer to potential buyers or its target market Mulyani (2018)

Product  F7 Product performance encompasses quality attributes, product  Trihatmoko (2020)

Performance  features, and design, as well as the brand, which includes attributes such as a 

  name, word, sign, symbol, or design aspect 

Brand Loyalty F8 The measure of attachment that a consumer has toward a brand Aaker (1991) 

Diversification F9 Entering a new market or business that the company hasn't done in a  Yoganandham & 

  long time as well as creating a new market Sankar (2016)

Research and  F10 Creation and introduction of a new/better  De Medeiros 

Development  product with the help of the company's resources et al. (2022)

Market Share F11 Share of product in the relevant market  

Packaging F12 Activities in product planning which involves designing and producing  Rundh (2016) ; Singh & 

  the container or wrapper for a product (William J. Stanton) Kushwaha (2017)

Branding F13 A brand is an image people have of your company or product (Ann Handley)

Labelling F14 A label is part of a product that carries verbal information about the

   producer or seller (W. J. Stanton)

Promotion F15 It includes  advertising, personal selling, sales  Mathy & 

  promotion, and other selling tools (Stanton) Ponramu (2021)

Retailing F16 All the activities involved in selling goods or services to the final customers  Beck & Kenning (2015)

Advertisement F17 The non-personal communication of information usually paid for  Rasool et al. (2012)

  and usually persuasive in nature about products 

Price F18 The amount of money charged for a product or service  Sisodiya & Sharma (2018) ; 

   Kotler & Armstrong (2013)

Salesman F19 According to W.G Carter, "Salesmanship is  Sharma & Sagar (2018)

  an attempt to induce people to buy goods." 

Perceived Value F20 Consumer's overall evaluation of a product or  Ariffin et al. (2016)

  service's net benefit based on the consumer's appraisal 

Emotional Value F21 Emotional value is when customers have a  Ariffin et al. (2016)

  positive experience with an organisation's products

Environment Consciousness F22 The degree to which individuals are aware of environmental issues  Laheri (2020)

Perceived Quality F23 Perceived quality refers to a consumer's opinion of a product's quality  Tsiotsou (2006)

Table 2. Classification of NPS Factors

Product Centric factors Customer Centric Factors

·�Product exposure · Brand loyality 

·�Product performance · Perceived value

·�Packaging · Emotional value

·�Labelling · Environment consciousness

·�Price · Perceived quality

·�Promotion

·�Retailing

·�Diversification
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Development of a Hierarchical Framework of Product-Centric Factors

The data collected with the help of a questionnaire is presented in the following reachability matrix. Table 3 only 
represents the product-centric factors and their influence on other factors; 1 in the table represents that the factors 
in the rows significantly influence factors in the columns, and 0 represents no significant relationship. The product 
centric factors are F1 - Product Exposure, F7 - Product Performance, F12 - Packaging, F14 - Labelling, F18 - Price, 
F15 - Promotion, F16 - Retailing, F6 - Distribution. Based on responses of experts from the survey and further 
analysis, the reachability matrix for these factors was derived based on the majority of Yes (1) or No (0) (Table 3). 

Table 3. Reachability Matrix of Product-Centric Factors

 F1 F7 F12 F14 F18 F15 F16 F6

F1 – 1 0 0 0 1 1 0

F7 1 – 0 0 1 1 1 1

F12 1 1 – 0 1 1 1 1

F14 1 0 1 – 0 1 1 1

F18 1 0 0 0 – 1 1 1

F15 1 1 0 0 0 – 1 1

F16 1 0 0 0 1 1 – 1

F6 1 1 0 0 1 0 1 –

Table 4. Product-Centric Factors’ Reachability Matrix with Transitivity

 F1 F7 F12 F14 F18 F15 F16 F6

F1 – 1 0 0 1a 1 1 1a

F7 1 – 0 0 1 1 1 1

F12 1 1 – 0 1 1 1 1

F14 1 1a 1 – 1a 1 1 1

F18 1 1a 0 0 – 1 1 1

F15 1 1 0 0 1a – 1 1

F16 1 1a 0 0 1 1 – 1

F6 1 1 0 0 1 1a 1 –

Table 5. Partitioning of the Product-Centric Factors

Iteration 1

Factors Reachability  Antecedents  Intersection Level

F1 F1, F7, F15, F16, F18, F6 F1, F7, F12, F14, F18, F15, F16, F6 F1, F7, F15, F16, F18, F6 I

F7 F1, F7, F15, F16, F18, F6 F1, F7, F12, F14, F18, F15, F16, F6 F1, F7, F15, F16, F18, F6 I

F12 F1, F7, F15, F16, F18, F6, F12 F12, F14 F12 

F14 F1, F7, F15, F16, F18, F6, F12, F14  F14 F14 

F18 F1, F7, F15, F16, F18, F6 F1, F7, F12, F14, F18, F15, F16, F6 F1, F7, F15, F16, F18, F6 I

F15 F1, F7, F15, F16, F18, F6 F1, F7, F15, F16, F18, F6, F12, F14 F1, F7, F15, F16, F18, F6 I

F16 F1, F7, F15, F16, F18, F6 F1, F7, F15, F16, F18, F6, F12, F14 F1, F7, F15, F16, F18, F6 I
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Indirect relationships among factors were further identified to arrive at the final reachability matrix (Table 4). 
Here, 1a represents a transitive relationship between the two factors. Partitioning was carried out next to identify 
the levels of each factor (Table 5).

The hierarchy, therefore, is found to be: Level 1– Product Exposure, Product Performance, Price, Promotion, 
Retailing, Distribution; Level 2 – Packaging; and Level 3 – Labelling. The knowledge base of the factors was 
developed based on the responses for interpreting the factor relationships, as shown in Table 6.

F6 F1, F7, F15, F16, F18, F6 F1, F7, F15, F16, F18, F6, F12, F14 F1, F7, F15, F16, F18, F6 I

Iteration 2

Factors Reachability  Antecedents  Intersection Level 

F12 F12 F12, F14 F12 II

F14 F12, F14  F14 F14 

Iteration 3

Factors Reachability  Antecedents  Intersection Level 

F14 F14  F14 F14 III

Table 6. Knowledge Base of the Product-Centric Factors

S. No. Element  Paired Comparison  Yes/No In What Way Will One Factor 

 No. of Factors  Influence the Other Factor?

1. F1–F7 Product exposure will influence Yes Awareness causes people to purchase, 

   product performance.  leading to higher revenues.

2. F1–F12 Product exposure will influence packaging. No 

3. F1–F14 Product exposure will influence labeling. No 

4. F1–F18 Product exposure will influence the price. No 

5. F1–F15 Product exposure will  Yes The product gets publicized through more 

  influence the promotion.  information availability of the product.

6. F1–F16 Product exposure will influence retailing. Yes Products' visibility promotes selling the product.

7. F1–F6 Product exposure will influence the distribution. No

8. F7–F1 Product performance will influence Yes As the product performs better, it gets 

  product exposure.  more noticed through word of mouth.

9. F7–F12 Product performance will influence packaging. No

10. F7–F14 Product performance will influence labeling. No

11. F7–F18 Product performance will influence the price. Yes Higher customer-perceived value allows the 

    manufacturers to price the products higher.

12. F7–F15 Product performance will influence the promotion. Yes More revenues imply higher consumption of

    the products and better budgets for promotion,

    and good consumer feedback.

13. F7–F16 Product performance will influence retailing. Yes If products perform well, their distributions are 

    gradually more streamlined as the demand increases.

14. F7–F6 Product performance will influence the distribution. Yes Increased profits lead to the expansion and 

    extension of distribution channels.

15. F12–F7 Packaging will influence product performance. Yes Better packaging attracts purchases.

16. F12–F1 Packaging will influence product exposure. Yes Aesthetic, clean, and durable packaging creates 

    an impression and is visually appealing.



17. F12–F14 Packaging will influence labeling. No 

18. F12–F18 Packaging will influence the price. Yes Sophisticated packaging leads to a higher price.

19. F12–F15 Packaging will influence the promotion. Yes Better packaging communicates better with 

    potential customers.

20. F12–F16 Packaging will influence retailing. Yes Fragile vs. durable packaging follows different  

    retailing formats.

21. F12–F6 Packaging will influence the distribution. Yes The distribution mechanisms of different 

    varieties of packaging are different.

22. F14–F7 Labeling will influence product performance. No 

23. F14–F12 Labeling will influence packaging. Yes Good labelling helps in understanding the packaging.

24. F14–F1 Labeling will influence product exposure. Yes Label stimulates awareness of the brand identity.

25. F14–F18 Labeling will influence the price. No 

26. F14–F15 Labeling will influence the promotion. Yes Creativity can influence promotion.

27. F14–F16 Labeling will influence retailing. Yes Bigger labels get preferred visual merchandise.

28. F14–F6 Labeling will influence the distribution. Yes Bigger labels have streamlined channels.

29. F18–F7 Price will influence product performance. No 

30. F18–F12 Price will influence packaging. No 

31. F18–F14 Price will influence labeling. No 

32. F18–F1 Price will influence product exposure. Yes Pricing denotes the customer perceived value of the 

    product and thus relates to the amount of 

    awareness about it.

33. F18–F15 Price will influence the promotion. Yes Promotion elements, such as content, theme, and 

    cause branding vary according to the brand 

    image, and, thus, the value perceived.

34. F18–F16 Price will influence retailing. Yes Product categorization in FMCGs based on pricing

     signifies the profile of customers

     and, thus, the retailing.

35. F18–F6 Price will influence the distribution. Yes A higher price provides more margin for 

    distributing the product.

36. F15–F7 Promotion will influence product performance. Yes Efficient promotion will expand the customer base.

37. F15–F12 Promotion will influence packaging. No 

38. F15–F14 Promotion will influence labeling. No 

39. F15–F18 Promotion will influence the price. Yes Efficient promotion will increase the customer 

     base and, thus, demand and price.

40. F15–F1 Promotion will influence product exposure. Yes Relevant advertising which communicates brand 

    identity well will improve awareness of the product.

41. F15–F16 Promotion will influence retailing. Yes Relevant advertising also influences retailers, 

    making products available as per the demand.

42. F15-F6 Promotion will influence the distribution. Yes Relevant and targeted publicity of the product will 

    increase demand and thus affect distribution.

43. F16–F7 Retailing will influence product performance  No 

44. F16–F12 Retailing will influence packaging. No 

45. F16–F14 Retailing will influence labeling. No 

46. F16–F18 Retailing will influence the price. Yes Retailing also causes demand generation. Pricing is 

    based  on the demand and the perceived

      value of the product.
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47. F16–F15 Retailing will influence the promotion. Yes Visual merchandise presented by retailers also 

    promotes the product.   

48. F16–F1 Retailing will influence product exposure. Yes Visual merchandise presented by retailers also

     makes people recognize the products.

49. F16–F6 Retailing will influence the distribution. Yes Retailers command the distribution in pull 

    strategies.

50. F6–F7 Distribution will influence product performance.  Yes The larger the types and the number of channels,

    the higher the probability of increasing the sales

     volume.  

51. F6–F12 Distribution will influence the packaging. No 

52. F6–F14 Distribution will influence labeling. No 

53. F6–F18 Distribution will influence the price. Yes Better distribution improves consumption 

    and, thus, demand & price.

54. F6–F15 Distribution will influence the promotion. No 

55. F6–F16 Distribution will influence retailing. Yes The types and number of channels selected and 

    the intermediary partners involved create a

      different perception and have a different

       rapport with the retailers.

56. F6–F1 Distribution will influence product exposure. Yes The types and number of channels selected, as well 

    as the intermediary partners involved,

    all create a different perception and have a

     different rapport with the retailers and

       thus play a role in the visual merchandise of

      the products, which affects product awareness.

Figure 1. Digraph of the Product-Centric Factors
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Table 9. Partitioning Iterations of Consumer-Centric Factors of NPS

Iteration 1

Factors Reachability  Antecedents  Intersection Level 

F8 F8, F20, F21, F23 F8, F20, F21, F22, F23 F8, F20, F21, F23 I

F20 F8, F20, F21, F23 F8, F20, F21, F22, F23 F8, F20, F21, F23 I

F21 F8, F20, F21, F23 F8, F20, F21, F22, F23 F8, F20, F21, F23 I

F22 F8, F20, F21, F22, F23 F22 F22 

F23 F8, F20, F21, F23 F8, F20, F21, F22, F23 F8, F20, F21, F23 I

Iteration 2

Factors Reachability  Antecedents  Intersection Level

F22 F22 F22 F22 II

We formed a digraph with significant transitive links using the reachability matrix, partitioning, and knowledge 
base (Figure 1). We did not add the digraph with interpretations labeled over the links due to its complexity and 
non-readability.

Development of a Hierarchical Framework of Consumer-Centric Factors

The consumer-centric factors identified through an exhaustive literature review included- F8 - Brand Loyalty,  
F20 - Perceived Value, F21 - Emotional Value, F22 - Environmental Consciousness, and F23 - Perceived Quality. 
We used the procedure of TISM to determine the influence of each factor on other factors. The initial and the final 
reachability matrices obtained through the analysis are shown in Tables 7 and 8. Partitioning iterations to find out 
the levels of the factors are shown in Table 9.

Table 7. Reachability Matrix of Consumer-Centric Factors of NPS

 F8 F20 F21 F22 F23

F8 – 1 1 0 1

F20 1 – 1 0 1

F21 1 1 – 0 0

F22 1 1 1 – 1

F23 1 1 0 0 –

Table 8. Final Reachability Matrix of Consumer-Centric Factors 
of NPS

 F8 F20 F21 F22 F23

F8 – 1 1 0 1

F20 1 – 1 0 1

F21 1 1 – 0 1a

F22 1 1 1 – 1

F23 1 1 1a 0 –
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After successfully partitioning consumer-centric factors, F8, F20, F21, and F23 were found to be at Level I and 
F22 at Level II. The knowledge base providing interpretations of the relationships is given in Table 10. The 
digraph of these factors is shown in Figure 2. A detailed digraph for these factors, with the interpretation of each of 
the links, is explained in Figure 3.

Table 10. Knowledge Base of Consumer-Centric Factors of NPS

S. No. Element Paired Comparison  Yes/No In What Way Will One Factor 

  No. of Factors  Influence the Other Factor?

1. F8–F20 Brand loyalty will influence Yes Sustaining the customers signifies that customers need 

   perceived value.  satisfaction and continued demand; hence, denoting 

    better value perception.

2. F8–F21 Brand loyalty will influence  Yes Loyalists involve themselves emotionally with products such 

  emotional value.  as branded chocolate. A consumer feels pleasure every time he/she 

    has a bar of chocolate, a particular branded soap consumer 

    feels refreshed or hygienic on using it, and so on.

3. F8–F22 Brand loyalty will influence  Yes Cause branding is one of the reasons people associate 

  environmental consciousness.  themselves with a brand, which further makes them 

    more environmentally aware.

4. F8–F23 Brand loyalty will influence  Yes Loyalists perceive their owned products to 

  perceived quality.  be of superior quality than other alternatives 

    available in the market.

5. F20–F8 Perceived value will influence  Yes The higher the value of a product perceived by the 

  brand loyalty.  customers, the higher the stickiness of that product.

6. F20–F21 Perceived value will influence  Yes Increasing perceived value leads to feelings of 

  emotional value.  pride in owning that product and higher satisfaction.

7. F20–F22 Perceived value will influence  Yes Consumers feel products with a high perceived value 

  environmental consciousness.  are safer for the environment and believe that  

    the products reach them after following ethical norms.

8. F20–F23 Perceived value will influence  Yes Higher-value products are perceived 

  perceived quality.  to be of high standards in quality.

9. F21–F8 The emotional value will  Yes Repeat purchases are made once emotional 

  influence brand loyalty.  involvement in the product gets generated.

10. F21–F20 The emotional value will   Yes Once customers attach an emotional value to a product, 

  influence the perceived value.  their value perception of the product improves.

11. F21–F22 The emotional value will influence  Yes Products with cause branding associated with them create 

  environmental consciousness.  emotional involvement and environmental consciousness.

12. F21–F23 The emotional value will  Yes Customers think of a product that fulfills their 

  influence the perceived quality.  requirements and makes them happy, satisfied, and so on.

13. F22–F8 Environmental consciousness  Yes Cause branding makes the brand image more appealing 

  will influence brand loyalty.  and resonates with environmentally conscious 

    individuals and thus improves their stickiness.

14. F22–F20 Environmental consciousness  Yes Product value is perceived to be higher if environmentally 

  will influence the perceived value.  conscious individuals find the products to be eco-friendly.

15. F22–F21 Environmental consciousness Yes Products perceived not to harm the 

   will influence emotional value.  environment tend to create a feeling of pride.

16. F22–F23 Environmental consciousness will  Yes Products perceived to safeguard or not 

  influence the perceived quality.  harm the environment are of superior quality.
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17. F23–F8 Perceived quality will  Yes As customers feel a product to be of high 

  influence brand loyalty.  quality, they tend to purchase it repeatedly.

18. F23–F20 Perceived quality will  Yes Better quality products, as perceived by customers, 

  influence perceived value.  make them give higher value to the products.

19. F23–F21 Perceived quality will  Yes Customers who think a product to be of poor quality

  influence emotional value.   find it unsatisfactory.

20. F23–F22 Perceived quality will influence  Yes A product perceived to be of better quality makes 

  environmental consciousness.  people think of the product to be sensitive toward 

    the environment too.

Figure 2. Digraph  for Consumer-Centric Factors of NPS

Figure 3. Labelled Digraph of Consumer-Centric Factors of NPS
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Discussion

A careful exposure of the product through marketing strategies that enable the potential customers to relate to the 
product helps to boost sales effectiveness. The exposure can be done in the form of publicity and advertising 
before or at a product’s launch (Burmester et al., 2015). This idea is further supported by the results of this study, as 
product exposure is one of the factors at the first level and directly affects the selling of new products. Customer 
satisfaction is based on how expectations and product performance interact (Oliver, 2014). Customers will use 
product performance to evaluate product quality, such as manufacturer standards and particular product qualities 
(Beneke et al., 2013). As the first market, the products’ success is measured by the buyer’s choice to purchase or 
forego a new product. The results of our study thus confirm that one of the key elements influencing the sales of 
new products is product performance. According to Sisodiya and Sharma (2018), pricing is one of the most 
significant factors influencing customer purchasing behaviour for FMCG products. A greater number of offers 
result from lower prices for the same item than higher prices. In any case, cost occasionally serves as a sign of 
value. A product with a too-low value could be considered to be of low quality. Price has a significant impact on 
sales of new products, both positively and negatively. Additionally, value in sales promotions makes it easy to 
recognize the customers’ purchasing intentions (Teck Weng & Cyril de Run, 2013). Promotion influences 
customers’ behaviour directly by motivating them to make purchases. Tools for sales promotion significantly 
affect consumers’ purchasing decisions (Mathy & Ponramu, 2021).

Consumer micromarketing and tighter control of the supply chains are important for implementing new 
retailing strategies for demand generation and boosting sales (Hussain, 2019). Pricing is determined by demand 
and the product’s perceived value, which directly impacts how many new products are sold. Retailers’ visual 
merchandising helps customers distinguish their goods, ultimately boosting sales. Thus, as this study’s findings 
further demonstrate, retailing is important for helping in improving a new product’s sales. To determine how well a 
product performs, suppliers also evaluate their distribution policies based on the market captured by them, the 
demand generated by them, their reputation, and the brand’s dependability and sales. The distribution strategy 
impacts the market’s competitive environment in product distribution (Trihatmoko, 2020). The findings of this 
study reaffirm these ideas in the context of new FMCG products.

Managerial and Theoretical Implications

Theoretically, the outcomes of this study significantly augment the existing body of knowledge about the factors 
that must be deliberated in creating plans for new FMCG products. The conceptual hierarchical frameworks of 
product-centric and consumer-centric factors provide insights into what drives the fate of new product selling in 
the context of the FMCG sector. 

These also form the key takeaways for the research and development and the marketing and sales teams of the 
FMCG firms that often weigh which factors need to be emphasized from manufacturing and marketing to 
distributing the newly launched goods such as labeling, retailing, packaging, pricing, promotion, distribution 
performance, environmental consciousness, perceived value and quality, emotional value, and brand loyalty. 

Conclusion

Carefully introducing any new product to the customer impacts sales more effectively than a strategy where 
customers are informed of its benefits without a referential point. The study’s findings support this notion because 
exposure to a new product is one of the first-level elements directly influencing its sale. At the most basic level, the 
success of the new product strategy is determined by the consumer’s decision to buy or pass on a new product. Our 
TISM results’ output thus supports the idea that one of the major factors affecting how well new items do at the 
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market is their performance. Price significantly impacts new product sales, both favorably and unfavorably. This 
study supports the notion that pricing is a crucial factor that directly influences the sales of new goods. A new 
retailing strategy emphasizes consumer micromarketing and tighter supply chain control to maximize sales value. 
Retailing, therefore, plays a critical role in promoting the sales of new products, as this study further shows. 
Predicting clients’ purchasing intentions is simpler when you consider how valuable they are to sales promotions. 
Promotions directly impact customers’ behaviour by encouraging them to make purchases, which is further 
confirmed by this study. Distribution strategy affects the competition in the market. The study’s findings are 
consistent with the notion that distribution strategy affects new product sales significantly, either positively or 
negatively. Further, researchers may verify the findings empirically and test the outcomes in the context of other 
sectors. Moreover, we have separately established the hierarchy of product-centric and consumer-centric factors. 
The inter-relationships between the two are yet to be explored. 

Limitations of the Study and Scope for Further Research

The study focuses on exploring specific product-centric and customer-centric factors that influence the success or 
failure of selling new FMCG products and determining hierarchical relationships among the factors. However, our 
scope was limited to analyzing the relationships through qualitative methods. The relationships may be tested 
empirically in the future. Further, the context of the study was India and the FMCG sector. Inductive studies may 
be conducted to generalize the results to other markets.
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