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Abstract:

Fast moving consumer goods (FMCGSs) constitute gelgrart of consumers’ budget in all countries.
Retail trade in these products, that is, their Sugp households, has attracted considerable isiterem
consumers and policy-makers because a well-furiotioretail sector is essential for daily provisiohthese
essential products at high quality and low cost.Fasv/ing consumer Goods are products that haveck gielf
turnover, at relatively low cost and don't requirkt of thought, time and financial investmenptachase. The
margin of profit on every individual FMCG product less. However the huge number of goods sold &t wh
makes the difference. Fast Moving Consumer Goodsdkassification that refers to wide range of trextly
purchased consumer products including: toiletrsesps, cosmetics, teeth cleaning products, sharimducts,
detergents, and other non-durables such as glasskuabs, batteries, paper products and plastidgjosuch as
buckets. Hence this study focus on to what extemtorand influences on consumer purchase decisibAE,
where the maximum populations are expatriates. FM@dastry, alternatively called as CPG (Consumer
packaged goods) industpyimarily deal with the production, distributiondamarketing of consumer packaged
goods. The study found that many respondents ati¢ritowards purchase Fast moving consumer gooesl loas
price and quality. Based on the findings the redeatudy recommends the marketers to focus on traiding
exercises and to allocate increased budget fors#mee. Fast Moving Consumer Goods (FMCG) is those
consumables which are normally consumed by thewnoass at a regular interval. Some of the primeviies
of FMCG industry are selling, marketing, financimmrchasing, etc. The industry also engaged inatipsrs,
supply chain, production and general management.
Key words: FMCG, Brand, Consumer, Marketing

Objective of the study
e To find out the significant factors influence onying FMCG products in UAE
« Understand the level of satisfaction perceivedhgyrespondents using FMCG goods in UAE
« To what extent the brand name influences consummehpse decision on FMCG goods.
e To suggest ways and means to improve the markiet&rAE.

Review of literature:

An attempt has been made to pursue the literafueartier studies. Lot of studies has been coratlict
consumer satisfaction and consumer attitude towdkiISG products. FMCG products are the day-to-dsage
of millions of people. A study on impact on buyiog FMCG products helps to millions of people hoeytlare
utilizing and how they opined about it. For the gmse of review, some studies conducted on satisfaend
attitude towards FMCG products are studied. Thehodlogy and findings of these research works heghb
carefully studied and analyzed by the present reBea Useful hints were drawn from these studiédclv
helped in putting the present research work inap@r perspective. The gist of some of the relevas¢arch
studies and research papers on FMCG products esered in this chapter.

Shafayet Ullah and Panuel Rozario Prince (2bd&russed in their study that Fast Moving Consumer
Goods (FMCG) sector is one of the largest sectorthé economy of Bangladesh. In the last few yetues,
FMCG industry in Bangladesh has experienced a dianggowth that both qualitative and quantitative
improvements have taken place in the consumer thgaegment. FMCG in marketing means convenient and
low involvement products like, salt, flours, penobpcolates, etc. In recent years, the FMCG industsidwide
has experienced a difficult market condition. Irmgsocategories, formerly popular brands have eibdesm
deleted or squeezed between the category leadeiswrcost competitors. This study recommends fimguen
three important factors, i.e., sales promotion,etioonstraints and unavailability of brand to smeathhe

G M Shafayet Ullah and Panuel Rozario Prince, téiacinfluencing the Bangladeshi Consumers’ Purchase
Decision Regarding Fast Moving Consumer Goods: Anldaory Study”, The IUP Journal of Brand
Management — Online Journal.
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progress of the FMCG industry in Bangladesh. TheClBVindustry will find better development opportuest,
if the findings of this study are used as an iriputs strategic decision making.

Ajith Medis and W.M.C. Bandara Wanninayake (26G&amined in their study that packaging is one
of the most important factors in the face of pusthg made at the point of sale, where it becomesasaantial
part of the selling process. The package standinigo the shelf affects the consumer's buying detss and
package design should be more favorable in the efyse consumers. Packaged FMCG products are movin
into ever larger supermarkets and hypermarketsttzere is a proliferation of products, offering samers vast
choice. The competitive context is ever more ingettmth in the retail store and household. Withrtiwve to
self-service retail formats, packaging increase&ely characteristic as the "salesman on the stidle point of
sale. The study examines how packaging influencgil decision of local consumer. The primary datae
collected from a sample survey that was condugcteatie areas of Colombo, Gampaha, Kurunegala andyan
Two hundred respondents were selected for the guame respondents were asked to answer the prepared
structured questionnaire. The study revealed tb#t kural and urban consumers perceived certainevabm
packaging and this plays different roles in differeircumstances. Further there is a positive ¢atioe between
freshness of the products and the good packaging.

Tauseef Ahmad (2013attempt in his study that to find the variablefdtors that effects customer
impulse buying behavior in FMCG sector considerietgil market in India. A hypothetical model hasated in
this paper which has been taken into considerdtiorthe research work on impulse buying behaviothef
consumers. The study is based on the primary ddlected from Shopping malls, Handlooms and marmf
the area of JODHPUR with the help of structuredstjoanaire on likert scale. Data analysis has lubmme
using SPSS software. The statistical analysis ndethroployed in this study is Factor Analysis. Afteorugh
analysis of the available data, it has been fourdthmat since income of individual is increasingl anore and
more people are moving towards western culturer@ssing sense, in eating etc so the purchasingrpofvtbe
people has really gone up and thus the impulsenpguyi the commodities is on a great increment ryaiiole to
pricing strategies of retail players and full o$tigals throughout the year.

Uzma Hasan, Reshma Nasreen (26Hcussed in her article that the implicationscofnitive
dissonance on varied aspects of consumer buyingvimlr. Some of the factors leading to dissonarust p
purchase and prior to it have been comprehensigélglied in the article. The paper begins with the
identification of the degree of involvement in fhgrchase of a product which creates dissonanca éostomer.

The authors argue that higher the degree of puedihaslvement on behalf of the consumer, the legsserdd be

his dissonance level. The study also unveils th@pnsumer is likely to face more dissonance oigdécision
which involves the purchase of luxury and expengiveducts whereas less dissonance was found to be
associated with the purchase of FMCG (Fast Movilmgsimer Goods). In other words, purchase of luxury
products would make customers more dissonant apa@u to a purchase of FMCG products.

Khansa Zaman, Samina Bibi, Asma Arshad, Ageel Sitli2012J state in their study that to find an
empirical relationship of proposed variables andirtd the impact of customer satisfaction, trusidl @orporate
reputation on customer loyalty. This study attentptgontribute to the knowledge how FMCG comparigs
Pakistan can retain their customers by making tloga through satisfaction, trust, and corporateutation. A
theoretical framework is proposed to suggest linksong variables. The sample size selected for m&sea
constitutes 200 respondents, and these responideliotsg to the cities of Rawalpindi and Islamabaakigtan.
Multiple regression and correlation coefficient wased to examine hypothesized relationship. Reigress
analysis reveals that customer satisfaction, trastl corporate reputation bring 79.0% change inoowsr
loyalty. The results indicate that FMCG companie®akistan should pay more attention toward theatetipn
of their company, satisfaction of their customeesd trust in order to build loyalty of customers.
Generalizability and time constraint are the liti@as of the study.

Ajith Medis & W.M.C. Bandara Wanninayake, “The Ingpaf Packaging on Customer Buying Decisions: with
Special Reference to the Fast Moving Consumer Gded€G) Sector in Sri Lanka”, Proceedings of the Arinua
Research Symposium 2007- Faculty of Graduate Studigsersity of Kelaniya.

Dr. Tauseef Ahmad, “The Impulse Buying BehavioCohsumes For The FMCG Products In Jodhpur”, Australia
Journal of Basic and Applied Sciences, 5(11): 170461 2011.

Uzma Hasan, Dr. Reshma Nasreen, “Cognitive Dissznand Its Impact On Consumer Buying Behaviour”, IOSR
Journal of Business and Management (IOSRJBM), 1412, 2012.

Khansa Zaman, Samina Bibi, Asma Arshad, Ageel &mhh‘Customer Loyalty in FMCG Sector of Pakistan”,
Information Management and Business Review, Vol.al, N pp. 41-48, Jan 2012.
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Thamaraiselvan and Raja (2008gals in their study that in today’s intense cotitipe environment,
companies launch new products to satisfy constarithnging consumers’ preferences. The new produets
prone to failures due to many factors. Companiks &fforts to reduce new product failure rates aximize
their returns for their stakeholders. A brand esien, leveraging existing brand names to new prbduc
categories is one such strategy to reduce theofisliew product failures. This study primarily foegson how
consumers evaluate brand extensions for FMCG (fasing Consumer Goods) and service product categori
in Indian market conditions. It explores how exadhie consumers evaluate different product categdrased
on factors like, similarity fit, perceived qualitprand reputation and perceived risk. It brings thetimpact of
brand reputation of the core brand and perceiveadicge quality on the brand extensions evaluatidis.
highlights the role of perceived risk involved hetextended product category in brand extensioakiations.
Most importantly, this study establishes the relahips among similarity fit, brand reputation, qeéved
service quality and perceived risk in extended pobdategories through appropriate multivariatdyesis

Verstraeten, D Van den Poel, A Prinzie & P Van Kareh (2002) stated in their study that in the
marketing domain, sequential patterns have beefullyseleployed for predicting various aspects ostomer
purchase behavior. Hence, the goal of this paper twaintroduce a new concept that might prove toabe
relevant tool for marketing decision making rathiean offering a sound solution within a clearly deocated
problem definition. As opposed to the traditionafjsence-analysis approaches, in this study, ag afriainary
logit analyses was applied for detecting significeegquences among category purchases. In sumrhahgwn
that (i) binary logit analysis provides a feasilditernative for detecting and selecting highly gigant
sequential relationships, (i) a sequential architee can be successfully compiled through the auslogy
offered in this paper, and (iii) the provided setisg architecture can be a useful tool in undemditag and
predicting customer behavior. Future applicatioossibly lie ahead in the field of inter-categorynagement,
shelf-space allocation, store-layout decisionsileat promotions, customer profiling and individualstomer
predictions.

Nordfalt, Jens (2008)examined in his study that most literature on comer decision-making
concentrate on which attributes a certain brandkes,chow a brand is evaluated, or how well a biardstand
the competition of another brand. Since, one ofrtiest obvious aspects of decision-making for fastving
consumer goods (FMCGs) is that most products arerreonsidered. Recalling a typical trip to a grygcstore
one probably realizes that most of the productplirwere given no conscious attention. The thesisists of
an introduction chapter and five articles. Theddtrction chapter provides a comprehensive pictdirehe
common theme of the articles, namely non-consciofisences on decision-making. The articles coven-n
conscious influences during each of the five stapamonly included in the consumer decision-makiracess.
Examples of questions that are elaborated on atech\triteria influence the degree to which pedmdave
habitually versus respond to marketing stimuli? Wisainfluencing the choice of decision strategy@r F
example, what influences people to be more loyasue more deal prone? And what makes people learn
something new from an ad instead of just reheansingt they already new? One aim of the presentsligso
answer questions like the ones stated above. Fortine, it is argued that these influences are adiva stage
before what could be defined as full conscious mbnt

Gregor Gimmy and Monica Casabayd (20aBals in their study that great companies oftest éecause a
visionary invented something really new that waallyeuseful. As companies grow they eagerly cordinol
look for more truly novel offerings to stay on top the “delight scale” of the people they servethe Fast
Moving Consumer Goods (FMCG) sector, truly novééohgs are a rarity. Product innovation is keytremely
hard to achieve and getting harder every day. Tp &ase the hardship of innovation, consulting eestarch
normally extend over an entire system or procesaraivation, i.e. the idea discovery or executioocgss. In

Thamaraiselvan and Raja, “How do consumers ewalnand extensions — research findings from Indlatirnal

of Services Research, 8 (1) : 43-62, 2008

G Verstraeten, D Van den Poel, A Prinzie & P Yanhove, “Detecting sequential patterns for cradbng fast
moving consumer goods”, Information and Commundaraiiechnologies, 2002.

Nordfalt, Jens, “Is consumer decision-making @lutontrol?: non-conscious influences on consumer
decision-making for fast moving consumer goods”,ceal thesis, comprehensive summary,
Economic Research Institute, Stockholm School afrBmics (EFI), 2005.

Gregor Gimmy and Monica Casabayd, “Innovationdsandemocracy. How consumer concept testing irsphet
capability of Fast Moving Consumer Goods companmsgénerate truly innovative products”, Innovative
Marketing, 4 (2) : 25-32, 2008
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contrast, in this article it will drill into a sithg, yet mission-critical moment within the innowatiprocess that
has received little in-depth attention: the decisiout which truly innovative product ideas or @gpts to fund.
Research Methodology:
An attempt has been made to identify the factoas itifluence the buying of FMCG goods by the constgiin
the study area. For this purpose a field survethatkwas employed to collect first hand informatfoom 300
sample respondents from the study area i.e. UAE fEspondents have been chosen randomly from the
different parts of the study area. The data thalected were arranged into simple tabular forme Téwvel of
satisfaction perceived by the selected sample respus in utilizing the FMCG goods is consideredaas
dependent variable. The Independent variables teelefor the study are Gender, Age, Marital Status,
Educational Qualifications, Occupational statusnéal Income, Family size, Frequency of purchase EMC
goods. The data were analyzed by using statistaz@b like correlation, Henry Garrett Ranking Teicjue,
Multiple Regression.
Analysis & Discussion
The collected data’s are analyzed with the helstatistical tools likecorrelation, Henry Garrett Ranking
Technique, Multiple Regression. The level of satiibn perceived by the selected sample respondents
utilizing the FMCG goods is considered as a depengariable. The Independent variables selectedHer
study are Gender, Age, Marital Status, Educati@nadlifications, Occupational status, Annual Incofmamily
size, Frequency of purchase FMCG goods.

Correlation analysis

Correlation has been applied for finding the degrkeelationship or interdependence of two sets of

variables upon each other in such a way that tiagds in the value of one variable are in sympailitly the
changes in the other. The relationship betweersehected independent variables and a dependeablatevel
of satisfaction has been measured using correlation

TABLE1
CORRELATION BETWEEN SELECTED VARIABLES AND LEVEL OF SATISFACTION

No. Variables Correlation (r)
1 Gender -0.010"

2 Age 0.148*

3 Educational Qualification 0.124*
4 Occupation 0.129*

5 Annual Income 0.203**

6 Family Size -0.255**

7 Frequency of purchase 0.157**
8 Mode of purchase 0.134*

Note : ** - Significant at 1% level,
* - Significant at 5% level; NS — Not Significant
It is inferred from the above analysis that amomg selected eight independent variables, gender has
not significant relationship with level of satisf@n towards FMCG products. The variables age cational
qualification, occupation and mode of purchasetagistically significant at 5 percent level. Thariables
annual income, family size and frequency of pureha® statistically significant at 1 percent levelence it is
found that the variables Age, Educational Qualtfaa Occupation, Annual Income, Frequency of pasghand
Mode of purchase are having positive correlatiothuével of satisfaction towards FMCG products dhe
variable family size is having negative correlatwith level of satisfaction.
MULTIPLE REGRESSION:
In the following analysis, the relationship betweha level of satisfaction among the consumers and
eight independent factors were studied. It wasidothat out of eight, seven factors were closesoeisited
with the level of satisfaction towards FMCG produioy the selected sample respondents.

Selected eight independent factars.
Gender

Age

Educational Qualification
Occupation

Annual Income

Family size

Frequency of purchase
Mode of purchase

NG ~WNE
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In order to measure the interdependence of indeperfdctors and their level of satisfaction towards
FMCG Products, the results were subjected to nieltiggression analysis. The results of multipgression
analysis are shown in Table 1.

TABLE 2: MULTIPLE REGRESSION ANALYSIS

~ Unstandgrdized Standgr_dized
No. Variables coefficients coefficients T Sig.
B Std. Error Beta
(Constant) 0.782 0.231
1 | Gender -0.089 0.070 -0.039 -1.266 NS
2 | Age 0.067 0.033 0.118 2.022 5%
3 Educational Qualification 0.824 0.030 0.852 23.04 1%
4 | Occupation 0.279 0.092 0.174 3.021 1%
5 Annual Income 0.268 0.128 0.121 2.088 5%
6 | Family size -0.216 0.098 -0.129 -2.212 5%
7 Frequency of purchase 0.167 0.071 0.136 2.350 5%
8. | Mode of purchase 0.207 0.102 0.117 2.022 5%
R-Value R -Value Degree of Degree of F Value Significance
freedom — freedom — \,
0.849 0.722 9 290 83.52 1% Level
The multiple linear regression co-efficient (depemuvariable) is found to be statistically goodafit B
is 0.722. It shows that independent variablesrdmrte about 72.2 per cent of the variation in kreel of

satisfaction felt by the selected sample resposdand this is statistically significant at 1% leaald 5% level
respectively.

The table indicated that the co-efficient of AgeluEational Qualification, Occupation, Annual Incogme
Frequency of purchase and Mode of purchase aréiy@bgiassociated with the level of satisfactio®n the
other hand, the co-efficient of family size is nidggly associated. Further, if indicated that tomtribution of
Age, Educational Qualification, Occupation, Anniradome, Family size, Frequency of purchase and Mifde
purchase are statistically significant implying ttilaeir influence on level of satisfaction is stgen than the
other variables.

Thus from the above analysis, the following obsgovacould be made. The level of satisfaction
towards FMCG products is positively associated whtsir Age, Educational Qualification, Occupatidmnual
Income, Family size, Frequency of purchase and Mdgeirchase in the study area.

HENRY GARRETT RANKING TECHNIQUE
Attributes that attracted to purchase branded products

The customers are choosing the particular shoputohpse the branded products of their satisfaction.
For this purpose, respondents’ opinion on the ¥aithg seven reasons has been obtained. They ard heane,
price, easy availability, hygiene, transparent,lijuand origin. The respondents were asked to thekabove
factors in the order of their importance. To idBnthe most important required factors, Henry GarRanking
Technique was employed and the details of ranltieg¢asons for choosing the shop are shown irotleaing
table.

13
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TABLE NO.3
ATTRIBUTES THAT ATTRACTED TO PURCHASE BRANDED PRODU CTS
S .No Opinion Total Score Mean Score Rank
1 Brand name 15357 51.2 1
2 Price 16962 56.5 I
3 Easy availability 14647 48.8 v
4 Hygiene 14067 46.9 \%

5 Transparent 13493 45 VI
6 Quality 16825 56.1 I
7 Origin 13184 43.9 Vi

It is examined from the above table that the “grias the reason to choose the particular shop was
ranked first with the Garrett score of 16962 paiittss followed by the reasons of “quality” andrand name”
with the total Garrett scores of 16825 and 1535intpaespectively. The reason such as “easy avitijép
“hygiene” and “transparent” were placed the foufifith and sixth ranks with the Garrett scores 4647, 14067
and 13493 points respectively. On the other haadgih” was placed in the last rank with the scofel3184
points. From the analysis, it is inferred that maxin of the customers opined that “price” and “dyalivere

the important reasons to choose the particular shgprchase the selective branded products.

PLACE OF PURCHASING THE BRANDED PRODUCTS
Everyone has preferred to purchase the selectamdied products according to their favourite shap. F
this purpose, respondents’ opinion on the followtlhigee reasons has been obtained. They are exelskops,
malls and factory outlets. The respondents weredak rank the above factors in the order of theportance.
To identify the most important required factorsnHeGarrett Ranking Technique was employed andi#iails

of the ranking the place of purchasing the brargteducts is shown in the following table.

TABLE NO.4
PLACE OF PURCHASING THE BRANDED PRODUCTS
S. No. Opinion ;z:)arle Mean Score Rank
1 Exclusive shops 15133 50.4 Il
2 Malls 16539 55.1 I
3 Factory Outlets 13328 44.4 1]

It is discerned from the above table that the “Mlalis the preferred shop to purchase the branded
products was ranked first with the Garrett scorel®$39 points. It is followed by the favourite skolke
“exclusive shops” and “factory outlets” with thetdab Garrett scores of 15133 and 13328 points resphe
From the analysis, it is inferred that maximumha tustomers opined that “Malls” and “Exclusive S$iowere
their preferable place to purchase their seledtremded products.
FACTORS INFLUENCED ON BUYING DECISION

The customers are influenced by the factors anddddcto purchase the FMCG products. For this
purpose, respondents’ opinion on the following rim&tors has been obtained. They are product festyrice
of the product, quality, brand name, advertisemeramotional scheme, opinion leader, celebrity ad media.
The respondents were asked to rank the above $attahe order of their importance. To identify thest

important required factors, Henry Garrett Rankingcihiqgue was employed and the details of rankirg th
factors influenced on buying decision are showthénfollowing table.

14
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TABLE NO.5
FACTORS INFLUENCED ON BUYING DECISION
S. No. Opinion Total Score Mean Score Rank

1 Product features 15633 52.1 \Y,
2 Price of the product 17807 59.4 I
3 Quality 17796 59.3 I

4 Brand name 16705 55.7 1
5 Advertisement 15496 51.7 \
6 Promotional scheme 16059 53.5 v
7 Opinion leader 11128 37.1 IX
8 Celebrity Ad 13049 435 VIl
9 Media 11892 39.6 Vil

It is distinguished from the above table that thustemers were influenced towards “Price of the
product” as the reason to buy FMCG products wagemirfirst with the Garrett score of 17807 pointsisl
followed by the reasons of “Quality” and “Brand Nalhwith the total Garrett scores of 17796 and 16@0mts
respectively. The factors such as “Promotional swie “Product features” and “Advertisement” weraqed
the fourth, fifth and sixth ranks with the Garrstiores of 16059, 15633 and 15496 points respegtiVédie
factors such as “celebrity Ad” and “media” wereqald the seventh and eighth ranks with the Garcettes of
13049 and 11892 points respectively. On the oth@dh“opinion leader” was placed in the last ranthwhe
score of 11128 points. From the analysis, it igfirdd that maximum of the customers opined that&Pof the
products” and “Quality” were the important factthat influenced to buy FMCG products.

Findings, suggestion and conclusian

It is found from the correlation analysis that thariables Gender, Educational Qualification, Octigpa
Annual Income, Family size and Frequency of puretes having positive correlation with impact oryibg of
selected respondents towards FMCG products andattieble mode of purchase is having negative catioe
with impact on buying FMCG products. It is notedrr the regression analysis that the impact on lguyin
towards FMCG products is positively associated whttir Age, Educational Qualification, Occupatidmnual
Income, Family size and Frequency of purchasedrstbdy area. The Henry Garrett Ranking analydischihat
maximum of the customers opined that “Malls” and¢kisive Shops” were their preferable place to pase
their selective branded products. It is inferremhfrthe Henry Garrett Ranking technique that maxinoirthe
customers opined that “Price of the products” aQaidlity” were the important factors that influendedbuy
FMCG products.

Suggestions:

It's suggested to marketers that brand buildingtegies should be focused, where there is pladdyhaxpats
living in the country. The government should haveager control on pricing of FMCG products in thady
area.

It's recommended that marketers should emphasisegaining confidence on specific branded produets t
enhance their profitability. Companies should imsee budget for advertizing to gain high visibilftyr their
products available in the respective market place.

Promotion schemes should be realistic so as toimgnthe customer confidence on right time.

Marketers should try to create awareness regartliegbenefits of the ingredient brand and build bp t
confidence by delivering superior benefits of thgredient.

It's recommended to marketers that to experimeatntiarketing mix strategies for select locationsm@etition
is very much dominant in FMCG sector; market iledilwith lots of unbranded and branded productiriey
decisions helps differentiating a product and it ba compensated with volume of sales. Differeiotiestrategy
by the marketers under their core branded prodis¢ribution networks play a very significant raleFMCG
industry. As widespread distribution network isuigd to maintain the brand image.
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