BHARTIDASAN UNIVERSITY

SCHOOL OF MANAGEMENT

M <27 7) f (Accredited with A+ Grade in the Third Cycle by NAAC)
A 1 , \ J f n
\ ( \ J / "y LI1D o A - TARIE N A
/L 4 IRUCUHIEKAVIPA |
- %7 TIR 6

PROJECT REPORT ON

AN ANALYSIS ON E-COMMERCE MARKETING WITH

SPECIAL REFERENCE TO FMCG PRODUCTS

IN PARTIAL FULFILLMENT OF THE REQUIREMENT OF MBA PROGRAMME

OF AMITY SCHOOL OF DISTANCE LEARNING

PROJECT GUIDE:
MR. XXXXXKXXXXX
SUBMITTED BY:

XXXXXXXXXXX

ENROLLMENT NO.: XXXXXXXXXX

MBA 2 YEARS




DECLARATION

I, HXXXXXX XXX XXXX certify that the project report entitled

(13

” “is an original one and has not been submitted earlier to

Bharathidasan University or to any other institution for fulfillment of the requirement of a
course of management programme (MBA)

Name: XXXXXXXXXX

Enrollment No.: XXXXXXXXXX




ACKNOWLEDGMENT

Making this project report a reality has been made possible by a great deal of assistance and
support.

Above all, I would want to express my thanks to Mr. XXXXXXXXXXX, who gave me all
the help and assistance | needed to complete the dissertation.

I am thankful to everyone who helped me turn my data and information collecting into a

research study and for their support.

Finally, I want to express my gratitude to God, who has always supported me and will

continue to do so in our work.

NAME: XXXXXXXXXXXXXXXX
ENROLLMENT NO: XXXXXXXXXXXX

MBA 2 Years




TABLE OF CONTENTS

EXECUTIVE SUMMARY ...ttt sttt e e et a e et e e e nees 5
CHAPTER 1: INTRODUCGCTION ..ottt ettt 6
CHAPTER 2: INDUSTRY PROFILE ......ooiiiiee ettt 7
CHAPTER 3: LITERATURE REVIEW ...t 9
CHAPTER 4: OBJECTIVES OF THE STUDY ...ttt 11
CHAPTER 5: RESEARCH METHODOLOGY ......oooiiiiiiiiiieiiiieee e 12
CHAPTER 6: DATAANALYSIS AND FINDINGS. ... 13
CHAPTER 7: CONLUSION ...t 17
CHAPTER 8: RECOMMENDATIONS ......c.ccoveiiiiiiieieee Error! Bookmark not defined.
REFERENCES ........ooiiiiiiieie e Error! Bookmark not defined.
ANNEXURE-QUESTIONNAIRE .........coooiieiiiiiieeecciiiee e Error! Bookmark not defined.




EXECUTIVE SUMMARY /ABSTRACT

The marketing and sales of Fast-Moving Consumer Goods (FMCG) items have been
completely transformed by the explosive expansion of e-commerce. The purpose of this
research is to evaluate the efficacy of internet marketing tactics for FMCG e-commerce
items. The study looks at a number of online marketing strategies, such as email marketing,
influencer marketing, social media advertising, and SEO, to see how they affect customer

behavior and purchase choices.

A mixed-methods strategy was used to accomplish the study goal, integrating qualitative
interviews with quantitative surveys. A wide sample of internet buyers who have bought
FMCG items via e-commerce platforms provided the survey data. Deeper understanding of
customer attitudes and experiences with internet marketing tactics was made possible by the

interviews.

The results show that internet marketing has a big impact on consumer behavior and FMCG
product purchases. With most respondents saying that social media advertising affected their
purchase decisions, it became clear that social media advertising was a very powerful
instrument. Influencer marketing and search engine optimization were also important factors

in influencing customer choices and raising brand recognition.

Additionally, the research pinpoints important elements that improve the efficacy of FMCG
product internet marketing efforts. These elements consist of discounts/offers, user-generated
reviews, personalized material, and entertaining content. The study also emphasizes how
crucial ease, trust, and authenticity are to the online buying experience because they have a

big influence on customer loyalty and happiness.

The study's conclusions provide marketers and e-commerce companies in the FMCG industry
useful information. According to the study, spending money on online marketing techniques,
especially social media advertising, might increase sales and provide favorable results.
Additionally, it emphasizes how important it is to continuously evaluate and optimize internet

marketing activities in order to adjust to shifting customer trends and preferences.




CHAPTER 1: INTRODUCTION

E-commerce's growth in recent years has completely changed the retail scene by giving
customers access to a vast array of goods and previously unheard-of ease. The Fast-Moving
Consumer Goods (FMCG) industry has seen substantial expansion and change among the
many sectors impacted by this digital revolution. FMCG products include necessities
including food and drink, personal care items, and domestic goods. They are distinguished by
their frequent purchasing and short shelf life. Understanding the efficacy of e-commerce
marketing tactics for FMCG items has become essential for firms operating in this industry as

customers increasingly rely on online platforms for their purchasing requirements.

The success or failure of FMCG firms may be attributed to the efficacy of marketing
techniques in the e-commerce space. Email campaigns, influencer marketing, social media
advertising, SEO, and tailored recommendations are just a few of the many strategies that fall
under the umbrella of online marketing. These tactics seek to increase customer interest and

attention, build brand recognition, and eventually boost revenue.

In order to shed light on how different online marketing methods affect customer behavior
and purchasing choices, this study aims to examine the efficacy of e-commerce marketing for
FMCG items. Businesses may improve their marketing efforts and take advantage of the
possibilities provided by the digital marketplace by analyzing the efficacy of these techniques

and learning about the most effective and impactful ones.
E-commerce is fueling the FMCG industry's expansion.

In the Fast-Moving Consumer Goods (FMCG) industry, eCommerce has become a significant
growth engine, providing a plethora of chances for companies to broaden their consumer
base, boost revenue, and improve customer satisfaction. Key ways that eCommerce may

drive development in the FMCG industry include the following:

1. Greater Accessibility and Convenience: By removing the limitations of physical store
locations and operation hours, eCommerce gives customers the flexibility to shop for FMCG

items whenever and wherever they want. This ease of access




CHAPTER 2: INDUSTRY PROFILE

Introduction to Indian FMCG Industry

Serving the daily demands of its sizable customer base, the Indian FMCG (fast-moving
consumer goods) sector is essential to the nation's economy. A broad variety of items with a
short shelf life and frequent use are included in FMCG products. Food and drink, home care,

personal care, and health and wellness goods are all part of this market.

Because it creates jobs, contributes to the GDP of the nation, and helps satisfy the needs of a
varied and expanding population, the Indian FMCG sector is very important. It caters to
customers from a range of economic backgrounds and services both urban and rural areas.
Numerous causes, such as expanding disposable incomes, urbanization, changing lifestyles,
and the expansion of the middle class, are driving the industry's rise. Consumer tastes have
changed as a result of these factors, placing more value on luxury goods, convenience, and
health and wellbeing. Furthermore, a key factor propelling the FMCG industry in recent years

has been the growing awareness of personal care and cleanliness.
The FMCG Industry's Significance and Impact in India

The Fast-Moving Consumer Goods (FMCG) sector is very important and contributes
significantly to the Indian economy. The following are the main ideas emphasizing the role

and significance of the FMCG sector in India:

1. Economic Contribution: One of India's biggest industries, the FMCG sector makes a
substantial contribution to the GDP of the nation. Along its value chain, it directly and
indirectly creates a significant amount of income and job possibilities. The expansion and
financial success of the sector have a beneficial effect on the country's overall economic
growth.

2. Job Creation: One of India’'s main job creators is the FMCG sector. It generates
employment in a number of industries, including as retail, marketing, distribution, packaging,
and manufacturing. A wide range of skill levels may find work in the industry's vast network
of distributors, retailers, and suppliers, which promotes social progress and economic

inclusion.

Important Players and Market Factors




Numerous local and international businesses make up the Indian FMCG sector. Among the

major participants in the Indian FMCG market are:

1. Hindustan Unilever Limited (HUL): One of the biggest FMCG firms in India, HUL offers
a wide range of goods in categories including meals, home care, and personal care. Among its
well-known products are Lifebuoy, Dove, Surf Excel, and Lipton, and it has a robust

distribution network.

2. ITC Limited: ITC is a multifaceted company that has a big impact on the FMCG industry.
It sells goods in areas including food, stationery, cigarettes, and personal care. Among the
well-known brands in ITC's FMCG portfolio include Aashirvaad, Sunfeast, Bingo, and

Fiama.

3. Nestlé India: Known for its wide variety of food and drink items, Nestlé is a worldwide
fast-moving consumer goods firm. It is well-known in India and sells well-known brands

including Munch, KitKat, Nescafé, and Maggi.

4. Procter & Gamble (P&G): P&G is a multinational fast-moving consumer goods
corporation that is well-established in India. It provides a large selection of home and
personal care items. In India, some of its well-known brands include Tide, Gillette, Pampers,

and Whisper.

5. Britannia Industries Limited: This well-known Indian FMCG business specializes in dairy
and baked goods. It provides a range of well-known brands, including Britannia Cheese,

Tiger, Good Day, and NutriChoice.




CHAPTER 3: LITERATURE REVIEW

Background of e-commerce and FMCG industry

Over the last ten years, the e-commerce sector has grown and changed rapidly, completely
altering the way that products and services are purchased and sold. The term "e-commerce"
describes the purchasing and selling of goods and services using electronic channels, mostly
the internet. Because of its accessibility, ease of use, and capacity to reach a worldwide
clientele, this sector has seen tremendous growth in popularity. In addition, a broad variety of
commonly bought consumer goods, including food and drink, personal care products, home

goods, and more, are included in the Fast-Moving Consumer Goods (FMCG) sector.
Features of Fast Food and Drink Items

Fast-Moving Consumer Goods, or FMCG items, are a kind of consumer goods that are
usually inexpensive, bought often, and have a short shelf life. These goods are regularly used
and regarded as necessary for day-to-day existence. The following are some essential features
of FMCG products:

Fast Consumption: FMCG goods are intended to be used or consumed right away. They need
to be regularly restocked since they are often perishable or have a short lifetime. Food,

drinks, hygiene, and personal care goods are a few examples.

Low Unit Cost: A wide spectrum of consumers may buy FMCG items since they are typically
priced reasonably. To promote mass consumption and frequent purchases, the unit cost must

be cheap.

Broad Product Variety: To meet different requirements and tastes, FMCG items include a
broad variety of consumer goods. This covers food and drink, cosmetics, home cleaning
supplies, personal care goods, and more. The wide range of consumer needs in the market is

reflected in the variety of FMCG items.

Branding and Marketing: To stand out in a crowded market, FMCG items mostly depend on
branding and marketing techniques. Consumer decisions and brand loyalty are greatly

influenced by advertising, promotional activities, product design, and brand familiarity.

The significance of marketing plans for fast-moving consumer goods




For FMCG (fast-moving consumer goods) items to be successful, marketing tactics are
essential. Effective marketing tactics are crucial given the FMCG industry's competitiveness

and the rapidly changing behavior of consumers for a number of reasons.

For FMCG items, marketing methods aid in increasing brand recognition. Businesses may
increase customer awareness and familiarity with their brand by implementing targeted
advertising campaigns, social media presence, and other promotional activities. This will help

to make the brand memorable and identifiable.
The FMCG Industry's E-Commerce Sector

In the fast-moving consumer goods (FMCG) sector, e-commerce has become a disruptive

force that is changing how customers buy and use FMCG items.

The FMCG industry has seen enormous development in e-commerce. Many customers have
been drawn to internet platforms because of its accessibility, ease of use, and extensive
product selection. For FMCG firms, e-commerce has emerged as a key means of connecting
with consumers, growing their market, and increasing revenues. Numerous local and
international e-commerce platforms have become important participants in the FMCG sector.
These platforms provide FMCG firms access to a digital marketplace where they may display

and sell their goods to a large audience.
E-commerce's expansion and importance in the FMCG industry

The growth and significance of e-commerce in the FMCG (Fast-Moving Consumer Goods)
sector have been remarkable in recent years. E-commerce has emerged as a powerful force,
revolutionizing the way FMCG products are bought and sold. With the increasing penetration
of the internet, smartphones, and digital technologies, consumers have embraced the
convenience and accessibility offered by online platforms. This has resulted in a significant

shift towards online shopping for FMCG products.

10




CHAPTER 4: OBJECTIVES OF THE STUDY

Identify the challenges and barriers faced by FMCG brands in implementing

effective e-commerce marketing strategies

Evaluate the effectiveness of e-commerce marketing in driving online sales and

conversions for FMCG products

Assess the impact of e-commerce marketing on consumer awareness and brand

perception in the FMCG industry

Explore the role of customer engagement and interaction in e-commerce marketing
for FMCG products

11




CHAPTER 5: RESEARCH METHODOLOGY

Methodology: Primary Data
Data Collection Method

Questionnaires were used to gather primary data. Interviews were conducted with online

retailers.
Sample Size: One hundred

Secondary Information: Journals, magazines, peer reviews, published databases, and news
articles were used to gather the secondary data for this study. With the use of tables, charts,

and graphs, a comprehensive understanding of the gathered data is presented.
Interpretation and Evaluation

Following data collection, information was manually and with computer assistance compiled,
categorized, and tabulated. With the aid of percentage and graphic method, the work of

creating illustrations was then completed.

12




CHAPTER 6: DATAANALYSIS AND FINDINGS

Q1. I am now more aware of FMCG items thanks to e-commerce marketing.

45%
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25%

20% 39%
1 50/0 320/(')

10%

5% 11% 12% -
6%
00/0 I I I I

S (Strongly 4 (Agree) 3 (Neutral) 2 (Disagree) 1 (Strongly
Agree) Disagree)

Twelve percent of respondents disagreed with the aforementioned statement, while thirty-

two percent strongly agreed with it.
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Q2. My opinion of FMCG brands has improved as a result of e-commerce marketing.
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Thirty percent of respondents strongly agreed with the aforementioned statement, while

fourteen percent disapproved.
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Q3. I've found it simpler to find new FMCG items thanks to e-commerce marketing.
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While 11% of respondents disagreed with the aforementioned statement, 29% of respondents

strongly agreed with it.
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Q4. Relevant and customized product suggestions have been made possible by e-

commerce marketing.
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While 16% of respondents disagreed with the aforementioned statement, 25% of respondents

strongly agreed with it.
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CHAPTER 7: CONLUSION, RECOMMENDATIONS AND
SUGGESTIONS

In summary, the efficiency of e-commerce marketing in the FMCG sector was the main
emphasis of this study. Important insights on the effects of e-commerce marketing on
consumer perceptions, online sales, and customer engagement, as well as the difficulties
FMCG firms experience in putting these tactics into practice, have been obtained via the

examination of several elements and variables.

According to the study's results, e-commerce marketing significantly raises customer
awareness of FMCG items and improves their opinions of the brand. Customers may now
find new FMCG items and make well-informed purchasing selections more easily thanks to
the accessibility and convenience provided by e-commerce platforms. Social media
interactions, interactive features, and personalized suggestions have improved consumer

engagement and impacted brand loyalty for FMCG companies.

E-commerce marketing has also been shown to be successful in increasing online sales and
conversions for FMCG items, according to the research. The data analysis shows that
increased website traffic, click-through rates, and conversion rates are all correlated with e-
commerce marketing campaigns. These results highlight how effective e-commerce
marketing can be for FMCG firms looking to expand their consumer base and boost online

sales.
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SUGGESTIONS

The following suggestions might be made in light of the research study's results and

conclusions on the efficacy of e-commerce marketing for FMCG products:

1. Personalized Marketing Strategies: FMCG companies have to concentrate on creating
customized marketing plans that address the unique requirements and inclinations of
their target market. Deliver customized product suggestions, focused promotions, and
customized messaging by using consumer data and analytics. This strategy will boost

e-commerce marketing campaigns' efficacy and improve consumer engagement.

2. Smooth Omni-Channel Experience: FMCG firms should strive to provide customers a
smooth omni-channel experience in order to maximize the efficacy of e-commerce
marketing. Make sure that promotions, message, and branding are consistent across
online and offline platforms. Create a single consumer profile and provide a seamless
experience by integrating online and offline data. Use technology that connect online
and offline, such interactive experiences in actual shops or the ability to pick up

online purchases in-store.

3. Make Use of Influencer Marketing: The FMCG sector has found influencer marketing
to be quite successful. To market FMCG items, work with relevant influencers and
take use of their reputation and reach. Find influencers with a similar audience to the
target market and collaborate with them to produce interesting and genuine content
that appeals to customers. Influencer marketing has the power to greatly increase

brand awareness and foster customer loyalty and trust.

4. Optimize Mobile Experience: FMCG firms must optimize their mobile experience
since smartphones are increasingly being used for online buying. Create mobile-
friendly applications and websites with smooth navigation, quick loading times, and
simple checkout procedures. To improve the mobile purchasing experience and
increase conversions, use mobile-specific features like push notifications, mobile

wallets, and mobile-only deals.

18
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