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1. INTRODUCTION
Understanding customer behaviour is essential for organisations looking to flourish and
prosper in the dynamic and always changing personal care market. Consumers now have a
dizzying assortment of options when it comes to personal care items, from skincare and
haircare to necessities for sanitation and grooming. Because of this, the efficacy of fast-
moving consumer goods (FMCG) marketing methods used by businesses competing in this

highly competitive industry has a significant impact on their purchase choices.

In the context of personal care items, this thesis seeks to explore the complex interactions
between consumer behaviour, brand equity, and FMCG marketing strategies. This research
aims to shed light on the underlying processes that influence customer preferences and
behaviours by undertaking an in-depth analysis and examination of these elements. This will

eventually assist firms in developing successful marketing strategies.

Businesses have significantly boosted their spending in the establishment and growth of
brand during the last ten years. In the last ten years, branding has become a top management
concern as companies have come to understand that brands are among their most important
intangible assets (Keller and Lehmann, 2006). The company's reputation in the market, as
well as the advantages of the goods and the experiences consumers have with them, are

genuinely reflected in the brand name.

The origins of the brand idea may be found in product marketing, where distinctiveness and
consumer preference for a good or service have been the main goals of branding and brand
management (Knox and Bickerton, 2003). Branding strategies are created by the
organisation for the product, according to Strizhakova and Price (2008), Srivastava and
Gregory (2010), and Kapferer (2008), in order to position and identify the brand with
favourable product benefits in order to draw potential customers, create brand awareness,

and boost profitability.

According to Ries & Ries (2000), a brand is a specific noun that has the ability to affect

customers' purchase decisions. According to the American Marketing Association (AMA),



a brand is "a name, term, sign, symbol, or design, or a combination of them, intended to
identify the goods or services of one seller or group of sellers and to differentiate them from
those of competitors” (AMA, www.marketingpower.com). This definition of a brand
follows the same order of identification and possession.

Brand Equity: Although it has been stated that brands are intricate, they ultimately serve as
a platform for consumers to identify with a certain product, quality, or image (Beamish and
Ashford, 2007, p.99). Brand equity is one approach to gauge how much people identify with
the brand. David A. Aaker is one of the most well-known experts on brand equity. Aaker
(1991, p. 15) described brand equity as a collection of assets and liabilities connected to a
brand, including its name and symbol, that increase or decrease the value that a product or
service offers to a company and/or that company's clients.

The Value of Brand Equity Research

A brand has high brand equity when it creates positive connotations in consumers' minds
and is therefore likely to be the preferred purchase over other brands or non-branded
products (Pappu et al., 2005, p.143; Yoo et al., 2001, p.1; Kuhn et al., 2008, p.41; Arvidsson
2006, p.189). This idea has been extensively discussed in marketing literature over the past
ten years. According to Keller (1993, p. 3), customer-based brand equity emerges when the
consumer is aware of the brand and has positive, powerful, and distinctive brand
connotations in their minds. Additionally, it has been stated that companies with strong
brand equity are able to demand higher prices for their goods (Kuhn et al. 2008, p.41,;
Arvidsson, 2006, p.189). Measurement of brand equity, however, continues to be a crucial
component of brand management and can be used to "guide marketing strategy and tactical
decisions, to assess the extendibility of a brand, to evaluate the effectiveness of marketing
decisions, and to track the brand's health relative to its competitors over time," according to
Ailawadi (2003).



Brand Equity- David Aaker Model
Figure 1 Aaker Model

Aaker Model
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Dimensions of Brand Equity

Brand awareness, perceived quality, brand association, brand loyalty, and other unique brand
assets, according to Aaker (1991; 1996), are the components of brand equity. The brand
values may be produced using the five dimensions. The elements of perception assessment,
such as brand awareness, perceived quality, and brand association, may reinforce consumer
brand loyalty by influencing customer pleasure. Most importantly, brand loyalty reflects

consumer purchasing behaviour.

» Brand Awareness

The ability of a prospective customer to recognise or recall a brand associated with a certain
product category is known as brand awareness (Aaker, 1991; Aaker, 1996). From the most
basic level to the greatest one, brand awareness is divided into four categories: brand
unrecognition, brand recognition, brand recall, and the ideal brand in mind (Aaker, 1991).
Keller (1998) defined brand awareness as a mix of consumer brand recall and recognition.
Brand awareness, according to Aaker (1996) and Keller (1998), is focused on enticing brand
associations, moving consumer familiarity to consumer favorability, sending the message of
substance and commitment, and influencing the customer's mental process. Brand extension
conditions in consumer groups may be determined by brand awareness evaluation (Aaker,
1991; Aaker, 1996).



According to Keller and Aaker (1991), brand awareness is the consumer's capacity to
recognise and link a certain brand with a particular member category. Additionally, he
described the many stages of awareness, including brand dominance, recall, top-of-mind

awareness, brand knowledge, and brand opinion.

According to a study by Keller (1998), frequent exposure to the brand might increase brand
awareness. Increasing brand identity and connecting it to the product category are the two
tasks that must be completed in order to attain brand recognition. Raising brand recognition

may be aided through advertising and celebrity endorsement.

» Brand Loyalty
According to numerous experts, brand equity results in brand loyalty since consumers who
are loyal to a brand can be counted on to generate predicted sales and profit streams (Taylor
et al., 2004; van Riel et al., 2005, for example). According to claims made by Vogel et al.
(2008), brand equity is likely to have an effect on a customer's inclination to stick with, buy
from, and recommend the company. Loyalty is described by Richard Oliver (1977) as "a
strong obligation to greater services or goods repurchases in the future to purchase the same
brand in spite of marketing efforts by potential competitors and their impacts.” Yoo (2000)
comes to the conclusion that the primary driver of brand value is brand loyalty. Additionally,
Strategic Marketing and Research Techniques (2008) found a high correlation between

brand image and consumer loyalty.

> Perceived Quality
A customer's view of a product or service's overall quality or superiority over competitors is
known as perceived quality. Due to the fact that perceived quality is a subjective construct,
it cannot always be assessed objectively (Aaker 1991, 85-86). Perceived quality is one of
the key components of brand equity, and it is crucial to research in order to evaluate brand
equity, according to Aaker (1996). Aaker (1991, p. 85-86) defined perceived quality as the
general opinion of consumers about the excellence and quality of goods or services in
comparison to competing offerings. Zeithaml (1988) and Erenkol and Duygun (2010) came
to the conclusion that product quality is distinct from perceived quality since the latter is the



buyer's subjective assessment of the item. Zeithaml (1988) underlines that a consumer's
perception of quality may play a significant role in influencing their decision. Perceived
quality is positively correlated with brand equity, according to Motameni and Shahrokhi
(1998) and Yoo et al. (2000).

» Brand Association

Any perceptional connection to the brand is referred to as a brand association. Product
characteristics, consumer advantages, purposes, lifestyles, product classifications, rival
brands, and locations of origin are a few examples of brand connections. The association not
only exists, but it also has a lot of power. The position of the brand is determined by
associations and how they stand out from the competitors. An association may influence
how information is processed and remembered, provide a point of difference, suggest
products to purchase, foster favourable attitudes and sentiments, and act as the foundation
for expansions. The connotations that a well-known brand name offers might effect
consumer pleasure and buying behaviour. Even if associations do not influence brand
decisions, they might comfort consumers and lessen their desire to experiment with
competing products. In Aaker (1991; 1992)

Brand association enhances the remembered of a certain brand, therefore according to Aaker
(1991), brand equity and brand association are closely associated. According to Keller
(1998), brand associations may be created by linking them to various advantages, traits, and
attitudes. In order to execute brand differentiation and brand extension (Aaker, 1996), brand
association also functions as a tool for information collecting (van Osselaer and Janiszewski,
2001). James (2005) also emphasises how powerful brand associations support the growth
of a company's reputation and equity. Additionally, it has been shown by Yoo et al. (2000)

and Atilgan et al. (2005) that strong brand connection increases brand loyalty.

» Brand Knowledge
Brand awareness (if and when customers are aware of the brand) and brand image (what
connections consumers make with the brand) are two different concepts. The many facets of

brand knowledge may be arranged in a pyramidal structure (derived from Keller 2001), where



each lower-level component serves as the basis for the higher-level component. In other
words, brand attachment results from functional and emotional brand connections, which
need brand awareness, which in turn results from rational and emotional brand assessments.
Because they reflect how the brand is seen in the consumer's mind, brand knowledge

measurements are also referred to as "customer mind-set" metrics.
Figure 2 Brand Knowledge Pyramid
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Source- Kelvin Lane Keller textbook of Strategic Brand Management, Pearson Publications.

2. RESEARCH MOTIVATION
In recent years, the personal care industry has experienced significant development due to rising
consumer demand for products that appeal to specific requirements and preferences. This
expansion has made the industry extremely competitive, with numerous brands competing for the
attention and loyalty of consumers. To be successful in this industry, businesses must comprehend
consumer behaviour and tailor their marketing strategies consequently.

Brand equity, which refers to the value that a brand contributes to a product or service beyond its
functional advantages, is a crucial aspect of consumer behaviour. Brand equity comprises elements
such as the brand's repute, image, and perceived value, which can affect consumer behaviour.
Understanding how brand equity influences consumer behaviour in the personal care industry can
provide valuable insights for businesses seeking to develop brand loyalty and distinguish
themselves from competitors.

In addition, fast-moving consumer goods (FMCG) companies typically employ FMCG marketing



techniques to increase brand awareness, encourage recurrent purchases, and fuel sales. These
methods may include in-store promotions, the design of product packaging, and digital marketing
campaigns. Understanding how these techniques influence consumer behaviour towards personal
care products can provide companies with crucial insights for enhancing their marketing strategies

and expanding their market share.

In the personal care industry, previous research has focused on either brand equity or FMCG
marketing techniques as discrete entities. However, there is a paucity of research examining the
relationship between these two factors and their effect on consumer behaviour. This study seeks
to address this lacuna in the literature by examining how brand equity and FMCG marketing

techniques influence consumer behaviour towards personal care products.

Understanding the relationship between brand equity and FMCG marketing techniques can assist
businesses in determining which marketing strategies have the greatest influence on consumer
behaviour. In addition, this research can inform product development and marketing strategies by
revealing the factors that influence consumer purchasing decisions. Ultimately, a greater
comprehension of consumer behaviour can aid companies in the personal care industry in

remaining competitive and achieving success.

3. REVIEW OF LITERATURE

Brand Equity
Several brand equity studies were available in the literature. In the Addis Abeba pharmaceutical
industry, Alemayehu (2017) investigated the variables that affect consumer-based brand equity
(CBBE) among prescribers. Successful marketing strategies used by fast-moving consumer goods
(FMCG) corporations to develop brand extensions were found by Athanasopoulou et al. (2015).
The combined effects of brand equity, marketing expenditure, and product differentiation on
pricing disparities among SMEs, MNCs, and retailers were examined by Davcik and Sharma
(2015). Brand loyalty was emphasised by Knox and Walker (2010) as a crucial sign of effective
brand marketing and a part of brand equity. The impact of social media marketing on brand trust,
equity, and loyalty was also examined (Edem et al., 2021), as were the effects of national brand
perception (NBP) on brand equity (Gilal et al., 2021) and the relationship between brand
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positioning and business performance (Haudi et al., 2022). The literature review focuses on a
number of variables that affect brand equity and how marketers can raise brand equity by using

effective marketing strategies.

FMCG
FMCG branding methods have been the subject of several studies, which have looked at things
like the influence of celebrity endorsement, value consciousness, consumer behaviour, and
marketing strategies. While Ali & Muhammad (2021) investigated the effects of different
marketing strategies on consumer purchasing behaviour in Pakistan's FMCG industry, Afreen
(2018) examined the effectiveness of FMCG companies' branding initiatives in India. According
to Mohan and Sequeira (2015) and Niros et al. (2002), other studies have concentrated on the
indirect effects of consumer ethnocentrism and consumer confidence on customer equity drivers

affecting repurchase intention for global FMCG companies.

Consumer Behaviour

A large number of studies are available in the literature which contained research work on
Consumer Behaviour across the globe (Ahmad et al., 2012; Chima, 2020; Christodoulides & De
Chernatony, 2010; Cleveland et al., 2011; Devi et al., 2022; Eger et al., 2021; Fatima et al., 2015;
Javornik & Mandelli, 2012). The results of the studies indicate that consumer attitude for
purchasing products have variation and is incredibly challenging, which also indicates the

influence of FMCG marketing techniques and brand equity on consumer behaviour.

4. RESEARCH GAP

Research on consumer behaviour of personal care goods that used brand equity and FMCG
marketing approaches have given numerous insights, yet there are still significant study gaps. In
this particular field, some of the research gaps that have been discovered are as follows:

» There has been very little study done on how the equity of a brand affects the purchasing
decisions of consumers of personal care products. Although there is some study on the effect
of brand equity on consumer behaviour in the FMCG business, not much research has been
done on the particular ways in which brand equity affects consumer behaviour in the personal

care product sector.
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» There is some research on the impact of marketing techniques in the FMCG sector, but there
has been relatively little research done on how FMCG marketing techniques, such as product
placement, price promotions, and packaging design, shape consumer behaviour in the personal
care product industry.

» The effect of cultural and social variables on consumer behaviour: Consumer behaviour may
be impacted by a number of different factors, including cultural and social influences.
However, there has only been a little amount of study done on the ways in which cultural and
social issues influence customer behaviour in the sector of personal care products.

» The influence of online channels on consumer behaviour: In this day and age, when e-
commerce and online channels are becoming more popular, the influence of online channels
on consumer behaviour in the industry of personal care products is an area that needs further
research.

» Limited research on consumer behaviour in emerging markets: While there is a significant
body of research on consumer behaviour in developed markets, limited research has been
conducted on consumer behaviour in emerging markets, which are increasingly becoming

important markets for personal care products.

Overall, these research gaps show the need for greater inquiry into consumer behaviour in the
personal care product business. More specifically, an emphasis should be placed on brand equity,
FMCG marketing strategies, cultural and societal issues, the influence of internet channels, and

developing markets.
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Conceptual Framework

Figure 3 Conceptual model of study
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Research problem
The personal care products market is highly competitive, and brands rely heavily on their
marketing strategies to attract and retain consumers. However, little is known about the
effectiveness of different marketing techniques and their impact on consumer behaviour in this
industry. Specifically, there is a lack of research examining the relationship between brand equity
and FMCG marketing techniques on consumer behaviour in the personal care products market.
Therefore, the research problem addressed in this study is to investigate the impact of brand equity

and FMCG marketing techniques on consumer behaviour in the personal care products market.
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5. RESEARCH OBJECTIVES

Aims of the investigation are interpreted outcomes that a system or researcher wants to
accomplish within a certain time frame and with the resources at hand. It should be succinctly

and clearly stated. Following a comprehensive evaluation of the literature, the proposed
research aims to accomplish the following objectives:

> Study how consumer buying patterns are impacted by demographic characteristics in personal

care products.

> Develop a framework of factors that are perceived to influence brand equity within FMCG

marketing techniques and consumer behavior patterns with regards to Personal care products.

> To study how marketing strategy, Consumer Behavior, and Brand Equity interact with personal
care items while developing an appropriate mode

» To Evaluate the mediating role of brand equity in shaping Consumer attitudes/ behaviour
around personal care items.

6. RESEARCH HYPOTHESES
Based on the objectives, the following hypotheses were tested:

Following hypotheses have been developed for analysing Objective 2-To examine how

demographic factors, affect consumer behaviour.

Hypothesis- H2ao

There is no significant difference in Consumer Behaviour of Male and Female respondents.
Hypothesis-H2bo

There is no significant difference in Consumer Behaviour based on education level of
respondents.

Hypothesis- H2co

There is no significant difference in Consumer Behaviour based on marital status of

respondents.

14



Hypothesis- H2do

There is no significant difference in Consumer Behaviour based on age groups of respondents.

Hypothesis- H2eo

There is no significant difference in Consumer Behaviour based on employment status of
respondents.
Hypothesis- H2fo

There is no significant difference in Consumer Behaviour based on income level of

respondents.

Following Null hypotheses have been developed for analysing Objective 3- To comprehend how

marketing strateqy, Consumer Behaviour, and Brand Equity interact with personal care items

while developing an appropriate model.

Hypothesis H3ao:

There is no significant direct impact of FMCG Marketing on Consumer behaviour.
Hypothesis H3bo:

There is no significant direct impact of FMCG Marketing on Brand Equity.
Hypothesis H3co:

There is no significant direct impact of Brand Equity on Consumer Behaviour.

7. SCOPE OF THE RESEARCH

The study entitled "Consumer Behaviour of Personal Care Products Using Brand Equity and
FMCG Marketing Technique" aims to gain an understanding of the consumer behaviour pertaining
to personal care products. Specifically, the study seeks to examine the impact of brand equity and
FMCG marketing techniques on the decision-making process of consumers.

Furthermore, the research investigates the efficacy of Fast-Moving Consumer Goods (FMCG)

marketing strategies in endorsing personal care products. The scope of this research is to ascertain

15



the optimal marketing techniques for endorsing personal care items and their impact on consumer
conduct. The present study also examines diverse consumer segments, including gender, age,
income, and lifestyle, to gain insight into the impact of these factors on consumer attitudes and
actions towards personal care products.

8. RESEARCH METHODOLOGY

The research methodology adopted for this study involves a mixed-methods approach,
incorporating both qualitative and quantitative methods to investigate consumer behaviour in the
context of the phenomenon under study. This approach allows for a comprehensive and holistic
exploration of the research problem, utilizing the strengths of both qualitative and quantitative
methods. The quantitative component of the study involves the collection and analysis of
numerical data from a large sample of consumers using structured questionnaires. These
quantitative methods allow for the measurement and statistical analysis of variables related to
consumer behaviour, marketing strategy, and brand equity, providing quantitative insights into the

relationships between these variables.

Data Collection: During the course of this research, only primary data was collected.

e Primary Data: A questionnaire was distributed in and around Bengaluru, and data was
acquired from 1200 respondents by collecting and compiling their responses.

» Sample Size: Because there is a large population of FMCG customers and determining sample
size is difficult due to the complicated effect of many Demographic Variables such as age,
gender, occupation, and education, P = 0.5 was chosen for this purpose. This will allow us to
provide the largest sample size possible.

N= (Za2)*pq/E?
n= (1.96)?x0.5x0.5/0.03°=1067.11
» Sampling Method: The current study employs Random Sampling as its sampling strategy

16



Administration of the Questionnaire

With the people's informed permission, the study's overall purpose was outlined, and a
questionnaire was distributed. The respondents' ages were confirmed to be within the acceptable
range. If approved, Google form questionnaires were sent to responders using the email built-in

secure messaging systems.

Just 1057 of the 1200 participants polled actually filled out the questionnaire. Some questionnaires
had almost half of the questions left blank. Several filled questionnaires contained the identical
answer to every question, making them stand out. After removing such irrelevant filled form, 996
valid ones remained

Pilot Study: A pilot study was conducted on a chosen sample of 100 in and around Bangalore for

validation of main study questionnaire.

9. RESEARCH DATA ANALYSIS
The objective of conducting data analysis was to employ appropriate statistical methodologies to
enable the exploration, manipulation, and modelling of data. The primary objective of performing
data analysis was to facilitate both descriptive and inferential statistical analysis of the data,

thereby converting the data into quantifiable, objective, and comprehensible outcomes.

As a component of the descriptive statistical analysis, an examination was conducted on the central
tendency and variation of the data. Subsequently, inferential statistical analysis was conducted
through the utilisation of structural equation modelling (SEM) to assess the degree of fit between
the sample data and the hypothesised model.

Profile of the Respondents

Table 1. Profile analysis of respondents

| Total count Percentage
Gender
Male 483 48.5
Female 513 51.5
Total 996 100
Age Group
30-35 198 19.9
35-40 253 25.4
40-45 281 28.2
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45-50 264 26.5
Total 996 100
Qualification
Diploma 93 9.4
Graduation 458 45.9
Post-Graduation 445 447
Total 996 100
Occupation
Government Service 280 28.1
Private Service 334 33.6
Business 316 31.7
Housewife 66 6.6
Total 996 100
Yearly Income (in lakhs)
Less than 2 124 12.4
2-5 396 39.8
5-8 379 38.1
Above 8 97 9.7
Total 996 100
Marital status
Married 322 32.3
Unmarried 313 314
Not Disclosed 361 36.3
Total 996 100

» Hypothesis H2 ao: There is no significant difference in Consumer Behaviour of Male and
Female respondents

Table 2 Descriptive Data for Gender Groups

Sr. Gender | Count Mean Sd
1 Female 513 3.84 0.766
2 Male 483 3.76 0.762

T-Test
Two independent sample T Test was performed to check, if two groups have got significantly
different means.

Table 3. t-Test output

T- Value DF P. Value Mean — Female Mean — Male

18



1.6823 ‘ 994 ‘ 0.09283 3.841 3.759

The threshold alpha level of 0.05 is exceeded by the p value. This implies that, based on the replies
given, itis reasonable to believe that gender has no impact on how consumers behave while making
purchases.

» Hypothesis-H2bo: There is no significant difference in Consumer Behaviour based on
education level of respondents
One-way ANOVA is utilized to analyze this relationship as there is one Categorical (education
level) with more than 2 categories and one continuous variable (consumer behaviour).:

Table 4. Descriptive analysis of education level

Education Level count mean sd
DIPLOMA 93 3.77 0.827
GRADUATE 458 3.81 0.743
POST GRADUATE 445 3.80 0.775
ANOVA Output:
Table 5 shows ANOVA output
Df Sum Sq Mean Sq F value Pr(>F)
Education 2 0.1 0.0620 0.106 0.9
Residuals 993 581.7 0.5859

Signif. codes: 0 “***’0.001 “***0.01 “*>0.05°°0.1°"1
The threshold alpha level of 0.05 is exceeded by the p value. This shows that, based on the replies
gathered, it is reasonable to believe that the consumer's education level has no impact on their

choice to make a purchase.

» Hypothesis- H2co: There is no significant difference in Consumer Behaviour based on
marital status of respondents

As in previous hypothesis, One way ANOVA is utilized to analyse this relationship as there is one

Categorical (marital status group) with more than 2 categories and one continuous variable

(consumer behaviour).
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Table 6. Descriptive Analysis of Marital status

MS count mean sd
1 322 3381 0.748
2 313 381 0.76
3 361 3.79 0.786

ANOVA Output:
Table 7 shows ANOVA output
Df Sum Sq Mean Sq F value Pr(>F)
Age Group 2 0.1 0.0411 0.07 0.932
Residuals 993 581.8 0.5859

Signif. codes: 0 “***>(0.001 “**>0.01 “**0.05°"0.1°"1
The threshold alpha level of 0.05 is exceeded by the p value. This implies that a consumer's marital

status has no impact on their choice to make a purchase.

» Hypothesis- H2do: There is no significant difference in Consumer Behaviour based on
age group of respondents

Table 8.Descriptive analysis of age groups

Age Groups count mean sd
30-35Y 198 3.74 0.837
35-40 YR 253 3.97 0.735
40-45YR 281 3.75 0.764
45-50 YR 264 3.74 0.716

ANOVA Output:
Table 9. Shows output of ANOVA
Df Sum Sq Mean Sq F value Pr(>F)
Age Group 3 9.5 3.174 5.5 0.00095 ***
Residuals 992 5724 0.577
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Signif. codes: 0 “***’0.001 “***0.01 “**0.05°°0.1°"1

In one-way ANOVA test, a significant p-value indicates that some of the group means are different
means that we need to reject Null Hypothesis in favour of alternate hypothesis. This means that
there is a significant difference in consumer behaviour towards purchase decision for different age

groups.

However, | am unsure of which grouping pairings vary. To evaluate if the mean differences betw

een certain pairings of groups are statistically significant, it is feasible to do several pairwise com

parisons. Tukey HSD was used to compare the group means in many pairwise comparisons.

95% family-wise confidence levels for Tukey multiple means comparisons

Table 10 Tukey multiple comparisons of means

Categories of Age Gro

S.No diff Iwr upr p adj
ups
35-40 YR-'30-35Y

1 s 0.232301274 | 0.04682283 0.41777971 0.0071585

2 40 - 45 YR-'30- 35 YR | 0.013665121 | -0.16771096 0.19504121 0.9974170

3 45 -50 YR-'30- 35 YR | 0.007828283 | -0.17594588 0.19160244 0.9995287
-0.21863615

4 40-45YR-35-40 YR 3 -0.38805247 -0.04921984 0.0051369
-0.22447299

5 45-50 YR-35-40 YR . -0.39645423 -0.05249175 0.0045078
-0.00583683

6 45 -50 YR-40 - 45 YR g -0.17338557 0.16171190 0.9997418

The results show that there is a significant difference between the categories with S.NO 1, 4, and

diff: distinction between the two groups' respective means

Iwr, upr: Lower and Upper Limits of the 95% Confidence Interval (default)

P adj: p-value after multiple comparisons correction.

5 when the adjusted p-value is below 0.05.

» Hypothesis- H2eo: There is no significant difference in Consumer Behaviour based on
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employment status of respondents

Table 11 Descriptive Analysis of employment status

Occupation

Status count mean sd
BUSINESS 316 3.82 0.715
GOVT 280 3.78 0.806
SERVICE

HOUSEWIFE 66 3.88 0.700
PRIVATE 334 3.79 0.788
SERVICE

ANOVA Output:
Table 12. represents output of ANOVA
Df Sum Sq Mean Sq F value Pr(>F)
Occupation
3 0.8 0.2532 0.432 0.73
Status
Residuals 992 581.2 0.5858

Signif. Codes: 0 “***>0.001 ‘***0.01 ‘** 0.05°.>0.1°"1
The p value exceeds the alpha level cut-off of 0.05. This suggests that the null hypothesis cannot

be rejected in favour of a competing hypothesis.

» Hypothesis- H2fo: There is no significant difference in Consumer Behaviour based on

income levels of respondents

Table 13. Descriptive Analysis of Income

Income Level count mean sd

2 -5LAKH 396 3.75 0.769
5-8 LAKH 379 3.87 0.765
ABV 8 LAKH 97 3.81 0.698
LESS THAN 2 LAKH 124 3.77 0.791
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ANOVA Output:
Table 14 shows ANOVA output

Sum Sq Mean Sq F value Pr(>F)
Df
Income_Level 3 3.2 1.0509 1.801 0.145
Residuals 992 578.8 0.5834

Signif. codes: 0 “***’0.001 “***0.01 “**0.05°°0.1°"1
The p value exceeds the alpha level cutoff of 0.05. This suggests that it is acceptable to believe

that income levels do not influence the purchasing decisions of consumers.

Result of Hypotheses testing

The outcomes of the testing of the hypotheses are shown in the following table.

Table 15. Summary of Hypotheses testing

Objective Hypothesis Null Hypothesis
Hypothesis : There is no
significant  difference in
Consumer Behaviour of Male Accepted
and Female respondents
Hypothesis : There is no
significant  difference in
2. To  examine  how Consumer Behaviour based Accepted
demographic factors, affect| . oqication level of
consumer behaviour. respondents
Hypothesis :There is no
significant  difference in
Consumer Behaviour based Accepted
on  marital  status  of
respondents
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Hypothesis :There is no

significant  difference in

Consumer Behaviour based Accepted
on age groups of respondents

Hypothesis :There is no

significant  difference in

Consumer Behaviour based Accepted
on employment status of

respondents

Hypothesis :There is no

significant  difference in

Consumer Behaviour based Accepted
on income level of

respondents

SEM MODEL

Obijective 3 aimed to comprehend how marketing strategy, consumer behavior, and brand equity

interact with personal care items while developing an appropriate model. To achieve this

objective, we developed three null hypotheses and used a Structural Equation Modeling (SEM)

approach to test them.

Null Hypotheses formed for the model are as follows:
H3ao: There is no significant direct impact of FMCG Marketing on Consumer behavior
H3bo: There is no significant direct impact of FMCG Marketing on Brand Equity

H3co: There is no significant direct impact of Brand Equity on Consumer Behavior

The results of our SEM analysis showed that all three null hypotheses were rejected, indicating
that there were significant direct impacts of FMCG Marketing on Consumer Behavior (H3a),
FMCG Marketing on Brand Equity (H3b), and Brand Equity on Consumer Behavior (H3c).

In particular, the factor loadings for FMCG Marketing on Consumer Behavior, FMCG Marketing
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on Brand Equity, and Brand Equity on Consumer Behavior were statistically significant (p 0.05),

indicating a strong direct association between these constructs.

Furthermore, the standardized coefficients for the path between FMCG Marketing and Consumer
Behavior (0.0255), FMCG Marketing and Brand Equity (0.0069), and Brand Equity and Consumer
Behavior (0.00016) were all positive and statistically significant (p < 0.05), indicating a strong and

direct impact of each construct on the other.

Table 16. Summary of Hypotheses testing

Objective Hypothesis Null Hypothesis

H3ao: There is no significant
direct impact of FMCG _

3- To comprehend how | Marketing on  Consumer Rejected

marketing strategy, Consumer | behavior

Behaviour, and Brand Equity | H3bo: There is no significant

interact with personal care | direct impact of FMCG Rejected

items while developing an | Marketing on Brand Equity

appropriate model H3co: There is no significant
direct impact of Brand Equity Rejected
on Consumer Behavior

» Brand Equity's mediating impact on personal care products’ Consumer Behavior.
Following table describes the direct and indirect relationships among the main variables of the

study.
Table 17. Relationship (Effects) between variables
Relationships | Direct Indirect Total
FM -> CB 0.025537933 1.11E-06 2.55E-02
FM -> BE 0.069001807 | 0.00E+00 6.90E-02
BE -> CB 0.148160386 | 0.00E+00 1.48E-01

There is a significant direct impact of FMCG marketing on consumer behavior with a value of

0.0255, which is positive but relatively weak. However, when Brand Equity is introduced as a
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mediating variable, the indirect impact becomes significant with a value of 1.11E-06, indicating
that Brand Equity plays a mediating role in the relationship between FMCG marketing and

consumer behavior.

Brand equity has a large and positive effect on customer behavior, as shown by the considerable
direct impact of Brand Equity on customer Behavior with a value of 0.148. In conclusion, the
findings point to the necessity of building strong Brand Equity for personal care goods to affect
consumer behaviour and imply that Brand Equity plays a mediating role in the interaction between

FMCG marketing and consumer behaviour.

10. FINDINGS AND CONCLUSIONS

Relationship between Consumer Behaviour, FMCG and Brand equity

¢ The null hypotheses for the model developed with aim to understand the interaction
between marketing strategy, consumer behaviour, and brand equity in personal care items
were: “There is no significant direct impact of FMCG Marketing on Consumer behaviour;
there is no significant direct impact of FMCG Marketing on Brand Equity; there is no
significant direct impact of Brand Equity on Consumer Behaviour.”

¢ The SEM approach was used to test the three null hypotheses.

¢ All three null hypotheses were rejected, indicating significant direct impacts of FMCG
Marketing on Consumer Behaviour, FMCG Marketing on Brand Equity, and Brand
Equity on Consumer Behaviour.

¢ There was a statistically significant (p < 0.05) relationship between FMCG marketing and
consumer behavior, FMCG marketing and brand equity, and brand equity and consumer
behaviour.

¢ The standardized coefficients for the path between FMCG Marketing and Consumer
Behaviour (0.0255), FMCG Marketing and Brand Equity (0.0069), and Brand Equity and
Consumer Behaviour (0.00016) were all positive and statistically significant (p < 0.05).

¢ FMCG Marketing, Consumer Behaviour, and Brand Equity are all important factors that
interact with personal care items.

¢ The SEM Model validated the indirect impact of FMCG Marketing by considering Brand
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Equity as a mediator.

The SEM Model's scatter diagram graphically displays the associations between the
various components.

A path coefficient of 0.0255 was found between FMCG Marketing and Consumer
Behaviour, indicating a strong positive impact. This suggests that FMCG marketing has
a significant influence on consumer behaviour.

Similarly, a path coefficient of 0.0069 was found between FMCG Marketing and Brand
Equity, indicating a strong positive impact. This implies that FMCG marketing has a
significant impact on brand equity, which refers to the perceived value and strength of a
brand.

Furthermore, the path coefficient between Brand Equity and Consumer Behaviour was
found to be 0.00016, indicating a strong positive impact. This suggests that brand equity
also has a significant influence on consumer behaviour.

Factor loadings are used to assess the degree to which a certain construct influences a
specific variable in the SEM model. The factor loadings for FMCG Marketing on
Consumer Behaviour and Brand Equity were found to be statistically significant (p <
0.05). This means that FMCG marketing significantly affects both consumer behaviour
and brand equity.

Similarly, the factor loading for Brand Equity on Consumer Behaviour was found to be
statistically significant (p < 0.05), indicating that brand equity significantly affects
consumer behaviour as well.

FMCG Marketing has a direct impact on Consumer Behaviour: Fast-Moving Consumer
Goods (FMCG) marketing plays an important role in shaping consumer behaviour.
FMCG marketing activities such as advertising, promotional activities, and product
placement influence consumers' attitudes and perceptions towards products, thereby
impacting their purchase decisions. Effective marketing campaigns can change consumer
behaviour by highlighting the benefits of a product, creating a need for the product, or by
differentiating it from other similar products in the market.

FMCG Marketing has a direct impact on Brand Equity: The value that a brand brings to
a product or service is known as brand equity. FMCG marketing activities such as

advertising, brand image, and product positioning contribute to building brand equity.
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The more recognizable and well-regarded a brand is, the higher its brand equity. Effective
FMCG marketing can improve brand equity by creating positive associations with the
product, establishing brand loyalty, and differentiating it from its competitors.

Brand Equity has a direct impact on Consumer Behaviour: Brand equity influences
consumer behaviour by shaping consumers' perceptions and attitudes towards the product.
Consumers are willing to pay a premium for brands with high equity, as they perceive
them to be of higher quality, more reliable, and more trustworthy. In addition, strong
brand equity increases the likelihood of repeat purchases and brand loyalty.

Consumer behaviour is influenced by FMCG Marketing and Brand Equity: FMCG
marketing and brand equity work together to influence consumer behaviour. Effective
marketing campaigns that build brand equity can impact consumer behaviour by creating
positive associations with the product, establishing brand loyalty, and differentiating it
from its competitors. Conversely, low brand equity or ineffective marketing campaigns
can negatively impact consumer behaviour by creating negative associations with the
product, decreasing the likelihood of repeat purchases, and reducing brand loyalty.
Brand Equity is influenced by FMCG Marketing: FMCG marketing activities play a
critical role in building brand equity. Effective marketing campaigns that create positive
associations with the product, establish brand loyalty, and differentiate it from its
competitors can increase brand equity. Conversely, ineffective marketing campaigns or
negative consumer perceptions can decrease brand equity.

The use of a Structural Equation Modelling (SEM) approach can provide valuable insights
into how marketing strategy, consumer behaviour, and brand equity interact with personal
care items. This approach can help companies in the personal care industry develop an
appropriate marketing model that aligns with their business goals.

The factor loadings for FMCG Marketing on Consumer Behaviour, FMCG Marketing on
Brand Equity, and Brand Equity on Consumer Behaviour were statistically significant,
indicating a strong direct relationship between these constructs. This finding suggests that
companies should focus on developing effective marketing strategies that can positively
influence consumer behaviour and build brand equity.

The standardized coefficients for the path between FMCG Marketing and Consumer

Behaviour, FMCG Marketing and Brand Equity, and Brand Equity and Consumer
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Behaviour were all positive and statistically significant. This finding indicates that
marketing strategy, consumer behaviour, and brand equity are all interconnected and
should be considered together when developing a marketing model for personal care
products.

In conclusion, marketing strategy, consumer behaviour, and brand equity are all crucial
factors that interact with personal care items. Companies in the personal care industry
should consider all three factors when developing a marketing model that aligns with their
business goals and resonates with their target audience. Using a Structural Equation
Modelling (SEM) approach can provide valuable insights into how these factors interact

and help companies develop an appropriate marketing model.

Relationship between Consumer Behaviour & Demographics

¢

Following are the findings from the analysis of how demographic factors affect consumer
behaviour:

Using statistical analysis techniques like regression analysis, the hypothesis testing was
done to investigate the effects of demographic characteristics on customer behaviour.
Demographic variables don't significantly affect consumer behaviour was the null
hypothesis, whereas demographic factors do significantly affect consumer behaviour was
the alternative hypothesis.

Gender has no discernible influence on how consumers behave while making purchases.
Male and female customers received mean ratings of 3.76 and 3.84, respectively. The t-
test's p-value was 0.09283, above the significance threshold of 0.05.

Education level does not significantly impact consumer behaviour towards purchase
decision. The mean scores for respondents with Diploma, Graduate, and Post Graduate
education were 3.77, 3.81, and 3.80, respectively. The p-value for the ANOVA test was
0.9, which is greater than the significance level of 0.05.

Marital status does not significantly impact consumer behaviour towards purchase
decision. The mean scores for married and unmarried respondents were 3.79 and 3.81,
respectively. The significance threshold of the ANOVA test was set at 0.05, and the p-
value was 0.9428, which is above that.

The mean consumer behaviour scores for different employment status groups are quite
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similar, ranging from 3.78 to 3.88. This suggests that the employment status of
respondents doesn't play a significant role in influencing their consumer behaviour
towards making a purchase decision. In other words, whether someone is a business
owner, government employee, private service employee, or a housewife, their consumer
behaviour towards making a purchase decision is not affected by their occupation.

¢ The mean consumer behaviour scores for different income levels are also quite similar,
ranging from 3.75 to 3.87. This implies that the income level of respondents doesn't play
a significant role in influencing their consumer behaviour towards making a purchase
decision.

¢ Overall, these findings suggest that demographic factors such as gender, education level,
and marital status do not have a significant effect on consumer behaviour towards
purchase decision. However, it is important to note that these findings are specific to the

sample population and may not necessarily generalize to other populations.

Indirect Effects

¢ Indirect relationships between key variables in the study can be summarized as follows:

¢ FMCG (Factor A) and CB (Outcome C): There is a very weak positive indirect
relationship between FM and CB (1.11E-06), indicating that FM has a very small effect
on CB through other variables in the study.

¢ FMCG (Factor A) and BE (Outcome B): There is no indirect relationship between FM
and BE (0.00), indicating that FM does not have an effect on BE through other variables
in the study.

¢ BE (Outcome B) and CB (Outcome C): There is no indirect relationship between BE and
CB (0.00), indicating that BE does not have an effect on CB through other variables in
the study.

¢+ Total: FM and CB have a very slender, favourable indirect connection, but no indirect
relationships between FM and BE or between BE and CB.

Direct Effects

¢ Direct relationships between key variables in the study can be summarized as follows:

¢ FMCG (Factor A) and CB (Outcome C): FM has a small positive direct relationship with
CB (0.0255), indicating that higher prevalence of FM are related with marginally greater
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prevalence of CB.

¢ FMCG (Factor A) and BE (Outcome B): FM has a moderate positive direct relationship
with BE (0.069), indicating that higher prevalence of FM are related with marginally
greater prevalence of BE.

¢ BE (Outcome B) and CB (Outcome C): BE has a strong positive direct relationship with
CB (0.148), indicating that higher prevalence of BE are related with marginally greater
prevalence of CB.

¢ Total: FM has a small positive direct relationship with CB and a moderate positive direct

relationship with BE.

11. RESEARCH CONTRIBUTIONS
The contributions of this study are as follows:
For researchers

The implications of the research for researchers are as follows:

e Improved understanding of relationships: The study provides researchers with a better
understanding of the direct and indirect relationships between the key variables. This
information can help researchers design more effective studies that focus on these
variables.

e Development of new hypotheses: The results of the study may suggest new hypotheses for
researchers to test. For example, the indirect relationship between FM and CB could
prompt researchers to investigate the factors that mediate this relationship.

e ldentification of research gaps: The study may highlight areas where additional research
is needed. For instance, the lack of significant indirect relationship between FM and BE
might indicate that other factors should be considered to fully understand this relationship.

e Use in meta-analysis: The study's findings can be included in meta-analyses to determine
the strength and consistency of the relationships between the key variables across different
studies.

e Advancement of theory: The research contributes to the development of theory by
providing empirical evidence on the relationships between the key variables. Researchers

can use this evidence to refine existing theories or develop new ones.
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For Academic Institutions and Students

The implications of the research on for academic institutions and students are as follows:

Increased understanding of consumer behaviour: The research can help academic
institutions and students gain a better understanding of consumer behaviour in the personal
care products market. This knowledge can be useful in designing marketing strategies for
personal care products that target specific consumer groups.

Enhanced knowledge of FMCG marketing techniques: The research can provide insights
into the various FMCG marketing techniques that are employed by companies to promote
personal care products. This knowledge can be used by academic institutions to design
courses that teach students about FMCG marketing techniques.

Improved brand equity management: The research can help academic institutions and
students gain a better understanding of the importance of brand equity in the personal care
products market. This knowledge can be used by companies to manage their brand equity
more effectively.

Career opportunities: The research can provide students with knowledge and skills that
are highly valued by companies operating in the personal care products market. This can
lead to more career opportunities for students who have acquired this knowledge.
Contribution to academic literature: The research can contribute to the academic literature
on consumer behaviour and FMCG marketing techniques. This can lead to further research

in the field and the development of new theories and frameworks.

For the Regulatory Bodies

The research highlights the importance of regulating the marketing practices of personal
care products to ensure that consumers are not misled or manipulated by false or
exaggerated claims.

Regulatory bodies can use the findings of the research to develop guidelines for marketing
personal care products that protect consumers from misleading information and practices.
The research emphasizes the need for strict enforcement of regulations on the labelling and
packaging of personal care products to ensure that consumers are aware of the ingredients

and potential risks associated with using them.
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The study highlights the importance of regulatory bodies monitoring the quality of personal
care products to ensure that they are safe and effective for consumers to use.

The research can assist regulatory bodies in identifying gaps in the current regulatory
framework for personal care products and provide recommendations for improving it to
better protect consumer health and safety.

Regulatory bodies can use the research findings to educate consumers on the importance
of understanding the marketing techniques used by personal care product brands and

making informed choices when purchasing these products.

12. LIMITATIONS OF THE RESEARCH

The study had certain limitations that need to be acknowledged.

¢

13.

Firstly, the sample size was limited to a particular region and may not represent the entire
population of consumers.

Secondly, the study focused only on personal care products and did not take into account
other FMCG products.

Thirdly, the research relied on self-reported data, which could be subject to bias and social
desirability effects.

Finally, the study did not explore the impact of external factors such as economic
conditions and cultural influences on consumer behaviour, which could have a significant
impact on the results.

These limitations suggest the need for further research in this area to provide a more

comprehensive understanding of consumer behaviour in the personal care product industry.

SCOPE FOR FUTURE RESEARCH

The suggestions for future research are given below:

¢ Marketing professionals should create consumer profiles to comprehend the traits of their

target market. Since there is an increasing need for consumer goods, producers should

concentrate on emerging markets. Additionally, a suitable marketing plan should be

developed based on demographic variables.
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¢ The study shows that consumers value other top brands and products less than they used to.
Marketers should work to position their brands using cutting-edge marketing techniques.

¢ The survey reveals that customers contact shops before making a purchase and that they serve
as valuable resources for advice on choosing a brand. Therefore, all promotional efforts
should be shared with the merchants by the makers. Since the retail shop is the main
connection connecting manufacture and consumption, this will show to be more
advantageous.

¢ The characteristics of the product and brand awareness are key factors in influencing
consumer behaviour. As a result, it is advised that the product manufacturing enterprises
emphasise product qualities more in their advertising.

The study has shown that brands are significant to consumer psychology and that building brands

is more crucial when marketing personal care products.
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