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The highly competitive race for precious shelf space, consumers’ attention, and share-of-wallet starts the 
moment your new cpg product launches. How can you maintain, or better still expand your product’s 
hard-earned shelf space when today’s shoppers have more options than ever before?

The following checklist, full of insights from CPG industry veterans who have worked with hundreds of 
manufacturers in your position over the years, offers practical advice to help you navigate and 
compete in the post-launch landscape. 

5 STEPS TO IMPROVE YOUR ODDS OF SUCCESS AFTER 
YOUR CPG PRODUCT’S LAUNCH

MONITOR PERFORMANCE IN STORE1

Plan for White Spaces
Refresh your knowledge of what consumers 
want frequently. That’s the key to ensuring your 
product gets in front of retail buyers, is relevant 
in-market and stays top-of-mind among 
consumers.

Master Your Product Category 
Become an expert in your product category. 
Use data-driven market intelligence to stay 
ahead of the latest trends, fully understand 
your category, and its overall performance.

DRIVE YOUR CATEGORY2
Measure Your Product’s Turn Rate
A weekly review of your turn rate is ideal, 
though monthly is more practical for most 
small and medium-sized manufacturers. 
Be sure to leverage the latest market data 
for ongoing monitoring of your category 
and price; these are the primary factors 
that make your new product relevant to 
consumers.  

Avoid Being Out of Stock
Manufacturing enough quantities of your 
product and distributing them quickly and 
efficiently is vital for avoiding an out-of-stock 
scenario. If your product isn’t available, a 
competitor’s product can easily replace it, 
and your brand could end up delisted.

Improve Your Forecasting Capability
Avoid being out-of-stock by 
strengthening your production planning 
capacity. The right volumetric forecasting 
tool will help you evaluate customer 
demand relative to the volume of 
materials needed from suppliers.

Maintain and Increase Momentum
Keep pushing and measuring your 
marketing and promotion efforts. CPG 
industry experts agree – the first three to 
six months are critical in determining if 
your product will keep its spot on the shelf.  
After you launch, consider a limited time 
offer to generate more significant (and 
immediate) interest among consumers and 
boost vital brand awareness. 

Leverage Reliable and Timely Data
Use reliable market data to identify any drivers of 
poor performance. From product gaps to 
distribution or awareness challenges, data can reveal 
the first warning signs of any performance problems. 

3 BOOST YOUR PRODUCT IN MARKET 

Capitalize on Product Wins
Small and mid-size manufacturers like you often 
use wins at a specific retailer to influence other 
retail buyers that they need to stock your product. 
To expand into key markets, help prospective 
retailers feel confident about your product’s 
potential by using account-level data or data that 
compares how your product is performing at 
different retailers.

THE DEFINITIVE CHECKLIST FOR MANUFACTURERS



Get In-Store Placement Right
The right assortment and merchandising 
solutions can ensure your product’s aisle and 
shelf placement is reaching its full potential. 
Evaluate your product’s current placement to 
ensure it is shelved at the optimal location for 
attracting consumers and driving their 
purchase decisions.
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Use Retail Market Data to Stay Competitive

Align Your Goals with Your Retailer’s Mission
Tailor your objectives to each of your 
retailers. You’re more likely to attract and 
keep your buyer’s interest if your goals align 
with potential category expansion and their 
overall customer growth plans.

Leverage retail market data from an external 
source to reveal knowledge of the competitive 
landscape. That data will help you determine 
where to invest your spend and keep both 
new and existing competitors at bay.

Optimize Your Operations
Identify your own set of best practices for the 
sustainable manufacturing of a quality 
product on time and at a reasonable cost. 
Ensure your internal operations can keep up 
with the increased demand for any newly 
acquired market share. 

GROW YOUR MARKET SHARE 4

Partner with the Right Retailers
While choosing the right retailers is a decision 
you make long before product launch, continue 
to evaluate your choices for the right fit. Market 
conditions change, and your definition of an 
ideal retail partner could also change. Keep an 
eye on new retailers you can partner with for 
future expansion.

Understand Your Retailer’s Success Criteria
Do your homework on what goals, metrics, and 
category drivers matter to each of your retailers. 
The more you connect your brand with each 
retailer’s underlying mission, the more 
successful your product will be.

Know What’s Happening Globally
Research worldwide shifts in consumer 
behaviors (for example, wellness) and new 
trending product characteristics (for example, 
CBD) to illustrate your knowledge to buyers and 
stay well ahead of the curve. The latest 
consumer trends are a great source of ideas for 
future product innovations, too. 

NURTURE YOUR RELATIONSHIP WITH 
RETAIL BUYERS  

5

USE DATA TO DRIVE YOUR SELL-THROUGH RATE
It’s estimated that one in four products will fail after launch due to a lack of marketing support. Don’t let 

yours be one of them. Make sure you have the right market intelligence to make informed decisions 
about your new product. 

Read Nielsen’s full CPG Manufacturer’s Success Guide today to learn five common challenges many 
manufacturers face after launching their product, alongside actionable solutions to overcome them. 

Now that your product is on the shelf, ensure your success throughout the product lifecycle and 
sustain your momentum toward future innovations.

DOWNLOAD YOUR SUCCESS GUIDE TODAY

https://www.nielsen.com/us/en/insights/article/2020/5-common-challenges-after-launching-your-product-&-how-to-overcome-them

