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ABSTRACT 

 

The purpose of this study is to compare and 

contrast the efficacy of various forms of 

advertising for fast-moving consumer goods 

(FMCG) in India "It also emphasizes the impact 

of advertising on fast-moving consumer goods 

(FMCG) sales, a concept known as "market 

penetration," by introducing supplementary 

programs such as "warm stock" displays at 

select retail locations and "below market price" 

sales. 

One of the first steps in the process is an 

examination of 15 days' worth of route riding 

data to learn "about the trade of shampoo 

#rands" and "about the strong distribution 

channel re6uired for these companies with the 

competitive market."5oute riding helped a 

great deal in getting a feel for the market and 

the dealing process "To determine what 

percentage of the general population uses a 

particular product or service, a survey was 

conducted using a questionnaire titled. 

 

GENERAL 

 INFORMATION 

 

To convert consumers to 

#randed%roducts"Growth is also likely to 

come from consumer 2u%grading2 in the 

matured product categories" #randed%roducts 

makers have importunity to con)ert consumers 

to #randed%roducts because of the low 

penetration of these products in India, 
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indicating the untapped market potential. 

Investment of about US$4 billion is required in 

India's food processing industry because" 

Consumer packaged goods (FMCG) play a 

key role in India Inc.'s expansion. With annual 

revenues of 5s 8+',,,crore' it is one of the 

largest sectors in the Indian economy.  

 

 The fast-moving consumer goods (FMCG) 

industry is less capital-intensive than others in 

manufacturing but still requires significant 

expertise and outlays of cash to successfully 

market and distribute its products. 3 While 

inflation slows business expansion, many 

companies in the sector have had to reduce 

their workforces or shift their product lines to 

cope with the rising cost of living. Customers 

seldom show a preference for lower-priced 

products, but they are more likely to stick with 

brands they are already familiar with. 

Moderate price increases" The top five fast 

moving consumer goods (FMCG) companies 

account for nearly 8 percent of the sector's 

total revenues" The top category of FMCG 

companies has traditionally been dominated 

by large multinational corporations such as 

Hindustan Unilever, ITC, Nestlé, Procter & 

Gamble, and GlaxoSmithKline Consumer 

Healthcare. Non-traditional fast-moving 

consumer goods (FMCG) companies are 

dominated by domestic firms such as Tea, 

Marico, and United Spirits, and spend an 

average of 1 percent of revenues on 

advertising and promotion. While their average 

advertising expenditure is far smaller than that 

of the M$C #iggies, these companies have 

evolved to become market leaders in their 

respective niches, providing strong 

competition to M$C #rands. Small but powerful  

Large domestic companies are outperforming 

their multinational conglomerate competitors 

and smaller Indian companies in the fast-

moving consumer goods (FMCG) market, 

making them an attractive investment target for 

foreign investors. In terms of profit margins, 

companies like glaxosmithkline Consumer 

Healthcare, Nestle, and J&J have fared better 

than those in the fast-moving consumer goods 

(FMCG) sector, which has seen its revenue 

growth slow in the last three quarters. 

$e)ertheless, the FMCG growthstory is here to 

stay; while double-digit revenue growth is 

expected to continue, margins may come 

under pressure as the industry struggles to 

keep up with cost inflation. With the rise of 

contemporary retail and regional #rands, the 

situation has become more difficult for fast-

moving consumer goods (FMCG) companies. 

Meanwhile, the expansion of the media 

business has given rise to innovative 

advertising, altering the norms of the industry. 

 

ABOUT THE COMPANY / INDUSTRY 

/ SECTOR 

 

Forbes magazine has recognized TC as one of 

the world's best large companies, Asia's Fab 

50, and the world's most reputable businesses. 

According to a study by Fortune India and the 

Hay Group, it is also "India's Most Admired 

Company." According to research conducted 

by Boston Consulting Group, ITC is among the 

world's top sustainable value creators in the 

consumer products sector. Business Today 
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magazine has included ITC on its list of India's 

Most Valuable Companies. According to 

research by Brand Finance and the Economic 

Times, the Company is one of India's "10 Most 

Valuable (Company) Brands." According to 

Business Week, ITC is one of Asia's top 50 

performing firms. 

 

Year Milestone\s2022 

 

Utilizing its expertise in the agro and food value 

chains, as well as a brand-new app, ITC aims 

to build connections with 5,000 FPOs over the 

next five years. 

ITC declared their intention to market many 

vegetarian meat substitutes back in January. 

 

2021 

The chocolates and necessities sections of 

ITC Ltd. were joined by milkshakes and cakes 

in March of 2021. 

 

2020 

ITC Paperboards has said that beginning in 

2020 they would be concentrating on eco-

friendly packaging options. 

 

ITC Fabelle introduced La Terre, an eco-

friendly chocolate, in 2020; they have 

development aspirations including an 

indigenous value chain. ITC joined together 

with JK Tyre in October 2020 to better serve 

clients in India's rural interior. 

It was reported that ITC Ltd paid an all-cash 

purchase price of Rs. 2,150 crore (US$305.01 

million) to acquire the Indian spice maker 

Sunrise Foods Private Ltd. 

 

Earlier this year, ITC introduced Savlon Germ 

Protection wipes. 

ITC's Aashirvaad Svasti lassi packaging 

introduction in Kolkata was an effort to diversify 

the company's dairy offerings. 

In 2019, ITC bought 33.4% of Delectable 

Technologies, a Bengaluru-based startup. 

Introduced Fabelle, the world's most 

expensive chocolate, with a price tag of Rs. 

4,30,000 (US$6,152) per kilogram. 

With the goal of capturing 5-10% of the Indian 

dairy drinks industry in its first year of 

operation, ITC intended to enter the sector. 

 

ABOUT MAJOR COMPANIES IN THE 

INDUSTRY 

 

ITC Ltd. markets its core foods and cooking 

materials under the Aashirvaad brand. Atta 

flour, salt, spices, and instant mixes are all part 

of the Aashirvaad product line. 

ITC's Aashirvaad Atta was first introduced in 

Bengal and Chandigarh on May 26, 2002, 

marking the company's entry into the branded 

Atta market. The whole country of India may 

now purchase the goods.  The PET Poly 

packaging for Aashirvaad has a design 

inspired by Madhubani paintings depicting the 

agricultural process in India's rural heartland. 
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Choose atta 

Sharbati wheat, harvested in Madhya 

Pradesh's Sehore area, is the main ingredient 

of Aashirvaad Select Atta. The 5 kilogram 

package of Aashirvaad Select Atta won the 

World Star Award for Packaging Excellence in 

the Consumer Pack Category. Affirmed Use of 

Citation Needed.  On March 26, 2003, Salt ITC 

introduced a branded packaged salt line called 

Aashirvaad Salt. 

 

In May 2005, ITC launched Aashirvaad Spices 

in Northern India, marking the company's first 

venture into the branded spices business. 

Chilli, turmeric, and coriander powder in 50g, 

100g, 200g, and 500g sizes are now available.  

In July 2007, the business launched 

Aashirvaad Select Organic Spices, marking its 

entrance into the organic food retail market. 

Aashirvaad Select's spice blends include 

cayenne, turmeric, and coriander. The organic 

spices come in 1,000-gram quantities.  

 

Affordable, quick-fixes 

The Gulab Jamun, Rava Idli, Rice Idli, Rice 

Dosa, Khaman Dhokla, Rasmalai, and Vada 

mix in this line were all introduced in March of 

2006. The Rava idli Mix comes in a 500g 

package, while the other items come in 200g 

packages. Rasmalai and Vada mixtures are 

the newest additions to the selection. There is 

a 126g bag of Rasmalai mix and a 200g box of 

Vada mix.  

 

Useful in a variety of dishes, this paste may be 

used in a variety 

The newest product to come out of the 

'Aashirvaad' stable of products is the Multi-

Purpose Cooking paste. As its name implies, 

the 'Aashirvaad' Multi-Purpose Cooking Paste 

may be used for a variety of purposes in the 

kitchen. [needs clarification] A paste of onions, 

tomatoes, ginger, and garlic is shallow-fried in 

refined sunflower oil to create "Bhuna hua 

taiyaar masala." It's a staple in most North 

Indian cuisines and a great introduction to the 

cuisine. It goes well with any recipe that 

features tomatoes. Delhi, Chennai, 

Hyderabad, Bengaluru, Kolkata, Ahmedabad, 

Mumbai, and Pune all have 'Aashirvaad' Multi-

Purpose Cooking paste in their supermarkets. 

It comes in 100g pouches and 280g bottles. 

 

Yippee 

Paul Mazursky directed and starred in the 

2006 documentary Yippee, also known as 

Yippee: A Journey to Jewish Joy. Mazursky 

travels to a tiny Ukrainian village to take part in 

a three-day event attended by approximately 

25,000 Hasidic Jews who sing, dance, pray, 

and are otherwise emotionally charged. This 

lone doc by Mazursky is a rarity in the genre. 

In 2007, Yippee debuted at the Palm Springs 

International Film Festival. 
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INTRODUCTION OF THE STUDY 

 

All businesses want to turn a profit, and a retail 

enterprise may do so by expanding sales at 

profitable pricing. This is feasible if the product 

is universally appealing to end users, 

distributors, and manufacturers compelling 

reasoning. it's convinced to purchase it. The 

goal of advertising is to raise awareness of a 

product, service, or concept. It's a catch-all 

phrase for any attempt to reach a wide 

audience. Promotional activities are defined as 

"personal stimulation of demand for a product, 

service, or business unit by planting 

commercially significant news about it in a 

published medium" or "obtaining favorable 

presentation of it upon video, television, or 

stage," where such activities are not paid for by 

the sponsor. But advertising is making a 

concerted effort to get the word out about a 

product or service for a fee. It's a kind of 

advertising.  

 

It's always done on purpose, and the sponsor 

advertises their involvement publicly, and they 

have to pay for it. Mass media advertising is a 

popular kind of impersonal communication 

about a company and/or its goods, ideas, 

services, etc. Publicity and advertising are 

often used interchangeably in general use. 

Commercials are a crucial part of the 

distribution chain that brings products to 

shoppers. The GDP may grow by a substantial 

amount if the products of production are widely 

disseminated via mass marketing. Mass 

marketing is boosted by advertising, which 

also informs consumers about their options 

and helps them make decisions about what 

they want to buy. Modern mass advertising did 

not emerge until the second part of the 

nineteenth century. With the advent of mass 

production and the subsequent necessity to 

establish systems of distribution to 

accommodate the flow of commodities, 

widespread dissemination of information 

became essential in order to educate 

customers about the range of options open to 

them. Every one of us is susceptible to 

persuasion from marketing. 

LITERATURE REVIEW 

 

Ad-elicited emotions and their potential impact 

on consumer behavior have been the subject 

of much academic study (Lazarus 2018). 

 

Marketing message (see, for instance, Batra 

and Ray (1986) and Holbrook and Batra. 

Researchers have shown that advertisements 

may elicit both favorable and unfavorable 

reactions from consumers. Practically 

speaking, "the relative intensity of positive and 

negative emotional impacts possibly might 

lead marketers' judgments about executional 

techniques," as Brown, Homer, and Inman. 

According to Morden (2018), consumers 

gain information and form opinions about a 

product via exposure to advertising.  

According to research by Rosaldo (2018) 

referenced by Monaghan and just (2000), 

culture has an impact on every aspect of 

human life. Different products are made 

available to buyers as a result of 

advancements in technology, which both 
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improve product quality and introduce new 

aesthetic elements. 

(Stantone & Futrell 2019)  

Has done the most research on the effects of 

culture on the workplace, and he notes that 

although it's simple to grasp how a culture may 

change, it's far more complicated to assess 

how it affects individuals as individuals. To put 

it simply, perception is the mental process 

through which a person acquires information 

about their surroundings, sorts that 

information, and then forms conclusions about 

what that information means. 

Park and Lessing (2017) 

Since objective information is unrelated to 

consumer perception and their choice 

behavior, argued that a more nuanced 

understanding of the consumer decision 

making process might be attained via the 

application of subjective knowledge. 

Ankit Katiyar and Nikha Katiyar (2019) 

report that sales of fast-moving consumer 

goods (FMCG) bath soap have increased 

dramatically. Increasing numbers of individuals 

are taking risks with their thoughts and trying 

out new varieties of bath soap. This research 

looks at the many influences on consumers' 

decisions to purchase to get your hands on (or 

use) some bath soap. According to 

Chakraborty et al. (2018), promoting a product 

is a powerful method of encouraging and 

guiding customers who are already on a similar 

path. Thereby facilitating customers' transition 

from one brand to another.  

 

Chitra. R. (2018)  

Emphasizes in her research that elements 

such as perceived quality and emotional value 

impact consumers' purchase decisions about 

branded clothes. According to Nasrudeen.R 

and Mohamed, (2018), the green revolution 

gave the agricultural and rural economies a 

much-needed boost in the 1970s. As a result, 

a growing number of corporations have begun 

targeting rural consumers and expanding into 

outlying communities. Customers in 

traditionally rural regions are increasingly 

acting like city dwellers when it comes to urban 

lifestyle norms, preferences, tastes, etc.  

BACKGROUND OF THE STUDY 

All businesses want to turn a profit, and a retail 

enterprise may do so by expanding sales at 

profitable pricing. This is feasible if the product 

is universally appealing to end users, 

distributors, and manufacturers compelling 

reasoning. it's convinced to purchase it. The 

goal of advertising is to raise awareness of a 

product, service, or concept. It's a catch-all 

phrase for any attempt to reach a wide 

audience.  

Promotional activities are defined as "personal 

stimulation of demand for a product, service, or 

business unit by planting commercially 

significant news about it in a published 

medium" or "obtaining favourable presentation 

of it upon video, television, or stage," where 

such activities are not paid for by the sponsor. 

But advertising is making a concerted effort to 

get the word out about a product or service for 

a fee. It's a kind of advertising. It's always done 

on purpose, and the sponsor advertises their 
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involvement publicly, and they have to pay for 

it.  

 

Mass media advertising is a popular kind of 

impersonal communication about a company 

and/or its goods, ideas, services, etc. Publicity 

and advertising are often used interchangeably 

in general use. Commercials are a crucial part 

of the distribution chain that brings products to 

shoppers. The GDP may grow by a substantial 

amount if the products of production are widely 

disseminated via mass marketing. Mass 

marketing is boosted by advertising, which 

also informs consumers about their options 

and helps them make decisions about what 

they want to buy. Modern mass advertising did 

not emerge until the second part of the 

nineteenth century. With the advent of mass 

production and the subsequent necessity to 

establish systems of distribution to 

accommodate the flow of commodities, 

widespread dissemination of information 

became essential in order to educate 

customers about the range of options open to 

them. Every one of us is susceptible to 

persuasion from marketing. 

 

PROBLEM STATEMENT  

 

 Getting your message over to the 

appropriate people. 

 funding the necessary amount. 

 Scalability. 

 Competition. 

 Putting all your marketing eggs in one 

basket. 

 dismissing the significance of feeling. 

 

OBJECTIVES OF THE STUDY 

 

 Aiming to learn how being exposed to 

media affects individual socioeconomic 

status. 

 

 To analyze how media vehicles strategy 

affects consumers' decisions to buy 

fast-moving consumer goods. 

 

 The purpose of this study is to 

investigate the effect of media exposure 

on consumers' propensity to buy fast-

moving consumer goods. 

 

RESEARCH METHODOLOGY 

 

 

METHODS FOR DATA COLLECTION & 

VARIABLES OF THE STUDY 

 

Methods for data collection 

Primary Data 

Secondary Data 

   

Primary Data 

Primary source of data was collected by 

questionnaire. 
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Secondary Data 

Secondary source of data was collected from 

Books 

Journals 

Magazines 

Web’s big data es 

 

Sampling 

  

The sample technique utilized for data 

gathering is convenient sampling. The 

convenience sampling method is a non-

probability strategy. 

 

Sampling size 

Big data indicates the 100 numbers of people 

to be surveyed. Though large samples give 

more reliable results than small samples. 

  

 Plan of analysis 

  

 Diagrammatic representation through 

graphs and charts 

 Big data able inferences will be made 

after applying necessary statistical 

tools. 

 Findings & suggestions will be given to 

make the study more useful. 

 

 

 

CONCLUSION/SUGGESTIONS 

 

This article found that ads had a significant 

effect on sales of a few fast-moving consumer 

goods. In the current context, advertising play 

a crucial role in reaching the desired audience 

with the right message, and they may reach the 

end client with the greatest possible visual and 

auditory communication. 

 

To sum up, ads have both positive and 

negative effects. This means it is up to us to 

make smart use of them and make sure they 

are also enjoyable and instructive. Spending 

more on ads increases brand awareness, 

sales, and profits. One of the best indicators of 

how well a brand will do is its value. This leads 

us to the final conclusion that advertising and 

brand value are profitable for the brand and the 

company since they lead to better financial 

results. 
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