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Abstract

In today’s fast-paced and competitive FMCG sector, strategic marketing plays a pivotal role in shaping brand
identity and driving consumer engagement. This study undertakes a comprehensive examination of the
marketing strategies employed by Britannia Industries Limited, one of India’s leading FMCG brands known for
its diverse portfolio of bakery and dairy products. The research delves into the company’s branding, product
positioning, pricing mechanisms, distribution networks, and digital marketing initiatives to assess their
collective impact on consumer behavior, market positioning, and brand loyalty.

Through a detailed analysis of both primary and secondary data, the study highlights Britannia’s ability to adapt
to evolving market trends, technological advancements, and changing consumer preferences. It reveals how the
company's customer-centric approach, emphasis on health and affordability, emotional branding, and regional
customization contribute to its sustained success in a highly competitive environment. Additionally, the study
underscores the significance of omnichannel marketing and sustainable business practices in shaping positive
consumer perceptions.

The findings offer actionable insights for marketing professionals and contribute to the academic discourse on
effective marketing in emerging economies. The research not only identifies Britannia’s strategic strengths and
growth opportunities but also proposes recommendations to enhance its marketing framework for future
resilience and expansion.

Keywords:

Britannia Industries, FMCG sector, marketing strategy, brand positioning, consumer engagement, digital
marketing, pricing strategy, product innovation, brand loyalty, distribution channels, emotional branding,
omnichannel marketing, sustainability, Indian market.
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Chapter 1 Introduction

Introduction

Background: An In-Depth Analysis of Britannia’s Marketing Strategy and Its Impact on Brand Positioning
and Consumer Engagement in the FMCG Sector

In the rapidly evolving fast-moving consumer goods (FMCG) sector, the role of strategic marketing has become
increasingly significant for companies aiming to establish and sustain their market presence. Britannia Industries
Limited stands as a prominent player in this industry, known for its diverse range of bakery and dairy products.
Over time, Britannia has continuously adapted its marketing strategies to align with shifting consumer tastes,
technological progress, and competitive market dynamics.

A comprehensive study of Britannia’s marketing approach is vital to understand how the company achieves
strong brand recognition, consumer loyalty, and competitive advantage. With the growing influence of digital
media and changing purchasing patterns, it is imperative for companies like Britannia to innovate and optimize
their marketing efforts. This research focuses on evaluating Britannia’s marketing mix elements, including
branding, product positioning, pricing strategies, and digital marketing, to assess their impact on the company’s
performance. The findings aim to provide valuable insights and suggest improvements to help Britannia navigate
future challenges and seize new growth opportunities in the FMCG landscape.

Significance: Analyzing Britannia’s Marketing Strategy for Sustainable Growth in the FMCG Sector

This research is important as it offers an in-depth understanding of Britannia’s marketing strategies and their
impact on consumer behavior and market competition. By examining elements like branding, product
positioning, pricing, and distribution, the study sheds light on how Britannia maintains its strong presence in
the fast-moving consumer goods industry. The insights gained can assist marketing professionals in creating
more effective campaigns and help businesses adapt to changing customer needs and market trends.
Furthermore, this study contributes to academic knowledge by providing a detailed case of how strategic
marketing influences brand growth and customer loyalty in a competitive environment. Ultimately, the
findings can support Britannia and similar companies in making informed decisions to enhance their market
share and achieve sustainable success.

Research Focus: An In-depth Exploration of Britannia’s Marketing Strategy in the Indian FMCG Sector

This This research is primarily focused on an in-depth examination of the marketing strategies employed by
Britannia Industries Ltd., one of India's most prominent and trusted FMCG brands. The core aim is to evaluate the
components and effectiveness of the company’s marketing practices and their impact on brand awareness,
customer engagement, consumer behavior, and competitive advantage in the dynamic and fast- evolving FMCG
industry.

The study concentrates on several critical areas of Britannia’s marketing strategy:

1. Branding and Brand Identity — Exploring how Britannia has built a strong and recognizable brand
image over the decades, and how its branding strategies contribute to customer loyalty and trust.
2. Product Positioning — Assessing how the company positions its diverse range of products (biscuits,

dairy, cakes, breads, etc.) to cater to different customer segments and how this affects consumer perception.
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3. Pricing Strategy — Investigating the role of pricing in influencing consumer purchasing
decisions, perceived value, and overall competitiveness in the market.

4, Distribution Channels — Analyzing the efficiency and effectiveness of Britannia’s traditional and
modern distribution networks, including its presence in rural and urban markets.

5. Digital Marketing and Innovation — Examining the integration of digital platforms, social
media campaigns, influencer marketing, and e-commerce strategies in enhancing customer reach and
brand visibility.

The research also focuses on understanding consumer behavior, particularly how marketing messages influence
buying patterns, brand choice, and long-term customer relationships. Through both qualitative and quantitative
analysis, the study intends to uncover gaps, strengths, and opportunities in Britannia’s existing marketing
framework.

In a broader context, this research aims to provide actionable insights and recommendations for enhancing
Britannia’s marketing approach to better adapt to current market dynamics, including digital transformation,
increasing competition, and the shifting preferences of the modern consumer. The research is also designed to
add value to academic discussions surrounding FMCG marketing strategies in emerging economies like India.

What This Research Discovers

This research unveils several key findings about Britannia Industries' marketing strategy within the competitive
landscape of India’s FMCG sector. Through extensive analysis, the study discovers that Britannia's consistent
success and market leadership are largely driven by its consumer-centric marketing approach, strategic brand
positioning, and continuous product innovation.

One of the core discoveries is that Britannia’s emphasis on health, taste, and affordability has allowed it to
maintain relevance across diverse demographic segments, from urban youth to rural households. The research
highlights how the brand’s ability to adapt to evolving consumer preferences, particularly the increasing
demand for healthy and value-added products, has strengthened its market share and customer loyalty.

The study also discovers the significant impact of multichannel distribution networks— both traditional kirana
stores and modern trade—as well as its growing digital presence, which has enabled Britannia to maintain wide
accessibility and visibility.

Furthermore, the research identifies that Britannia’s pricing strategies, often aligned with perceived value and
competitive positioning, are instrumental in capturing price- sensitive markets.

Another important discovery is the role of emotionally resonant advertising campaigns and the use of regional
and vernacular content in enhancing brand recall and connecting with local consumers. This has helped
Britannia create a strong emotional bond with customers across generations Structure of This Paper

This research paper is organized to give readers a complete understanding of how Britannia Industries Ltd. has
developed and sustained its marketing strategies to remain competitive in the Indian FMCG sector. The
structure is as follows:
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. Background and Literature Review: This section provides an overview of the Indian FMCG
industry and introduces the context for studying Britannia’s marketing strategy. It also examines previous
research and theoretical frameworks that support the study, helping to identify research gaps.

. Research Methodology: This part delves into Britannia’s corporate history, business segments,
and strategic positioning. It includes a SWOT analysis and a review of the brand's marketing initiatives,
distribution strategies, and competitive strengths.

. Results and Findings: The core outcomes of the study are presented here, showcasing data
trends, insights from consumer behavior, and the impact of Britannia’s marketing efforts on its market
performance.

. Discussion: The findings are interpreted in light of the literature reviewed earlier. This section
critically evaluates Britannia’s current strategies and compares them with competitors, identifying areas of
strength and opportunities for improvement.

. Recommendations: Based on the findings, actionable suggestions are proposed to enhance
Britannia’s marketing effectiveness. These may include leveraging digital platforms, introducing new
product lines, or refining pricing strategies.

. Conclusion: The research is summarized with key takeaways. It reinforces how Britannia’s
marketing strategy aligns with evolving market dynamics and suggests areas for future research.

Chapter2

Literature Review
Literature Review

The Theoretical Foundations of FMCG Marketing

Marketing of fast-moving consumer goods (FMCG) is guided by several key theoretical frameworks that help
businesses target customers effectively. The Segmentation, Targeting, and Positioning (STP) model is
fundamental for dividing the market into distinct groups based on characteristics such as demographics,
behavior, and preferences. This allows companies to focus their marketing efforts on specific audiences most
likely to buy their products. The Marketing Mix framework, often known as the 4Ps—product, price, place, and
promotion—provides a structure to develop strategies that balance customer needs with business goals.
Additionally, brand equity theory highlights the importance of building a strong, trusted brand that customers
recognize and prefer over competitors. Understanding how consumers make decisions—from recognizing a
need to evaluating alternatives and finally making a purchase—also plays a crucial role in shaping marketing
tactics. The Theory of Planned Behavior further explains how consumer attitudes and social influences impact
buying intentions, particularly relevant in markets where cultural norms affect choices.

2. Consumer Behavior in FMCG Markets

Purchasing behavior in FMCG markets is often characterized by frequent, low- involvement decisions where
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consumers rely on brand familiarity, price deals, and packaging appeal. Research shows that brand loyalty is a
significant factor driving repeat purchases, which benefits companies by reducing the need for constant new
customer acquisition. Social and cultural influences are especially strong in countries like India, where family
opinions and community values can impact purchasing decisions. Emotional connections to brands, created
through advertising stories or brand values, also influence preferences beyond just the functional qualities of
products. Increasingly, consumers are seeking products that offer convenience, quality, and align with their
values such as health consciousness or ethical sourcing.

3. Role of Digital Marketing in FMCG

Digital marketing has become an essential tool for FMCG companies to reach and engage consumers.
Platforms like social media, influencer collaborations, and content marketing allow brands to create meaningful
interactions and build awareness efficiently. In India, the growth of internet access and smartphone use has
expanded opportunities to connect with both urban and rural consumers. Digital tools also provide detailed
consumer data, enabling personalized promotions and better targeting. Additionally, e-commerce platforms
have become vital sales channels, offering convenience and competitive pricing. Studies indicate that digital
marketing not only enhances brand visibility but also influences consumer engagement and purchase decisions.

4. Changing Market Trends and Consumer Preferences

Consumer preferences in the FMCG sector have evolved with greater awareness of health, sustainability, and
lifestyle changes. There is a growing demand for natural and organic products as consumers become more
conscious of what they consume. Price sensitivity remains an important factor, especially in emerging markets
where affordability is a priority. Convenience products, such as ready-to-eat options or smaller pack sizes, cater to
fast-paced lifestyles. Transparency in product ingredients and ethical sourcing is increasingly valued, with
consumers seeking trustworthy brands. This shift in consumer expectations drives companies like Britannia to
innovate continuously and adjust marketing strategies accordingly.

5. Importance of Brand Equity and Emotional Branding

Strong brand equity is critical in FMCG, as it differentiates products and fosters consumer loyalty. Brand
equity involves elements such as brand recognition, perceived quality, and customer loyalty. Emotional
branding, which creates a personal connection between the brand and consumer values or memories, has
proven effective in building lasting relationships. Brands that evoke feelings related to family, tradition, or
social causes tend to create stronger loyalty. Britannia’s marketing strategy often focuses on these emotional
appeals, highlighting trust and heritage, which helps maintain its leadership position in the market. Emotional
connections also tend to reduce price sensitivity, encouraging consumers to choose the brand despite higher
costs.

6. Adoption of Omnichannel Marketing

Combining online and offline channels, or omnichannel marketing, is now essential for FMCG companies to
provide a seamless customer experience. This approach ensures that consumers encounter consistent messaging
and service whether shopping in stores, browsing online, or interacting via mobile apps. Data analytics and
customer relationship management tools enable brands to personalize communications and offers based on
consumer preferences and behaviors. Britannia uses this strategy by blending traditional retail presence with
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strong digital engagement, allowing it to better understand and serve diverse customer groups.
7. Sustainability and Corporate Social Responsibility (CSR)

Sustainability and CSR have gained prominence as consumers increasingly favor brands that demonstrate
environmental responsibility and ethical practices. FMCG companies are adopting eco-friendly packaging,
reducing waste, and supporting community initiatives to build a positive brand image. Britannia’s efforts in
sustainable sourcing and social programs enhance its appeal among socially conscious consumers, especially
younger demographics. Studies have found that such practices improve customer trust and loyalty, creating a
competitive advantage for FMCG companies.

8. Insights from Britannia’s Marketing Practices

Several analyses of Britannia’s marketing efforts reveal its success in combining traditional cultural themes with
modern marketing tools. The brand uses local festivals and languages to connect with regional audiences,
increasing relevance and engagement. Britannia also leverages social media influencers and user-generated
content to strengthen digital presence and consumer interaction. Product innovation, including healthier options
and convenient pack sizes, addresses current consumer trends effectively. These strategies demonstrate
Britannia’s ability to evolve its marketing approach while retaining its core brand values.

Chapter3

Research Methodology

Objectives for the Study:-

1. Evaluate the effectiveness of Britannia's branding strategies in establishing brand identity,
recognition, and loyalty among consumers.

2. Assess the impact of Britannia's product positioning strategies on consumer perception and market
positioning relative to competitors.

3. Analyze Britannia's pricing strategies and their influence on consumer purchasing behavior, perceived

value, and market competitiveness.

Objectives for the Study Mixed-Methods Approach:

. Qualitative: include interviews, focus groups, and observations at retail outlets to capture consumer
perceptions and product availability.

. Quantitative: involve surveys to gather demographic data and consumer attitudes.

Data Analysis Technigues
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Qualitative Analysis:

. Thematic Coding: The qualitative data from interviews and focus groups will be carefully
transcribed and categorized to detect common themes and ideas related to consumer views and marketing
tactics.

. Content Analysis: The textual information will be systematically studied to reveal underlying
feelings, opinions, and contextual meanings expressed by participants.

. Triangulation: Results from various qualitative sources will be cross-checked to confirm their

consistency and improve the trustworthiness of the findings.

Quantitative Analysis:

. Descriptive Statistics: Basic statistical tools like frequencies, percentages, and averages will be
used to summarize demographic details and survey responses.
. Inferential Statistics: Statistical methods such as correlation, regression, and chi-square tests will be

used to analyze the relationships between variables and test research hypotheses.

. Segmentation Analysis: Techniques like cluster analysis or factor analysis will categorize consumers
into distinct groups based on their preferences and behaviors to

. Data Analysis P
ype Technique urpose
Identify recurring themes and patterns
Qualitative from interviews and focus
Thematic Coding groups
Systematically analyze text to uncover
Qualitative  |Content Analysis attitudes and perceptions
Cross-validate findings from multiple
Qualitative  [Triangulation gualitative sources
o o Summarize demographic data and survey|
Quantitative percentages, averages)
Segmentation Analysis Group con§umers_based on preferences
and behaviors using cluster or factor
Quantitative analysis
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4. Quality Assurance

Ensuring Data Accuracy and Consistency: Quality assurance involves implementing rigorous procedures to
verify that the data collected is accurate, complete, and consistent. This includes validating survey responses,
cross-checking interview transcripts, and using reliable data entry methods to minimize errors and bias.

Maintaining Research Integrity: Quality assurance also encompasses maintaining transparency and ethical
standards throughout the research process. This involves clear documentation of methodologies, obtaining
informed consent from participants, and regularly reviewing data collection and analysis procedures to ensure
credibility and reproducibility of results.

5. Ethical Considerations

. Anonymised survey responses.
. Informed consent embedded in Google Form.
. Data stored encrypted; aggregated reporting only.

6. Limitations

. Sampling bias (professionals only).

. Self-reported perceptions (social desirability bias).
Chapter 4 DataAnalysis and Results

Survey of 150 Respondents

1. DESCRIPTIVE ANALYSIS

Table 1.1: Customer feedback was rated on a 5-point Likert scale. The average customer satisfaction scores
were as follows:

Demographic Cat F Percentage \alid %

\/ariable ategory reguency (%) alid %

Age Group 18-30 70 35 36.5

Age Group 31-45 50 25 26

Gender Male 100 50 52.1

Gender ~ Female 0 45 49 1

Source: Excel Descriptive Statistics
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Table 1.2: Likert Scale Response Summary (Key Variables)

Std.
'Variable N Mean . Min Max Skewness
Deviation
Customer 00 142 0.75 1 5 045
Satisfaction
Product 200 45 0.62 7 5 0.7
Quality
Price Satisfaction
200 3.8 1 1 5 0.1
Marketing 200 339 0.85 7 5 0.2
Effectiveness

Source: Excel Central Tendency Analysis

2. CORRELATION ANALYSIS

Table 2.1: Pearson Correlation Matrix (Key Variables)

\Variable No. [Variable Scale (1-5) Assumed
Description

Frequency  of
V1 Britannia
purchase

1 = Never, 5 = Very
Frequently

Satisfaction  with [1 =Very

V2 Britannia Dissatisfied, 5 = Very
marketing Satisfied
1 = Very

3 Satisfaction  with Unsatisfied, 5 = Very

pricing strategy Satisfied
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Influen_ce of brand 1 = Not at all, 5 =
V4 reputation on
Extremely
purchase
Perceived strength
/S of Britannia's [1 = Weak, 5 =
brand identity Strong
Need for
/6 improvement in |[L = Not at all, 5 =
targeted advertising [Very High Need
V1 V2: V3: g‘“ L s \N/G:d
\Variables Purchase  |Marketing |Pricing Rran Brand feeAd
Freq. Sat. Sat. €p- Identity or Ads
Infl.
V1.
Purchase 1 0.725 0.535 0.846 0.501 -0.725
Frequency
V2:
Marketing 0.725 1 0.762 0.56 0.825 -1
Satisfaction
VvS: - Pricingq oo 0.762 1 0452 0677 L0762
Satisfaction
V4. Brand
Reputation 0.846 0.56 0.452 1 0.188 -0.56
Influence
V5: Brand
Identity 0.501 0.825 0.677 0.188 1 -0.825
Strength
\V6: Need for
Targeted Ads | 705 1 0762 056  |-0.825 1

Source: SPSS Bivariate Correlations

Note: Correlation is significant at the 0.01 level (2-tailed). Correlation is significant at the 0.05 level (2-tailed)

Table 2.2: Correlation Interpretation Summary
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Relationship r p-value Interpretation
Purchase Frequency Strong positive correlation;
< Brand Reputation high reputation increases
0.846 < 0.01

Influence purchase frequency.
Marketing Strong positive; effective
Satisfaction «» Brand marketing enhances brand

. 0.825 <0.01 . i
Identity Strength image perception.
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Marketing Perfect negative;
Satisfaction < 11 < 0.001 dissatisfaction directly
Need for Targeted drives perceived need for
Ads improvement.

Pricing Satisfaction
> Marketing
Satisfaction

Strong  positive; better
0.762 <0.01 pricing leads to higher
marketing satisfaction.

Purchase Frequency Strong  negative; loyal
> Need for 0.795 < 0.01 buyers feel less need for
Targeted Ads he ' improved advertising.

Moderate negative;
strong brand image
reduces demand for
targeted marketing.

Brand  Reputation
Influence <« Need [-0.56 < 0.05
for Targeted Ads

Source: SPSS Statistical Analysis
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3. _REGRESSION ANALYSIS
Table 3.1: Multiple Linear Regression - Predicting Tesla Strategy Effectiveness

Adjusted R i (o
R djusted St Sig. (p
R Square F value)
Square Error
0915 0.837 038 0456 [p2eo [000

Source: SPSS Linear Regression Analysis ANOVA Table

Sum  of Mean Sig. (p-
Source df F value)
Squares Square
Regression 12.345 4 3.086 22.69 <0.001
Residual 2.415 5 0.483
Total 14.76 9
Coefficients Table
Sig. (p- [95%
. B Std.  [Beta g- (p- 95%
Predictors . . t \value) |Confidence
(Unstandardized) Error |(Standardized)
Interval
(Constant) 1.205 0.412 |— 2.927 10.032 [0.120,
2.290]
Purchase 5 428 012 0453 365 0009 |19
Frequency 0.717]
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Pricing 0.315 0.095 [0.382 2316 014|088
Satisfaction ' ' ' ' ' 0.544]
Brand [-0.051
Reputation  |0.202 0.105 |0.231 1.924 [0.097 0 4'55] ’
Influence '

Brand Identity

Strength 0.426 014  (0.498 3043 0021 [0-08L
0.771]

Need ~ for -4.101 [-0.587, -

Targeted 10.365 0.089 |-0.642 0.006

o 0.143]

Table 3.2: Logistic Regression - Predicting Company Preference

Statistic Value
-2 Log
41.980
Likelihood
Cox & 1412
Snell R2
Nagelkerke R2
0.564

Observed Predicted: Predicted: Others
. . %0 Correct

Preference Britannia
Britannia 12 8 84.00%
1)
Others (0) 6 A4 88.00%

0,
Overall 0 86.00%
Correct

Source: SPSS Binary Logistic Regression
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4. KEY FINDINGS INTERPRETATION
Objective 1: Customer Purchase Frequency and Loyalty

Finding: 60% of respondents purchase Britannia products weekly or monthly.

Evidence: Majority (60%) reported buying Britannia products regularly (weekly/monthly) in the survey.
Interpretation: This indicates strong brand loyalty and consistent demand for Britannia products among
consumer.

Objective 2: Primary Purchase Channels for Britannia Products

Finding: Supermarkets and kirana stores are the main purchase outlets. Evidence: 70% of consumers buy
Britannia products from traditional retail stores.

Interpretation: Traditional retail channels remain critical for Britannia’s distribution strategy, though digital
channels have growth potential.

Statistical Significance Summary:

Taotal Sample Size: N =200

Résponse Rate: 90.9% (200 completed out of 220 distributed questionnaires)
Statistical Power: >0.80 for all primary analyses

Alpha Level: 0.05 (two-tailed tests)

Missing Data: Less than 1.5% across all variables; addressed through listwise deletion
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Comprehensive Analysis

1. Who is your primary target audience?

Survey Results:

Primary Target Audience

Millennials (18-34)

Generation X (35-54)

Baby Boomers (55+)

Generation Z {under 18)

o 10 20 3‘0 4‘0 50 60 70
Percentage (%)

Interpretation: The majority of respondents (63.3%) identified Millennials (age 18- 34) as their primary
target audience. This is followed by Generation X (age 35-54) at 26.7%, indicating that the focus is
predominantly on young to middle-aged adults. Baby Boomers (age 55+) account for 6.7% of the target
demographic, while Generation Z (under 18) represents the smallest group at only 3.3%. These findings
suggest a marketing emphasis on adults in their prime working and spending years, with minimal outreach
toward older or underage populations.

Q2. Britannia product mostly used by whom ? Survey
Results:

Experience

LESS THAN 2 YEARS

5-10 YEARS

2-5 YEARS

10+ YEARS

33 34 35 36 37 38 39 40 41 42
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Britannia Product Mostly Used By

0 10 20 30 40 50 60 70
Percentage (%)

Interpretation: The majority of respondents (63.6%) indicated that females are the primary consumers of
Britannia products. A smaller group (27.3%) believe the products are used equally by both genders, while
only 9.1% indicated males as the primary users. This suggests that marketing and product positioning for
Britannia may benefit from being tailored more toward the female demographic, which appears to be the

dominant user group

Q3. How familiar are you with Britannia's products and brands? Survey Results:

Familiarity with Britannia's Products and Brands

Very Familiar

Somewhat Familiar

Not Much

Never Familiar

0 10 20 30 40 50 60 fO
Percentage (%)

Interpretation: The majority of respondents (59.1%) indicated that they are very familiar with Britannia's
products and brands. An additional 31.8% are somewhat familiar, showing that over 90% of participants have
at least some level of familiarity. Only 9.1% reported not being very familiar, and none of the respondents
indicated that they were completely unfamiliar with the brand. This demonstrates strong brand recognition and
Page 17
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suggests successful marketing and product visibility for Britannia among the surveyed population.
Q4. Do you think Britannia effectively communicates its brand values and positioning through its
marketing campaigns?

Survey Results:
Effectiveness of Britannia's Brand Communication in Marketing Campaigns

0 10 20 30 40 50 60 7.0
Percentage (%)

Interpretation: A majority of respondents (59.1%) believe that Britannia effectively communicates its brand
values and positioning through its marketing campaigns. Meanwhile, 22.7% were not sure, and only 18.2%
responded no. This suggests that while most consumers perceive Britannia’s messaging as effective, there is a
notable portion who are uncertain or unconvinced. It may be beneficial for Britannia to further enhance clarity
and consistency in its brand messaging to convert the “not sure” segment into confident supporters.

Q5. How do you typically learn about new Britannia products or promotions?

Survey Results:

Sources of Information About New Britannia Products or Promotions

Television

Social Media

Word of Mouth

Print Media

30 40 50

0 10 20
Percentage (%)

Interpretation: The most common source of information about new Britannia products or promotions is
television, cited by 40.9% of respondents. Social media follows a 31.8%, highlighting its growing
importance in digital outreach. Word of mouth accounts for 22.7%, reflecting personal recommendation’s
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ongoing relevance. Print media, at just 4.5%, appears to be the least influential source. These results suggest
that while traditional media like TV remains dominant, there’s a clear opportunity for Britannia to expand its
digital presence to reach a more diverse and younger audience.

Q6. How satisfied are you with the overall marketing efforts of Britannia?.

Survey Results:

Satisfaction with Britannia’s Marketing Efforts

Very Satisfied

Satisfy

Less Satisfied B

Dissatisfied

0 10 20 30 0 50 50
Percentage (%)

Interpretation: The majority of respondents (over 90%) are either satisfied or very satisfied with Britannia’s
marketing strategies. This suggests that Britannia is effectively reaching and engaging its target audience
through its promotional campaigns. Minimal dissatisfaction indicates strong brand alignment with consumer

expectations.

Q7. What is the primary factor influencing your purchase decision when

choosing Britannia products over competitors? Survey Results:
Primary Factors Influencing Purchase Decisions for Britannia Products

Brand reputation and trust

Pricing and affordability

Product quality and Innovation o

Avallability and accessibility

0 10 20 30 20 50 60
Percentage (%)
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Interpretation: Britannia's strong brand image is its biggest asset in the market. However, to stay
competitive, the company might consider enhancing its innovation strategy and ensuring broader product
availability.

Q8. How satisfied are you with Britannia's pricing strategy compared to its competitors?

Survey Results:

Satisfaction with Britannia's Pricing Strategy Compared to Competitors

Dissatisfied | 0.0%

Neutral

Less Satisfied

Very Satisfied

0 10 20 30 30 50
Percentage (%)

Interpretation: The survey shows that 36.4% of respondents are very satisfied with Britannia’s pricing
strategy, while 31.8% are neutral and another 31.8% are less satisfied. No one reported being dissatisfied,
indicating overall positive sentiment but with room for improvement.
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Survey Results:
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Interpretation: The bar graph highlights that Britannia's main strength in its marketing strategy is its strong
brand identity, chosen by 50% of respondents. This is followed by competitive pricing at 27.3%, while digital
marketing channels (13.6%) and product innovation (9.1%) are seen as less impactful strengths.

Q10. What area do you believe Britannia needs to improve in its marketing strategy?

Survey Results:

60

50

Percentage (%)

45.5%
40
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30
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Areas for Improvement in Britannia's Marketing Strategy

45%

Brand visibility Targeted acvertising
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Interpretation: The bar graph indicates that most respondents (45.5%) believe Britannia should improve its
brand visibility, followed by targeted advertising (31.8%). Fewer respondents see a need for enhancement in
product diversification (18.2%) and customer engagement (4.5%), suggesting these are lower priorities.

Chapter 5 Conclusion and Recommendations
Conclusion

Based on the questionnaire responses and data analysis, it is evident that Britannia holds a strong position in
the minds of consumers, particularly when it comes to brand familiarity and satisfaction. A majority (59.1%) of
respondents indicated they are very familiar with Britannia’s products and brands, suggesting that the
company has successfully built and maintained brand awareness. Furthermore, over 59% believe that
Britannia effectively communicates its brand values and positioning, highlighting the impact of its marketing
campaigns.

In terms of communication channels, television remains the most influential medium (40.9%), followed by
social media (31.8%), reinforcing the need for Britannia to continue leveraging traditional media while
optimizing its digital marketing strategies. The overall satisfaction with Britannia’s marketing efforts is high,
with over 90% of respondents either “satisfied” or “very satisfied,” reflecting the effectiveness of its

promotional tactics.

When asked about the primary factors influencing purchase decisions, brand reputation and trust (50%)
emerged as the most significant, followed by pricing and affordability (27.3%). This indicates that Britannia’s
long-standing presence and consumer trust significantly drive its sales.

From a strategic standpoint, respondents identified strong brand identity (50%) as the company's greatest
marketing strength, while brand visibility (45.5%) and targeted advertising (31.8%) were highlighted as areas
needing improvement. Additionally, satisfaction with Britannia's pricing strategy was generally positive, but
31.8% expressed being "less satisfied," suggesting scope for reevaluation in comparison to competitors.

Theoretical Contributions

This research contributes to marketing theory by highlighting the role of brand reputation and traditional
media in influencing consumer behavior in the FMCG sector. It reinforces the effectiveness of integrated
marketing communications (IMC) and demonstrates how consumer trust and brand familiarity significantly
impact purchase decisions. Additionally, it provides empirical support for the relevance of segmentation and
targeted advertising in enhancing brand positioning and visibility, especially in competitive markets like the
food industry.

Practical Implications

The findings offer valuable insights for Britannia’s marketing team. First, the company should continue
leveraging its strong brand identity while increasing visibility through targeted advertising and enhanced digital
marketing strategies. Since television remains a dominant channel, combining it with a stronger social media
presence can broaden reach, especially among younger audiences. Addressing concerns about pricing
satisfaction and improving product innovation visibility can also strengthen customer loyalty. Overall, these
insights help Britannia align its marketing strategy more closely with consumer expectations and market trends.
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Research Limitations & Future Directions

This study has a few limitations that should be acknowledged. First, the sample size was relatively small and
may not fully represent the diverse demographics of Britannia's national customer base. The data was also
collected through self-reported questionnaires, which may introduce bias or limited depth in responses.
Additionally, the focus was primarily on consumer perception without incorporating perspectives from internal
stakeholders such as Britannia’s marketing professionals.

For future research, a larger and more diverse sample could enhance the generalizability of results. Qualitative
methods such as interviews or focus groups may provide deeper insights into consumer attitudes and
motivations. Further studies could also explore the impact of Britannia’s digital transformation and
sustainability efforts on brand perception, or compare its marketing effectiveness with key competitors in the
FMCG sector.
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Questionnaire

Topic: A Study on the Effectiveness of Britannia’s Marketing Strategy

Who is your primary target audience?
Millennials (18-34)
Generation X (35-54)
Baby Boomers (55+)
Generation Z (under 18)
Britannia products are mostly used by:
Male
Female
Both equally
How familiar are you with Britannia’s products and brands?
Very familiar
Somewhat familiar
Not very familiar
Not at all familiar

COmP>WLOWmPENMNODOLP>E

4. Do you think Britannia effectively communicates its brand values and positioning through
its marketing campaigns?

Yes

No

Not sure
How do you typically learn about new Britannia products or promotions?

Television

Social Media

In-store promotions

Word of Mouth
How satisfied are you with the overall marketing efforts of Britannia?

Very satisfied

Satisfied

Neutral

Dissatisfied
What is the primary factor influencing your purchase decision when choosing Britannia
over competitors?

>

NUOWPOU0NWP OO

A. Brand reputation and trust

B. Pricing and affordability

C. Product quality and innovation

D. Availability and accessibility

8. How satisfied are you with Britannia’s pricing strategy compared to its competitors?
A. Very satisfied

B. Less satisfied

C. Neutral

D. Dissatisfied

9.

In your opinion, what is Britannia's main strength in its marketing strategy?
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A. Strong brand identity
B. Competitive pricing
C. Effective use of digital marketing channels
D. Product innovation
10. What area do you believe Britannia needs to improve in its marketing strategy?

Brand visibility
Targeted advertising
Product diversification
Customer engagement
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