1. Unclear Customer Requirements: The customer requirements were not understood clearly by the marketing / marketing research team. Hence, the new product launched in the market does not meet the needs of the customers.

2. Early launch of the product: The organization might launch the new product early in the market when either customer are not ready to use the product or proper infrastructure is not available to use the product or customers cannot use because of socio-cultural reasons.

3. Benefits not communicated clearly: The marketing department / advertising agency did not do a good job of communicating the product benefits to the customers which the customer feels is relevant and important for them.

4. Confused positioning: If the product is not really new and there is only incremental innovation, then the product might fail if the positioning of the product is not clear in the minds of customers.

5. Disintegrated marketing communication: There should be synergy between the different elements of marketing mix. If the organization launches the product at the national level with huge spending no advertisement but if the product penetration is not there in the distribution channels then customers will be dissatisfied with the product and it might fail. Thus, if the organization does not adopt integrated marketing communication, then the product may fail.
