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ABSTRACT: This research investigates brand loyalty within the fast-moving consumer goods (FMCG) industry,
focusing on key factors such as product quality, brand reputation, marketing efforts, customer satisfaction, perceived
value, and demographic influences. Given the market's competitive nature, understanding what drives or limits loyalty
is crucial for marketers. A quantitative approach using structured questionnaires was employed to gather data from
FMCG users. Correlation analysis was used to examine the strength and direction of relationships between these
variables and brand loyalty. The findings aim to help FMCG companies develop effective branding strategies, enhance
customer retention, and achieve a long-term competitive advantage. This study contributes valuable insights to the
fields of consumer behavior and brand management.
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I. INTRODUCTION

Fast-moving consumer goods (FMCGQG) are products sold quickly at low prices. In India, the FMCG sector has grown
rapidly due to rising consumer demand, increased brand awareness, and higher prices for essentials. It is the country’s
fourth-largest industry, with personal care and household products making up nearly half of FMCG sales and
significantly contributing to GDP.Branding is essential in FMCG, helping products stand out through names, logos, and
unique features. Brand loyalty—the habit of customers repeatedly buying the same brand—is vital for FMCG
companies. Brand loyalty is driven by rational factors such as price, quality, convenience, and availability, and
emotional factors like trust, nostalgia, and brand identity. Digital technology and social media have changed how
brands engage consumers, offering personalized experiences but also raising expectations and risks of negative
publicity spreading quickly.Consumer behavior varies; some purchases are habitual or emotional, while others depend
on convenience or peer influence. Understanding these motivations helps companies create loyalty strategies using
tools like loyalty cards, personalized promotions, and consistent branding. Combining traditional and modern methods
strengthens long-term brand-consumer relationships.

II. REVIEW OF LITERATURE

Divyaprakash Pandey, Bharti Shukla, and Anumita Agarwal (2022) They examined how brand equity components
such as brand awareness, association, and loyalty contribute to FMCG success. Using regression analysis on consumer
data, the study found that increased brand trust and satisfaction strongly enhance brand loyalty, emphasizing the
interconnectedness of these brand-centric factors in the Indian FMCG market.

Helen and Darling Selvi (2022) Their survey analyzed consumer behavior towards FMCGs, revealing that factors
such as location, product type, price, and promotional strategies strongly influence purchasing decisions. The study
emphasized that brand recognition plays a pivotal role in driving sales, and understanding consumer psychological and
physiological states helps tailor effective marketing strategies.

Wagqar Ali and Amina Mehmood (2023) This research focused on psychological, sociocultural, and marketing-related
factors affecting brand loyalty in FMCG, alongside the growing role of digitalization. The authors argue that brands
must provide consistent value, build trust, and foster emotional connections with consumers through deeper
engagement to maintain and grow loyalty in the digital age.
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Mrinal Kanti Das, Soumya Mukherjee, and Dipak Saha (2023) Investigating FMCG brand loyalty during the
pandemic, the study highlighted critical factors like pack size, product availability, advertising, and celebrity
endorsements. It also noted that consumers gravitated toward brands offering authenticity and reliable experiences amid
uncertainty, suggesting that brands adapting to changing consumer expectations during crises build stronger loyalty.

Anjali Sharma and Sandeep Kumar (2023) Their research explored how cultural factors—such as traditions, values,
beliefs, and social norms—impact brand loyalty in FMCG. They found that brands aligning their messaging and
products with local cultural values are more successful in creating emotional connections and long-lasting consumer
loyalty, underlining the importance of culturally sensitive marketing.

Vikas Sharma and Ritu Gupta (2024) This study demonstrated that service quality is a vital contributor to brand
loyalty in FMCG. High-quality services—like prompt delivery, responsive customer support, and effective problem
resolution—help form strong bonds between consumers and brands, enhancing loyalty and encouraging repeat
purchases in a competitive market.

NEED OF THE STUDY

Studying brand loyalty in FMCG helps companies understand consumer preferences and improve products to meet
customer needs effectively. Loyal customers contribute to increased sales and long-term growth through repeat
purchases, reducing the cost of acquiring new customers. In a competitive market, brand loyalty provides a crucial
advantage by encouraging customers to stay with a brand despite similar alternatives. It also aids smarter decision-
making in product design, pricing, and marketing strategies. Additionally, adapting to changing trends and digital
influences through loyalty insights keeps brands relevant and strengthens consumer relationships, ensuring sustained
success.

PRIMARY OBJECTIVE:
e To analyse the factors influencing brand loyalty towards FMCG brands.

SECONDARY OBJECTIVE:

[J To explore how demographic factors such as age, gender, and frequency of purchase influence brand loyalty
towards FMCG.

[J To examine consumer awareness and usage patterns of products across different FMCG categories.

[ To examine the role of product quality in fostering brand loyalty among FMCG consumers.

[ To ascertain the satisfaction level with regard to FMCG brands.

SCOPE OF THE STUDY

The study will analyze factors influencing consumer loyalty toward FMCG brands, including product quality, pricing,
advertising, and emotional connection. It aims to identify patterns in customer behavior driving repeat purchases. A
comparison of various FMCG brands across categories like food, personal care, and household items will highlight
differences in loyalty between established and emerging brands. Finally, the study will provide cross-demographic
insights by assessing loyalty variations based on age, gender, income, and location.

RESEARCH DESIGN This study adopts a descriptive research design to capture a comprehensive view of on brand
loyalty towards FMCG will adopt a mixed-method approach, combining both quantitative and qualitative methods to
provide a comprehensive understanding of the phenomenon.

DATA COLLECTION In this study both primary and secondary data are used

Primary data: The primary data is collect through these questionnaire serve as a cornerstone of the study's analysis,
capturing the wide range of perspective and experience.

Secondary data: In addition to primary data, secondary sources such as magazines, books and websites are consulted.

These sources complement the primary data by providing additional information and background context related to e
grocery buying behavior.
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QUESTIONNARE
The primary data was collected using a structured questionnaire. The structured questionnaires that were framed and
designed consists of
e Likert 5 point scale
e Multiple choice question
e Ranking question

SAMPLE SIZE

The sample design for this study targets consumers who use FMCG products from ITC and HUL brands. The primary
research objective is to examine brand loyalty towards these FMCG products. A combination of random and
convenient sampling methods will be employed to select participants, with a total sample size of 78 respondents. This
approach ensures a diverse yet accessible group of consumers for the study.

IV. TOOLS USED FOR SAMPLING

KRUSKAL-WALLIS H TEST The Kruskal-Wallis H Test is a non-parametric statistical test used to determine
whether there are significant differences between the medians of three or more independent groups. It is especially
useful when the data is ordinal or not normally distributed. In this study, it was applied to test educational qualification
and whether products are valuable for money.

U-TEST (MANN-WHITNEY U TEST)

The Mann-Whitney U Test is a non-parametric test for assessing whether two independent groups differ significantly in
terms of a particular variable. It is an alternative to the independent samples t-test when the data is not normally
distributed. Here, it was used to examine gender and satisfication level with HUL products.

STATISTICAL ANALYSIS
KRUSKAL - WALLIS H Test
To find H test between educational qualification and brand products are valuable for money.

HYPOTHESIS

NULL HYPOTHESIS (Hop): There is no significant relation between qualification and value for money.
ALTERNATIVE HYPOTHESIS (H,): There is significant relation between qualification and value for money.

TABLE SHOWING H TEST BETWEEN QUALIFICATION AND VALUE FOR MONEY

Qualification N Mean Rank
Valuable 1 13 46.31
2 11 29.95
3 22 41.16
4 32 38.88
Total 78
TEST STATISTICS
Valuable
Chi-Square 3.465
df 3
Asymp. Sig 325
INTERPRETATION

From the above table, H, is accepted and H; is rejected as the significant value of value for money score is 0.325 which
is greater than 0.05. So, there is no significant relation between qualification and value for money.
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MANN-WHITNEY U TEST.
To find relationship between gender and satisfaction with HUL products

HYPOTHESIS
NULL HYPOTHESIS(H,): There is no significant difference in gender and satisfaction with HUL products.
ALTERNATIVE HYPOTHESIS(H,): There is significant difference in gender and satisfaction with HUL products

TABLE SHOWING MANN-WHITNEY U TEST BETWEEN GENDER ABD SARISICATION LEVEL WITH

HUL PRODUCTS.
Test Statistics
Satisfication
Mann-Whitney U 736.500
Wilcoxon W 1402.500
Z -.201
Asymp. Sig (2-tailed) .841

INTERPRETATION

The Mann-Whitney U test result shows a p value of 0.841, which is greater than the significance level of 0.05.
Therefore, we accept the null hypothesis and reject alternative hypothesis.

FINDINGS

e Most respondents (31%) are aged 45-54, 53.8% are female, and 41% hold a professional degree.

® 57.7% are aware of both HUL and ITC brands; individual awareness is higher for HUL (30.8%) than ITC (11.5%).
® 25.6% purchase FMCG products more than 3 times a week; most have been using them for 7—-12 months (30.8%).

e Statistical tests show no significant relationship between income, education, or gender and brand loyalty indicators.

SUGGESTIONS

[ The survey reflects a mature, educated, and semi-urban consumer base, with most respondents aged 45-54, holding
professional degrees, and earning X75,001-X100,000 monthly.

[J Brand awareness for both HUL and ITC is high, but ITC has more regular users (41%) despite facing a high
switching rate (66.7%).

[J Online searches and word-of-mouth are the top sources of brand discovery, indicating the importance of digital
visibility and personal recommendations.

[ Key desired product improvements include improved taste/flavor and more natural ingredients (24.5% each).

V. CONCLUSION

This study reveals a consumer base that is primarily mature, well-educated, and residing in semi-urban areas, with a
notable segment of higher earners. While both ITC and HUL enjoy high brand awareness, customer retention presents a
significant challenge, particularly for ITC given the high rate of switching from its brand. Despite generally positive
satisfaction and perceived value for money, consumer purchasing decisions are predominantly influenced by
advertising, brand reputation, and availability, rather than solely by price or core product quality. This suggests that a
successful strategy hinges on robust promotional efforts, maintaining a strong brand image, ensuring wide accessibility,
and continuously adapting products to meet evolving consumer desires for improvements like taste and natural
ingredients. Furthermore, the findings on brand awareness and usage patterns provide clear pathways for targeted
marketing and product positioning to effectively capture and retain market share within this specific consumer
demographic.
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