

New Product Development and Managing Innovation

Apr 2026 Examination

Q1. A multinational FMCG firm has just acquired a regional brand to fill a gap in its portfolio. The acquired product has loyal customers but different manufacturing processes, IP arrangements and go-to-market practices. Internal teams are uncertain about integration priorities: whether to adopt the acquired processes, rebrand, or redevelop the product. Management must integrate quickly without losing brand equity or creating portfolio cannibalisation. Apply Kotter’s 8-Step Change Leadership model to design a practical integration and commercialization plan for an acquired product brand, specifying actions to create urgency, build coalitions across R&D, marketing and supply chain, preserve critical IP, and position the product strategically within the company’s existing portfolio and product roadmap? (10 Marks)
Ans 1.
Introduction 
When a multinational FMCG company acquires a regional brand, the challenge is not only financial integration but also strategic alignment. The acquired brand may possess loyal customers, unique manufacturing practices, and valuable intellectual property, yet its systems and culture often differ from the parent organization. If integration is rushed or poorly managed, brand equity can be damaged and internal confusion may grow. On the other hand, slow integration can delay commercialization and weaken competitive advantage. Kotter’s 8-Step Change Leadership Model provides a structured framework to manage such 
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Q2. A mid-sized FMCG company with a strong regional footprint has identified a fast- growing niche segment aligned with its core categories. A small competitor offers a ready-made product with loyal customers but limited production scale. Licensing the formulation is cheaper and faster but offers limited control; in-house development will take 12–18 months and require CAPEX for tooling. Senior management is split between buying immediate market share and building proprietary capability to protect future margins and brand positioning. Evaluate the strategic, financial, operational, and time-to-market trade-offs of each option, justify the most appropriate choice for long-term competitiveness, and recommend implementation safeguards. (10 Marks)
Ans 2.
Introduction 
For a mid-sized FMCG company operating in competitive and fast-moving markets, choosing between licensing an existing product formulation and developing an in-house alternative is a critical strategic decision. The identified niche segment offers growth potential, loyal consumers, and alignment with the firm’s core portfolio, but the route to market will shape long-term competitiveness. Licensing promises speed and lower upfront investment, while internal development offers control, innovation ownership, and margin protection. Senior management must carefully evaluate not only financial returns but also operational readiness, brand positioning, and strategic sustainability. A structured comparison of
Q3(A). In 2024, an Indian wearable-tech startup named “PulseTrack” noticed a rising demand for affordable health-monitoring devices in Tier-2 and Tier-3 cities. To capture this market, the company planned to develop a new smart band that could monitor stress levels, sleep quality, and basic vitals at a low cost. However, competing brands were already launching similar products, creating intense market pressure. The company’s success depended on how effectively it managed its New Product Development (NPD) process and drove innovation to differentiate the product.

 “Using the PulseTrack case above, explain how a structured New Product Development (NPD) process and effective innovation management could help the company successfully launch the new smart band. Discuss the stages involved and justify how innovation can offer competitive advantage in this scenario.” (5 Marks)

Ans 3a.
Introduction 

PulseTrack’s plan to launch an affordable smart band for Tier-2 and Tier-3 cities comes at a time when competition in wearable technology is intensifying. With similar products entering the market, success depends not only on speed but also on strategic product development and meaningful innovation. A structured New Product Development process helps reduce uncer
Q3(B) In 2025, the Indian online grocery platform “FreshBasket Go” observed a surge in demand for ready-to-cook meal kits, especially among young working professionals in metro cities. Customers wanted quick, healthy, region-specific meals but complained that existing meal kits in the market lacked freshness, authenticity, and customization. To capture this opportunity, FreshBasket Go planned to develop a new line of AI-personalized meal kits that adjust spice levels, ingredients, and portion sizes based on customer preferences.

“Based on the FreshBasket Go scenario, design a New Product Development (NPD) approach for launching the AI-personalized meal kits. Explain how you would integrate innovation management at each stage to create a differentiated and customer-centric product.” (5 Marks)

Ans 3b.
Introduction 

FreshBasket Go’s decision to introduce AI-personalized meal kits reflects changing urban consumer lifestyles and rising demand for convenience without compromising nutrition and authenticity. However, launching such an innovative product requires more than technological capability. A structured New Product Development approach ensures systematic planning, risk reduction, and customer alignment. By integrating innovation management throughout the development process, FreshBasket Go can create a differentiated product 








