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CHAPTER -1
INTRODUCTION



1.1INTRODUCTION

Visual merchandising (VM) is crucial for enhancing the overall shopping
experience and boosting revenue in retail spaces. In modern retailing, visual
merchandising plays a pivotal role in motivating a shopper to buy goods. This idea
has always elicited the buying decision as an old retail strategy (Gopal, 2006). It
improves the customer experience by arranging the store area and making it easier
for customers to find what they're looking for. A store's profit can be significantly
impacted by strategically positioning profitable products to increase sales of
particular products. Additionally, it fortifies a retailer's brand image, which creates
a powerful brand that resonates with customers and sets the business apart from
competitors. Brand identity is strengthened as a result. It also establishes emotional

ties by using product displays to tell a tale.

Visual merchandising has emerged as a crucial strategy in this regard, as it
effectively communicates brand identity and influences consumer purchasing
decisions. In the context of the stationery industry, where products are often
perceived as functional rather than fashionable, VM can play a vital role in
enhancing the shopping experience and increasing sales. The study focuses on the
influence of visual merchandising on the purchase intention of ITC Stationery
products in the Thrissur district. Specifically, it examines the impact of various VM
elements, including window displays, promotional and informative signage, display

stands, and product display on customer purchasing decisions.

Researches has shown that well-designed window displays can draw customers into
the store, increasing foot traffic and potential sales. Signage which is both
informational and promotional can explain the benefits of a product and raise brand
awareness, which in turn increases purchase intention. Products can be made more
aesthetically pleasing and memorable by carefully placing display stands, which
will increase consumers interest even more. Additionally, the overall store ambiance
and product display that are produced using VM may make for a captivating and
immersive shopping experience. This may have a favourable impact on consumer
feelings, opinions, and ultimately, aims to buy. By appealing to the senses and
developing a unified brand identity, VM may engage emotionally with consumers

and encourage repeat business and loyalty.



The study is conducted under the wholesale dealer of ITC Limited, A.P Kakku
Associates, in Thrissur. The research aims to contribute to the existing body of
knowledge on VM by providing insights into the specific VM elements that are most
effective in influencing purchase intention for ITC Stationery products. The findings
of this study can be used by retailers and marketers to develop targeted VM
strategies that cater to the needs and preferences of their customers, ultimately

driving sales and revenue growth.



1.2 STATEMENT OF THE PROBLEM

The stationery industry is highly competitive, with numerous brands vying for
customer attention. In this context, visual merchandising (VM) has emerged as a
crucial strategy for retailers to differentiate themselves and drive sales. ITC
Stationery, a leading brand in the industry, is no exception. Despite its strong brand
presence, ITC Stationery faces the challenge of capturing the attention of customers
and converting them into loyal buyers. The problem statement is as follows: How
do various visual merchandising elements, including window displays, promotional
and informative signage, display stands, and product display influence the purchase

intention of ITC Stationery products among customers in the Thrissur district.

Firstly, it aims to identify the most significant visual merchandising element in
capturing attention of the customers. This is crucial as it will help ITC Stationery to
understand which VM element is most effective in drawing customers into the store
and grabbing their attention. Secondly, the study seeks to investigate whether there
is a significant difference in the perception of different visual merchandising
elements of ITC stationery products based on age. This is important as it will help
ITC Stationery to understand whether its VM strategies are effective across different
demographics. Lastly, the study aims to understand the relationship of various visual
merchandising elements towards the purchase intention of ITC stationery products.
This is crucial as it will help ITC Stationery to identify the most effective VM
strategies for its products and optimize its VM approach to drive sales and customer

loyalty.

The findings of this study will provide valuable insights into the role of VM in
driving sales and customer loyalty for ITC Stationery products in the Thrissur
district as the study was conducted in April and May which is the season of sales
for stationery products. The study will also contribute to the existing body of
knowledge on VM by providing a comprehensive understanding of the most

effective VM strategies for the stationery industry.

In conclusion, the study aims to investigate the influence of visual merchandising
on purchase intention of ITC Stationery products among customers in the Thrissur

district. The objectives of the study are to identify the most significant VM element,



investigate differences in perception based on age, and understand the relationship
between VM elements and purchase intention. The findings of this study will
provide valuable insights into the role of VM in driving sales and customer loyalty
for ITC Stationery products, and contribute to the existing body of knowledge on
VM in the stationery industry.



1.3 OBJECTIVES OF THE STUDY

1. To identify the most significant visual merchandising element in capturing

attention of the customers.
2. To understand the influence of various visual merchandising elements

towards the purchase intention of ITC stationery products.

3. To investigate whether there is any significant difference in the perception
of different visual merchandising elements of ITC stationery products based

on age.



1.4 SCOPE OF THE STUDY

The primary objective of this study is to examine the impact of various visual
merchandising elements on consumers purchase intention for ITC stationery
products. Visual merchandising plays a crucial role in attracting customers,
influencing their perceptions, and ultimately driving their purchase decisions. By
understanding the influence of these elements, ITC can optimize its visual
merchandising strategies and enhance the appeal of its stationery products in retail

stores.
The study will focus on the following key visual merchandising elements:

1. Window Display: The analysis will evaluate the effectiveness of window displays
in capturing the attention of potential customers and creating an initial impression

of ITC stationery products.

2. Promotional Signage: The study will assess the impact of promotional signage on
consumer awareness, product knowledge, and purchase intentions. This includes
evaluating the visibility, and persuasiveness of the signage used for ITC stationery

products.

3. Informative signage: The study will evaluate the influence of informative signage
on the purchasing intention of ITC stationery products by assessing the legibility

and readability of signage.

4. Product Display: The research will analyze the effectiveness of various product
display techniques, such as grouping, stacking, and arrangement, in attracting

consumer attention and influencing purchase decisions for ITC stationery products.

5. Display Stands: The research will investigate the influence of display stands on
product visibility, accessibility, and the overall shopping experience. This includes
assessing factors such as the placement, design, and organization of display stands

for ITC stationery products.

The study will be conducted within a timeframe of 56 days, focusing on an indefinite
population sample of customers who visit selected stationery stores. The sample will
be drawn from five stationery stores (P I Kakku, Varghese Corner, H&C, C-MART,

and Premeire) chosen from the loyal 30 stores under the wholesale dealer A.P Kakku
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Associates, located in Thrissur district. The respondents will be customers who visit

any of these stores and observe the visual merchandising of ITC stationery products.

The data collection process will involve administering questionnaires to the
respondents, capturing their perceptions, preferences, and purchase intentions
related to the visual merchandising elements employed for ITC stationery products.
The questionnaire will be designed to gather insights into the effectiveness of each
visual merchandising element, as well as any potential interactions or combined

effects among them.

The collected data will be analyzed using appropriate statistical techniques to
identify patterns, trends, and relationship between the visual merchandising
elements and consumers purchase intentions. This analysis will provide valuable
insights into the relative importance and influence of each element, as well as

potential areas for improvement or optimization.

By conducting this study, ITC will gain a comprehensive understanding of how
visual merchandising elements influence consumer behavior and purchase decisions
for its stationery products. The findings will enable ITC to refine its visual
merchandising strategies, enhance the in-store experience for customers, and

ultimately boost sales and market share in the competitive stationery market.



1.5 RESEARCH METHODOLOGY

Research Design: The study will employ a descriptive research design to examine
the influence of various visual merchandising elements on consumer purchase
intentions for ITC stationery products. The descriptive aspect will provide insights
into consumer perceptions and preferences, as well as the relationships between the

visual merchandising elements and purchase intentions.

Nature of the Study: The study aimed to investigate the influence of various visual
merchandising elements on the purchase intention of ITC stationery products. It
employed a quantitative research approach, collecting data through a questionnaire
from a sample population of 152 individuals. To analyze the data, the researchers
used percentage analysis to examine the demographics of the sample population.
One-way ANOVA was conducted to determine if there were any significant
differences in the perception of visual merchandising elements among different age
groups. Additionally, Multiple Linear Regression was used to identify the
significance of the influence of visual merchandising elements on the purchase
intention of ITC stationery products. The study focused on five specific visual
merchandising elements: Product Display, Window Display, Display Stand,
Promotional Signage, and Informative Signage. These elements were selected to
assess their individual impact on customers purchase intention for ITC stationery
products. By utilizing these data analysis techniques, the researchers aimed to gain
insights into the effectiveness of various visual merchandising elements in

influencing customer purchase intention for ITC stationery products.

Target Population: The target population consists of customers who visit
stationery stores and are exposed to visual merchandising elements for ITC

stationery products.

Sampling Procedure: A judgmental sampling technique was used to select
stationery stores from the 30 stores under the wholesale dealer A.P Kakku
Associates of ITC stationery and education. The selected stores are P 1 Kakku,
Varghese corner, H&C, C-MART, and Premeire. The selection criteria for these
stores will be based on their expected sales performance after the COVID-19

pandemic, ensuring a representative sample of stores with varying sales levels.



Again respondents were selected from these stores, based on judgmental sampling
(as those who have seen the visual merchandising of ITC stationery products in

these selected stores).

Sample Unit: The sample units will be individual customers who visit any of the
selected stationery stores and observe the visual merchandising elements for [TC

stationery products.
Sample Size: The study collected data from 152 respondents.

Sources of Data: Primary data is gathered through structured questionnaires in
multilingual format that is both English and Malayalam which is administered to
customers who have visited the selected stationery stores and observed the visual
merchandising displays for ITC stationery products. Relevant secondary data
sources, such as existing literature, and market research studies, are utilized to

supplement the primary data and provide contextual background information.

Questionnaire Design:

Questionnaire Development: A structured questionnaire is designed to align with
the research objectives and address the visual merchandising elements that
influence the purchase intention of ITC stationery products. The questionnaire is
based on thorough review of relevant literature and existing scales and measures. It
includes a combination of Likert scale and Rating scale questions to capture the
data. Five-point Likert Scale, ranging from 1(‘Strongly disagree) to 5(‘Strongly

agree’) was used.

Questionnaires was administered to customers who visits any of the selected
stationery stores (P I Kakku, Varghese corner, H&C, C-MART, and Premeire)
under the wholesale dealer A.P Kakku Associates in the Thrissur district. The
questionnaire will capture respondent perceptions, attitudes, and purchase
intentions related to the visual merchandising elements employed for ITC stationery

products.

Pre-testing: Prior to distributing the survey to the intended respondents, a
preliminary evaluation of the questionnaire was conducted. A selected group of
individuals, representative of the target demographic, was asked to participate in

this initial assessment. Their input was gathered to evaluate the questionnaire's
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clarity, relevance and validity of the questionnaire. This pre-testing proved valuable
in uncovering any ambiguous or problematic elements within the survey.
Consequently, it allowed for essential modifications to be made before the
commencement of the main data collection process. The pre-testing stage served as
a crucial quality control measure, ensuring that the final version of the questionnaire
would be well-suited to gather accurate and meaningful data from the broader

participant pool.

Ethical Considerations: Before initiating the survey, clear explanations were
provided to potential participants. The study's purpose was outlined, along with
information about voluntary participation and the commitment to privacy. Each
participant was required to give their consent before proceeding with the
questionnaire. These steps were taken to ensure ethical treatment and respect for the
individuals contributing to the research. Protecting participants' rights and

maintaining the confidentiality of their personal information was a priority.

Tools of Data Analysis: SPSS (Statistical Package for the Social Sciences), is
utilized to perform the necessary data analysis, including, one-way ANOVA and
Multiple Linear Regression. Microsoft Excel was utilized for organizing and

calculating percentages.
Hypotheses of the Study

Hla: There is significant influence of Product display on purchase intention of

ITC stationery products.

Hl1b: There is significant influence of Window display on purchase intention of

ITC stationery products.

Hlc: There is significant influence of Display stand on purchase intention of ITC

stationery products.

H1d: There is significant influence of Promotional signage on purchase intention

of ITC stationery products.

Hle: There is significant influence of Informative signage on purchase intention

of ITC stationery products.
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H2a: There is significant difference in the perception of Product display of ITC

stationery products based on age.

H2b; There is significant difference in the perception of Window display of ITC

stationery products based on age.

H2c: There is significant difference in the perception of Display stand of ITC

stationery products based on age.

H2d: There is significant difference in the perception of Promotional signage of

ITC stationery products based on age.

H2e: There is significant difference in the perception of Informative signage of

ITC stationery products based on age.

Period of Study: The study has taken 8 weeks to complete.
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1.6 LIMITATIONS OF THE STUDY

® Geographical Constraints: The research is restricted to the Thrissur district
of Kerala, limiting the applicability of the findings to other regions or states.
Consumer perceptions and preferences regarding visual merchandising
elements and ITC stationery products might differ significantly across
different geographical locations due to variations in cultural, demographic,

and socio-economic factors.

e Store Representation: The research focuses on customers who visited the
selected stationery stores. However, it does not account for potential
variations in visual merchandising strategies or store environments across
other stationery stores, which could influence consumer perceptions and

purchase intentions.

e Time Constraints: The study was conducted within a limited timeframe of
56 days, which may not capture potential shifts in consumer preferences or
visual merchandising trends over an extended period. Consumer preferences
and the effectiveness of visual merchandising elements can evolve over time
due to factors such as market trends, new product launches, and changes in

consumer behavior.

® Scope of Visual Merchandising Elements: The study examines specific
visual merchandising elements, including window displays, promotional and
informative signage, display stands, and product displays. However, there
may be other visual merchandising elements or combinations of elements
that could influence consumer purchase intention but are not considered in

this research.

® Subjectivity of Responses: The study relies on self-reported data collected
through questionnaires, which may be subject to biases or inaccuracies due
to factors such as social desirability bias, recall bias, or respondents

interpretation of the questions.
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1.7 INDUSTRY PROFILE

World Scenario

The Fast-Moving Consumer Goods (FMCG) industry is a vital sector in the global
economy, characterized by high-volume sales of relatively low-priced products that
are consumed quickly and purchased frequently. These goods are essential to daily
life and include food, beverages, personal care items, and household cleaning
products. The FMCG sector is known for its rapid inventory turnover, extensive

distribution networks, and strong focus on brand management and marketing.

In the current global scenario, the FMCG industry has evolved to encompass a wide
range of products that cater to diverse consumer needs across different cultures and
regions. Food and beverages remain the largest category, including everything from
packaged foods and soft drinks to dairy products and snacks. Personal care products
form another significant segment, covering items like skincare, haircare, and oral
care products. Household goods, including cleaning supplies, paper products, and

pet care items, make up another substantial portion of the industry.

The scope of the FMCG industry extends beyond just product categories. It involves
complex supply chains, innovative marketing strategies, and continuous product
development to meet changing consumer preferences. In recent years, the industry
has also expanded to include more specialized and premium offerings, as well as
products focused on health, wellness, and sustainability, reflecting shifting global

consumer trends.

The FMCG sector plays a pivotal role in the global economy, with its market size
and economic impact showing consistent growth. As we move through 2024, the
industry's global value is measured in trillions of dollars, with forecasts indicating

continued expansion in the years ahead.
Market Size and Economic Significance:
e Market Valuation and Growth Trends

Recent estimates place the global FMCG market's worth at over $11 trillion, with
projections suggesting it could surpass $15 trillion by the end of the decade. This
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trajectory represents an annual growth rate exceeding 5%. However, it's important
to note that growth patterns vary considerably across different regions and product
segments. Mature markets such as North America and Western Europe typically
experience modest annual growth in the low single digits. In contrast, emerging
economies, particularly in Asia-Pacific, Latin America, and Africa, are witnessing
much more rapid expansion, often with double-digit growth rates. Nations like
China and India, with their vast populations and swelling middle classes, are key
catalysts in this growth narrative. Within the FMCG landscape, certain product
categories are outpacing others. For instance, health-oriented products, organic
foodstuffs, and high-end personal care items are experiencing above-average
growth, reflecting evolving consumer priorities and increasing health awareness

worldwide.
e Economic Contributions and Employment Impact

The FMCG industry significantly contributes to global economic output. While
precise figures fluctuate based on industry definitions, it's generally estimated that
the FMCG sector accounts for 5-10% of GDP in many nations, with some
developing economies showing even higher percentages. In terms of job creation,
the FMCG industry is a major employer, generating both direct and indirect
employment opportunities. Direct jobs span manufacturing, marketing, sales, and
distribution roles. Indirectly, the industry supports employment in sectors such as

agriculture, packaging, logistics, retail, and advertising.

On a global scale, the FMCG industry directly employs millions of people. For
context, a single major FMCG corporation might employ over 100,000 individuals
worldwide. When considering indirect employment, the total number of jobs
supported by the industry likely extends into the hundreds of millions globally. The
industry's employment impact is particularly pronounced in developing nations,
where FMCG firms often establish local production and distribution networks,
creating jobs across various skill levels. Furthermore, the FMCG sector has a
multiplier effect on the broader economy. It drives demand in agriculture, spurs
innovation in packaging materials, and fuels growth in advertising and media

sectors.
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The performance of the FMCG industry is often viewed as a barometer of overall
economic health, as consumer spending on these products typically reflects wider
economic trends and consumer sentiment. During economic downturns, while
luxury goods may see sharp declines, FMCG products, being essential items, often
demonstrate greater resilience, providing a stabilizing influence on economies. In
summary, the FMCG industry's considerable market size, steady growth, substantial
GDP contribution, and role as a major employer highlight its critical importance in
the global economic landscape. As the sector continues to evolve in response to
shifting consumer preferences and technological advancements, its economic

significance is expected to remain strong in the coming years.
Consumer Behavior and Trends:

In the current global landscape, consumer behavior in the FMCG sector is
undergoing significant transformations, driven by evolving lifestyles, increased
awareness, and shifting priorities. These changes are reshaping the industry and

forcing companies to adapt their strategies and offerings.
e Health and Wellness Focus

There's a pronounced shift towards health and wellness products in the FMCG
market. Consumers are increasingly prioritizing their physical and mental well-
being, leading to a surge in demand for products that support a healthy lifestyle.

This trend is evident across various product categories:

Food and Beverages: There's growing interest in functional foods, superfoods, and
products with added nutritional benefits. Low-sugar, low-fat, and high-protein
options are gaining popularity. Plant-based alternatives to meat and dairy products
are seeing rapid growth, appealing to health-conscious consumers and those

concerned about environmental sustainability.

Personal Care: Natural and organic skincare and haircare products are in high
demand. Consumers are seeking products free from harsh chemicals, parabens, and
artificial fragrances. There's also increased interest in products that promote mental

wellness, such as aromatherapy and stress-relief formulations.
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Supplements: The vitamin and dietary supplement market is expanding, with
consumers looking for products to boost immunity, improve sleep, and enhance

overall well-being.
¢ Sustainability and Environmental Consciousness

Environmental concerns are significantly influencing consumer choices in the

FMCG sector. This shift is manifesting in several ways:

Packaging: There's a growing demand for products with minimal, recyclable, or
biodegradable packaging. Companies are innovating with materials like plant-based

plastics and recycled content to meet this demand.

Sourcing: Consumers are showing preference for products made from sustainably
sourced ingredients. This includes fair trade products, responsibly harvested

materials, and items produced with minimal environmental impact.

Corporate Practices: Companies' environmental policies and sustainability
initiatives are increasingly influencing purchase decisions. Brands that demonstrate
genuine commitment to reducing their carbon footprint and promoting sustainable

practices are gaining favour.

Local Products: There's a growing interest in locally produced goods, seen as more
environmentally friendly due to reduced transportation needs and support for local

economies.
e Personalization Trend

The desire for personalized products is becoming more pronounced in the FMCG

sector:

Customized Formulations: In categories like skincare and haircare, products tailored
to specific skin types, hair textures, or individual concerns are gaining popularity.
Some brands are offering online quizzes or in-store consultations to help consumers

find their perfect product match.

Personalized Nutrition: In the food and beverage sector, there's growing interest in
products catering to specific dietary needs or health goals. This includes

personalized vitamin packs, custom protein blends, and tailored meal plans.
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Direct-to-Consumer Models: Many brands are leveraging e-commerce to offer
personalized products directly to consumers, bypassing traditional retail channels

and allowing for greater customization.

Tech-Enabled Personalization: Some companies are using Al and data analytics to

offer product recommendations based on individual preferences and usage patterns.

These trends are not isolated but often interconnected. For instance, a consumer
might seek a personalized skincare product that is also made from natural,
sustainably sourced ingredients. This complexity challenges FMCG companies to
innovate across multiple dimensions simultaneously. In response, companies are
investing heavily in research and development, reformulating existing products, and
launching new lines that align with these trends. They're also adapting their
marketing strategies to emphasize health benefits, sustainability credentials, and
personalization options. The FMCG landscape is thus becoming more diverse and
segmented, with niche products catering to specific consumer preferences gaining
market share alongside traditional mass-market offerings. This evolution is likely
to continue, driven by ongoing changes in consumer awareness, technological
advancements, and global challenges like climate change and public health

concerns.
Digital Transformation:
e E-Commerce Growth

The growth of e-commerce in the FMCG sector represents a significant shift in how
consumers purchase everyday products. This trend has been accelerated by global
events like the COVID-19 pandemic, which pushed more people to shop online for
safety and convenience. Online grocery shopping has seen substantial growth.
Consumers are now more comfortable ordering fresh produce, packaged foods, and

household items through digital platforms.

This shift has led to the expansion of delivery services and the development of
specialized packaging to ensure product quality during transit. Subscription models
have gained popularity for recurring purchases. These models allow consumers to

set up regular deliveries of items they use frequently, such as toiletries, pet food, or
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cleaning supplies. This approach offers convenience for consumers and predictable

revenue streams for businesses.

Traditional retailers are adapting by integrating e-commerce capabilities into their
operations. This omni channel approach allows customers to shop seamlessly across
physical stores and digital platforms, often with options like click-and-collect or in-
store returns for online purchases. Quick-commerce or g-commerce has emerged as
a new trend, offering ultra-fast delivery of FMCG products. This model caters to
the growing consumer expectation for immediate gratification, with some services

promising delivery within an hour or even minutes.
e Direct-To-Consumer (D2C) Models

D2C models involve FMCG companies selling their products directly to consumers,
typically through their own online platforms, rather than relying solely on
traditional retail channels. This approach gives companies greater control over their
brand messaging and customer experience. They can design the entire purchasing
journey, from website navigation to packaging and delivery, ensuring it aligns with

their brand values.

D2C models provide direct access to consumer data. Companies can gather insights
on purchasing behaviour, preferences, and feedback directly, without relying on
third-party retailers for this information. By eliminating intermediaries, D2C
models often allow for higher profit margins. Companies can potentially offer more

competitive pricing or invest more in product quality and marketing.

The D2C approach also enables faster product testing and launches. Companies can
introduce new products to a segment of their customer base quickly, gather

feedback, and make adjustments before a wider release.
e Use of Data Analytics and Al in Marketing and Product Development

Advanced data analytics and Al are revolutionizing how FMCG companies
approach marketing and product development. Personalized marketing uses Al
algorithms to analyze vast amounts of consumer data. This allows companies to

tailor marketing messages, product recommendations, and even pricing to
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individual consumers, increasing the relevance and effectiveness of their marketing

efforts.

Predictive analytics helps companies forecast demand more accurately. By
analysing historical sales data, seasonal trends, and external factors, companies can
optimize their inventory management and plan promotions more effectively. Social
media listening tools use Al to monitor and analyse conversations across social
media platforms. This helps companies understand consumer sentiment, identify

emerging trends, and gather real-time feedback on their products.

In product innovation, Al systems can analyse market data, consumer preferences,
and ingredient information to suggest new product formulations or improvements
to existing products. This can speed up the product development process and
increase the likelihood of successful launches. Dynamic pricing strategies, enabled
by Al allow prices to be adjusted in real-time based on factors like demand,

competition, and inventory levels. This can help maximize sales and profitability.

Virtual and augmented reality technologies are being used to enhance the online
shopping experience, particularly in categories like cosmetics where product try-on
is important. These technologies can help bridge the gap between online and in-
store shopping experiences. These digital transformations are reshaping the FMCG
industry, offering new opportunities for growth and efficiency, but also presenting
challenges in terms of implementation, data management, and adapting to rapidly

changing consumer expectations.
Emerging Markets:

In the current global FMCG landscape, emerging markets have become pivotal
drivers of industry growth. These developing economies, particularly in Asia,
Africa, and Latin America, are reshaping the sector's dynamics and presenting both

opportunities and challenges for FMCG companies.
e Importance of Developing Economies in Driving Growth

Developing economies are increasingly central to the FMCG industry's expansion

strategy. Several factors contribute to their growing importance:
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Population Growth in Emerging Markets: In 2024, countries like India, Nigeria, and
Indonesia continue to experience significant population growth. For instance,
India's population has surpassed 1.4 billion, making it the world's most populous
country. This demographic trend is driving increased demand for FMCG products
across various categories. FMCG giants like Unilever and Procter & Gamble are
expanding their product lines and distribution networks in these markets to

capitalize on the growing consumer base.

Market Saturation in Developed Economies: In contrast to emerging markets,
developed economies like the US and Western Europe are experiencing slower
growth in the FMCG sector. This has prompted companies to focus more on
innovation and sustainability in these markets while looking to emerging economies
for volume growth. For instance, Nestl¢ has been expanding its presence in African
markets while simultaneously introducing plant-based alternatives in Europe and

North America.

Digital Adoption: The rapid spread of smartphones and internet connectivity in
emerging markets is transforming FMCG marketing and sales strategies. In
Indonesia, for example, e-commerce platforms like Tokopedia have become
significant channels for FMCG sales. Companies are leveraging social media
platforms like Facebook and Instagram for product launches and engaging younger

consumers.

e Urbanization and Rising Middle Class

The twin phenomena of urbanization and the expansion of the middle class in

emerging markets are significantly influencing FMCG sector dynamics:

Urban Migration: The ongoing trend of urbanization is particularly pronounced in
countries like China and India. This shift is changing consumption patterns, with
urban consumers showing a preference for convenience foods and ready-to-eat
meals. FMCG companies are responding by introducing more packaged and

processed food options tailored to urban lifestyles.

Middle Class Expansion: The growing middle class in emerging markets is driving

demand for a wider range of FMCG products. In China, for example, the beauty
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and personal care market has seen significant growth, with both local and
international brands competing for market share. L'Oréal has been expanding its

presence in China, adapting its products to local beauty standards and preferences.

Modern Retail Growth: The expansion of modern retail formats is changing how
FMCG products are distributed and sold in emerging markets. In countries like
Brazil and Mexico, large supermarket chains are gaining market share, providing
new opportunities for FMCG companies to reach consumers. However, traditional
trade still remains significant in many markets, requiring companies to maintain

diverse distribution strategies.

Evolving Consumer Preferences: Health and wellness trends are gaining traction
globally, including in emerging markets. This has led to increased demand for
organic, natural, and functional food products. For instance, probiotic drinks and

fortified foods are seeing growth in markets like China and India.

Infrastructure Development: Improvements in transportation and logistics
infrastructure in emerging markets are facilitating more efficient distribution of
FMCG products. In India, the implementation of the Goods and Services Tax (GST)
has simplified the tax structure, making it easier for FMCG companies to distribute

products across state borders.

Local and Global Brand Competition: The FMCG landscape in emerging markets
is characterized by intense competition between local and global brands. In China,
for example, local brands like Yunnan Baiyao in personal care products are
competing successfully against global giants. This has led to increased M&A
activity, with global companies acquiring local brands to gain market share and

local insights.

Supply Chain and Distribution:

e Evolution of Distribution Channels

The FMCG industry has seen a dramatic shift in how products reach consumers.
Beyond the emergence of e-commerce and direct-to-consumer models, there's been

a rise in subscription-based services for regular household items. Some companies
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are experimenting with automated vending machines or smart refrigerators in public
spaces. Social media platforms have also become sales channels, with features like
Instagram Shopping or Facebook Marketplace. The line between content and
commerce is blurring, leading to "social selling" strategies. Another trend is the
growth of quick commerce or g-commerce, promising ultra-fast deliveries (often
within 15-30 minutes) for a limited range of essential items. This model is
particularly popular in urban areas and is challenging traditional retail and delivery

paradigms.

e Importance of Retail Partnerships

Retail partnerships in the FMCG sector now often involve data sharing agreements.
Retailers provide point-of-sale data, customer demographics, and shopping patterns
to FMCG companies. This information helps in demand forecasting, product
development, and targeted marketing. Some partnerships extend to co-creation of
products or exclusive product lines. For instance, a cosmetics brand might develop
a specific range for a particular retail chain, capitalizing on the retailer's customer

base and the FMCG company's product expertise.

There's also a growing trend of "store-within-a-store" concepts, where FMCG
brands create dedicated spaces within larger retail environments. This allows for
more control over product presentation and customer experience. Loyalty programs
are another area of collaboration, with FMCG companies and retailers working

together to offer personalized rewards and incentives to drive repeat purchases.

e Focus on Supply Chain Resilience and Efficiency

In pursuit of resilience and efficiency, FMCG companies are increasingly adopting
digital twin technology. This involves creating virtual replicas of their supply chains
to simulate different scenarios and optimize operations. Block chain is being
explored for enhancing traceability and transparency in the supply chain. This can
help in verifying product authenticity, tracking ethical sourcing, and managing

recalls more effectively.
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The concept of "control towers" is gaining traction. These are centralized hubs that
use real-time data from across the supply chain to provide visibility and enable
quick decision-making. Companies are also focusing on the "last mile" of delivery,
often the most expensive and challenging part of the supply chain. Innovations here
include using electric vehicles, drones, or partnering with local delivery networks
to improve efficiency and reduce environmental impact. Circular economy
principles are being integrated into supply chain management. This involves
designing products and packaging for reuse or recycling, and developing reverse

logistics capabilities to handle returns and recycling efficiently.

Innovation and Product Development:

The Fast-Moving Consumer Goods (FMCGQG) industry is characterized by its
dynamic nature and constant evolution. At the heart of this dynamism lies a robust
focus on innovation and product development. Two key aspects define this
scenario: rapid product cycles coupled with continuous innovation, and a strong
emphasis on research and development (R&D) for new product categories. Let's
delve deep into each of these points to understand their significance and impact on

the industry.

e Rapid Product Cycles and Continuous Innovation

The FMCG industry operates in a landscape where change is the only constant.
Rapid product cycles and continuous innovation are not just strategies but
necessities for survival and growth. This approach is driven by several factors and

manifests in various ways across the industry. Drivers of Rapid Cycles:

Consumer Behaviour: Modern consumers, especially younger generations, have
shorter attention spans and a constant desire for novelty. They are always on the
lookout for new experiences, flavours, formulations, or designs. This pushes FMCG

companies to continuously refresh their product lines to maintain consumer interest.

Competitive Pressure: The FMCG market is highly saturated, with numerous

players vying for consumer attention. To stay ahead, companies must constantly
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innovate and introduce new products or variants. This creates a cycle where one

company's innovation spurs others to follow suit or leapfrog ahead.

Technological Advancements: The rapid pace of technological development
enables faster product development, testing, and manufacturing. This allows

companies to bring ideas to market more quickly than ever before.

Market Trends: Social media and digital platforms have accelerated the spread of
trends. What's popular today might be passé tomorrow, forcing FMCG companies

to be agile in their product development to catch these waves.

Manifestations of rapid cycles

Frequent Product Launches: FMCG companies often have a pipeline of products
ready to launch. These could be completely new offerings, variations on existing
products, or limited-edition releases. For instance, a snack company might

introduce new flavours every few months to keep consumers engaged.

Seasonal and Limited Edition Products: Many FMCG firms leverage the concept of
seasonality or exclusivity to drive rapid cycles. This could involve holiday-themed
packaging, summer-specific flavours, or collaborations with popular brands or

celebrities for limited runs.

Incremental Innovations: Not all innovations need to be ground breaking. Many
rapid cycles involve small tweaks or improvements to existing products. This could
be a new cap design for easier dispensing, improved formulations for better

efficacy, or updated packaging for better shelf appeal.

Agile Development Processes: To support rapid cycles, companies have adopted
agile methodologies traditionally used in software development. This involves

quick iterations, frequent testing, and flexibility to pivot based on feedback.

Flexible Manufacturing: Production lines are increasingly designed to be modular
and adaptable, allowing for quick changeovers between different product variants

or entirely new products.
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e Emphasis on R&D for new product categories

While rapid cycles focus on short-term innovations, FMCG companies are also
investing heavily in longer-term research and development, particularly for
exploring and creating entirely new product categories. This strategic emphasis on

R&D is crucial for long-term growth and relevance in a changing market landscape.

Approaches to R&D

Cross-functional Teams: Forming diverse teams that bring together expertise from

different areas such as science, engineering, consumer insights, and marketing.

Open Innovation: Collaborating with external partners, including startups,
academic institutions, and even competitors, to access a broader range of ideas and

technologies.

Venture Capital Arms: Many large FMCG companies have established venture
capital divisions to invest in promising startups working on innovative technologies

or products.

Innovation Labs: Creating dedicated spaces for experimentation and rapid
prototyping, often separate from main R&D facilities to encourage out-of-the-box

thinking.

Consumer Co-creation: Engaging consumers early in the R&D process through beta

testing, focus groups, or even crowdsourcing ideas for new products.

Acquisitions: Strategic acquisitions of innovative startups or smaller companies to

quickly gain expertise in new categories or technologies.

Challenges in R&D for new categories

High Risk: Developing entirely new product categories carries significant financial

risk, as consumer acceptance is uncertain.

Regulatory Hurdles: New categories often face complex regulatory environments,

particularly in areas like food, health, and personal care.
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Manufacturing Complexity: New product categories may require entirely new

manufacturing processes or facilities, involving significant investment.

Market Education: Consumers may need to be educated about the benefits and uses

of products in entirely new categories, requiring substantial marketing efforts.

Balancing Short-term and Long-term: Companies must balance resources between

short-term innovations and longer-term R&D projects.

Protecting Intellectual Property: As companies venture into new territories,

protecting innovations through patents and other IP measures becomes crucial.

Strategies for successful R&D in new categories

Stage-Gate Process: Implementing a structured approach to move ideas from

concept to market, with clear criteria for progression at each stage.

Rapid Prototyping and Testing: Utilizing advanced technologies like 3D printing

for quick prototyping and small-scale production for market testing.

Regulatory Partnerships: Working closely with regulatory bodies to navigate

complex approval processes for new product categories.

Sustainability Focus: Integrating sustainability considerations from the outset of

R&D projects to align with growing consumer and regulatory demands.

Digital Twin Technology: Using virtual simulations of products and manufacturing

processes to optimize development before physical production.

Predictive Analytics: Leveraging big data and Al to forecast market trends and

consumer acceptance of new product categories.

Flexible Manufacturing: Developing adaptable manufacturing capabilities that can

pivot to produce new product categories without massive retooling.

Overall, the FMCG industry's approach to innovation and product development,

characterized by rapid product cycles and a strong emphasis on R&D for new
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categories, reflects the dynamic nature of consumer markets. This dual focus allows
companies to maintain relevance in the short term while preparing for long-term
shifts in consumer behaviour and market dynamics. Success in this environment
requires a delicate balance between agility and strategic foresight, between meeting
current consumer needs and anticipating future trends. As the industry continues to
evolve, those companies that can master both rapid innovation and long-term R&D
will be best positioned to thrive in the ever-changing world of fast-moving

consumer goods.

Sustainability Initiatives:

The Fast-Moving Consumer Goods (FMCGQG) industry has been increasingly
focusing on sustainability initiatives in recent years. This shift is driven by growing
consumer awareness, regulatory pressures, and the recognition that sustainable
practices are crucial for long-term business viability. The industry's sustainability
efforts primarily revolve around three key areas: sustainable sourcing and
production, packaging innovations to reduce waste, and corporate social

responsibility efforts.

e Focus on Sustainable Sourcing and Production in the FMCG Industry

In today's Fast-Moving Consumer Goods (FMCG) sector, sustainable sourcing and
production have become critical priorities. This shift is driven by increasing
consumer awareness, regulatory pressures, and the industry's significant
environmental footprint. FMCG companies are re-evaluating their supply chains,
focusing on responsibly sourced ingredients and materials. For instance, many
personal care product manufacturers are moving away from palm oil sourced from
deforested areas, instead opting for certified sustainable palm oil or alternative
ingredients. Food and beverage companies are partnering with farmers to
implement regenerative agriculture practices, which not only reduce environmental

impact but also ensure long-term supply stability.

Water management is a key focus, particularly for beverage companies and those
producing cleaning products. Many are implementing water stewardship programs

in water-stressed regions where they operate, investing in community water access
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projects, and significantly reducing water usage in their production processes
through innovative technologies and closed-loop systems. Energy efficiency and
renewable energy adoption are also gaining traction. FMCG giants are setting
ambitious targets to reduce their carbon footprints, with some aiming for carbon
neutrality across their operations. This involves upgrading manufacturing facilities
with energy-efficient equipment, optimizing logistics to reduce transportation

emissions, and investing in renewable energy sources like solar and wind power.

In the realm of product formulation, there's a growing trend towards "clean" and
naturally derived ingredients. This not only appeals to health-conscious consumers
but often has a lower environmental impact. Companies are investing in R&D to
develop effective, natural alternatives to synthetic chemicals traditionally used in
everything from detergents to cosmetics. The industry is also exploring innovative
production technologies. For example, some companies are piloting small-scale,
localized production facilities that can quickly respond to local demand, reducing

both transportation emissions and waste from overproduction.

These sustainable sourcing and production initiatives in the FMCG sector are not
just environmentally beneficial; they're increasingly seen as crucial for long-term
business resilience. By securing sustainable supply chains and reducing resource
consumption, companies can mitigate risks associated with climate change,

resource scarcity, and volatile commodity prices.

e Packaging Innovations to Reduce Waste in the FMCG Industry

Packaging waste is one of the most visible environmental impacts of the FMCG
industry, and companies are under immense pressure to address this issue. In
response, the sector is seeing a wave of innovations aimed at reducing packaging
waste while maintaining product integrity and consumer convenience. One major
trend is the shift towards recyclable packaging materials. Many FMCG companies
are redesigning their packaging to use mono-materials that are easier to recycle. For
instance, some are replacing multi-layer plastic packaging with single-layer
alternatives or switching to widely recyclable materials like PET or aluminium.
There's also a growing interest in chemical recycling technologies that can process

traditionally hard-to-recycle plastics.
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Biodegradable and compostable packaging is another area of innovation,
particularly for short-shelf-life products. Some companies are experimenting with
packaging made from agricultural waste or even edible materials. However, the
industry is grappling with the challenges of ensuring these materials break down

properly in real-world conditions and don't contaminate recycling streams.

Refill and reuse systems are gaining traction, especially for home and personal care
products. Some FMCG companies are introducing concentrated refills or partnering
with retailers to offer in-store refill stations. This not only reduces packaging waste
but can also lower transportation emissions due to reduced product volume. Light-
weighting of packaging is a continuous focus, with companies using advanced
materials and design techniques to reduce the amount of packaging material while
maintaining product protection. This not only reduces waste but can also lead to

significant cost savings in materials and transportation.

In response to the growth of e-commerce, FMCG companies are rethinking their
packaging strategies for online sales. This includes developing frustration-free
packaging that minimizes excess materials and designing packaging that can
withstand the rigors of shipping without additional protective layers. Many
companies are also increasing their use of recycled content in packaging, creating
demand for recycled materials and helping to close the loop in the circular economy.
Some are even exploring innovative sources of recycled plastic, such as ocean-

bound plastic collected from coastal areas.

Digital watermarking and other smart packaging technologies are being explored to
improve recyclability. These invisible codes can carry information about the
packaging composition, helping sorting facilities to more accurately separate
different types of materials. While these innovations show promise, the FMCG
industry still faces significant challenges in reducing packaging waste. These
include the need for infrastructure development to support new recycling
technologies, consumer education on proper disposal, and balancing packaging

reduction with food safety and shelf-life requirements.
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e Corporate Social Responsibility Efforts in the FMCG Industry

Corporate Social Responsibility (CSR) in the FMCG sector has evolved
significantly, moving beyond philanthropy to become an integral part of business
strategy. Today's FMCG companies are expected to address a wide range of social
and environmental issues, reflecting their extensive impact on consumers,

communities, and the environment.

One key focus area is health and nutrition. Many FMCG companies are
reformulating their food and beverage products to reduce sugar, salt, and unhealthy
fats, responding to global concerns about obesity and diet-related diseases. Some
are fortifying products with essential nutrients to address malnutrition in developing
markets. Beyond product formulation, companies are engaging in nutrition
education programs and partnering with public health organizations to promote

healthier lifestyles.

Water stewardship is another critical CSR initiative, particularly for beverage
companies. This involves not only reducing water usage in production but also
investing in community water access projects, watershed protection, and water
replenishment programs in water-stressed areas where they operate. Many FMCG
companies are taking a stand on social issues, including gender equality and
diversity. This manifests in initiatives to support women-owned businesses in their
supply chains, programs to empower rural women in developing countries, and

efforts to increase diversity in their own workforces and leadership.

Ethical sourcing and fair trade practices are increasingly important, especially for
products like coffee, cocoa, and tea. Companies are implementing programs to
ensure fair wages for farmers, improve working conditions, and support community
development in sourcing regions. Some are going beyond certification schemes to
establish direct relationships with farmers and invest in long-term community

resilience.

Education and skills development form another key pillar of CSR in the FMCG
sector. Companies are investing in programs to enhance financial literacy,

entrepreneurship skills, and vocational training in the communities where they
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operate. This not only supports local development but also helps build a skilled
workforce and develop new markets. Plastic waste management has become a
major focus of CSR efforts, with many companies implementing or supporting
recycling and waste collection programs, particularly in developing countries where

waste management infrastructure is often lacking.

While these CSR efforts are significant, the FMCG industry still faces challenges
and criticisms. These include accusations of "greenwashing," the need to balance
CSR investments with shareholder returns, and the challenge of making meaningful
impact given the scale and complexity of global supply chains. As consumer
expectations continue to evolve, FMCG companies will need to continuously adapt
and expand their CSR efforts to maintain trust and relevance in an increasingly

conscious marketplace.

Competitive landscape:

The competitive landscape of the Fast-Moving Consumer Goods (FMCG) industry
in today's world is a dynamic and rapidly evolving ecosystem, characterized by
intense rivalry, shifting consumer preferences, and technological disruptions. This
sector, which encompasses a wide range of everyday products from food and
beverages to personal care items and household goods, is experiencing

unprecedented changes that are reshaping how companies compete and succeed.

In recent years, the FMCG industry has witnessed a convergence of several
transformative forces. The digital revolution has altered consumer shopping
behaviours and expectations, while growing environmental and health
consciousness has sparked demand for sustainable and wellness-oriented products.
Simultaneously, economic uncertainties and the recent global pandemic have

shifted spending patterns and brand loyalties.

Within this complex environment, established multinational giants find themselves
competing not only with each other but also with agile start-ups, direct-to-consumer
brands, and powerful private labels. The battleground has expanded beyond
traditional retail shelves to e-commerce platforms, social media, and even the realm

of corporate social responsibility.
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As we delve into the competitive landscape of the FMCG industry, we'll explore
two critical aspects: the overview of major global players and the dynamics of brand
power and consumer loyalty. These elements provide crucial insights into how
companies are navigating this challenging terrain, adapting their strategies, and

striving to maintain relevance in an increasingly fragmented and discerning market.

e Overview of Major Global Players in the FMCG Industry

The Fast-Moving Consumer Goods (FMCGQG) industry is characterized by a handful
of dominant multinational corporations alongside numerous regional players and
emerging disruptors. This landscape is continually evolving due to changing
consumer preferences, technological advancements, and global economic shifts. At
the top of the pyramid are conglomerates like Procter & Gamble, Unilever, Nestlé,
and PepsiCo. These giants operate across multiple product categories and
geographical regions, leveraging their scale to achieve cost efficiencies and market
penetration. Their vast portfolios allow them to cater to diverse consumer needs and

mitigate risks associated with individual market fluctuations.

In recent years, these major players have faced increasing competition from more
agile, niche-focused brands. Companies like The Honest Company in personal care,
Beyond Meat in plant-based foods, and Oatly in dairy alternatives have disrupted
traditional categories by appealing to health-conscious and environmentally aware
consumers. This trend has pushed the larger corporations to either acquire these

upstarts or develop their own competing product lines.

The rise of e-commerce and direct-to-consumer (D2C) models has further altered
the competitive landscape. Brands like Dollar Shave Club and Warby Parker have
demonstrated that it's possible to build significant market share without relying on
traditional retail channels. This has prompted major FMCG companies to invest
heavily in their own D2C capabilities and digital marketing strategies. In emerging
markets, local players often hold significant market share due to their understanding
of local tastes and distribution networks. Companies like Patanjali in India or Natura
in Brazil have successfully challenged multinational corporations in their home

markets. In response, global players are increasingly tailoring their products and
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strategies to local preferences, sometimes through partnerships or acquisitions of

local brands.

The COVID-19 pandemic has further reshaped the competitive landscape.
Companies with strong e-commerce capabilities and those producing essential
goods saw significant growth, while those reliant on out-of-home consumption
struggled. The pandemic also accelerated the trend towards health and wellness
products, benefiting companies with strong offerings in these categories.
Sustainability has become a key competitive factor, with companies vying to
position themselves as leaders in environmental and social responsibility. This has
led to significant investments in sustainable sourcing, packaging innovations, and

carbon reduction initiatives.

The competitive dynamics are also being influenced by changing retail landscapes.
The growth of discounters like Aldi and Lidl has put pressure on branded goods,
leading to increased competition from private label products. Meanwhile, the rise
of Amazon and other e-commerce platforms has changed how products are
marketed and sold, requiring FMCG companies to adapt their strategies. Looking
ahead, the industry is likely to see continued consolidation as major players seek to
strengthen their positions through acquisitions. At the same time, the low barriers
to entry in the D2C space mean that new, innovative players will continue to

emerge, keeping the competitive landscape dynamic and challenging.

e Brand Power and Consumer Loyalty Dynamics in the FMCG Industry

Brand power and consumer loyalty in the FMCG sector have undergone significant
shifts in recent years, driven by changing consumer behaviours, technological
advancements, and evolving societal values. Traditionally, FMCG brands relied
heavily on mass marketing and widespread distribution to build recognition and
loyalty. Strong brands like Coca-Cola, Tide, or Nescafé became household names
through consistent messaging and ubiquitous presence. However, this landscape is

changing rapidly.

Today's consumers, particularly younger generations, are less swayed by traditional

brand loyalty. They are more likely to switch between brands based on factors such

33



as price, convenience, perceived quality, and alignment with personal values. This
shift has been facilitated by the internet, which allows consumers to easily compare
products, read reviews, and discover new brands. The rise of social media has
transformed how brand power is built and maintained. Influencer marketing has
become a key strategy for many FMCG brands, leveraging the trust and engagement
that social media personalities have with their followers. This approach allows for
more targeted and authentic-seeming marketing, but it also means that brand

reputations can be more volatile and susceptible to rapid shifts in public opinion.

Personalization has become a crucial factor in building brand loyalty. FMCG
companies are leveraging data analytics and Al to offer personalized product
recommendations, targeted promotions, and customized products. This level of
personalization helps create a stronger connection between the consumer and the
brand, potentially increasing loyalty. Purpose-driven branding has gained
significant traction. Consumers, especially younger ones, are increasingly loyal to
brands that align with their values on issues such as sustainability, social justice,
and ethical business practices. Companies like Patagonia in apparel or Ben & Jerry's
in ice cream have built strong brand loyalty by taking clear stances on social and

environmental issues.

The concept of brand communities has evolved in the digital age. FMCG brands are
creating online spaces where consumers can interact with the brand and each other,
sharing experiences and feedback. This community-building approach fosters a
sense of belonging and can significantly enhance brand loyalty. Private label
products have become increasingly sophisticated, challenging the power of
established brands. Retailers like Costco with its Kirkland Signature line or Amazon
with its various private labels are offering high-quality alternatives to branded
products, often at lower prices. This has put pressure on traditional FMCG brands

to clearly articulate their value proposition.

The COVID-19 pandemic has further impacted brand loyalty dynamics. During
periods of scarcity or restricted movement, many consumers were forced to try
alternative brands, leading to a re-evaluation of their usual choices. This has created
both challenges and opportunities for FMCG brands in retaining and acquiring

customers. Innovation remains a key driver of brand power and loyalty. Brands that

34



consistently introduce new products or improve existing ones to meet evolving
consumer needs can maintain relevance and loyalty. This is particularly important
in categories like personal care or home cleaning, where consumers are often

looking for more effective or convenient solutions.

Transparency and authenticity have become crucial in maintaining brand power.
With consumers having access to vast amounts of information, brands that are open
about their practices, ingredients, and supply chains tend to build stronger trust and
loyalty. Looking forward, FMCG companies will need to continuously adapt their
strategies to build and maintain brand power and consumer loyalty. This will likely
involve a mix of data-driven personalization, purpose-driven marketing,
community building, and continuous innovation, all while maintaining the quality

and value that consumers expect from established brands.

Regulatory environment:

The regulatory environment in the global FMCG industry is complex, multifaceted,

and constantly evolving. Here's an in-depth look at the key aspects:

e Key Regulations Affecting the Industry Globally

The FMCG industry faces a myriad of regulations that vary significantly across
different countries and regions. These regulations cover a wide range of areas
including product safety, labelling, marketing, environmental impact, and trade. In
the United States, the Food and Drug Administration (FDA) and the Consumer
Product Safety Commission (CPSC) play crucial roles in regulating FMCG
products. The FDA oversees food, drugs, cosmetics, and medical devices, while the
CPSC regulates thousands of types of consumer products. In the European Union,
the European Food Safety Authority (EFSA) and the European Chemicals Agency
(ECHA) are key regulatory bodies.

Labelling regulations are particularly important in the FMCG sector. Many
countries have implemented strict rules about what must be disclosed on product
labels, including ingredients, nutritional information, allergens, and country of

origin. The EU's Food Information to Consumers (FIC) Regulation and the USA's
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FDA labelling requirements are examples of comprehensive labelling laws that

FMCG companies must navigate.

Environmental regulations are becoming increasingly stringent globally. Many
countries have introduced regulations to reduce packaging waste, promote
recycling, and limit the use of certain materials. The EU's Single-Use Plastics
Directive, for instance, aims to reduce the impact of certain plastic products on the
environment. Marketing regulations, especially those related to health claims and
advertising to children, are also critical. In many countries, there are strict rules
about what kinds of health claims can be made on food products, and how products

can be marketed to children.

e Sustainability and Corporate Social Responsibility (CSR) Regulations

While not traditionally considered part of food safety and quality, sustainability and
CSR are increasingly subject to regulation in the FMCG sector. Many countries are
implementing regulations aimed at reducing the environmental impact of FMCG
products. These include laws on packaging waste, carbon emissions, and water
usage. The UK's Plastic Packaging Tax and France's anti-waste law for a circular
economy are examples of such regulations. There's also a growing trend towards
mandatory CSR reporting. The EU's Non-Financial Reporting Directive requires
large companies to disclose information on how they operate and manage social

and environmental challenges.

e Data Protection and Privacy Regulations

With the increasing digitalization of the FMCG industry, data protection and
privacy regulations have become crucial. The EU's General Data Protection
Regulation (GDPR) has set a new global standard for data protection, affecting how
FMCG companies collect, process, and store consumer data. Similar regulations are
being implemented worldwide, such as the California Consumer Privacy Act
(CCPA) in the United States and the Personal Information Protection Law (PIPL)

in China.
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e Trade Regulations and Tariffs

Global FMCG companies must navigate complex trade regulations and tariffs.
These can significantly impact supply chains and product pricing. Recent trade
tensions, such as those between the US and China, have highlighted the importance

of understanding and adapting to changing trade landscapes.

¢ Emerging Regulations on New Technologies

As FMCG companies increasingly adopt new technologies like Al, IoT, and block
chain, they're facing new regulatory challenges. For instance, the use of Al in
product development or marketing may soon be subject to new regulations, as

evidenced by the EU's proposed Al Act.

In conclusion, the regulatory environment for the global FMCG industry is complex
and ever-changing. Companies must stay abreast of regulations across multiple
domains and jurisdictions, often needing to adapt products and practices for
different markets. As consumer expectations and global challenges evolve, we can
expect regulatory frameworks to continue developing, with an increasing focus on

safety, sustainability, and ethical practices.

Challenges and Future Outlook:

The Fast-Moving Consumer Goods (FMCG) industry stands at a critical juncture,
facing a complex array of challenges and opportunities that are reshaping its global
landscape. As we delve into the future outlook of this dynamic sector, we find
ourselves examining a tapestry of interconnected factors that are driving change at
an unprecedented pace. In today's rapidly evolving world, FMCG companies are
navigating a terrain marked by shifting consumer preferences, economic
uncertainties, and an urgent need for sustainable practices. These forces are not
operating in isolation but are intricately linked, creating a multifaceted challenge

for industry players.

The modern consumer is more informed, discerning, and values-driven than ever
before. This shift is compelling FMCG companies to rethink their product offerings,

marketing strategies, and overall brand positioning. Simultaneously, the global
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economic landscape remains fraught with uncertainties, from geopolitical tensions
to the lingering effects of the COVID-19 pandemic, requiring businesses to be agile
and resilient. Perhaps most significantly, the industry finds itself at the forefront of
the sustainability movement. The imperative to balance growth with environmental
and social responsibility is no longer optional but a fundamental expectation from

consumers, investors, and regulators alike.

A comprehensive view of the hurdles and opportunities that lie ahead for the FMCG
industry, offering insights into how companies can not only survive but thrive in

this new era of consumer goods.

e Addressing Changing Consumer Preferences

In today's rapidly evolving FMCG landscape, consumer preferences are shifting at
an unprecedented pace. This presents a significant challenge for companies as they
strive to stay relevant and maintain market share. One of the most prominent trends
is the increasing demand for health and wellness products. Consumers are becoming
more health-conscious, seeking out products that are natural, organic, and free from
artificial ingredients. This shift has led to a surge in demand for plant-based
alternatives, functional foods, and products with added nutritional benefits. FMCG
companies are responding by reformulating existing products and developing new

ones that cater to these preferences.

Sustainability is another key driver of changing consumer preferences. Today's
consumers, particularly millennials and Gen Z, are increasingly concerned about
the environmental impact of their purchases. They're looking for products with eco-
friendly packaging, sustainably sourced ingredients, and brands that demonstrate a
commitment to reducing their carbon footprint. This has prompted FMCG
companies to invest heavily in sustainable practices throughout their supply chains

and to communicate these efforts effectively to consumers.

Personalization is becoming increasingly important. Consumers expect products
that cater to their individual needs and preferences. This trend is driving the
development of customizable products and personalized marketing strategies.

FMCG companies are leveraging data analytics and Al to offer tailored product
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recommendations and targeted marketing messages. The rise of e-commerce and
direct-to-consumer (D2C) models is also reshaping consumer expectations.
Consumers now expect convenience, fast delivery, and seamless omni channel
experiences. FMCG companies are having to adapt their distribution strategies and

invest in digital capabilities to meet these expectations.

Transparency is another key consumer demand. With access to vast amounts of
information online, consumers are seeking out brands that are open about their
ingredients, sourcing practices, and corporate values. This is pushing FMCG
companies to be more transparent in their communications and to ensure their

practices align with their stated values.

To address these changing preferences, FMCG companies need to be agile and
innovative. They must invest in consumer research to stay ahead of trends, be
willing to quickly adapt their product portfolios, and communicate effectively with
consumers across multiple channels. Companies that can successfully navigate

these changing preferences will be well-positioned for future growth.

¢ Navigating Global Economic Uncertainties

The FMCG industry operates in a global economic environment that is increasingly
characterized by uncertainty and volatility. This presents significant challenges for
companies as they try to plan for the future and maintain growth. One of the primary
sources of uncertainty is the ongoing impact of the COVID-19 pandemic. While
many countries are recovering, the emergence of new variants and uneven
vaccination rates globally continue to create unpredictability. FMCG companies
must be prepared for potential disruptions to supply chains, changes in consumer

behaviour, and fluctuations in demand across different markets.

Geopolitical tensions and trade disputes also contribute to economic uncertainty.
The ongoing trade tensions between major economies like the US and China can
lead to tariffs and trade barriers that impact global supply chains and increase costs.
Brexit has also created challenges for companies operating in Europe, necessitating

changes to supply chains and regulatory compliance strategies.
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Inflation is becoming a growing concern in many markets. Rising costs of raw
materials, energy, and labour are putting pressure on FMCG companies' margins.
Companies need to carefully manage their pricing strategies to maintain
profitability without alienating price-sensitive consumers. Currency fluctuations
present another challenge for global FMCG companies. Exchange rate volatility can
significantly impact revenues and profits when converted back to the company's
reporting currency. Companies need sophisticated hedging strategies and may need

to consider localizing production to mitigate these risks.

The shift towards sustainability and responsible business practices, while necessary,
also creates economic uncertainties. Investments in sustainable technologies and
practices can be costly in the short term, and it's not always clear how quickly these
investments will pay off. Emerging markets, while offering significant growth
opportunities, also present economic uncertainties. Political instability, regulatory
changes, and rapid economic shifts in these markets can create challenges for

FMCG companies trying to expand their presence.

To navigate these uncertainties, FMCG companies need to focus on building
resilience and agility into their business models. This might involve diversifying
supply chains, building stronger local presences in key markets, investing in
scenario planning and risk management capabilities, and maintaining strong
balance sheets to weather potential economic storms. Companies also need to be
prepared to quickly pivot their strategies in response to changing economic
conditions. This might involve adjusting product portfolios, pricing strategies, or
marketing approaches to align with changing consumer behaviours and economic

realities.

¢ Balancing Growth with Sustainability Goals

The challenge of balancing growth with sustainability goals is becoming
increasingly critical for FMCG companies. As awareness of environmental issues
grows, companies face pressure from consumers, regulators, and investors to reduce
their environmental impact. At the same time, they must continue to drive growth

and profitability.
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One key aspect of this challenge is reducing carbon emissions while expanding
operations. Many FMCG companies have set ambitious targets for carbon neutrality
or net-zero emissions. Achieving these goals while growing the business requires
significant investments in renewable energy, energy-efficient technologies, and
carbon offset programs. It may also necessitate fundamental changes to supply
chains and production processes. Packaging is another major focus area. FMCG
companies are under pressure to reduce packaging waste, particularly plastic waste.
This involves developing new, more sustainable packaging materials and designs,
as well as investing in recycling infrastructure. However, these initiatives can be
costly and may impact product shelf life or consumer convenience, potentially

affecting sales.

Water management is crucial, especially for food and beverage companies. As
water scarcity becomes a more pressing issue globally, companies need to find ways
to reduce water usage in their operations and support water conservation in the
communities where they operate. This can be challenging when trying to increase
production to meet growing demand. Sustainable sourcing is becoming increasingly
important. Companies are expected to ensure that their raw materials are sourced
ethically and sustainably. This often involves working closely with suppliers to

improve practices, which can be resource-intensive and may increase costs.

To balance growth with sustainability goals, FMCG companies need to integrate
sustainability into their core business strategies rather than treating it as a separate
initiative. This might involve: Investing in innovation to develop more sustainable
products and processes, collaborating with suppliers, competitors, and other
stakeholders to address industry-wide sustainability challenges, implementing
robust sustainability metrics and tying executive compensation to sustainability
performance, educating consumers about sustainable choices and potentially
shifting towards more service-based business models and advocating for policies

that support sustainable business practices.

Ultimately, companies that can successfully balance growth with sustainability are
likely to be better positioned for long-term success. They may benefit from
improved brand reputation, increased consumer loyalty, better risk management,

and potential cost savings from more efficient resource use. Moreover, the rapid
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pace of technological change means that companies need to be agile and willing to
continuously adapt their digital strategies. They also need to balance the efficiencies

gained through technology with the human touch that many consumers still value.

Successfully navigating this digital transformation will be crucial for FMCG
companies looking to remain competitive in the future marketplace. Those that can
effectively leverage technology to enhance their products, operations, and customer

experiences will be well-positioned for growth.
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Indian Scenario

The Fast-Moving Consumer Goods (FMCG) industry in India represents a vibrant
and crucial sector of the economy, characterized by products that are in constant
demand and have a rapid turnover. This industry encompasses a wide array of daily-
use items, ranging from personal care products and household essentials to
packaged foods and beverages. The Indian FMCG market has emerged as one of
the largest globally, driven by the country's vast population of over 1.3 billion

people, rising disposable incomes, and evolving consumer preferences.

The sector's significance in India extends beyond mere economic metrics, playing
a pivotal role in shaping consumption patterns and lifestyle trends across diverse
demographic segments. From bustling urban centers to remote rural villages,
FMCG products have become integral to the daily lives of Indian consumers. The
industry's growth trajectory reflects India's economic development story, with a

notable surge post-economic liberalization in the 1990s.

Today, the Indian FMCG landscape is a dynamic blend of multinational
corporations, home grown conglomerates, and emerging local players, each vying
for market share in an increasingly competitive environment. This diverse
ecosystem has fostered innovation, driving companies to continually adapt their
strategies to meet the unique demands of the Indian market. The sector's resilience
and adaptability have been evident in its response to various challenges, including
economic fluctuations, changing regulatory landscapes, and most recently, the

global pandemic.

Historical Evolution of FMCG in India:

The historical evolution of the FMCG industry in India is a fascinating journey that
mirrors the country's economic and social transformation. Its roots can be traced
back to the pre-independence era when basic necessity products like soaps, oils, and
textiles were primarily produced by small-scale local manufacturers and traditional
craftsmen. During this period, the market was largely fragmented, with limited

brand awareness and reach.
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The post-independence years saw the emergence of Indian companies like Godre;j,
Dabur, and Nirma, which began to establish themselves as recognizable brands.
However, the industry's growth was constrained by the prevalent license raj and
import restrictions, limiting competition and product diversity. The watershed
moment came with economic liberalization in 1991, which opened the floodgates
for foreign investment and competition. This period witnessed the entry of
multinational corporations like Unilever, Procter & Gamble, and Nestl¢é, bringing

with them advanced technologies, marketing strategies, and a wider product range.

The post-liberalization era transformed the Indian FMCG landscape dramatically.
The industry expanded beyond basic necessities to include a diverse array of
products catering to various consumer segments. Personal care items, processed
foods, beverages, and household products saw rapid innovation and market

penetration.

The 2000s and beyond have seen further evolution, driven by rising disposable
incomes, urbanization, and changing consumer preferences. The industry has
embraced premiumization in urban markets while simultaneously developing
strategies to penetrate rural areas. The digital revolution has also played a
significant role, changing distribution channels and marketing approaches. Today,
the Indian FMCG industry stands as a testament to the country's economic progress,
offering a vast range of products that cater to the diverse needs and aspirations of

Indian consumers across all socio-economic strata.

Key Subsectors Within Indian FMCG:

The Indian FMCG industry is a diverse ecosystem comprising several key
subsectors, each with its unique characteristics and growth trajectories. These
subsectors cater to different aspects of consumer needs and preferences, reflecting

the multifaceted nature of the Indian market.

Personal care products form a significant subsector, encompassing items like soaps,
shampoos, cosmetics, and oral care products. This segment has seen robust growth

driven by increasing grooming consciousness and rising disposable incomes. The
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personal care subsector is characterized by a mix of established brands and new

entrants, with a growing trend towards natural and ayurvedic products.

Household care is another crucial subsector, including cleaning agents, detergents,
and air fresheners. This segment has benefited from increasing urbanization and a
growing emphasis on hygiene, particularly in the wake of the COVID-19 pandemic.

Innovation in this subsector often focuses on convenience and efficacy.

The food and beverages subsector is perhaps the most diverse, ranging from staple
items to packaged snacks and ready-to-eat meals. This segment has witnessed
significant growth due to changing lifestyles, increasing working populations, and
a shift towards packaged and convenience foods. Regional tastes and preferences
play a crucial role in product development and marketing strategies within this

subsector.

Over-the-counter pharmaceuticals represent a growing subsector, encompassing
products like vitamins, supplements, and common medications. This segment has
gained prominence with increasing health awareness and self-medication trends

among Indian consumers.

Each of these subsectors experiences distinct growth patterns influenced by factors
such as consumer behaviour, regulatory environment, and technological
advancements. For instance, the personal care segment often sees rapid product
innovation and premiumization, while the food and beverages sector might focus

more on localization and addressing regional preferences.

The interplay between these subsectors and their individual dynamics contributes
to the overall vibrancy and complexity of the Indian FMCG landscape, offering

both challenges and opportunities for companies operating in this space.

Market Size and Growth Trends:

The Indian FMCG industry has been experiencing remarkable growth, driven by a
confluence of economic and social factors that are reshaping consumer behaviour
and market dynamics. This robust expansion is a key characteristic of the sector,

making it one of the fastest-growing segments of the Indian economy. Rising
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incomes play a pivotal role in this growth story. As India's middle class expands
and disposable incomes increase, consumers are showing a greater willingness to
spend on FMCG products. This trend is not limited to urban areas; rural consumers,
benefiting from government initiatives and improved agricultural output, are also

contributing significantly to the sector's growth.

Urbanization is another crucial driver. The rapid pace of urban development in India
is creating new markets and changing consumption patterns. Urban consumers,
often pressed for time, are increasingly opting for convenience products, ready-to-
eat meals, and premium personal care items. This shift is pushing FMCG companies
to innovate and diversify their product portfolios. Changing lifestyles, particularly
among the younger demographic, are reshaping demand. There's a growing
preference for health and wellness products, organic foods, and environmentally
friendly options. This trend is compelling FMCG companies to adapt their offerings

and marketing strategies to cater to these evolving preferences.

The market size of the Indian FMCG sector has been expanding at an impressive
rate, with projections indicating continued strong growth in the coming years. This
expansion is not uniform across all product categories or geographical regions,
presenting both opportunities and challenges for industry players. E-commerce and
digital platforms have emerged as significant growth catalysts, especially in the
wake of the COVID-19 pandemic. These channels have not only expanded the reach
of FMCG products to previously underserved areas but have also influenced

purchasing behaviours, particularly among tech-savvy consumers.

This growth trajectory is attracting both domestic and international players,
intensifying competition and driving innovation. Companies are increasingly
focusing on product differentiation, brand building, and efficient distribution
networks to capture a larger share of this expanding market. The robust growth
trends in the Indian FMCG sector reflect the country's economic development and
changing consumer landscape, positioning it as a key industry to watch in the

coming years.
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E-Commerce and Digital Transformation:

The rise of e-commerce and digital platforms has revolutionized the Indian FMCG
landscape, profoundly impacting how products are marketed, sold, and distributed.
This digital transformation has been accelerated by increasing internet penetration,
smartphone adoption, and changing consumer preferences, especially among

younger demographics.

E-commerce platforms have emerged as crucial sales channels, allowing FMCG
companies to reach consumers directly and expand their market presence beyond
traditional retail networks. This shift has been particularly significant in reaching
consumers in tier-2 and tier-3 cities, where physical retail infrastructure may be
limited. Digital marketing strategies have become integral to brand-building efforts.
Social media platforms, influencer partnerships, and targeted online advertising are
now essential tools for engaging consumers and creating brand awareness. These
digital channels allow for more personalized and interactive marketing campaigns,

fostering stronger connections with consumers.

The digital transformation has also revolutionized distribution and supply chain
management. Advanced analytics and Al-driven demand forecasting are enabling
companies to optimize inventory management and streamline logistics. This has led
to improved efficiency and reduced costs in the supply chain. Moreover, the digital
ecosystem has given rise to direct-to-consumer (D2C) brands, challenging
established players and fostering innovation in product development and customer
engagement. These D2C brands often leverage social media and e-commerce

platforms to build their presence and connect with niche consumer segments.

The COVID-19 pandemic further accelerated this digital shift, with many
consumers turning to online platforms for their FMCG needs. This trend has
persisted, indicating a long-term change in consumer behaviour that FMCG
companies must adapt to in order to remain competitive in the evolving Indian

market.
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Urban Vs. Rural Market Dynamics:

The urban-rural divide in India's FMCG sector presents a complex and dynamic
landscape that is crucial for understanding market opportunities. Urban markets,
particularly in metropolitan areas, are characterized by high penetration rates and
intense competition. These markets are often considered saturated, with consumers
having access to a wide range of products and brands. Urban consumers tend to be

more brand-conscious and are often early adopters of new products and trends.

In contrast, rural markets represent significant untapped potential. With over 65%
of India's population residing in rural areas, these markets offer substantial growth
opportunities for FMCG companies. Rural consumers have traditionally been price-
sensitive, but rising incomes and increasing awareness are driving demand for
branded products. The challenges in rural markets include limited infrastructure,
diverse consumer preferences across regions, and the need for tailored distribution
strategies. FMCG companies are adapting by introducing smaller pack sizes,

developing region-specific products, and leveraging local distribution networks.

The government's focus on rural development, improved connectivity, and
initiatives like direct benefit transfers are further boosting rural consumption. This
has led to a gradual narrowing of the urban-rural divide in terms of product
awareness and availability. Companies are increasingly recognizing the importance
of a balanced approach, focusing on maintaining their urban market share while
aggressively expanding into rural areas. This dual strategy is essential for

sustainable growth in India's evolving FMCG landscape.

Consumer Behaviour Trends and Shifts:

Consumer behaviour in India's FMCG sector is undergoing significant shifts, driven
by several key factors that are reshaping the industry landscape. Increasing health
consciousness is a prominent trend, with consumers showing a growing preference
for natural, organic, and wellness-oriented products. This shift is evident across
various categories, from food and beverages to personal care items, prompting
FMCG companies to reformulate existing products and introduce new health-

centric offerings.
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Digital adoption has dramatically altered how consumers interact with brands and
make purchasing decisions. The widespread use of smartphones and increased
internet penetration have led to a surge in online research and e-commerce
purchases. Consumers are increasingly comfortable with digital platforms for
product discovery, comparison, and buying, forcing FMCG companies to adapt
their marketing and distribution strategies. The preference for convenience is
another major factor influencing consumer behaviour. With busier lifestyles,
particularly in urban areas, there's a growing demand for ready-to-eat meals, easy-
to-use household products, and time-saving personal care items. This trend is

driving innovation in product formulations and packaging design.

Additionally, there's a rising awareness of environmental issues, leading to a
preference for eco-friendly and sustainably produced goods. Consumers are
becoming more conscious of the environmental impact of their purchases, pushing
FMCG companies to adopt sustainable practices and offer green alternatives. These
behavioural shifts are not uniform across all consumer segments, with variations
based on factors like age, income level, and geographic location. FMCG companies
are thus tailoring their approaches to cater to these diverse and evolving consumer
preferences, leading to a more dynamic and consumer-centric industry landscape in

India.

Impact of COVID-19:

The COVID-19 pandemic has had a profound impact on the Indian FMCG industry,
accelerating existing trends and introducing new challenges that continue to shape
the sector. One of the most significant effects has been the rapid acceleration of
digital adoption. With lockdowns and social distancing measures in place,
consumers quickly shifted to online shopping for FMCG products, leading to a
surge in e-commerce sales and forcing companies to enhance their digital

capabilities.

The pandemic also heightened health and hygiene awareness among consumers.
This resulted in increased demand for sanitizers, disinfectants, and immunity-
boosting products, prompting FMCG companies to expand their product lines in

these categories. The focus on health has extended to food and beverage choices,
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with a growing preference for products perceived as natural and immunity-
enhancing. Supply chain disruptions during the initial phases of the pandemic
highlighted the need for more resilient and flexible distribution networks. FMCG
companies have since been investing in strengthening their supply chains and

adopting technologies for better inventory management and demand forecasting.

The economic impact of the pandemic has led to increased price sensitivity among
consumers, particularly in non-essential categories. This has prompted companies
to reassess their pricing strategies and offer more value-for-money options. Work-
from-home trends have shifted consumption patterns, with increased at-home
consumption of certain product categories like packaged foods and home care
items. Conversely, categories like cosmetics and grooming products have seen
slower growth. As India navigates the post-pandemic scenario, these changes are
likely to have lasting effects on the FMCG industry, requiring companies to remain

agile and adaptive to the evolving consumer landscape.

Emerging Categories:

In today's Indian FMCG scenario, the rapid growth of health, wellness, and natural
products categories is a testament to shifting consumer priorities. This trend has
gained significant momentum, especially in the wake of the COVID-19 pandemic,
which heightened health awareness among consumers. The health and wellness
category now encompasses a wide range of products, from functional foods and
beverages enriched with vitamins and minerals to herbal supplements and ayurvedic
formulations. Indian consumers are increasingly seeking products that offer specific

health benefits, such as immunity boosting, stress relief, and improved digestion.

Natural and organic products have seen a surge in demand across various FMCG
segments. In personal care, there's a growing preference for chemical-free, plant-
based ingredients in products like skincare, haircare, and cosmetics. The food and
beverage sector has witnessed a similar trend, with consumers gravitating towards
organic, preservative-free options. This shift has prompted both established FMCG
giants and new entrants to innovate and expand their offerings in these categories.
Many companies are reformulating existing products to include natural ingredients

or launching entirely new product lines to cater to health-conscious consumers. The
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trend is not limited to urban areas; rural markets are also showing increased interest
in health and wellness products, albeit with a focus on more affordable options. This
has led to the development of products that balance health benefits with

accessibility.

Sustainability Initiatives:

In today's Indian FMCG landscape, sustainability initiatives have gained significant
traction, reflecting a growing environmental consciousness among consumers and
regulatory pressures. Companies are increasingly focusing on sustainable
packaging solutions and eco-friendly product formulations to address these
concerns. Many FMCG firms are now exploring alternatives to single-use plastics,
such as biodegradable materials, recycled plastics, and paper-based packaging.
Some companies have launched refill stations for products like detergents and
personal care items, reducing packaging waste. There's also a growing emphasis on
optimizing packaging design to minimize material usage while maintaining product

integrity.

Eco-friendly product formulations are becoming more prevalent, with companies
developing products that are less harmful to the environment. This includes
biodegradable cleaning agents, natural personal care products, and sustainably
sourced food items. FMCG companies are also focusing on reducing their overall
environmental footprint by adopting sustainable manufacturing practices,
optimizing supply chains, and investing in renewable energy sources for their

operations.

Consumer awareness campaigns about responsible disposal and recycling of FMCG
products are being initiated by companies, often in partnership with local authorities
and NGOs. These efforts aim to create a more circular economy and reduce the
environmental impact of FMCG consumption. While challenges remain, such as
balancing cost considerations with sustainability goals, the trend towards more
environmentally responsible practices is clearly gaining momentum in the Indian
FMCG sector. This shift is not only addressing consumer demands but also
positioning companies as responsible corporate citizens in an increasingly

environmentally conscious market.
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Distribution Channels and Supply Chain:

In today's Indian FMCG scenario, the evolution of distribution channels and supply
chain management is significantly reshaping the industry. Traditional distribution
networks, which relied heavily on multi-layered systems of distributors and small

retailers, are now coexisting with and being challenged by newer models.

The rise of modern trade, including supermarkets, hypermarkets, and organized
retail chains, has created a more direct route to consumers in urban and semi-urban
areas. These channels offer FMCG companies better visibility and control over
product placement and promotions. Direct-to-consumer (D2C) channels have
gained substantial traction, especially post-pandemic. Many FMCG companies are
now developing their own e-commerce platforms or partnering with existing online
marketplaces to reach consumers directly. This shift allows for better data

collection, personalized marketing, and quicker response to consumer trends.

The growth of e-commerce has necessitated the development of more agile and
efficient supply chain systems. Companies are investing in advanced logistics
solutions, including automated warehouses and real-time tracking systems, to meet
the demands of quick and reliable delivery. In rural areas, companies are
experimenting with innovative distribution models, such as using local
entrepreneurs as last-mile delivery agents. This approach helps overcome

infrastructure challenges while also creating employment opportunities.

The integration of technology in supply chain management, including Al-driven
demand forecasting and blockchain for traceability, is enhancing efficiency and
transparency. This technological adoption is crucial in a diverse and complex
market like India. Despite these changes, traditional trade still plays a significant
role, especially in smaller towns and rural arcas. FMCG companies are thus
adopting a hybrid approach, balancing traditional and modern distribution channels

to maximize reach and efficiency across India's varied consumer landscape.
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Future Outlook and Projections:

The future outlook for the Indian FMCG industry is characterized by optimism and
anticipated robust growth. Several key factors are expected to drive this positive
trajectory in the coming years. Rising incomes across various segments of the
population, particularly the expanding middle class, are likely to fuel increased
spending on FMCG products. This trend is expected to lead to premiumization in

urban areas and increased branded product adoption in rural regions.

Continued urbanization is set to create new markets and consumption patterns. As
more people migrate to cities and adopt urban lifestyles, demand for convenience
products and ready-to-eat foods is projected to surge. Digital transformation will
play a pivotal role in shaping the industry's future. E-commerce is expected to grow
significantly, with more consumers embracing online shopping for FMCG
products. This shift will likely lead to new marketing strategies and distribution

models.

The rural market is anticipated to be a major growth driver. Improved infrastructure,
increasing rural incomes, and better connectivity are expected to unlock substantial
potential in these areas. Health and wellness trends are projected to gain further
momentum, with increased demand for natural, organic, and functional products

across various FMCG categories.

Sustainability is likely to become a more critical factor in consumer choices,
pushing companies to innovate in eco-friendly packaging and product formulations.
While challenges like potential economic fluctuations and regulatory changes exist,
the overall outlook for the Indian FMCG sector remains positive. Companies that
can adapt to changing consumer preferences, leverage technology effectively, and

balance urban and rural strategies are likely to thrive in this evolving landscape.
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State Scenario

Kerala's Fast-Moving Consumer Goods (FMCG) industry presents a unique and
dynamic landscape within India's diverse market. This sector in Kerala is
characterized by a blend of traditional preferences and modern consumer trends,
reflecting the state's distinct cultural and economic profile. Kerala, known for its
high literacy rate and social development indicators, has a consumer base that is
generally well-informed and discerning. This has led to a market that demands
quality products and is often early to adopt new trends, particularly in health and

wellness categories.

The state's FMCG market is marked by a strong presence of both national brands
and local players. Kerala-based companies have carved out significant niches,
especially in segments like Ayurvedic products, spices, and natural personal care
items. These local brands often leverage the state's rich tradition in herbal medicine
and natural ingredients, giving them a unique positioning in the market. Kerala's
FMCG industry also benefits from the state's relatively high per capita income,
partly fueled by remittances from expatriates working in the Gulf countries. This
has contributed to a consumer base with higher purchasing power compared to
many other Indian states, influencing product preferences and willingness to try

premium offerings.

The retail landscape for FMCG products in Kerala is diverse, ranging from
traditional small shops and local markets to modern supermarkets and e-commerce
platforms. This mix of retail channels reflects the state's blend of urban and rural
demographics, each with its distinct purchasing patterns. In recent years, the
industry has seen significant shifts driven by changing consumer preferences,
digital transformation, and global trends Ilike sustainability and health
consciousness. These factors are shaping product innovations, marketing strategies,

and distribution approaches in Kerala's FMCG sector.

Health and Wellness Trends:

In Kerala's FMCG industry, health and wellness trends have gained unprecedented
significance, particularly in the aftermath of the COVID-19 pandemic. This shift
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aligns seamlessly with Kerala's long-standing emphasis on holistic well-being and
traditional healthcare practices. The pandemic has heightened health awareness
among Kerala's consumers, leading to a surge in demand for products perceived as
beneficial to overall health and immunity. This trend is manifesting in various
FMCG categories, from food and beverages to personal care products. Consumers
are increasingly seeking out items with natural ingredients, organic certifications,

and health-enhancing properties.

Kerala's traditional focus on Ayurveda and natural remedies has further amplified
this trend. Local FMCG companies are capitalizing on this by developing products
that blend ancient wisdom with modern science. There's a growing market for
Ayurvedic supplements, herbal personal care items, and functional foods that
promise specific health benefits. The health and wellness trend is also influencing
product formulations and marketing strategies. FMCG companies are reformulating
existing products to include healthier ingredients and launching new product lines
focused on wellness. There's an increased emphasis on transparency in ingredient
labelling and product claims, as Kerala's well-informed consumers demand clarity

about what they're consuming.

This trend is not limited to physical health; there's also a growing awareness of
mental well-being. Products that promise stress relief, better sleep, or improved
mental clarity are gaining traction in the market. The health and wellness wave in
Kerala's FMCG sector represents more than just a temporary shift; it's becoming a
fundamental aspect of consumer behaviour, likely to shape the industry's direction

for years to come.

E-Commerce Penetration:

The FMCG industry in Kerala has experienced a significant shift due to the rapid
digital transformation, which was further accelerated by the COVID-19 pandemic.
E-commerce penetration has reshaped the way FMCG products are distributed and
purchased in the region. Traditionally, consumers in Kerala relied heavily on
physical stores for their daily necessities. However, with the onset of the pandemic,
there was a dramatic increase in the adoption of online shopping as consumers

sought safe and convenient ways to obtain their essential goods.
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E-commerce platforms have become crucial channels for FMCG companies to
reach their customers. This shift has allowed FMCG brands to leverage digital tools
to improve supply chain efficiency, track consumer preferences, and offer
personalized shopping experiences. The convenience of home delivery, coupled
with the increasing penetration of smartphones and internet connectivity, has made
online shopping an attractive option for a wide demographic in Kerala.
Consequently, FMCG companies are now investing more in digital marketing,
expanding their online presence, and partnering with e-commerce giants to enhance
their reach and accessibility to consumers. This transformation underscores the
growing importance of digital channels in the FMCG sector in Kerala, marking a

significant departure from traditional retail models.

Preference for Local and Regional Brands:

In the FMCG industry of Kerala, there is a noticeable preference for local and
regional brands, a trend that has gained momentum in recent years. This shift
reflects a growing sense of local identity and a strong inclination to support home
grown businesses. Consumers in Kerala are increasingly valuing products that
resonate with their cultural heritage, traditions, and local flavours. This preference
for local brands is not only a matter of regional pride but also stems from a trust in

the quality and authenticity of locally produced goods.

Local FMCG brands in Kerala have leveraged this trend by highlighting their
connection to the community and emphasizing the use of locally sourced
ingredients. For instance, in the food and beverage sector, traditional snacks and
beverages unique to Kerala are gaining popularity, as they align with the tastes and
preferences of the local populace. Additionally, local brands often have the
advantage of being more agile in responding to consumer demands and preferences,

allowing them to quickly adapt and innovate.

Moreover, the economic impact of the pandemic has made consumers more
conscious of supporting local economies, further bolstering the popularity of
regional brands. This preference also extends to sustainability as local products
often have a smaller carbon footprint due to reduced transportation needs. Overall,

the inclination towards local and regional brands in Kerala's FMCG industry
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highlights a broader trend of conscious consumerism, where people are making

deliberate choices that reflect their values and support for the local community.

Sustainability Initiatives:

In Kerala, growing environmental awareness is significantly driving demand for
eco-friendly products and sustainable packaging within the FMCG sector.
Consumers are becoming increasingly conscious of the environmental impact of
their purchases, leading to a shift towards products that align with their ecological
values. This trend is evident across various FMCG categories, including food and

beverages, personal care, and household products.

Sustainability initiatives are now a critical focus for FMCG companies operating in
Kerala. These companies are adopting environmentally friendly practices such as
using biodegradable or recyclable packaging materials, reducing plastic usage, and
sourcing ingredients sustainably. For instance, many local brands are switching to
glass, paper, or metal packaging to minimize plastic waste. Additionally, there is a
growing preference for organic and natural products that are free from harmful

chemicals and are produced using sustainable farming practices.

Kerala's government and various NGOs are also playing a pivotal role in promoting
sustainability. Initiatives like the ban on single-use plastics and campaigns
encouraging waste segregation and recycling have heightened public awareness and
influenced consumer behaviour. As a result, there is an increasing demand for

products that adhere to these sustainability standards.

Furthermore, the rise of digital platforms has enabled consumers to make more
informed choices by providing easy access to information about the environmental
impact of different products. Social media and e-commerce platforms often
highlight eco-friendly products, making them more accessible and appealing to a

broader audience.

FMCG companies are responding to this shift by innovating and investing in
sustainable product development. They are also emphasizing their commitment to

environmental stewardship in their marketing strategies, which helps build brand
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loyalty among eco-conscious consumers. This movement towards sustainability is
reshaping the FMCG landscape in Kerala, reflecting a broader global trend towards

more responsible consumption and production practices.

Adaptation of Products to Local Preferences:

In Kerala's FMCG industry, the adaptation of products to local preferences has
become a significant strategy for both local and national/international companies.
This approach recognizes the unique cultural, culinary, and lifestyle characteristics
of the region, which are essential for capturing the loyalty of Kerala's diverse

consumer base.

FMCG companies are increasingly tailoring their products to cater to the specific
tastes and preferences of Kerala’s consumers. For instance, food and beverage
companies often incorporate traditional Kerala flavours, such as coconut, banana,
and spices, into their product lines. These flavours resonate deeply with the local
palate and provide a sense of familiarity and comfort to the consumers. Similarly,
personal care products are being developed with ingredients like neem, aloevera,

and turmeric, which are well-regarded in local Ayurvedic traditions.

National and international brands are also keen to localize their offerings to compete
effectively with established local brands. This can be seen in the introduction of
region-specific product variants or limited-edition items that celebrate local
festivals and cultural events. For example, snack brands might launch special
flavours during Onam, Kerala's major festival, to tap into the festive buying

sentiment.

Moreover, packaging and branding strategies are being adapted to reflect local
aesthetics and languages, making products more appealing and accessible to a wider
audience. Companies often use Malayalam in their advertisements and on product
labels to create a stronger connection with local consumers. This localization effort
extends beyond just the product itself. Marketing campaigns are tailored to reflect
the values, traditions, and lifestyle of Kerala’s people. Companies sponsor local
events, participate in community activities, and use regional celebrities to endorse

their products, thereby enhancing their brand visibility and acceptance.
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By focusing on local preferences, FMCG companies not only enhance their market
penetration but also build stronger brand loyalty among consumers who feel that
their cultural and regional identities are being acknowledged and valued. This
strategy is crucial in a market as distinct and culturally rich as Kerala, where

consumer loyalty can significantly impact a brand's success.

Regulatory Environment and Government Policies:

In Kerala, the FMCG industry operates within a regulatory framework set by the
state government and various regulatory bodies. Government policies play a crucial
role in shaping the business environment and determining the rules and regulations
that FMCG companies must abide by. These policies cover a wide range of areas,
including manufacturing practices, labelling requirements, taxation, and consumer

protection.

One significant policy affecting the FMCG industry in Kerala is related to food
safety and standards. FMCG companies must comply with the Food Safety and
Standards Act (FSSA) and adhere to hygiene and quality standards set by the Food
Safety and Standards Authority of India (FSSAI). This includes obtaining licenses,
maintaining proper sanitation practices, and ensuring the safety of food products
from production to distribution. Additionally, there are regulations governing
advertising and labelling of FMCG products, aimed at protecting consumer interests
and preventing misleading claims. FMCG companies must ensure that their product
labels comply with regulatory guidelines regarding ingredient listings, nutritional

information, and other mandatory disclosures.

Moreover, environmental regulations are becoming increasingly important, with
emphasis on sustainable packaging, waste management, and pollution control
measures. FMCG companies are expected to adopt eco-friendly practices and
minimize their environmental footprint in line with government directives.
Compliance with these regulations is essential for FMCG companies to maintain
their market presence and reputation in Kerala. Non-compliance can result in
penalties, fines, or even legal actions, which may have significant repercussions on

business operations and brand image.
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Overall, the regulatory environment in Kerala's FMCG industry is aimed at
safeguarding consumer interests, ensuring product safety and quality, and
promoting sustainable business practices. FMCG companies need to stay abreast of
regulatory changes and proactively adapt their operations to remain compliant while

meeting consumer demands effectively.

Challenges:

The FMCG industry in Kerala encounters various challenges that impact its

operations and growth prospects:

o Competition: The market is highly competitive, with both local and
national/international brands vying for market share. Local manufacturers
compete with established brands, necessitating continuous innovation and
differentiation.

e Supply Chain Issues: Kerala's geography, with its hilly terrain and dense
population centers, poses logistical challenges for supply chain management.
Ensuring timely delivery of products to remote areas can be a logistical hurdle
for FMCG companies.

e Regulatory Hurdles: Adhering to stringent regulatory requirements, including
food safety standards, labelling regulations, and environmental norms, adds

complexity and cost to FMCG operations.

Growth Opportunities:

Despite the challenges, the FMCG industry in Kerala also presents significant

growth opportunities:

e Rising Consumer Demand: Kerala's growing population, coupled with
increasing urbanization and disposable incomes, fuels demand for FMCG
products. Expanding middle-class consumers are driving consumption across
various product categories.

e Innovation and Product Diversification: There is ample scope for innovation

and diversification in product offerings to cater to evolving consumer

60



preferences. FMCG companies can introduce new variants, flavours, and
packaging formats to capture market share.

e Digital Transformation: The increasing penetration of smartphones and
internet connectivity presents opportunities for e-commerce and digital
marketing. FMCG companies can leverage online platforms to reach a wider
audience and enhance consumer engagement.

e Health and Wellness Trends: With a growing emphasis on health and
wellness, there is a rising demand for natural, organic, and Ayurvedic products.
FMCG companies can capitalize on this trend by offering health-focused
products and positioning themselves as providers of holistic wellness solutions.

e Tourism Boost: As Kerala's tourism sector rebounds, FMCG companies can
benefit from increased demand for travel-sized products, souvenirs, and local

specialties.

Conclusion

In conclusion, the FMCG industry in Kerala reflects a dynamic and multifaceted
landscape shaped by various factors, including cultural influences, consumer
preferences, economic dynamics, and regulatory frameworks. The research project
delves into the intricacies of this industry, highlighting key themes such as the
preference for local and regional brands, the significance of traditional products like

Ayurvedic goods, and the impact of cultural identity on consumer choices.

Furthermore, the study explores the challenges and opportunities faced by FMCG
companies operating in Kerala, including competition, supply chain complexities,
regulatory compliance, and emerging trends such as health and wellness products,

digital innovations, and sustainability initiatives.

Looking ahead, the future of Kerala's FMCG industry appears promising, with
ample opportunities for growth, innovation, and market expansion. By
understanding and adapting to the unique cultural, economic, and consumer
dynamics of Kerala, FMCG companies can navigate the market effectively and

capitalize on emerging trends to drive sustainable growth and success.
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1.8 COMPANY PROFILE

ITC Limited is a diversified conglomerate with businesses spanning Fast Moving
Consumer Goods (FMCGQG), Hotels, Paperboards and Packaging, Agri Business and
Information Technology. The company is one of India's most valuable business
corporations with a Gross Revenue of 269,446 crores and Net Profit of 320,422
crores as of March 31, 2024.

ITC's Education and Stationery brands are some of the most trusted in India,
delighting students and professionals with innovative products like notebooks, pens,
and art supplies. The Classmate and Paperkraft brands form the backbone of the
stationery business, which focuses on developing superior quality products
leveraging robust platforms in collaboration with ITC's Life Sciences and

Technology Centre.

History and Evolution of ITC's Stationery Business:

ITC entered the education and stationery business in the early 2000s, starting with
the launch of its Paperkraft brand in the premium segment in 2002. The company

later expanded into the popular segment with the Classmate brand.

ITC's stationery business has grown rapidly over the past two decades, with the
Classmate brand emerging as a market leader in the branded notebooks category.
The company was able to achieve Rs.1000 crore in consumer spends for its
stationery business in just over 10 years, which is considered the fastest growth in

the history of the Indian stationery market.

Key milestones in the evolution of ITC's stationery business include:

2002: ITC enters the premium stationery segment with the launch of Paperkraft
brand.

2003: ITC expands into the popular stationery segment with the launch of the

Classmate brand.
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2010s: Classmate emerges as the market leader in branded notebooks with a 20%

market share.

2010s: ITC launches innovative products like Classmate Pulse for college students

and Classmate Interaktiv series with Origami theme notebooks.

2010s: ITC deepens consumer engagement through initiatives like

Classmateshop.com for personalized notebook covers and the MyClassmate app.

Present: Paperkraft brand offers premium notebooks, pens and stationery gift boxes

made from green paper and paperboards.

Overall, ITC has been able to build a strong and diversified stationery business over
the past two decades, leveraging its R&D capabilities, brand-building expertise and

consumer insights to continuously innovate and expand its product portfolio.

Classmate and Paperkraft:

Classmate is committed to partnering with consumers in their learning and
development journey at all levels. The brand has launched popular products like
'Classmate Pulse' for college students and 'Paperkraft' for professionals. The
'Classmate Interaktiv' series with 'Origami theme' notebooks encourages students to
learn through 'Do It Yourself' activities. ITC's Education and Stationery Business
also engages consumers through Classmateshop.com for personalized notebook
covers and the 'MyClassmate' app for developing cognitive and co-curricular skills

in a gamified format.

The ITC 'Paperkraft' range includes premium notebooks, pens, and stationery gift
boxes made from green paper and paperboards. ITC's stationery brands have
established a vibrant portfolio of world-class Indian brands that create and retain
value in India. Several of these brands are market leaders in their segments, while
others are making appreciable progress. ITC is the manufacturer of India's first
Ozone treated, environment-friendly Elemental Chlorine Free (ECF) pulp, paper,
and paperboard used in its stationery products. The Paperkraft business paper and
the papers used in Classmate and Paperkraft notebooks are superior in quality and

environment-friendly.
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ITC's competitiveness rests on strong foundations of institutional strengths derived
from deep consumer insights, cutting-edge Research & Development, differentiated
product development capacity, brand-building capability, world-class
manufacturing infrastructure, extensive rural linkages, efficient trade marketing and
distribution network, and dedicated human resources. The company's ability to
leverage internal synergies across its diverse businesses lends a unique source of
competitive advantage to its products and services.

Vision

Sustain ITC's position as one of India's most valuable corporations through world
class performance, creating growing value for the Indian economy and the

Company's stakeholders.
Mission

To enhance the wealth generating capability of the enterprise in a globalising

environment, delivering superior and sustainable stakeholder value.
Core Values

ITC's Core Values are aimed at developing a customer-focused, high-performance

organisation which creates value for all its stakeholders:

e Trusteeship

As professional managers, we are conscious that ITC has been given to us in "trust"
by all our stakeholders. We will actualise stakeholder value and interest on a long

term sustainable basis.

e Customer focus

We are always customer focused and will deliver what the customer needs in terms

of value, quality and satisfaction.

e Respect for people
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We are result oriented, setting high performance standards for ourselves as
individuals and teams. We will simultaneously respect and value people and uphold
humanness and human dignity. We acknowledge that every individual brings
different perspectives and capabilities to the team and that a strong team is founded
on a variety of perspectives. We want individuals to dream, value differences, create
and experiment in pursuit of opportunities and achieve leadership through

teamwork.

e Excellence

We do what is right, do it well and win. We will strive for excellence in whatever

we do.

e Innovation

We will constantly pursue newer and better processes, products, services and

management practices.

e Nation orientation

We are aware of our responsibility to generate economic value for the Nation. In
pursuit of our goals, we will make no compromise in complying with applicable

laws and regulations at all levels.

Table 1.1 Product Mix of ITC Education and Stationery

Writing Instruments Art Stationery & Geometry Boxes

Scholastic

Hook Ball pen-Blue &
Black

Classmate Sketch Pens

Asteroid Geometry Box

Octane Gel-Blue &
Black

Classmate Pencil

Sharpeners

Archimedes Geometry

Box

Octane Gel - Neon

Classmate Short Scale -

15cm

Disney Invento Geometry

Box
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Octane Ball-Blue &
Black

Classmate Scale - 30cm

Slim

Invento Geometry Box

Octane Ball - Colour fest

Classmate Regular Eraser

Victor Geometry Box

Octane Gel - Colour

burst

Classmate Scholastic Kit

Octane Fountain Pen

B First Ball- Blue &
Black

B First Ball — Star

B Fast Ball — Blue

Refills & Cartridges

Mechanical Lead Box

Mechanical Pencil

Classmate Notebooks

Notebooks Long Books Graph Books & Project
Paper
Notebooks 210*170 | Long Books 272*167 Graph Books & Project
Paper
Notebooks 255*205 | Long Books 297%210 Project Paper
Notebooks 190*155 | Long Books 314*194 All Purpose Paper
Notebooks 240*180 | Long Books 330%210
Practical & Drawing Books & Scrap Interaktiv Notebooks
Laboratory Books Book

General Practical

Book

Drawing Books

Notebooks with 4 tear off

origami sheets
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Physics Practical
Book

Scrap Book

Notebooks with 2 tear off

origami sheets

Chemistry Practical Notebooks with 2 tear off
Book craft sheets

Biology Practical Pulse Notebooks

Book Interaktiv AR Series

Computer Practical

Book

Pulse Entry Portfolio-1
Subject Notebooks

Maths Practical Book | Pulse Value Portfolio-6
Subject Notebooks

Laboratory Notebook | Pulse Value Portfolio-5
Subject Notebooks

Pocket Books & Pulse Selfie Notebooks

Reminder Pad

Refill Book Pulse Interchangeable

Notebooks

Accountancy Book

A5 Notebooks
Hard Cover Long
Book 3D Notebooks

Pulse PP Cover Pinned Long

Book

Paperkraft
Pens Notebooks

Scepter Signature Series - Hard PU
Callista Signature Series - Soft PU

Mozart Roller Ball - Blue

Expression Series

Beethoven Roller Ball - Blue

Green Impression Notebooks

Chopin Ball - Blue

Paperkraft Debossed PU
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Expression Series (Pens Combo) Notepads

Chopin Lisspmematte Black & Blue Leather Bound Notebook
Pocket Notebook

Departments:

Product Development

The Product Development Department of ITC's Education and Stationery business
is responsible for designing and developing innovative stationery products that cater
to the evolving needs of students and professionals. This team leverages ITC's state-
of-the-art Life Sciences and Technology Centre (LSTC) to conduct extensive

research and development activities.

Through the LSTC, the Product Development team explores the latest trends,
materials, and technologies to create cutting-edge products under the Classmate and
Paperkraft brands. This includes notebooks, pens, pencils, art supplies, and other
scholastic items. The goal is to deliver superior quality and functionality that

delights consumers and strengthens ITC's leadership in the stationery market.

The team's focus on innovation and consumer-centricity has been a key driver of
the Education and Stationery business's success. By leveraging ITC's strong R&D
capabilities and deep understanding of customer needs, the Product Development
department plays a crucial role in maintaining the competitiveness and relevance of

ITC's stationery offerings.

Sales and Distribution

The Sales and Distribution department within ITC's Education and Stationery
business plays a crucial role in ensuring the seamless delivery of products to
customers across India. This team is responsible for managing the sales and
distribution of Classmate and Paperkraft stationery products through a diverse
network of channels, including traditional retail outlets, modern trade formats, and

e-commerce platforms.

68



By working closely with the supply chain and manufacturing teams, the Sales and
Distribution department ensures that products are available in the market in a timely
manner, meeting the evolving demands of students, professionals, and consumers.
They leverage their deep understanding of the distribution landscape and customer
preferences to optimize the supply chain, minimize stockouts, and enhance product

accessibility.

The department's strategic approach to sales and distribution, combined with their
strong relationships with channel partners, enables ITC to maintain a robust
presence in the stationery market and effectively cater to the needs of its diverse
customer base. This, in turn, contributes to the overall growth and profitability of

the Education and Stationery business.

Supply Chain and Manufacturing

The Supply Chain and Manufacturing department plays a pivotal role in ensuring
the seamless and sustainable production and delivery of ITC's stationery products.
This team is responsible for managing the entire supply chain, from sourcing raw
materials to coordinating manufacturing operations and logistics. Leveraging ITC's
deep expertise in paperboards and packaging, the Supply Chain and Manufacturing
department ensures that Classmate and Paperkraft products are not only of the
highest quality but also eco-friendly. They work closely with the company's Life
Sciences and Technology Centre (LSTC) to explore innovative materials and
production processes that minimize the environmental impact of the stationery

business.

Through robust supply chain planning and optimization, the department ensures the
timely availability of products in the market, meeting the evolving demands of
students, professionals, and consumers. They collaborate extensively with the Sales
and Distribution team to align production schedules and logistics, enabling
seamless product delivery across various channels, including traditional retail,

modern trade, and e-commerce platforms.

By maintaining a strong focus on efficiency, sustainability, and quality, the Supply

Chain and Manufacturing department plays a crucial role in upholding the
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reputation and competitiveness of ITC's Education and Stationery business. Their
efforts contribute to the overall success and growth of the company's stationery

portfolio.

Consumer Insights and Market Research

The Consumer Insights and Market Research department is the backbone of ITC's
Education and Stationery business, providing critical intelligence to guide strategic
decision-making. This team is dedicated to conducting comprehensive research to
understand the evolving needs, preferences, and trends of consumers in the
stationery market. Through a combination of qualitative and quantitative research
methods, such as surveys, focus groups, and market analysis, the department
gathers valuable insights into the aspirations and pain points of students,
professionals, and consumers. These insights are then used to inform the
development of innovative products under the Classmate and Paperkraft brands,

ensuring they meet the ever-changing demands of the market.

Moreover, the Consumer Insights and Market Research department plays a crucial
role in shaping the marketing strategies and consumer engagement initiatives of the
stationery business. By identifying emerging trends and consumer preferences, they
help the Brand Management team craft targeted campaigns and develop platforms
that resonate with the target audience. The department's commitment to staying
ahead of the curve and anticipating market shifts enables ITC to maintain its
leadership position in the stationery industry. Their insights are instrumental in

driving the success and growth of the Education and Stationery business.

Talent Management

The Talent Management department plays a pivotal role in supporting the growth
and innovation of ITC's Education and Stationery business. This team is responsible
for attracting, developing, and retaining the skilled professionals who are the

driving force behind the success of the Classmate and Paperkraft brands.

Through a comprehensive talent strategy, the Talent Management department

ensures that [TC's stationery business has access to the right mix of expertise and
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capabilities. They work closely with the Life Sciences and Technology Centre
(LSTC) to identify and nurture specialized talent, enabling the organization to stay
at the forefront of product innovation and market trends. The department's efforts
extend beyond just recruitment; they also focus on providing robust training and
development programs to upskill employees across functions, from product
development to brand management and sales. By investing in the growth and well-
being of its workforce, the Talent Management team helps to foster a culture of

excellence and innovation within the stationery business.

Moreover, the department's focus on employee engagement and retention ensures
that ITC can retain its top talent, thereby maintaining a competitive edge in the
dynamic stationery market. This, in turn, contributes to the overall growth and

profitability of the Education and Stationery division.

Inventory Management

The Inventory Department within ITC's Education and Stationery business is
responsible for optimizing inventory levels, ensuring the availability of raw
materials and finished goods, and efficiently managing the storage and distribution
of stationery products. Through advanced demand forecasting models and
inventory optimization techniques, the department aligns inventory with market

needs, minimizing wastage and obsolescence.

The department oversees the warehousing operations and logistics planning to
deliver Classmate and Paperkraft products to various sales channels, including
traditional retail, modern trade, and e-commerce platforms. By implementing robust
inventory control systems and processes, the team tracks movements, monitors

stock levels, and maintains optimal inventory levels.

Collaborating closely with suppliers, the Inventory Department ensures a reliable
supply of raw materials, packaging, and components to support production. The
department also provides data-driven insights to management, guiding decisions on
production planning, procurement, and inventory optimization. Through these
comprehensive efforts, the Inventory Department contributes to the overall

efficiency, responsiveness, and profitability of ITC's stationery business.
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Quality Assurance

The Quality Assurance department plays a critical role in ensuring the consistently
high quality of ITC's stationery products under the Classmate and Paperkraft
brands. This team is responsible for implementing robust quality control processes

that encompass rigorous testing, inspection, and certification procedures.

By working closely with ITC's Life Sciences and Technology Centre (LSTC), the
Quality Assurance department leverages the latest industry best practices and global
quality standards to maintain the superior quality of the company's stationery
offerings. This includes testing for compliance with safety regulations, as well as
evaluating product performance and durability to meet the evolving needs of

students and professionals.

The department's commitment to quality is further reinforced through the
acquisition of globally recognized certifications, which serve as a testament to the
company's dedication to delivering world-class products. This unwavering focus on
quality assurance not only enhances consumer trust in the Classmate and Paperkraft
brands but also contributes to the overall competitiveness and success of ITC's

Education and Stationery business.

Sustainability and CSR

The Sustainability and CSR department within ITC's Education and Stationery
business plays a pivotal role in driving the company's commitment to environmental
stewardship and social responsibility. This team is responsible for implementing a
comprehensive set of sustainability initiatives across the stationery portfolio. A key
focus area for the department is the use of eco-friendly paper and materials in the
manufacturing of Classmate and Paperkraft products. By collaborating closely with
ITC's Life Sciences and Technology Centre (LSTC), they explore innovative
solutions that minimize the environmental impact of the stationery business, such

as using sustainable forestry practices and developing biodegradable packaging.

Additionally, the Sustainability and CSR department oversees ITC's efforts to

contribute to afforestation and support primary education through various CSR
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programs. These initiatives not only align with the company's core values but also
create a positive impact on the communities in which the stationery business
operates. Through their holistic approach to sustainability, the department ensures
that ITC's Education and Stationery business remains at the forefront of
environmental and social responsibility, further strengthening the company's

reputation and long-term competitiveness.
SWOT Analysis of ITC Education & Stationery
Strengths:

e Market Leader in Student Notebooks: ITC's Classmate brand is the clear
market leader in the student notebooks segment, commanding a dominant 90%
share of the company's stationery sales. This leadership position has been built
on the back of ITC's strong brand-building capabilities, deep consumer insights,
and focus on innovation.

e Diverse Product Portfolio: ITC's education and stationery business offers a
wide range of products beyond just notebooks, including writing instruments
like pens and pencils, art supplies, and scholastic products like geometry boxes.
This diversified portfolio allows the company to cater to the comprehensive
stationery needs of students.

e Environment-Friendly Manufacturing: ITC manufactures its stationery
products using environment-friendly ECF (Elemental Chlorine Free) pulp,
paper, and paperboards. This focus on sustainability gives the company's
products a distinct advantage in terms of environmental impact and aligns with
growing consumer preferences.

e Superior Paper Quality: ITC places a strong emphasis on using high-quality,
eco-friendly paper for its Classmate and Paperkraft stationery products. The
company has invested in a dedicated paper manufacturing machine to ensure
self-sufficiency "from trees to textbooks", further strengthening its control over

the supply chain.

73



Weakness:

Maintaining Focus and Innovation Across Diverse Portfolio: As a large
conglomerate, ITC has a wide range of businesses spanning FMCG, hotels,
packaging, paperboards, and agri-business. Ensuring a sharp focus and driving
continuous innovation across such a diverse product portfolio could be a
potential challenge for the company.

Driving Innovation: Continuously innovating and launching new products
across a wide range of categories requires significant resources and attention.
As a conglomerate, ITC may find it harder to sustain the same level of
innovation intensity in its stationery business compared to a more focused

player.

Opportunities:

Expanding Product Offerings Amidst Growing Education Sector: India's
education sector has been witnessing steady growth, driven by factors like rising
disposable incomes, increasing enrollment rates, and greater emphasis on
learning and development. This expanding education landscape presents ITC
with an opportunity to further diversify and grow its stationery product portfolio
to cater to the evolving needs of students.

Capitalizing on Preference for Branded, High-Quality Stationery: There is
an increasing consumer preference, especially among students and
professionals, for branded stationery products that offer superior quality,
durability, and features. ITC's strong brand equity, manufacturing capabilities,
and focus on innovation position it well to capitalize on this trend and strengthen
its market share.

Strengthening Presence in Premium Stationery Segment: While the
Classmate brand dominates the student notebooks segment, ITC has scope to
further strengthen its position in the premium stationery market through its
Paperkraft brand. The Paperkraft range of notebooks, pens, and stationery gift
boxes targeted at professionals provides an avenue for ITC to expand its

footprint in the higher-margin premium category.
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Launching Innovative, Engagement-Based Products: ITC has demonstrated
its ability to innovate and launch products that engage consumers, as seen with
the Classmate Interaktiv series of notebooks that encourage learning through
DIY activities. The company has the potential to further leverage its R&D
capabilities and consumer insights to develop more such innovative,
engagement-based stationery products that resonate with students and

professionals.

Threats:

Intense Competition: ITC's stationery business faces stiff competition from
major national brands like BIC Cello, Faber-Castell, Camlin, and Navneet,
which have strong brand equity and market presence. Additionally, the presence
of unbranded Chinese and regional players accounting for a significant 75%
share poses a constant threat, as they can undercut prices.

Raw Material Price Volatility: As a manufacturer, ITC is exposed to
fluctuations in the prices of key raw materials like paper and packaging.
Volatility in these input costs can impact the company's profitability and
competitiveness if it is unable to pass on the increases to consumers.

Adapting to Changing Preferences: The stationery market is subject to
evolving consumer preferences, especially among students who form the core
target segment for ITC. The company needs to continuously innovate and adapt
its product portfolio to stay relevant and meet the changing needs of its

consumers.
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CHAPTER -1I

REVIEW OF LITERATURE & THEORITICAL
FRAMEWORK



2.1 LITERATURE REVIEW

2.1.1 Visual Merchandising

"Retail Marketing Management" by David Walters and David White, published in 1987
by MacMillan Press in Basingstoke suggested that, Visual Merchandising is an activity
that connects efficient merchandising selection with successful merchandising

presentation, ultimately leading to a sale.

The advent of modern shopping malls in the 1950s and 1960s presented new challenges
and opportunities for visual merchandising. With multiple retailers vying for customer
attention within a shared environment, the need for more sophisticated and visually
striking display techniques became paramount (Turley and Milliman, 2000). This
competitive landscape fueled the development of innovative visual merchandising
strategies aimed at capturing customer attention and influencing their purchase

decisions.

(Diamond and Diamond, 2007) As brand consciousness and the desire for unique
shopping experiences grew in the late 20th century, visual merchandising evolved to
incorporate brand elements, storytelling, and experiential components. According to
Underhill (2009), it is how the products are arranged appropriately so customers can

quickly locate the desired items they want to buy.

Visual merchandising has been recognized as a crucial factor in influencing consumer
behavior and driving sales in retail environments. Pegler (2012) defines visual
merchandising as the art of presenting products in a way that appeals to customers and
encourages purchases. This multifaceted discipline encompasses various elements,
including window displays, store layouts, product presentations, and in-store
atmospherics. Furthermore, visual merchandising guides customers toward the

products they seek and their decisions (Cant, M. C., & Hefer, M. Y., 2012).

Saini, Gupta, and Khurana (2015) conducted a study examining the impact of visual
merchandising on consumers' impulse buying behaviour. The researchers identified the
key elements of visual merchandising that contribute most significantly to impulse

purchases. The findings suggest that visual merchandising practices have a notable
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influence on customers' buying behaviour, often leading to unplanned purchases. The
study revealed that the visual merchandising themes most strongly associated with
purchase intention were merchandise colours, presentation style, awareness of fixtures,

pathfinding, sensory qualities of materials, and lighting.

Visual merchandising has emerged as a crucial aspect of modern retail research and
implementation. Initially regarded as a basic element of retail atmospherics, the scope
of visual merchandising has significantly expanded beyond its conventional role as a
mere visual enhancement. This paper presents a pioneering and comprehensive review
of research on visual merchandising, along with the closely related field of store
atmospherics (Rituparna Basu, Justin Paul & Kandarp Singh, 2022). The authors' work
highlights the evolving importance and broadening impact of visual merchandising in
the retail landscape, offering valuable insights into its current state and future

directions.

2.1.2 Elements of Visual Merchandising and their influence on

Purchase intention

Purchase Intention

Fishbein and Ajzen (1975) introduced the theory of reasoned action, highlighting
purchase intention as a key predictor of consumer behaviour. This seminal work laid
the foundation for understanding the complex psychological processes underlying
consumer decision-making. Schiffman and Kanuk (2000) emphasized the importance
of purchase intention in measuring consumers' willingness to buy products. Their
research underscored the significance of understanding consumer attitudes and
behaviours, providing valuable insights for marketers seeking to influence purchasing

decisions.

Adcock et al. in 2001, through his study explored the complexities of attitudes
revealing that cognitive, affective, and conative components influence purchase
intention. This study demonstrated that consumer attitudes are multifaceted, requiring
a nuanced approach to understand and predict purchase behaviour.

Khan et al. (2012) identified specific factors, including price, quality, product

features, brand, and convenience, that consumers consider when forming purchase
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intentions. This research provided actionable insights for businesses seeking to

optimize their marketing strategies and enhance customer engagement.

Product Display On Purchase Intention

According to research conducted by Wanninayake and Randiwela in 2007, the
strategic use of visual merchandising elements in Sri Lankan supermarkets plays a
crucial role in attracting customers and influencing their decision to enter and shop at
a store. Specifically, the study found that visually appealing product displays,
effective lighting, and clear signage are key factors that draw customers in and
contribute to a positive shopping experience. By investing in these visual
merchandising strategies, supermarkets can increase foot traffic, boost sales, and

enhance customer satisfaction.

Zinyemba's 2015 study revealed that various visual merchandising elements, such as
creative product displays, special promotions, and an inviting store atmosphere, work
together to shape customers' opinions and decisions about which supermarket to shop
at. The research highlights the importance of a comprehensive visual merchandising
strategy, demonstrating that a combination of these elements effectively influences
customer preferences and ultimately drives their choice of supermarket. By carefully
curating these visual elements, supermarkets can create a compelling shopping

environment that attracts and retains customers.

Samarasiri and Tissera's 2016 research explored the influence of specific visual
merchandising techniques on consumer behaviour, revealing that deliberate product
placement and display strategies can significantly stimulate impulse purchases. The
study suggests that carefully designed visual merchandising approaches can
effectively tantalize customers, encouraging them to make unplanned purchases. By
leveraging these tactics, retailers can capitalize on customers' emotional responses,
driving sales and boosting revenue. The findings highlight the importance of strategic

visual merchandising in influencing consumer behaviour and driving impulse buying.
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Window Display On Purchase Intention

P. Pirakatheeswari (2009) in this article “Window display—The new retail mantra’
had emphasized about the importance of window display which is emerging as a new
mantra in retail and it is fast changing from a dull uninteresting exhibition of wares
in the store window to a dynamic form of advertising. According to the writer window
display is the fine art of displaying store merchandise in the store window and the
retailers who are able to attract and sustain customer’s attention are successful. A
window display is the first impression on the customer and it can convey what age
group or income group of customer the store caters to. The writer also states that
properly done window display can attract more customer than a hoarding or television
advertisement and makes the buying decision making process simple. It also leads to
impulse buying. Window designers are now experimenting with concepts of smell,

fragrance in designing windows to attract and hold the attention of the customers.

Visual Merchandising is the art of displaying merchandise in a manner that is
appealing to the eyes of the customer. It sets the context of the merchandise in an
aesthetically pleasing fashion, presenting them in a way that would convert the
window shoppers into prospects and ultimately buyers of the product. It has
frequently been concluded that "good” exterior and interior design within a store can
maintain customer interest, encourage customers to lower their psychological
defenses and make a purchase. In this article “Window display-The new retail mantra”
had emphasized about the importance of window display which is emerging as a new
mantra in retail and it is fast changing from a dull uninteresting exhibition of wares in
the store window to a dynamic form of advertising. Display can be done according to
the space available, coming festival, for any social cause, promotional activities or
any theme, the main objective of display doing is to convert passive customer to active

customer. (Ms. Gauri Bhatia & Dr. Ruchi Kholiya, 2016).

(Shilpa & Jayalakshmi, 2018) Windows display is the most significant aspect of a store
or shop front. Windows can be exciting, price based or it is based on emotional
stimulus, it can communicate about the products & services on offer, promote the image
of the store & maximizes the sale of merchandise. It is the merchandise story that is to

be promoted. A fashion retailer showcases the latest items on offer which may lend
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with seasonal themes autumn-winter, spring & summer combined with Holi, Diwali,

Id, Valentine’s Day and many more.

According to the journal “Importance of window display in visual merchandising” by
Mr. A. Prabu Asirvatham and Dr. N. Mohan (2019), window display is being largely
accepted as a marketing tool for attracting potential customers, though it is still an
emerging concept in India and other developing countries. Window display makes the
decision making process of the customer rather simple. Based on the window display,
the customer can easily decide whether he wants to enter the store or not. Hence,
window display also helps the customer by preventing unnecessary consumption of

energy and time.

Display Stands On Purchase Intention

Display stands are a crucial element in visual merchandising, as they help to create
an engaging and interactive shopping environment. By showcasing products in an
attractive and creative way, display stands encourage customers to interact with the
products, fostering a sense of discovery and exploration. This leads to a memorable
shopping experience that draws customers into the store or to specific areas,
ultimately driving sales. As Gilbert and Jackaria noted in the Journal of Visual
Merchandising and Retail Design (2018), the strategic use of display stands is
essential for retailers seeking to create an immersive and engaging shopping

environment that sets them apart from competitors and builds customer loyalty.

Effective use of display stands can significantly enhance retail performance, as noted
by Levy and Weitz in Retailing Management (2012). By strategically implementing
display stands, retailers can increase sales by drawing attention to specific products,
creating a sense of urgency, and encouraging impulse purchases. Additionally,
display stands improve product visibility, making products more noticeable and
prominently displaying their features and benefits. Overall, well-designed display
stands contribute to a visually appealing and engaging shopping environment,
fostering a positive customer experience, building brand loyalty, and driving business

SucCCesS.
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Promotional Signage On Purchase Intention

Promotional signage emerges as a potent tool for stimulating consumer impulse
buying behaviour. Studies have shown that the effective use of promotional signage
can significantly influence and increase impulse buying behaviour among consumers
(Khachatryan et al., 2018). Promotional signage is an important visual merchandising

technique that can drive unplanned purchases by customers.

According to Widyastuti in 2018, Promotional signage can convert window shoppers
into actual buyers. Strategically placing and using promotional signage, such as
temporary sale promotions, can help retailers convert window shoppers into
customers who make unplanned purchases. Promotional signage can attract the
attention of passersby and entice them to enter the store and make a purchase they

had not initially planned.

Marketers use diverse promotional signage techniques to understand consumer
preferences and enhance sales. Recognizing that consumers are easily enticed by sales
promotions, marketers employ a variety of promotional signage and techniques to
better understand consumer preferences and ultimately drive increased sales.
Promotional signage allows retailers to communicate offers, discounts, and other
incentives to customers, which can significantly impact their purchasing decisions

(Miao et al., 2019).

Informative Signage On Purchase Intention

Wanninayake, W. M. C. B., & Randiwela, P. (2007), through their “The impact of
visual merchandising on consumer behaviour” journal stated that Informative signage
is a vital visual merchandising tool that effectively communicates crucial product
information, promotions, and brand messages to customers, significantly influencing
their shopping behaviour and purchasing decisions. By providing clear and concise
details, signage guides customers through the store, encouraging engagement and
informed decision-making. Well-designed signage can lead to increased customer
satisfaction, enhanced brand image, and a boost in sales, ultimately driving business

SUCCESS.
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2.2 THEORETICAL FRAMEWORK

In today's crowded retail market, visual merchandising is a key differentiator that helps
retailers capture consumer attention, shape purchasing decisions, and boost sales. This
research explores the impact of select visual merchandising tactics including product
display, in-store display stands, window displays, informative signage and exterior
promotional signage on consumers' likelihood to make a purchase. These elements
combine to create an engaging shopping experience, this study aims to provide
actionable insights for retailers looking to refine their visual merchandising approaches

and strengthen customer connections with their products.

Visual Merchandising Elements

¢ PRODUCT DISPLAY H1
* WINDOW DISPLAY
« DISPLAY STAND mmmm) | PURCHASE INTENTION

e PROMOTIONAL SIGNAGE
e INFORMATIVE SIGNAGE

Fig 2.2.1: Influence of visual merchandising elements on purchase intention.

(Conceptual Model developed for the study)

Product Display

Product display is a crucial visual merchandising element that involves strategically
showcasing products to capture customers' attention, convey product information, and
create an engaging shopping experience. Effective product displays highlight key
product features, benefits, and value propositions, making it easier for customers to
evaluate and compare products. By creating an visually appealing and informative

display, retailers can increase product visibility, desirability, and memorability.

Well-designed product displays have a profound impact on purchase intention. By
showcasing products in an attractive and compelling way, retailers can stimulate
customers' emotional responses, build brand awareness, and establish an emotional
connection with the product. This emotional connection can lead to increased customer

engagement, preference, and ultimately, purchase intention. Moreover, product
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displays can influence customers' perceived risk and confidence in their purchasing
decisions, further solidifying the importance of effective product display in driving

sales.

The influence of product display on purchase intention is also rooted in psychological
factors. For instance, the mere exposure effect suggests that customers are more likely
to develop a preference for products they are repeatedly exposed to. Similarly, the
endowment effect suggests that customers overvalue products they own or have been
exposed to, increasing their likelihood of purchase. By leveraging these psychological
effects through strategic product display, retailers can effectively influence customers'

purchase intentions and drive business success.

Window Display

Window display is a vital visual merchandising element that involves creating an
visually appealing and engaging display in a store's window to capture the attention of
passersby and draw them into the store. There are several types of window displays,
including: Static displays: featuring mannequins or product displays, Dynamic
displays: using movement, light, or sound, Interactive displays: encouraging customer

engagement and Thematic displays: showcasing products in a specific theme or setting.

Window displays have a significant impact on purchase intention by creating an
emotional connection with potential customers. A striking window display can stop
people in their tracks, generate interest, and build desire for the products showcased.
This emotional response can lead to increased customer engagement, brand loyalty, and
ultimately, purchase intention. Moreover, window displays can influence customers'
perceived value and expectations, setting the stage for a positive shopping experience

that meets or exceeds their expectations.

The influence of window display on purchase intention is also rooted in its ability to
create a sense of urgency and exclusivity. Limited-time offers, promotions, and new
product releases showcased in the window display can create a sense of FOMO (fear
of missing out), encouraging customers to enter the store and make a purchase before
the opportunity expires. By leveraging these psychological effects, retailers can

effectively use window display to drive sales, increase customer engagement, and
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establish a strong brand presence. Additionally, window displays can increase brand
awareness, drive foot traffic, and set the tone for an immersive shopping experience,

ultimately influencing purchase intention and driving business success.

Display stand

Display stands are a vital visual merchandising element used to showcase products in a
store, exhibition, or event. They are designed to attract customers' attention,
communicate product information, and create an engaging shopping experience.
Display stands come in various types, including: Floor stands: free-standing displays
that can be placed anywhere in the store, Counter displays: smaller displays that sit on
countertops or shelves, Wall-mounted displays: attached to walls to maximize space

and Interactive displays: incorporating technology or hands-on experiences.

Display stands influence purchase intention by drawing customers' attention to specific
products, communicating key features and benefits, and creating an emotional
connection with the brand. Effective display stands can increase product visibility,
desirability, and memorability, ultimately driving sales and customer engagement. By
leveraging display stands, retailers can strategically showcase products, promote
special offers, and build brand awareness, all of which contribute to a positive shopping

experience and increased purchase intention.

The influence of display stands on purchase intention is also rooted in their ability to
create a sense of convenience and accessibility. Well-designed display stands make it
easy for customers to find and interact with products, reducing the effort required to
make a purchase. This convenience can lead to increased customer satisfaction, loyalty,
and ultimately, repeat business. By incorporating display stands into their visual
merchandising strategy, retailers can effectively influence purchase intention, drive

sales, and establish a strong brand presence.

Promotional Signage

Promotional signage is a visual merchandising element used to communicate special
offers, discounts, and promotions to customers. It aims to grab attention, create

awareness, and drive sales by highlighting the value and benefits of a product or service.
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Promotional signage comes in various types, including: Point-of-purchase (POP) signs,
Floor stands and displays, Window signs and clings, Digital signage and displays and
Shelf talkers and wobblers.

Promotional signage influences purchase intention by creating a sense of urgency,
excitement, and value. Effective signage communicates the benefits of a promotion,
such as limited-time offers or exclusive deals, encouraging customers to make a
purchase before the opportunity expires. This sense of FOMO (fear of missing out) can

drive impulse buying, increase sales, and enhance customer engagement.

The influence of promotional signage on purchase intention is also rooted in its ability
to create an emotional connection with customers. Signage that highlights the value and
benefits of a product or service can build brand loyalty, increase customer satisfaction,
and establish a positive shopping experience. By leveraging promotional signage,
retailers can effectively communicate their message, drive sales, and establish a strong
brand presence. Well-designed signage can stop customers in their tracks, generate

interest, and ultimately, influence purchase intention and drive business success.

Informative Signage

Informative signage is a visual merchandising element that provides customers with
essential product information, features, and benefits. It aims to educate and engage
customers, helping them make informed purchasing decisions. Informative signage
comes in various types, including: Product description signs, Ingredient and nutrition

labels, Product comparison charts, Instructional signs and Brand story and history signs.

Informative signage influences purchase intention by reducing customer uncertainty
and anxiety. By providing clear and concise product information, signage helps
customers evaluate products, compare features, and make informed decisions. This
increases customer confidence, trust, and satisfaction, ultimately driving purchase

intention.

The influence of informative signage on purchase intention is also rooted in its ability
to create an emotional connection with customers. Signage that shares a brand's story,

values, and mission can build brand loyalty, establish an emotional connection, and
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create a sense of shared values. By leveraging informative signage, retailers can
effectively communicate their message, build trust, and establish a strong brand
presence. Well-designed signage can stop customers in their tracks, generate interest,

and ultimately, influence purchase intention and drive business success.

Key Theories and Concepts

e Stimulus-Organism-Response (SOR) Model:

This model delves into the psychological processes that occur between encountering a
stimulus and taking action. In the context of visual merchandising, the stimulus could
be a store display or product arrangement. The "organism" component refers to the
internal cognitive and emotional processes that occur within the consumer. These
processes act as a mediator between the stimulus and the eventual response. The model
emphasizes that individual differences in perception and interpretation can lead to

varied responses to the same stimulus.

e Attention-Interest-Desire-Action (AIDA) Model:

AIDA outlines a hierarchical progression of consumer engagement. In visual
merchandising, the initial goal is to capture attention through eye-catching displays or
unique product presentations. Once attention is secured, the focus shifts to cultivating
interest by highlighting product features or benefits. As interest grows, it evolves into
desire, where the consumer begins to envision owning or using the product. The final
stage, action, represents the culmination of the process where the consumer decides to
make a purchase. This model underscores the importance of creating a cohesive visual

narrative that guides consumers through each stage.

¢ Elaboration Likelihood Model (ELM):

ELM provides insight into how consumers process persuasive messages, including
those conveyed through visual merchandising. The central route involves active
cognitive engagement, where consumers carefully consider product attributes and

benefits. This route is more likely when the consumer is highly involved or motivated.
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The peripheral route relies more on surface-level cues and emotional appeals, often
used when consumer involvement is low. Visual merchandising can cater to both routes
by providing detailed product information for engaged consumers while also using

aesthetically pleasing displays to appeal to those processing peripherally.

e Visual Communication Theory:

This theory explores how visual elements convey meaning and influence behavior. In
visual merchandising, it emphasizes the importance of creating a cohesive visual
language that aligns with brand identity and resonates with target consumers. The
theory suggests that effective visual communication can evoke specific emotions,
create associations, and shape perceptions. It also highlights the role of cultural context
in interpreting visual cues, emphasizing the need for culturally sensitive visual

merchandising strategies in diverse markets.
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CHAPTER -III
DATA ANALYSIS AND INTERPRETATION



3.1 Introduction

In today's competitive retail environment, visual merchandising plays a vital role in
influencing consumer behavior and boosting sales. This study examines the impact of
visual merchandising on purchase intentions for ITC stationery products. Given the
multitude of choices consumers face, it's crucial for retailers and manufacturers to
understand how visual cues affect decision-making. The research focuses on four key
elements: product displays, window displays, promotional signage, and display stands.
By analyzing these aspects, we aim to determine their effectiveness in attracting
customers and encouraging purchases. The study was conducted in five selected stores
- P I Kakku, Varghese Corner, H&C, C-MART, and Premiere targeting individuals who

had experienced ITC stationery visual merchandising directly.

To gather comprehensive data, questionnaires were distributed to store visitors. These
encompassed a range of demographic information, including gender, age, and income
level, as well as specific inquiries about the percentage of income allocated to stationery
purchases. This demographic data provides valuable context for understanding how

different consumer segments respond to visual merchandising strategies.

The questionnaire aimed to thoroughly understand consumers interactions with and
perceptions of ITC stationery products. Participants rated product quality, providing
insights into customer satisfaction and product performance. To assess market
penetration and preferences, respondents indicated which ITC items they had
purchased, helping identify popular products and areas for improvement. The survey
also examined factors influencing perceptions of ITC products, offering a broader
context for brand image beyond visual merchandising. Additionally, respondents
evaluated the overall visual presentation of ITC products in stores, allowing for analysis
of how visual merchandising elements create appealing displays and identifying

potential areas for enhancement.

The study focuses on evaluating the impact of various visual merchandising elements
on purchase intention. Respondents assessed the influence of product displays, window
displays, promotional and informational signs, and display stands on their likelihood of
making a purchase. This data helps identify which elements most effectively drive

consumer interest and potential sales. By analysing the responses, we aim to uncover
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patterns that can inform more effective visual merchandising strategies for ITC
stationery products. The findings will benefit ITC and enhance the broader
understanding of visual merchandising's impact on consumer behaviour in the

stationery retail sector.

This research provides a foundation for retailers and manufacturers to optimize their
visual merchandising efforts, potentially leading to increased customer engagement and
sales. The results will offer valuable guidance on allocating resources to the most
impactful visual merchandising elements, ultimately enhancing the shopping

experience and driving business growth

89



3.2: Demographics

Table 3.2.1: Gender

Gender Frequency
Male 55

Female 97

Other 0

Total 152

Interpretation: The table displays the gender distribution of a sample population of 152
individuals. Among them, 55 are male, which constitutes 36% of the total population,
while 97 are female, representing 64%. There are no individuals identified as "Other,"

making up 0% of the population. Overall, the gender breakdown shows a higher

Female, 64%

Male, 36%

Figure 3.2.1: Gender

proportion of females compared to males in this particular sample.
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Table 3.2.2: Age

Age Frequency

Below 20 5

21-30 103

31-40 25

41-50 10

Above 50 9

Total 152

80%

70% 68%

60%

50%

40%

30%

20% 16%

10% - I 7% 6%
W ] ]

Below 20 21-30 31-40 41-50 Above 50

Figure 3.2.2: Age

Interpretation: The table and accompanying bar chart display the age distribution of a
sample population of 152 individuals. The majority of the population, 103 individuals
68%, falls within the 21-30 age range. This is followed by 25 individuals 16% in the
31-40 age range, 10 individuals 7% in the 41-50 age range, and 9 individuals 6% above
50 years old. Only a small fraction of the population, 5 individuals 3%, are below 20
years old. This data indicates a predominantly young adult demographic within the

sample.
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Table 3.2.3: Employment Status

Employment Status Frequency
Student 58
Working professional 52
Homemaker 12
Self-employed 30
Total 152
45%
40% 38%
34%
35%
30%
25%
20%

20%
15%
10% 8%

0%

Student Working professional Homemaker Self-employed

Figure 3.2.3: Employment Status

Interpretation: The table shows the employment status of 152 individuals. The largest
group is students, making up 38%, 58 people. Working professionals are 34%, 52
people, while self-employed individuals are 20%, 30 people. Homemakers represent
the smallest group at 8%, 12 people. This indicates a diverse mix of employment

statuses, with students and working professionals being the most common.
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Table 3.2.4: Monthly Income Level

Monthly Income Frequency

Up to 20,000 72

20,000-40,000 36

40,000-60,000 22

60,000-80,000 11

Above 80,000 11

Total 152

50% 47%

45%

40%

35%

30%

259% 24%

20%

Lo 14%

10% 7% 7%
H B
0%

Up to 20,000 20,000-40,000  40,000-60,000  60,000-80,000 Above 80,000

Figure 3.2.4: Monthly Income Level

Interpretation: The data illustrates the distribution of monthly incomes among 152
individuals, showing distinct patterns across different income brackets. The largest
group comprises individuals earning up to 20,000 monthly, accounting for 47% of the
surveyed population. Following this, 24% fall into the 20,000-40,000 range, indicating
a significant representation in the middle-income category. As incomes rise, the
frequency decreases: 14% earn between 40,000 and 60,000, while 7% each fall into the
60,000-80,000 and above 80,000.
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Table 3.2.5: Percentage of Income Saved for Purchasing Stationery

Products.
Percentage of income saved Frequency
0% - 5% 77
6%- 10% 38
11%-15% 27
16% - 20% 5
Above 20% 5
Total 152

60%
51%
50%

40%

30%
25%

20% 18%
10%
3% 3%
0% I I
0% - 5% 6%- 10% 11%-15% 16% - 20% Above 20%

Figure 3.2.5: Percentage of Income Saved

Interpretation: The data presented shows the distribution of respondents based on the
percentage of income they save. The majority, 51%, save between 0% to 5% of their
income. A significant portion, 25%, save between 6% to 10%. Smaller proportions save
higher percentages: 18% save between 11% to 15%, while only 3% each save between

16% to 20% and above 20% of their income.
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Table 3.2.6: The Store Visited by Respondents

Visited store Frequency
Vargheese corner 39
Premeire 10

P I Kakku 8

H&C 69

C-Mart 26

Total 152

50%
45%
40%
35%
0% 26%
25%
20%
15%
10%
5%

0%
Vargheese corner

0,
7% 59

Premeire P | Kakku

45%

H&C

17%

C-Mart

Figure 3.2.6: The store visited by respondents

Interpretation: The data shows how often people visit different stores. H&C is visited
the most, accounting for 45% of visits. Vargheese Corner is next at 26%, followed by

C-Mart at 17%, Premeire at 7%, and P I Kakku at 5%.
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3.3: Visual Merchandising and Quality of ITC Stationery Products

Table 3.3.1: Rating of Visual Merchandising Elements

Product display

Promotional
Signage

Informative
signage

Window display

Figure 3.3.1: Rating of Visual Merchandising Elements

Total
Weighted | Weighted
VM Elements 5(High) | 4 3 2 1(Low) | Rank Average
Product display 101 24 |8 2 17 646 4.25
Promotional Signage | 33 71 121 |8 19 547 3.6
Informative signage | 30 27 |60 |17 |18 490 3.22
Window display 31 16 |25 |62 |18 436 2.86
Display Stand 30 27 |11 |4 80 379 2.49
4.5 4.25
4
3.6
3.5 3.22
S 3 2.86
e 2.49
g 2.5
<
S5
=
1
0.5

Display Stand

Interpretation: The table shows ratings for Visual Merchandising (VM) elements on a

1-5 scale. Product display is the most favoured with a weighted average of 4.25, while

Promotional Signage follows at 3.6. Informative signage with 3.22 and Window display

with 2.86 have mixed reviews. Display Stand is the least effective with the lowest

average of 2.49.

96




Table 3.3.2: Rating of Overall Visual Merchandising of ITC

Stationery Products
Rating Frequency
1(Low) 4
2 16
3 43
4 48
5(High) 41
Total 152
35%
32%
30% 28%
27%
25%
20%
15%
11%
10%
o 1R
1(Low) 2 3 4 5(High)

Figure 3.3.2: Rating of Overall Visual Merchandising of ITC Stationery

Products

Interpretation: The overall visual display of ITC stationery products received varied
ratings from 152 respondents. The majority rated it positively, with 32% giving a rating
of 4 and 27% giving a rating of 5. A significant portion, 28%, rated it as average with

a 3. Only 11% rated it as 2, and a minimal 3% gave the lowest rating of 1.
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Table 3.3.3: Rating of Quality of ITC Stationery Products

Rating Frequency
1(Low) 5
2 12
3 34
4 54
5(High) 47
Total 152
40%
36%
35%
31%

30%
25% 22%
20%
15%
10% 8%

5% 3% I

w IR

1(Low) 2 3 4 5(High)

Figure 3.3.3: Rating of Quality of ITC Stationery Products

Interpretation: The table shows the rating distribution for ITC stationery products based
on 152 responses. The majority of the ratings are positive, with 36% giving a rating of
4 and 31% giving a rating of 5, indicating high satisfaction. Moderate satisfaction is
reflected by 22% of respondents rating the products as 3. Lower ratings were less
common, with 8% giving a rating of 2 and only 3% giving a rating of 1. Overall, 67%
of respondents rated the products highly, demonstrating general satisfaction with ITC

stationery products.
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3.4: Influence of Visual Merchandising on Purchase Intention

Table 3.4.1: Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .8707 0.757 0.748 0.57456

a. Predictors: (Constant), Product display, Promotional signage, Display stand,

Window display, Informative signage

b. Dependent Variable: Purchase Intention

Interpretation: The model summary demonstrates a strong predictive capability for
Purchase Intention, with an R value of 0.870 indicating a high correlation between the
predictors (various types of visual merchandising elements) and the dependent variable
(Purchase intention). The R Square of 0.757 and Adjusted R Square of 0.748 suggest
that approximately 75% of the variance in Purchase Intention can be explained by these
visual merchandising elements, indicating a good fit and significant influence of these

factors on customers intention to purchase.

Table 3.4.2: ANOVA

Sum of Mean
Model Squares df Square F Sig.
1 | Regression 149.803 |5 29.961 [90.758 | .000°
Residual 48.197 146 0.330
Total 198.000 | 151

a. Dependent Variable: Purchase Intention

b. Predictors: (Constant), Product display, Promotional signage, Display stand,

Window display, Informative signage
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Interpretation: The ANOVA summary indicates that the regression model significantly
predicts purchase intention (F (5, 146) = 90.758, p < .001)). The model explains a
significant portion of the variance in purchase intention, with the regression sum of
squares (149.803) being much larger than the residual sum of squares (48.197),

indicating that the included visual merchandising elements are effective predictors.

Table 3.4.3: Coefficients

Unstandardized | Standardized
Coefficients Coefficients
Std.
Model B Error Beta t Sig.
1 | (Constant) 0.427 0.184 2.322 | 0.022
Display Stand -0.067 | 0.044 | -0.090 -1.532 | 0.128
Informative Signage 0.272 0.064 | 0.296 4.269 |0.000
Window Display 0.011 0.061 | 0.011 0.183 |0.855
Promotional Signage 0.128 0.052 | 0.129 2.432 10.016
Product Display 0.548 0.048 | 0.629 11.476 | 0.000
a. Dependent Variable: Purchase Intention

Interpretation: The coefficients table reveals that among the VM elements, Informative
Signage, Promotional Signage, and Product Display exhibit a significant positive
influence on purchase intention. These findings are supported by p-values of 0.000,
0.016, and 0.000, respectively, indicating high statistical significance. Conversely,
Display Stand and Window Display do not show a statistically significant impact on
purchase intention, with p-values of 0.128 and 0.855, respectively. For each unit
increase in Informative Signage, purchase intention rises by 0.272 units. Similarly, a
unit increase in Promotional Signage leads to a 0.128 unit increase, while a unit increase

in Product Display results in a 0.548 unit increase. The Normal P-P Plot for "Purchase
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Intention" was tested and data points closely followed the diagonal line, indicating
approximately normally distributed residuals. This supports the assumption of
normality and suggests the model is well-specified, with predictors effectively
explaining variations in purchase intention. Hence, Purchase Intention = 0.272
Informative signage + 0.128 Promotional signage + 0.548 Product display — (-0.067
Display stand + 0.011 Window display)
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3.5: Difference in Visual Merchandising Elements Based on Age

Table 3.5.1: Descriptive Analysis of Visual Merchandising Elements

Across Age Groups
N Mean Std. Deviation
Display Stand Below 20 5 2.6000 2.19089
21-30 103 3.5243 1.55831
31-40 25 3.6800 1.28193
41-50 10 4.0000 1.15470
Above 50 9 2.5556 1.74005
Total 152 3.4934 1.53975
Informative Signage | Below 20 5 3.0000 1.87083
21-30 103 3.6505 1.21032
31-40 25 4.0800 1.11505
41-50 10 4.0000 1.49071
Above 50 9 3.4444 1.33333
Total 152 3.7105 1.24821
Window Display Below 20 5 3.2000 1.78885
21-30 103 3.5534 1.15239
31-40 25 3.8000 1.29099
41-50 10 4.1000 0.99443
Above 50 9 3.3333 0.70711
Total 152 3.6053 1.16890
Promotional Signage | Below 20 5 3.6000 1.14018
21-30 103 3.7379 1.16283
31-40 25 4.1600 1.17898
41-50 10 4.1000 1.28668
Above 50 9 3.8889 0.92796
Total 152 3.8355 1.15915
Product Display Below 20 5 3.2000 2.04939
21-30 103 3.7670 1.31510
31-40 25 4.0400 1.20692
41-50 10 4.5000 0.70711
Above 50 9 3.6667 1.58114
Total 152 3.8355 1.31443

Interpretation: Visual merchandising elements are perceived differently across age

groups. The 41-50 age group generally rates elements highest, particularly product
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organization (mean 4.5000). Those below 20 consistently give lower ratings across
categories. Display stands show the widest perception gap between age groups.
Informative signage and promotional offers are most effective for the 31-40 group.
Window displays and product organization have more varied perceptions among

younger and older groups.

Table 3.5.2: ANOVA Results for Visual Merchandising Elements

Across Age Groups
Sum of Mean
Squares df Square F Sig.
Display Stand | Between Groups | 15.442 4 3.860 1.657 |0.163
Within Groups 342.552 | 147 2.330
Total 357.993 | 151
Informative Between Groups | 7.783 4 1.946 1.257 | 0.289
Signage Within Groups | 227.480 | 147 | 1.547
Total 235.263 | 151
Window Between Groups | 5.159 4 1.290 0.943 | 0.441
Display Within Groups | 201.156 | 147 | 1.368
Total 206.316 | 151
Promotional | Between Groups | 4.617 4 1.154 0.856 |0.492
Signage Within Groups 198.271 | 147 1.349
Total 202.888 | 151
Product Between Groups | 8.220 4 2.055 1.196 | 0.315
Display Within Groups | 252.668 | 147 | 1.719
Total 260.888 | 151

Interpretation: The ANOVA results for various visual merchandising elements across
age groups show no statistically significant differences at the 0.05 level. Display Stand
(F=1.657, p=0.163), Informative Signage (F=1.257, p=0.289), Window Display
(F=0.943, p=0.441), Promotional Signage (F=0.856, p=0.492), and Product Display
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(F=1.196, p=0.315) all have p-values greater than 0.05. This indicates that despite the
observed differences in mean scores across age groups, these variations are not
statistically significant. Hence, hypothesis H2 is not supported. Thus, there is no

significant difference of visual merchandising elements based on age.

3.6: Results of Hypothesis Testing

Table 3.6.1: Results of Hypothesis Testing

Hypothesis Statement Result

Hla Product display has significant influence on Purchase | Supported
intention.

Hlb Window display has significant influence on Purchase | Not Supported
intention.

Hlc Display stand has significant influence on Purchase | Not Supported
intention.

Hld Promotional signage has significant influence on | Supported
Purchase intention.

Hle Informative signage has significant influence on | Supported
Purchase intention.

H2a Perception of Product display has significant | Not Supported
difference based on age.

H2b Perception of Window display has significant | Not Supported
difference based on age.

H2c Perception of Display stand has significant difference | Not Supported
based on age.

H2d Perception of Promotional signage has significant | Not Supported
difference based on age.

H2e Perception of Informative signage has significant Not Supported
difference based on age.
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CHAPTER -1V
FINDINGS, RECOMMENDATIONS & SUMMARY



4.1 FINDINGS

e The sample population of 152 individuals is predominantly female (64%). The
majority (68%) fall within the 21-30 age range. Students make up the largest
employment group at 38%, followed closely by working professionals at 34%.
The most common income bracket is up to 20,000 monthly, representing 47% of
respondents. In terms of savings, 51% save between 0% to 5% of their income.
When it comes to store visits, H&C is the most frequented at 45%.

e ITC stationery products are well-received by customers, with high satisfaction
ratings for both overall quality and visual merchandising of stationery products.
While a small number of respondent express lower satisfaction but the overall
perception is strongly positive.

e Product display is rated the highest among the VM elements, indicating that it is
the most effective in grabbing customer attention which is then followed by
Promotional signage.

e Informative Signage, Promotional Signage, and Product Display positively
influence purchase intention to a significant degree.

e While, Display Stand and Window Display do not significantly influence
purchase intention, as evidenced by their p-values.

e The perception of these visual merchandising elements does not significantly
differ based on age groups. This suggests that retailers may not need to
drastically alter their visual merchandising strategies for different age

demographics.
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4.2 RECOMMENDATIONS

e As students form the largest group, retailers should focus on developing
marketing campaigns and product bundles that appeal to student’s budgets and
academic needs.

e The positive perception of ITC stationery products suggests that retailers should
continue to prioritize quality and customer satisfaction.

e Ensure product displays are well-organized, clean, and easy to navigate.
Regularly rotate or refresh product displays to keep them interesting and
relevant.

e Provide essential product details to help customers make informed purchasing
decisions as informative signage as significance on purchase intention.

e Design eye-catching promotional signage that highlights special offers,
discounts, or new arrivals. Place promotional signage near high-traffic areas as
it has positive influence on purchase intention.

e Since Window Display has mixed reviews, retailers should focus on creating
more engaging and effective window displays by avoiding cluttered displays.

e By providing display stands to retailers ITC can stand out from its competitors.
They should carefully evaluate the effectiveness of using display stands in
stores. And focus more on creating visually appealing product displays directly
on display stands.

e Since the perception of visual merchandising elements does not significantly
differ based on age groups, retailers can maintain consistent visual
merchandising strategies across all age demographics. This can involve using a
standardized approach to creating appealing displays, prioritizing effective VM
elements, and regularly updating displays to maintain customer interest.

o Company can conduct meetings with staffs of the stores and can give insights
on the importance of visual merchandising and how to implement it effectively

specially on seasons.
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4.3 SUMMARY

The project "A Study on the Influence of Visual Merchandising on Purchase Intention
of ITC Stationery Products" reveals predominantly young and female sample,
consisting mainly of students and working professionals, reveals valuable insights into
consumer behaviour and visual merchandising effectiveness. ITC stationery products
are well-received, with product displays, promotional signage, and informative signage
significantly influencing purchase intentions across all age groups. These findings
suggest that retailers should focus on creating appealing marketing campaigns and
product bundles tailored to students' needs and budgets, while maintaining high product

quality and customer satisfaction.

To capitalize on these insights, company should prioritize well-organized product
displays and strategically placed informative and promotional signage. Although
window displays and display stands showed mixed results, efforts to enhance their
effectiveness should continue. Given the consistent perception of visual merchandising
elements across age demographics, a standardized approach can be implemented.
Additionally, retailers should invest in educating store staff about the importance of
effective visual merchandising, particularly during peak seasons, to maximize its

impact on consumer behaviour and ultimately boost sales.
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APPENDICES

Questionnaire to evaluate the influence of visual merchandising on purchase

intention of ITC stationery products.

| am reaching out to invite you to participate in my research project titled "A STUDY
ON THE INFLUENCE OF VISUAL MERCHANDISING ON PURCHASE
INTENTION OF ITC STATIONERY PRODUCTS". Your valuable insights will
contribute significantly to my research to identify the significance of visual
merchandising elements on the purchase intention of ITC stationery products. Your
participation is voluntary and all responses will be kept confidential. Please answer

the following questions honestly and to the best of your ability.

1. Gender (BflonEE@Ro)
e Male (Gyen)
° Female(QanaTT?)
e Prefer not to say (a IO@D(D @R 16 18))

2. Age ((~dO2Wo)
e Below 20 (20 @ ©®260Y)
21-30
31-40
41-50
Above 50 (50 (UMM 2dhe 1@d)

3. Employment Status ( @@2¥ 1@ @pRIM0)
e Student (18 §2d@0)
e Working Professional (62221l ©.21QI)M  O(aldad-HeM@D)
e Self - Employed (V1®o eI @)
e Homemaker (flgom)
e Retired (O_ﬂ(bzﬂ_%])

4. Monthly Income ( (@ 122V QIGYAIMo)

Up to 20,000

20,000-40,000
40,000-60,000
60,000-80,000
Above 80,000



. Percentage of Income saved for purchasing ITC stationery puroducts?
(0af)sTm] equaimo] @da mMesnud AU6RMM 1M a1d&] )

mmgmmmﬁaé‘ao WORAIMo?)
0% - 5%

6%- 10%

11%-15%

16% - 20%

Above 20%

. Name the store you visited (Mm@ 1a] 6QUIOTMD OO Gald)
e H&C (af)2]&m)

e Vargheese corner ((LAWIMY  GhID6M @)

e Premeire (o2 1)

e C-MART (U1-2203)

e PIKAKKU (adl 0af) £286))

. Rate the following capturing your attention. Each response per column and
row (1= High 5=Low) MleaBges (L aflslajyaiqomd
Mo O@MAl 0B  0.2IQd. 6261 MW &e)o
U1 H6)0 BIEM (al® 1dh@6Mo (1=(alWIMo, 5=(alWIMAL])

Product Window Display Promotional Informative
display display stand signage sighage

1 1 1 1 1

2 2 2 2 2

3 3 3 3 3

4 4 4 4 4

5 5 5 5 5

. Rate the overall visual presentation of ITC stationery products (ITC
MO 9@ |MEBBEes  ORIOMOT a8y  B)W

@ROLMMEMo CON Y6)21Q ) db)

e 1(CAdW0)

2
3
4
5 (@ 1>2]©)

Rate the Quality of ITC stationery products (ITC cg};cﬂdm(ﬂ
O |MEBBE S 1N)EMMIRINId0 GOQ6.21Q) d)



1 (GQDWdo)
2

3
4

5 (@ 18.20)

10. How much do you strongly agree or disagree with the statements

(M @IUMBHEBIS MIBBUW o) @CODMIGo REMAIW]
cwO=la6m; Grogd 1 allewi=lon)my)

Statements Strongly | Disagree | Neutral | Agree | Strongly

disagree disagree

Product information are

clearly given(©@a]m

Afluoesr0d

| SOOI ]

M@ & 11 186m))

| found window display
very
attractive(C lodeWwd

Wlmee VIgeo
@R D HHAIEEM
M eI
H66NSO0 1)

Promotional offers are
clearly
displayed((nlGRQD~HEM

@ 630a00)H0d
Q| SOOI ]
(183U o {121
&6(MJ)

Products were well
organized and
displayed(© @ |M6B13
D MmO

(B H© 166 HW)o
LnJG(bUEﬂ(;dr]cﬁ@g&
@0 6210 ©))




I noticed the display
stand of ITC stationery in
the store (GIYRIC 16Al

0af)s 1]
GARAHMO1WY6S
W 1mY Go quoadau)
emOD (BRY 1 2)))

I am very likely to
purchase again ITC
stationery products from
the store(en

equI01@ alay
emo0d Aflens)o ITC
GRAHMO]

& |MEBRUD
L0683

MUOW §OWINS)

I will positively talk
about ITC stationery
products offered from the
store(GQQO Y la@d mlamy

QD BIMo

0.21Q4 M eaf)sImi]
GIRAHMO]

@ |MEBROSHE),
Ol2] emo0d

(B 1I0BHAIW]
MoMUI® 186))0)

I like to recommend ITC
stationery products from
the store to my relatives
& others (GRIO @3

Moy ofadeo
ENIMU HO WD B0
D880 IdHE o ITC
GARAHMO]

& |MEBRUD

B lddU0 621QYOMD
amOd

@R 186,MM))




