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 

Abstract:T TheT IndianT FMCGT sectorT isT theT fourthT largestT 

inT theT IndianT economyT andT hasT aT marketT sizeT ofT $13.1T 

billion.T ItT includesT theT production,T distributionT andT 

marketingT ofT consumerT packagedT goods,T thatT isT thoseT 

categoriesT ofT productsT whichT areT consumedT atT regularT 

intervals.T ItT hasT aT strongT andT competitiveT MNCT presenceT 

acrossT theT entireT valueT chain.T TheT FMCGT companiesT areT 

expectedT toT haveT aT hugeT growthT potentialT sinceT theT 

percapitaT consumptionT ofT almostT allT theT productsT inT theT 

countryT isT amongstT theT lowestT inT theT world.T RuralT marketT 

isT oneT ofT theT bestT opportunitiesT forT theT FMCGT sector.T 

AdvertisingT inT ruralT marketsT isT anT upcomingT andT growingT 

fieldT ofT marketing.T TheT consumerT formsT anT attitude,T whichT 

isT madeT byT combiningT choiceT criteriaT andT brandT 

comprehension.T WhenT heT becomesT certainT aboutT hisT 

understandingT ofT differentT brands,T heT decidesT whetherT toT 

purchaseT orT not.T IfT heT purchasesT andT theT alternativeT meetsT 

hisT expectation,T heT mayT rememberT itT forT theT nextT buyingT 

decision.T ItT hasT beenT foundT thatT relativelyT moreT continuousT 

orT sustainedT advertisingT campaignT isT moreT suitableT forT 

consumerT nonT durables.T TheT buyingT frequencyT isT highT andT 

littleT decisionT makingT isT involvedT andT consumersT doT notT 

activelyT seekT productT information.T InsteadT theyT tendT toT useT 

whateverT informationT isT handyT toT them. 

 

KeywordsT :T FMCG,T Advertisement,T RuralT Market,T 

Consumers,T ValueT chain 

I. INTRODUCTION 

TheT IndianT FMCGT sectorT isT theT fourthT largestT sectorT 

inT theT economyT andT withinT theT FMCGT sector;T theT IndianT 

foodT processingT industryT representedT 6.3T perT centT ofT 

GDPT whichT ensuresT newT productT launchesT inT theT IndianT 

marketT fromT theT parent'sT portfolio.T DemandT forT FMCGT 

productsT isT setT toT boomT byT almostT 60T perT centT byT 2007T 

andT moreT thanT 100T perT centT byT 2015.T ThisT willT beT 

drivenT byT theT riseT inT shareT ofT middleT classT fromT 67T perT 

centT inT 2003T toT 88T perT centT inT 2015T thatT indicatesT aT 

latentT demandT forT variousT productT segments.T ForT 

example,T theT upperT endT ofT veryT richT andT aT partT ofT theT 

consumingT classT indicateT aT smallT butT rapidlyT growingT 

segmentT forT brandedT products.T TheT middleT segment,T onT 

theT otherT hand,T indicatesT aT largeT marketT forT theT massT 

endT products.TheT BRICsT reportT indicatesT thatT India'sT perT 

capitaT disposableT income,T currentlyT atT $556T perT annum,T 

willT riseT toT $1150T byT 2015T -T anotherT FMCGT demandT 
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driver.T SpurtT inT theT industrialT andT servicesT sectorT growthT 

isT alsoT likelyT toT boostT theT urbanT consumptionT demand. 

II. RESEARCHT METHODOLOGY 

ResearchT methodologyT processT includesT aT numberT ofT 

activitiesT toT beT performed.T TheseT areT arrangedT inT properT 

sequenceT ofT timingT forT conductingT research.T OneT activityT 

afterT anotherT isT performedT toT completeT theT researchT 

work.T ResearchT methodologyT includesT followingT steps:T  

 

TypeT ofT Research 

T DescriptiveT Type 

 

T SourcesT ofT Data 

ForT theT studyT purposeT bothT primaryT andT secondaryT dataT 

willT beT used. 

PrimaryT data:T questionnaire,T interview. 

SecondaryT data:T journals,T magazines,T Websites. 

 

T SamplingT  

SamplingT isT theT processT inT whichT aT representativeT partT ofT 

aT populationT forT theT purposeT ofT determiningT parametersT 

orT characteristicsT ofT theT wholeT populationT isT selected.T 

ThisT isT calledT aT sample.TheT respondentsT willT beT selectedT 

throughT simpleT randomT samplingT process,T takingT intoT 

accountT theT differentT FMCGT productsT theyT useT daily.T 

FMCGT CategoriesT thatT willT beT surveyedT forT theT researchT 

willT beT washingT soaps,T bathingT soaps,T detergents,T toothT 

paste,T hairT oil,T shampoo,T tea,T toiletries.T (etc)T andT theT 

surveyT willT beT doneT onT theT basisT ofT incomeT group,T age,T 

educationalT background.(etc.) 

OutT ofT RajasthanT regionT UdaipurT willT beT selected.T CityT 

wasT dividedT intoT fourT zonesT i.e.T DungarpurT (south),T 

ChittaurgarhT (east),T RajsamandT (north),T BanswaraT 

(southeast)T andT fromT eachT zoneT theT salesmen,T dealers,T 

retailersT andT customersT willT beT selectedT fromT theT ruralT 

regions.T KeepingT inT viewT theT properT representationT ofT 

everyT segmentT ofT populationT andT manageableT sizeT ofT theT 

sample,T theT sampleT sizeT selectedT isT 250. 

 

ObjectiveT ofT theT study- 

TheT studyT ofT thisT topicT hasT beenT undertakenT withT aT 

numberT ofobjectives.T FollowingT areT theobjectivesT ofT thisT 

study: 

1)T ToT evaluateT factorsT exertingT influenceT onT consumerT 

decisionT inT ruralT areas. 

2)T ToT provideT valuableT suggestionsT forT furtherT 

improvementT inT FMCGT 

advertisingT practicesT inT 

ruralT areas. 
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T HypothesesT ofT theT study- 

HI)T TheT modesT ofT advertisementT andT userT behaviourT 

areT associated 

HII)T ConsumerT decisionT makingT inT ruralT areasT forT 

FMCGT isT influencedT byT theT magnitudeT ofT 

advertisement. 

HYPOTHESEST TESTING 

PreferenceT forT BrandT accordingT toT variousT demographicT 

variables 

 

IndividualT ProductT wise 

PreferenceT forT localT andT BrandedT FMCGT productsT accordingT toT age- 

FMCGT Product T  AgeT  

 

 

BathingT Soap 

2 - 

Df - 

Result allT useT localT brand 

SignificantT group - 

 
  

 

 

WashingT Soap 

2 - 

Df - 

Result allT useT localT brand 

SignificantT group - 

 
  

 

 

 

ToothT Paste 

2 19.440 

Df 2 

Result *** 

SignificantT group middleT age 

 
  

 

 

ToothT powder 

2 20.402 

Df 2 

Result *** 

SignificantT group 
middleT age 

 

   

 

HairT oil 
2 - 

Df - 

Result allT useT localT brand 

SignificantT group - 

   

 

FaceT cream  

2 

 

59.274 

Df 2 

Result *** 

SignificantT group >T 40T year 

  

 

 

 

Bread 

2 
 

7.872 

Df 2 

Result * 
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FMCGT Product T  AgeT  

SignificantT group >T 40T year 

   

 

Biscuits  

2 

 

16.246 

Df 2 

Result T *** 

SignificantT group >T 40T year 

 
  

 

SoftT drink 
 

2 

 

29.227 

Df 2 

Result *** 

SignificantT group >T 40T year 

 
  

 

Tea 
 

2 

 

11.286 

Df 2 

Result ** 

SignificantT group upT toT 30T &>T 40T years 

 
  

 

Coffee 
 

2 

 

12.132 

Df 2 

Result ** 

SignificantT group >T 40T year 

 
  

 

Milk 
 

2 

 

28.491 

Df 2 

Result *** 

SignificantT group >T 40T year 

   

TalcumT Powder 

 

 

2 

 

 

13.929 

Df 2 

Result *** 

SignificantT group 31T -T 40T &>T 40T years 

 

 

 T (5%T levelT ofT significance) 

 T **T (1%T levelT ofT significance) 

 T ***T (0.1T %T levelT ofT significance 

 T dfT -T degreeT ofT freedom 

 T NS-NonT Significant 

 

FromT theT aboveT dataT itT canT easilyT beT interpretedT thatT inT 

caseT ofT washingT soap,T bathingT soapT andT hairT oil,T 

majorityT isT forT localT brandsT whereasT inT caseT ofT otherT 

fmcgT productsT theT 

accountabilityT isT 

somewhereT differentT inT 
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referenceT toT brandT preference.T InT caseT ofT toothT pasteT andT 

toothT powderT theT resultT isT significantT i.e.T middleT agedT 

groupT goT forT brandT preference.T InT caseT ofT faceT cream,T 

breadT ,T biscuit,T coffee,T milkT ,softT drinksT theT resultT isT 

againT significantT ie.T MajorityT ofT peopleT whoT areT aboveT 

40T yearsT goT forT brandT preference.T WhileT forT theT restT 

fmcgT productsT likeT talcumT powderT andT teaT ,T againT theT 

resultT interpretedT isT significantT thatT liesT betweenT 30T andT 

40T yearsT whoT hasT aT inclinationT towardsT brands. 

 

PreferenceT forT localT andT BrandedT FMCGT productsT 

accordingT toT gender- 

FMCGTTT 

Product TTT  Gender 
TTT  

 - 
TTT  

Df - 

BathingTTT 

Soap Result 

allTTT useTTT localTTT 

brand 
TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 - 
TTT  

Df - 

WashingTTT 

Soap Result 

allTTT useTTT localTTT 

brand 
TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 2.285 
TTT  

Df 1 

ToothTTT 

Paste Result NS 
TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 21.029 
TTT  

Df 1 

ToothTTT 

powder Result *** 
TTT  SignificantTTT 

group Male 
TTT  

TTT  TTT  
TTT  

 - 
TTT  

Df - 

HairTTT oil 

Result 

allTTT useTTT localTTT 

brand 
TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  

FaceTTT 

cream  1.804 

Df 1 

Result NS 

SignificantTTT 

group - 

TTT  
TTT  TTT  

TTT  

 - 
TTT  

Df - 

Bread Result All 
TTT  SignificantTTT 

group Local 
TTT  

TTT  TTT  
TTT  

 1.251 
TTT  

Df 1 

Biscuits Result NS 
TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 1.594 
TTT  

Df 1 

SoftTTT drink Result NS 
TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 5.135 
TTT  

Df 1 

Tea Result * 
TTT  SignificantTTT 

group Male 
TTT  

TTT  TTT  
TTT  

 3.315 
TTT  

Df 1 

Coffee Result NS 
TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 2.581 

Milk Df 1 
TTT  

Result NS 
TTT  SignificantTTT 

group - 

TTT  TTT  TTT  

TalcumTTT 

Powder 

 - 

Df - 

Result All 

SignificantTTT 

group 

AllTTT maleTTT useTTT 

talcumTTT powderTTT 

(branded)TTT noTTT 

female 

TTT  TTT  TTT  

 

 (5%TTT levelTTT ofTTT significance) 

 **TTT (1%TTT levelTTT ofTTT significance) 

 ***TTT (0.1TTT %TTT 

levelTTT ofTTT 

significance 
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 dfTTT -TTT degreeTTT ofTTT freedom 

 NS-NonTTT Significant 

InTTT caseTTT ofTTT interpretingTTT brandTTT preferenceTTT forTTT 

fmcgTTT productsTTT accordingTTT toTTT gender,TTT itTTT canTTT beTTT 

interpretedTTT fromTTT theTTT aboveTTT dataTTT thatTTT inTTT caseTTT 

ofTTT tea,TTT toothTTT powderTTT andTTT talcumTTT powder,TTT allTTT 

maleTTT hasTTT aTTT higherTTT brandTTT preferenceTTT inTTT 

comparisonTTT toTTT female.TTT WhileTTT forTTT theTTT restTTT ofTTT 

theTTT fmcgTTT productsTTT theTTT resultTTT gotTTT isTTT nonTTT 

significantTTT i.e.TTT ConsumersTTT doTTT notTTT haveTTT aTTT 

cravingTTT forTTT brandedTTT productsTTT ratherTTT theyTTT allTTT 

goTTT forTTT localTTT brandsTTT irrespectiveTTT ofTTT gender. 

 

PreferenceTTT forTTT BrandedTTT andTTT LocalTTT FMCGTTT 

productsTTT accordingTTT toTTT maritalTTT status- 

FMCGTTT 

Product TTT  

Marital 

status 
TTT  

 - 
TTT  

df - 

BathingTTT Soap 

Result 

allTTT useTTT localTTT 

brand 
TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 - 
TTT  

df - 

WashingTTT Soap 

Result 

allTTT useTTT localTTT 

brand 
TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 5.167 
TTT  

df 2 

ToothTTT Paste 
Result NS 

TTT  SignificantTTT 

group - 

ToothTTT powder 
 0.179 

df 1 

Result NS 

SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 - 
TTT  

df - 

HairTTT oil 

Result 

allTTT useTTT localTTT 

brand 
TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 3.196 

FaceTTT cream 
df 1 

TTT  
Result NS 

TTT  SignificantTTT 

group - 
TTT  

 0.361 
TTT  

df 1 

Bread 
Result NS 

TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 3.278 
TTT  

df 1 

Biscuits 
Result NS 

TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 7.086 
TTT  

df 1 

SoftTTT drink 
Result ** 

TTT  SignificantTTT 

group Married 
TTT  

TTT  TTT  
TTT  

 0.69 
TTT  

df 1 

Tea 
Result NS 

TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 0.308 
TTT  

df 1 

Coffee 
Result NS 

TTT  SignificantTTT 

group - 
TTT  

 3.389 
TTT  

df 1 

Milk 
Result NS 

TTT  SignificantTTT 

group - 

TalcumTTT Powder 

 0.65 

df 1 

Result NS 

SignificantTTT 

group - 

 

 (5%TTT levelTTT ofTTT significance) 

 **TTT (1%TTT levelTTT ofTTT significance) 

 ***TTT (0.1TTT %TTT 

levelTTT ofTTT 

significance 
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 dfTTT -TTT degreeTTT ofTTT freedom 

 NS-NonTTT Significant 

InTTT caseTTT ofTTT interpretingTTT brandTTT preferenceTTT forTTT 

fmcgTTT productsTTT accordingTTT toTTT maritalTTT status,TTT itTTT 

canTTT beTTT interpretedTTT thatTTT inTTT caseTTT ofTTT washingTTT 

soapTTT ,TTT bathingTTT soapTTT andTTT hairTTT oilTTT ,TTT bothTTT 

marriedTTT asTTT wellTTT asTTT unmarriedTTT accountsTTT forTTT 

localTTT brands,TTT andTTT forTTT theTTT restTTT ie.TTT TalcumTTT 

powder,TTT milk,TTT coffee,TTT tea,TTT biscuits,TTT bread,TTT faceTTT 

cream,TTT toothTTT pasteTTT andTTT toothTTT powderTTT ,TTT theTTT 

resultTTT isTTT nonTTT significantTTT thatTTT meansTTT bothTTT 

marriedTTT asTTT wellTTT asTTT unmarriedTTT useTTT localTTT 

brands.TTT WhileTTT inTTT caseTTT ofTTT softTTT drinks,TTT marriedTTT 

peopleTTT haveTTT aTTT higherTTT edgeTTT overTTT unmarriedTTT ieTTT 

theyTTT useTTT brandedTTT softTTT drinks. 

 

PreferenceTTT forTTT BrandedTTT andTTT LocalTTT FMCGTTT 

productsTTT accordingTTT toTTT education- 

FMCGTTT 

Product TTT  Education 
TTT  

 - 
TTT  

Df - 

BathingTTT 

Soap Result 

allTTT useTTT localTTT 

brand 
TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 - 
TTT  

Df - 

WashingTTT 

Soap Result 

allTTT useTTT localTTT 

brand 
TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 5.802 
TTT  

Df 3 

ToothTTT Paste 
Result NS 

TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 24.472 
TTT  

Df 3 

ToothTTT 

powder Result *** 
TTT  SignificantTTT 

group Graduate 
TTT  

TTT  TTT  

HairTTT oil 
 - 

Df - 

Result 

allTTT useTTT localTTT 

brand 

SignificantTTT 

group - 

TTT  

TTT  TTT  

FaceTTT cream 
 4.661 

Df 3 

Result NS 

SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 1.415 
TTT  

Df 1 

Bread 
Result NS 

TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 2.214 
TTT  

Df 3 

Biscuits 
Result NS 

TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 2.862 
TTT  

Df 2 

SoftTTT drink 
Result NS 

TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 6.11 
TTT  

Df 4 

Tea 
Result NS 

TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 3.315 
TTT  

Df 1 

Coffee 
Result NS 

TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  

Milk 
 4.071 

Df 4 

Result NS 

SignificantTTT 

group - 

TalcumTTT 

Powder 

 7.564 

Df 1 
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Result ** 

SignificantTTT 

group sec./sr.TTT sec 

 (5%TTT levelTTT ofTTT significance) 

 **TTT (1%TTT levelTTT ofTTT significance) 

 ***TTT (0.1TTT %TTT levelTTT ofTTT significance 

 dfTTT -TTT degreeTTT ofTTT freedom 

 NS-NonTTT Significant 

 

InTTT caseTTT ofTTT interpretingTTT brandTTT preferenceTTT forTTT 

fmcgTTT productsTTT accordingTTT toTTT education,TTT itTTT canTTT 

beTTT interpretedTTT thatTTT inTTT caseTTT ofTTT bathingTTT soap,TTT 

washingTTT soapTTT andTTT hairTTT oil,TTT bothTTT theTTT categoriesTTT 

i.e.TTT educatedTTT orTTT uneducatedTTT useTTT localTTT brandsTTT 

andTTT forTTT theTTT restTTT i.e.TTT milk,TTT coffee,TTT tea,TTT softTTT 

drink,TTT biscuits,TTT bread,TTT faceTTT cream,TTT andTTT toothTTT 

pasteTTT theTTT resultTTT isTTT nonTTT significant.WhileTTT inTTT 

caseTTT ofTTT toothTTT powderTTT andTTT talcumTTT powder,TTT theTTT 

resultTTT isTTT significantTTT i.e.TTT graduatesTTT andTTT sec/sr.TTT 

sec.TTT groupsTTT useTTT brandedTTT fmcgTTT productsT 

respectively.T  

 

PreferenceT forTTT BrandedTTT andTTT localTTT FMCGTTT 

productsTTT accordingTTT toTTT occupation- 

FMCGTTT 

Product TTT  Occupation 
TTT  

 - 
TTT  

Df - 

BathingTTT 

Soap Result 

allTTT useTTT localTTT 

brand 
TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 - 
TTT  

Df - 

WashingTTT 

Soap Result 

allTTT useTTT localTTT 

brand 
TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 9.159 
TTT  

df 3 

ToothTTT Paste Result * 
TTT  SignificantTTT 

group PrivateTTT job 
TTT  

TTT  TTT  
TTT  

 45.638 
TTT  

df 2 

ToothTTT 

powder Result *** 
TTT  SignificantTTT 

group PrivateTTT job 
TTT  

TTT  TTT  
TTT  

TTT  TTT  
TTT  

 - 
TTT  

df - 

HairTTT oil 

Result 

allTTT useTTT localTTT 

brand 
TTT  SignificantTTT 

group - 

FaceTTT cream 
 4.661 

df 3 

Result NS 

SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 3.014 
TTT  

df 1 

Bread Result NS 
TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 5.95 
TTT  

df 2 

Biscuits Result NS 
TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 5.176 
TTT  

df 3 

SoftTTT drink Result NS 
TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 18.465 
TTT  

df 3 

Tea Result *** 
TTT  SignificantTTT 

group PrivateTTT job 
TTT  

TTT  TTT  
TTT  

 3.315 
TTT  

df 1 

Coffee Result NS 
TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 11.951 

Milk df 3 
TTT  

Result ** 
TTT  SignificantTTT 

group PrivateTTT job 

TalcumTTT 

Powder 

 7.564 

df 1 

Result ** 

SignificantTTT 

group PrivateTTT job 

 

 (5%TTT levelTTT ofTTT 

significance) 
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 **TTT (1%TTT levelTTT ofTTT significance) 

 ***TTT (0.1TTT %TTT levelTTT ofTTT significance 

 dfTTT -TTT degreeTTT ofTTT freedom 

 NS-NonTTT Significant 

FromTTT theTTT aboveTTT data,TTT itTTT canTTT beTTT interpretedTTT 

thatTTT inTTT caseTTT ofTTT milk,TTT talcumTTT powder,TTT tea,TTT 

toothTTT paste,TTT toothTTT powder,TTT majorityTTT ofTTT 

consumersTTT thoseTTT areTTT intoTTT privateTTT jobsTTT useTTT 

brands.TTT WhileTTT inTTT theTTT caseTTT ofTTT coffee,TTT softTTT 

drinks,TTT biscuits,TTT bread,TTT faceTTT creamTTT ,TTT theTTT resultTTT 

isTTT nonTTT significant.TTT AndTTT forTTT theTTT restTTT categories,TTT 

likeTTT hairTTT oil,TTT washingTTT soap,TTT bathingTTT soap,TTT allTTT 

useTTT localTTT brandsTTT irrespectiveTTT ofTTT occupation. 

 

PreferenceTTT forTTT BrandedTTT andTTT localTTT FMCGTTT 

productsTTT accordingTTT toTTT income- 

FMCGTTT 

Product TTT  Income 
TTT  

 - 
TTT  

df - 

BathingTTT Soap 

Result 

allTTT useTTT localTTT 

brand 
TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 - 

WashingTTT Soap 
df - 

TTT  

Result 

allTTT useTTT localTTT 

brand 
TTT  SignificantTTT 

group - 
TTT  

 2.43 
TTT  

df 2 

ToothTTT Paste 
Result NS 

TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 20.3 
TTT  

df 1 

ToothTTT powder 
Result *** 

TTT  SignificantTTT 

group 10000TTT –TTT 20000 
TTT  

TTT  TTT  
TTT  

 - 
TTT  

df - 

HairTTT oil 

Result 

allTTT useTTT localTTT 

brand 
TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 1.616 
TTT  

df 2 

FaceTTT cream 
Result NS 

TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 13.306 
TTT  

df 1 

Bread 
Result *** 

TTT  SignificantTTT 

group 10001TTT –TTT 20000 
TTT  

TTT  TTT  
TTT  

 1.028 
TTT  

df 1 

Biscuits 
Result NS 

TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 7.086 
TTT  

df 2 

SoftTTT drink 
Result * 

TTT  SignificantTTT 

group upTTT toTTT 10000 
TTT  

TTT  TTT  
TTT  

 2.509 
TTT  

df 2 

Tea 
Result NS 

TTT  SignificantTTT 

group - 
TTT  

TTT  TTT  
TTT  

 6.092 
TTT  

df 1 

Coffee 
Result * 

TTT  SignificantTTT 

group upTTT toTTT 10000 
TTT  

TTT  TTT  
TTT  

 1.559 
TTT  

df 2 

Milk 
Result NS 

TTT  SignificantTTT 

group - 

TalcumTTT 

Powder 

 7.564 

Df 1 

Result ** 

SignificantTTT 

group upTTT toTTT 10000 

 

 (5%TTT levelTTT ofTTT 

significance) 
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 **TTT (1%TTT levelTTT ofTTT significance) 

 ***TTT (0.1TTT %TTT levelTTT ofTTT significance 

 dfTTT -TTT degreeTTT ofTTT freedom 

 NS-NonTTT Significant 

 

FromTTT theTTT aboveTTT data,TTT itTTT canTTT beTTT concludedTTT 

that,TTT consumersTTT ofTTT incomeTTT groupTTT upTTT toTTT 

10000/monthTTT useTTT brandedTTT fmcgTTT productsTTT likeTTT 

talcumTTT powder,TTT coffeeTTT andTTT softTTT drinks.TTT OtherTTT 

thanTTT this,TTT consumersTTT ofTTT incomeTTT groupTTT betweenTTT 

10000-20000TTT /TTT monthTTT useTTT brandedTTT productsTTT 

likeTTT breadTTT andTTT toothTTT powder.TTT InTTT caseTTT ofTTT 

milk,TTT tea,TTT biscuits,TTT faceTTT creamTTT andTTT toothTTT 

paste,TTT theTTT resultTTT isTTT nonTTT significant.TTT AndTTT forTTT 

theTTT restTTT suchTTT asTTT bathingTTT soap,TTT washingTTT soap,TTT 

hairTTT oil,TTT allTTT incomeTTT groupsTTT useTTT localTTT brands. 

 

ModesTTT ofTTT advertisementTTT andTTT userTTT behaviourTTT 

areTTT associated 

RTTT =TTT correlationTTT coefficient 

NTTT =TTT sampleTTT size 

 

AssociationTTT betweenTTT advertisementTTT andTTT userTTT 

behaviour 
TTT  

TTT Adv.TTT 

Media 
R Result N 

Newspaper 0.369 *** 232 

Magazines 0.495 *** 183 

Radio 
0.684 

 
*** 201 

Television 0.835 *** 221 

Mobile 0.772 *** 210 

Internet 0.950 *** 188 

 

CorrealationTTT betweenTTT extentTTT ofTTT useTTT ofTTT 

mediaTTT andTTT itsTTT helpTTT inTTT makingTTT purchaseTTT 

decisionTTT regardingTTT FMCGTTT products 

0.00

0.10

0.20

0.30

0.40

0.50

0.60

0.70

0.80

0.90

1.00

0.00 0.10 0.20 0.30 0.40 0.50 0.60 0.70 0.80 0.90 1.00

Ex
te

nt
 to

 w
hi

ch
 m

ed
ia

 h
el

ps
 in

 m
ak

in
g 

pu
rc

ha
se

 d
ec

is
io

n

Extent of use of media
 

 

TableTTT showsTTT correlationTTT testTTT resultsTTT betweenTTT 

useTTT ofTTT differentTTT mediaTTT andTTT helpTTT ofTTT thatTTT 

mediaTTT inTTT makingTTT purchaseTTT decisionTTT aboutTTT 

FMCGTTT product.TTT TheTTT resultsTTT showTTT highlyTTT 

significantTTT correlationTTT betweenTTT extentTTT ofTTT useTTT ofTTT 

differentTTT mediaTTT andTTT helpTTT ofTTT thatTTT mediaTTT inTTT 

makingTTT purchaseTTT decision.TTT  

ForTTT mediaTTT likeTTT Internet,TTT television,TTT mobileTTT andTTT 

radioTTT aTTT highlyTTT significantTTT correlationTTT wasTTT foundTTT 

butTTT itTTT wasTTT veryTTT highTTT forTTT Internet,TTT television,TTT 

mobileTTT andTTT radioTTT inTTT theTTT decreasingTTT orderTTT ofTTT 

valueTTT ofTTT correlationTTT andTTT lowTTT forTTT newspaperTTT 

andTTT magazineTTT whichTTT isTTT obviousTTT becauseTTT inTTT 

ruralTTT areasTTT peopleTTT useTTT newspaperTTT andTTT 

magazinesTTT veryTTT lessTTT asTTT comparedTTT toTTT otherTTT 

mediaTTT likeTTT TV,TTT radioTTT etc.TTT ItTTT isTTT alsoTTT observedTTT 

thatTTT theyTTT areTTT usingTTT internetTTT atTTT highTTT extentTTT 

becauseTTT ofTTT theTTT availabilityTTT ofTTT internetTTT onTTT 

smart-phonesTTT henceTTT internetTTT inTTT exertingTTT greatTTT 

influenceTTT inTTT makingTTT purchaseTTT decisionTTT aboutTTT 

FMCGTTT products. 

ThisTTT provesTTT ourTTT hypothesisTTT thatTTT modeTTT ofTTT 

advertisementTTT andTTT userTTT behaviorTTT areTTT associated.TTT  

 

ConsumerTTT decisionTTT makingTTT inTTT ruralTTT areasTTT 

forTTT FMCGTTT isTTT influencedTTT byTTT magnitudeTTT ofTTT 

advertisement. 

RTTT =TTT correlationTTT coefficient 

NTTT =TTT sampleTTT size 

PT =T levelT ofT significance 

FMCGT ProductT  R P N 

BathingT Soap 0.449 *** 244 

WashingT Soap 0.450 *** 231 

ToothT Paste 0.600 *** 166 

ToothT Powder -0.016 NS 83 

HairT Oil 0.297 *** 216 

FaceT cream 0.499 *** 100 

Bread 0.469 *** 53 

Biscuits 0.519 *** 124 

SoftT drink 0.305 *** 74 

Tea 0.726 *** 173 

Coffee 0.670 *** 45 

Milk 0.615 *** 199 

TalcumT Powder 0.360 * 39 

 

ProductT Category R Result 

Hygiene 0.512 *** 

Beauty 0.773 *** 

Eatable 0.773 *** 

Drinks 0.761 *** 

 

CorrelationT betweenT influenceT ofT mediaT inT makingT 

purchaseT decisionT regardingT HygieneT Products 
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CorrelationT betweenT influenceT ofT mediaT inT makingT 

purchaseT decisionT regardingT BeautyT Products 
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CorrelationT betweenT influenceT ofT mediaT inT makingT 

purchaseT decisionT regardingT Eatables 
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CorrelationT betweenT influenceT ofT mediaT inT makingT 

purchaseT decisionT regardingT Drinks 
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TableT givenTTT aboveTTT showsTTT resultTTT ofTTT correlationTTT 

coefficientTTT testTTT betweenTTT differentTTT FMCGTTT productsTTT 

ruralTTT populationTTT isTTT usingTTT andTTT toTTT theTTT extentTTT 

toTTT whichTTT theyTTT rememberTTT advertisementTTT ofTTT anyTTT 

product.TTT TestTTT resultTTT showsTTT highlyTTT significantTTT 

correlationTTT betweenTTT useTTT ofTTT differentTTT FMCGTTT 

productsTTT andTTT extentTTT toTTT whichTTT theyTTT rememberTTT 

advertisementTTT ofTTT givenTTT productTTT forTTT allTTT theTTT 

productsTTT exceptTTT toothTTT powder.TTT TheTTT reasonTTT forTTT 

thisTTT mightTTT beTTT thatTTT fromTTT ourTTT otherTTT tablesTTT itTTT 

isTTT observedTTT thatTTT ruralTTT peopleTTT doTTT notTTT useTTT 

brandedTTT toothTTT powderTTT toTTT highTTT levelTTT henceTTT 

non-significantTTT correlationTTT wasTTT found. 

FromTTT theTTT aboveTTT resultsTTT itTTT canTTT beTTT concludedTTT 

thatTTT advertisementTTT hasTTT greatTTT influenceTTT onTTT theTTT 

purchaseTTT andTTT useTTT ofTTT brandedTTT products.TTT IfTTT 

advertisementTTT isTTT goodTTT peopleTTT willTTT rememberTTT itTTT 

longTTT andTTT whichTTT inTTT turnTTT willTTT resultTTT inTTT 

purchaseTTT ofTTT moreTTT brandedTTT products. 

TheTTT aboveTTT analysisTTT isTTT furtherTTT doneTTT withTTT 

categorizingTTT differentTTT FMCGTTT productsTTT inTTT toTTT 

fourTTT categoriesTTT namelyTTT hygieneTTT products,TTT BeautyTTT 

products,TTT eatablesTTT andTTT softTTT drinks. 

CoefficientTTT ofTTT correlationTTT resultsTTT givenTTT belowTTT 

showsTTT highlyTTT significantTTT correlationTTT betweenTTT 

purchaseTTT ofTTT hygiene,TTT beauty,TTT eatablesTTT andTTT softTTT 

drinksTTT andTTT extentTTT ofTTT remembranceTTT ofTTT 

advertisementTTT ofTTT thatTTT categoryTTT ofTTT product. 

ThisTTT provesTTT ourTTT hypothesisTTT thatTTT consumerTTT 

decisionTTT makingTTT inTTT ruralTTT areasTTT forTTT FMCGTTT isTTT 

influencedTTT byTTT magnitudeTTT ofTTT advertisement. 

III. FINDINGSTTT ANDTTT RECOMMENDATIONS 

FollowingTTT hypothesisTTT testTTT hasTTT beenTTT doneTTT inTTT 

orderTTT toTTT examineTTT theTTT dataTTT empirically-. 

1)TTT TheTTT modesTTT ofTTT advertisementTTT andTTT userTTT 

behaviourTTT areTTT associated. 

2)TTT ConsumerTTT decisionTTT makingTTT inTTT ruralTTT areasTTT 

forTTT FMCGTTT isTTT influencedTTT byTTT theTTT magnitudeTTT ofTTT 

advertisement. 

PreferenceTTT forTTT BrandTTT accordingTTT toTTT variousTTT 

demographicTTT variables 

 

A)TTT AccordingTTT toTTT age- 
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•TTT InTTT caseTTT ofTTT washingTTT soap,TTT bathingTTT soapTTT andTTT 

hairTTT oil,TTT majorityTTT isTTT forTTT localTTT brandsTTT whereasTTT 

inTTT caseTTT ofTTT otherTTT fmcgTTT productsTTT theTTT 

accountabilityTTT isTTT somewhereTTT differentTTT inTTT 

referenceTTT toTTT brandTTT preference.TTT InTTT caseTTT ofTTT toothTTT 

pasteTTT andTTT toothTTT powderTTT theTTT resultTTT isTTT 

significantTTT i.e.TTT middleTTT agedTTT groupTTT goTTT forTTT 

brandTTT preference.TTT InTTT caseTTT ofTTT faceTTT cream,TTT 

bread,TTT biscuit,TTT coffee,TTT milkTTT ,softTTT drinksTTT theTTT 

resultTTT isTTT againTTT significantTTT ie.TTT MajorityTTT ofTTT 

peopleTTT whoTTT areTTT aboveTTT 40TTT yearsTTT goTTT forTTT brandTTT 

preference.TTT WhileTTT forTTT theTTT restTTT fmcgTTT productsTTT 

likeTTT talcumTTT powderTTT andTTT tea. 

TheTTT resultTTT interpretedTTT isTTT significantTTT thatTTT liesTTT 

betweenTTT 30TTT andTTT 40TTT yearsTTT whoTTT haveTTT 

inclinationTTT towardsTTT brands. 

 

B)TTT AccordingTTT toTTT gender- 

•TTT InTTT caseTTT ofTTT interpretingTTT brandTTT preferenceTTT forTTT 

fmcgTTT productsTTT accordingTTT toTTT gender,TTT itTTT canTTT beTTT 

interpretedTTT fromTTT theTTT aboveTTT dataTTT thatTTT inTTT caseTTT 

ofTTT tea,TTT toothTTT powderTTT andTTT talcumTTT powder,TTT allTTT 

maleTTT hasTTT aTTT higherTTT brandTTT preferenceTTT inTTT 

comparisonTTT toTTT female.TTT WhileTTT forTTT theTTT restTTT ofTTT 

theTTT fmcgTTT productsTTT theTTT resultTTT gotTTT isTTT nonTTT 

significant. 

TheTTT resultTTT interpretedTTT isTTT nonTTT significantTTT i.e.TTT 

ConsumersTTT doTTT notTTT haveTTT aTTT cravingTTT forTTT brandedTTT 

productsTTT ratherTTT theyTTT allTTT goTTT forTTT localTTT brandsTTT 

irrespectiveTTT ofTTT gender. 

 

C)TTT AccordingTTT toTTT MaritalTTT Status- 

•TTT InTTT caseTTT ofTTT interpretingTTT brandTTT preferenceTTT forTTT 

fmcgTTT productsTTT accordingTTT toTTT maritalTTT status,TTT itTTT 

canTTT beTTT interpretedTTT thatTTT inTTT caseTTT ofTTT washingTTT 

soapTTT ,TTT bathingTTT soapTTT andTTT hairTTT oilTTT ,TTT bothTTT 

marriedTTT asTTT wellTTT asTTT unmarriedTTT accountsTTT forTTT 

localTTT brands,TTT andTTT forTTT theTTT restTTT ie.TTT TalcumTTT 

powder,TTT milk,TTT coffee,TTT tea,TTT biscuits,TTT bread,TTT faceTTT 

cream,TTT toothTTT pasteTTT andTTT toothTTT powderTTT ,TTT theTTT 

resultTTT isTTT nonTTT significantTTT thatTTT meansTTT bothTTT 

marriedTTT asTTT wellTTT asTTT unmarriedTTT useTTT localTTT 

brands.TTT WhileTTT inTTT caseTTT ofTTT softTTT drinks,TTT marriedTTT 

peopleTTT haveTTT aTTT higherTTT edgeTTT overTTT unmarriedTTT ieTTT 

theyTTT useTTT brandedTTT softTTT drinks. 

 

D)TTT AccordingTTT toTTT Education- 

•TTT InTTT caseTTT ofTTT interpretingTTT brandTTT preferenceTTT forTTT 

fmcgTTT productsTTT accordingTTT toTTT education,TTT itTTT canTTT 

beTTT interpretedTTT thatTTT inTTT caseTTT ofTTT bathingTTT soap,TTT 

washingTTT soapTTT andTTT hairTTT oil,TTT bothTTT theTTT categoriesTTT 

i.e.TTT educatedTTT orTTT uneducatedTTT useTTT localTTT brandsTTT 

andTTT forTTT theTTT restTTT i.e.TTT milk,TTT coffee,TTT tea,TTT softTTT 

drink,TTT biscuits,TTT bread,TTT faceTTT cream,TTT andTTT toothTTT 

pasteTTT theTTT resultTTT isTTT nonTTT significant.WhileTTT inTTT 

caseTTT ofTTT toothTTT powderTTT andTTT talcumTTT powder,TTT theTTT 

resultTTT isTTT significantTTT i.e.TTT graduatesTTT andTTT sec/sr.TTT 

sec.TTT groupsTTT useTTT brandedTTT fmcgTTT productsTTT 

respectively.TTT  

 

E)TTT AccordingTTT toTTT Occupation- 

•TTT FromTTT theTTT aboveTTT data,TTT itTTT canTTT beTTT interpretedTTT 

thatTTT inTTT caseTTT ofTTT milk,TTT talcumTTT powder,TTT tea,TTT 

toothTTT paste,TTT toothTTT powder,TTT majorityTTT ofTTT 

consumersTTT thoseTTT areTTT intoTTT privateTTT jobsTTT useTTT 

brands.TTT WhileTTT inTTT theTTT caseTTT ofTTT coffee,TTT softTTT 

drinks,TTT biscuits,TTT bread,TTT faceTTT creamTTT ,TTT theTTT resultTTT 

isTTT nonTTT significant.TTT AndTTT forTTT theTTT restTTT categories,TTT 

likeTTT hairTTT oil,TTT washingTTT soap,TTT bathingTTT soap,TTT allTTT 

useTTT localTTT brandsTTT irrespectiveTTT ofTTT occupation 

 

F)TTT AccordingTTT toTTT Income- 

•TTT FromTTT theTTT aboveTTT data,TTT itTTT canTTT beTTT concludedTTT 

that,TTT consumersTTT ofTTT incomeTTT groupTTT upTTT toTTT 

10000/monthTTT useTTT brandedTTT fmcgTTT productsTTT likeTTT 

talcumTTT powder,TTT coffeeTTT andTTT softTTT drinks.TTT OtherTTT 

thanTTT this,TTT consumersTTT ofTTT incomeTTT groupTTT betweenTTT 

10000-20000TTT /TTT monthTTT useTTT brandedTTT productsTTT 

likeTTT breadTTT andTTT toothTTT powder.TTT InTTT caseTTT ofTTT 

milk,TTT tea,TTT biscuits,TTT faceTTT creamTTT andTTT toothTTT 

paste,TTT theTTT resultTTT isTTT nonTTT significant.TTT AndTTT forTTT 

theTTT restTTT suchTTT asTTT bathingTTT soap,TTT washingTTT soap,TTT 

hairTTT oil,TTT allTTT incomeTTT groupsTTT useTTT localTTT brands. 

 

G)TTT ExtentTTT ofTTT useTTT ofTTT mediaTTT andTTT helpsTTT ofTTT 

mediaTTT inTTT makingTTT decisionTTT toTTT purchaseTTT FMCGTTT 

product- 

•TTT TableTTT showsTTT correlationTTT testTTT resultsTTT betweenTTT 

useTTT ofTTT differentTTT mediaTTT andTTT helpTTT ofTTT thatTTT 

mediaTTT inTTT makingTTT purchaseTTT decisionTTT aboutTTT 

FMCGTTT product.TTT TheTTT resultsTTT showTTT highlyTTT 

significantTTT correlationTTT betweenTTT extentTTT ofTTT useTTT ofTTT 

differentTTT mediaTTT andTTT helpTTT ofTTT thatTTT mediaTTT inTTT 

makingTTT purchaseTTT decision.TTT  

•TTT ForTTT mediaTTT likeTTT Internet,TTT television,TTT mobileTTT 

andTTT radioTTT aTTT highlyTTT significantTTT correlationTTT wasTTT 

foundTTT butTTT itTTT wasTTT veryTTT highTTT forTTT Internet,TTT 

television,TTT mobileTTT andTTT radioTTT inTTT theTTT decreasingTTT 

orderTTT ofTTT valueTTT ofTTT correlationTTT andTTT lowTTT forTTT 

newspaperTTT andTTT magazineTTT whichTTT isTTT obviousTTT 

becauseTTT inTTT ruralTTT areasTTT peopleTTT useTTT newspaperTTT 

andTTT magazinesTTT veryTTT lessTTT asTTT comparedTTT toTTT otherTTT 

mediaTTT likeTTT TV,TTT radioTTT etc.TTT ItTTT isTTT alsoTTT observedTTT 

thatTTT theyTTT areTTT usingTTT internetTTT atTTT highTTT extentTTT 

becauseTTT ofTTT theTTT availabilityTTT ofTTT internetTTT onTTT 

smart-phonesTTT henceTTT internetTTT inTTT exertingTTT greatTTT 

influenceTTT inTTT makingTTT purchaseTTT decisionTTT aboutTTT 

FMCGTTT products. 

•TTT ThisTTT provesTTT ourTTT hypothesisTTT thatTTT useTTT ofTTT 

mediaTTT hasTTT greatTTT influenceTTT inTTT makingTTT purchaseTTT 

decisionTTT aboutTTT FMCGTTT productsTTT forTTT ruralTTT 

populationTTT also. 

 

H)TTT ExtentTTT toTTT whichTTT mediaTTT hasTTT influenceTTT 

(remembrance)TTT v/sTTT makingTTT purchaseTTT decisionTTT ofTTT 

FMCGTTT productTTT withTTT theTTT helpTTT ofTTT media- 

•TTT CorrelationTTT coefficientTTT testTTT betweenTTT differentTTT 

FMCGTTT productsTTT ruralTTT populationTTT isTTT usingTTT andTTT 

toTTT theTTT extentTTT toTTT whichTTT theyTTT rememberTTT 

advertisementTTT ofTTT anyTTT 

product.TTT TestTTT resultTTT 

showsTTT highlyTTT 
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significantTTT correlationTTT betweenTTT useTTT ofTTT differentTTT 

FMCGTTT productsTTT andTTT extentTTT toTTT whichTTT theyTTT 

rememberTTT advertisementTTT ofTTT givenTTT productTTT forTTT 

allTTT theTTT productsTTT exceptTTT toothTTT powder.TTT TheTTT 

reasonTTT forTTT thisTTT mightTTT beTTT thatTTT fromTTT ourTTT otherTTT 

tablesTTT itTTT isTTT observedTTT thatTTT ruralTTT peopleTTT doTTT notTTT 

useTTT brandedTTT toothTTT powderTTT toTTT highTTT levelTTT henceTTT 

non-significantTTT correlationTTT wasTTT found. 

FromTTT theTTT aboveTTT resultsTTT itTTT canTTT beTTT concludedTTT 

thatTTT advertisementTTT hasTTT greatTTT influenceTTT onTTT theTTT 

purchaseTTT andTTT useTTT ofTTT brandedTTT products.TTT IfTTT 

advertisementTTT isTTT goodTTT peopleTTT willTTT rememberTTT itTTT 

longTTT andTTT whichTTT inTTT turnTTT willTTT resultTTT inTTT 

purchaseTTT ofTTT moreTTT brandedTTT products. 

•TTT TheTTT aboveTTT analysisTTT isTTT furtherTTT doneTTT withTTT 

categorizingTTT differentTTT FMCGTTT productsTTT inTTT toTTT 

fourTTT categoriesTTT namelyTTT hygieneTTT products,TTT BeautyTTT 

products,TTT eatablesTTT andTTT softTTT drinks. 

CoefficientTTT ofTTT correlationTTT resultsTTT givenTTT belowTTT 

showsTTT highlyTTT significantTTT correlationTTT betweenTTT 

purchaseTTT ofTTT hygiene,TTT beauty,TTT eatablesTTT andTTT softTTT 

drinksTTT andTTT extentTTT ofTTT remembranceTTT ofTTT 

advertisementTTT ofTTT thatTTT categoryTTT ofTTT product. 
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