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Abstract

This research study focused on new product selling challenges, by considering individual
salesperson as a unit of analysis in the Information and Communication Technology (ICT) and
Fast-moving consumer products (FMCG) industry respectively. Sales function significantly
especially when a new product launched, wherein salespeople are significant to the new
product selling process. Salespeople function in the realm between the company and the
customer and are accused of selling the company’s products while preserving integrating and
simultaneously providing exceptional service to customers. Selling a new product is a difficult
task, as companies are facing the complex business situation, as these companies have to face
extreme competition as these new products are introduced more rapidly, with slighter smaller
product life cycles, having very less differentiation. The competitive business environment
raises issues for new product commercialization capabilities. Salesperson faces various
challenges while diffusing and selling the new product in the market. A very vital element of
the sales function comprises its robust association with the broader setting— which is
associated with internal to the company and external to the environment. Further, with the help
of exploratory research methods, these internal challenges can be classified as organizational
challenges, product based challenges, and personal challenges. Whereas the external challenges
can be grouped under market turbulence having intense competition, customer complexity, &

technological changes.

In this research study tried to identify crucial new product challenges in the two identified
industry with help of exploratory research methods of literature review, focus group discussion,
semi-structured interviews, and content analysis and TISM methods. These identified factors
are then validated through empirical analysis methods of reliability, validity, univariate data

analysis, and bivariate analysis. The two case studies were written especially covering two



industries of ICT (B2B) and FMCG (B2C), these cases try to validate the crucial challenges

which have emerged important in both the sectors.

The research is unique in developing two frameworks for the identified industries and it tries
to explore new product selling challenges in the ICT Industry (B2B) and FMCG Industry
(B2C), (personal care products). The industries considered under study are opposite each other
in their approach and way of functioning, where ICT can be considered more technical and
complex, FMCG is more customer-oriented and has a wider reach. The cases written for the
specific industry are also very different in their approach, the case on FMCG Industry is written
on the established company having huge turnover study instead, and on the other hand, the
other case is based on ICT Industry for Startup Company having limited reach. The research is
trying to validate the challenge of selling new products which are affecting salespeople across
industry irrespective of the sector they are working, the sales setting they are operating and size
and type of the companies they are working. The final result and conclusion are presented in
the form of synthesis, learning and managerial implications. The research would be immensely
helpful to academicians and practitioners in identifying and mitigating the challenges
salesperson’s experiences specifically in with reference to new products that thereby enhance
salespersons ability in selling newly developed products and perhaps eventually help the
organization in selling the new product successfully. The research also gives future directions

and proposals for further research.

Keywords: Salespeople, New Product, New Product Launch, New Product Selling, Challenges,

CT Industry, FMCG Industry
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