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Abstract

Fast-Moving Consumer Goods (FMCG) sector of India becomes one of the largest and highly
competitive in the world which is driven by a huge population, growing incomes & urbanization and
having a digitally connected consumer base. This research paper examines the branding strategies used by
well-known FMCG sector brands in India. It includes both the domestic giants like Dabur, Amul, and
Patanjali and global leaders like Hindustan Unilever and Nestlé. This study examines the tactics used by
FMCG companies like emotional storytelling, cultural positioning, online interaction and brand promoting
sustainability. It provides insights into what makes brands stand out in the competitive FMCG market of
India.
Key words- Brand, Branding strategy, FMCG.

Introduction

Products that are sold quickly and at relatively low cost such as food, beverages,
toiletries, over-the-counter drugs, and personal care products is known as FMCG. The Indian
consumer market is diverse and complex where population exceeds 1.4 billion, numerous
languages, regional diversities, different religious beliefs and changing income levels, branding
in India is not just about selling a product, it’s all about building a strong relationship with the
customers, telling a story and aligning themselves with the customer’s lifestyle and their values.
The well-known brands in India whether it is domestic or international invest so much time and
money to understand consumer behaviour, customize messages accordingly and make
innovation in communication to build and sustain lasting impressions in the mind and heart of
the consumers.

The evolution of branding has gone through three main phases in India:

e The traditional one which is product-driven branding.

e Branding at emotional and lifestyle-centric phase.

o Digital-first integrated branding.

Advertising is just one aspect of branding. Branding also encompasses customer’s trust,
emotional resonance and cultural relevance. Increasing digital reach and the rise of conscious
consumes, FMCG brands have to build identities that are memorable and also meaningful.

This study provides a multi-faceted analysis of branding strategies of FMCG brand through
selected case studies and industry data.

Objectives of the Study
e To explore the branding strategies used by popular Indian FMCG brand.

e To study the impact of emotional, cultural and digital branding in influencing consumer
behaviour.

e Toidentify trends and issues faced by the Indian FMCG branding practices.
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Methodology

This study uses a qualitative, case-based approach. Secondary data was collected from academic journals, brand
reports, company websites, trade publications and consumer surveys. Selected FMCG brands were analysed based on
parameters like brand messaging, positioning, digital strategy, and consumer response.

Strategic Branding in Indian FMCG: A Sectoral Overview-

Indian FMCG industry is shaped by five primary factors:

Cultural diversity- influencing product perception and usage.

Price sensitivity- especially in rural and semi-urban markets.
Emotional resonance- where heritage and tradition play a crucial role.
Rising digital engagement- with mobile-first branding strategies.
Health and wellness trends- post-COVID-19.

arwpdE

Case-Based Analysis of Branding Strategies employed by well-known brands in India-

Dabur India Ltd.

e Positioning: Ayurveda and wellness centered.

e Branding Strategy: Branding strategy of Dabur is centred on heritage, purity and health. Products like Dabur
Chyawanprash and Dabur Honey are advertised as immunity and wellness products. Celebrities like Akshay
Kumar promoted these product projecting them as strength building, immunity boosting, reliable and traditional.

e Impact: In the period of pandemic Dabur saw a 40% increase in demand for health supplements which
strengthened its brand equity.

Patanjali Ayurved

e Positioning: Swadeshi (Domestic), Ayurveda and Affordability.

e Branding Strategy: Patanjali’s branding tactics is competitive pricing strategy, wide distribution and nationalist
branding (“Made in Bharat”) attracted to a wide range of consumer base. Yoga guru Baba Ramdev who is also a
founder cum brand ambassador of Patanjali Ayurved promoted its product which enhanced its credibility among
rural and semi-urban consumer making them as one of the successful brands in Indian market.

e Impact: It has achieved over 30,000 crore revenues within a decade leaving behind many FMCG brands.

Hindustan Unilever Limited (HUL)

e Positioning: Emotional branding, CSR driven initiative.

e Branding Strategy:

Lifebuoy: Campaigns like “Help a Child Reach 5” which is CSR driven initiative emphasizes hygiene to child health

and social impact. This campaign aim is to tackle child mortality by promoting the simple act of handwashing with

soap. This campaign mission is to save lives and ensure more children survive their crucial early years which is five.

Surf Excel: The “Daag Achhe Hain” (Stains are good) campaign redefined stains on clothes as symbols of exploration

and goodness. It redefined stains not as a problem to be fixed but as a symbol of honour which symbolizing a child's

experiences and learning through play. This emotional and heartwarming approach of this campaign shifted the brand's
focus from not only cleaning clothes but also celebrating childhood itself.

Glow & Lovely: It was rebranded from “Fair & Lovely” to “Glow & lovely” which align them with global sensitivity

around skin tone. This decision shows a wider industry trend toward more sensitive and socially conscious branding to

sustain in the market for the longer period of time.

e Impact: HUL remains the largest FMCG company in brand trust rankings in India.

Nestlé India (Maggi)

e Positioning: Convenience, comfort, nostalgia.

e Branding Strategy: In 2015 product got banned, after relaunch Nestlé primary focus was on regaining consumer
trust through transparency, they launch “We Miss You Too” campaigns, and do the partnerships with mothers and
chefs. Maggi is currently marketed as an emotional comfort food which is widely accepted by the customer of
Indian market.

e Impact: Nestlé regained over 60% market share within 12 months of relaunch.

Amul (Gujarat Co-operative Milk Marketing Federation)

o Positioning: Taste, purity and national pride.

e Branding Strategy: Amul kept a consistent brand identity through the use of its iconic logo, the "Amul girl"
mascot and its catchy taglines like “The Taste of India. Secondly,

The iconic Amul girl delivers humour and satire on current events happening around. Amul also promotes "utterly

butterly delicious" moments while ensuring brand trust with messages of dairy-farmer empowerment.

e Impact: Amul ranked as most trusted dairy brand of India for decades.
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ITC Ltd.

e Positioning: Indian lifestyle and nutrition.

e Branding Strategy:

Aashirvaad Atta: This brand projects homeliness, tradition and purity to attract customer. they also provide QR code on

the product so that customer can check the authenticity and purity certificate which build consumer trust.

Yippee Noodles: It targets children through colourful branding, longer strands of noodles and “no lump” messaging

which eventually attracted customer.

e Impact: It has become strong contender of Maggi noodles in the noodles segment.

Haldiram’s

e Positioning: Indian traditional snacks.

e Branding Strategy: Haldiram's uses bright packaging, regional flavours and strategic pricing to appeal the mass
audience. The brand highlights purity, taste and familiarity which attract every age group of consumers.

e Impact: Haldiram become one of the leading snack brands in India with growing global presence.

Common Branding Themes in Indian FMCG:

Strategy Type Brands Using It Key Features

Emotional Storytelling Amul, Maggi, Surf Excel Taps into nostalgia, daily life, and human
emotions

Ayurveda/Natural Dabur, Patanjali Uses traditional medicine, ingredients,
and desi identity

Digital First HUL, Nykaa (FMCG | YouTube ads, Instagram, mobile

beauty), ITC campaigns

CSR & Cause | Lifebuoy, Tata Tea Child health, hygiene, and civic

Marketing awareness campaigns

Heritage & Trust Amul, Haldiram’s, Dabur Legacy storytelling and consistent brand
image over time

Celebrity Endorsement | Dabur, Colgate Uses trusted Indian personalities to build
credibility

Challenges in FMCG Branding in India-

o High Market Saturation: FMCG sector become overcrowded that’s why it requires standout messaging and
design to penetrate and sustain in the market.

e Rural vs. Urban Divide: The brand messaging have to be localized according to rural and urban consumer while
retaining brand consistency.

e Short Attention Span: Digital content must deliver impact within seconds. To do this highly creative
advertisement is needed to grab attention of the viewers.

e Counterfeiting: Popular brands often get illegally copied and sold in the market. It creates problem for the original
brands because these counterfeit products generally have poor quality and can be dangerous. Customer get confuse
and purchase the fake one, if any consequences arise, the real brand has to face it. It ruins the reputation of the
brand and can be the reason to lost trust by the consumer in brand’s quality that eventually leads to decrease in
sales and customer loyalty.

Emerging Trends in FMCG Branding

e Sustainability Focus: In current scenario, consumers prefer brands which has eco-friendly packaging and ethical
sourcing practices for instance HUL’s plastic recycling initiatives.

e Regional Customization: Many brands have launched localized flavours, campaigns and packaging to flourish in
the market like Lays India regional flavours which is liked by the customers.

e Direct-to-Consumer (D2C): This one is adopted by many brands like Mamaearth and Wow Skin Science. They
are bypassing traditional retailing practices creating niche for FMCG segments through online personalization and
influencer marketing which has been quite successful.

e Data-Driven Personalization: Al-powered product recommendations and chatbots are becoming common tools to
enhance the customer experience depending on the browsing data and past purchase they personalize product
recommendation and guide them in buying process and answer all relevant query of the customer.

Conclusion
Branding practices in FMCG sector of India is a combination of tradition and innovation. Brands that are successful has
this quality:
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Properly understand the cultural aspect of the customer.

Delivers effective and consistent emotional narratives to the customer.

Built and maintain consumer trust through transparency and quality.

Evolve themselves with latest technology and values.

As customers awareness and expectations increase only those brands that connect meaningfully with the customers will
sustain and flourish in India’s rapidly evolving FMCG market.
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