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ABSTRACT

The paper “Effectiveness of Different Marketing Strategies on FMCG Products” draws from comparative literature on traditional
marketing, digital marketing, and hybrid techniques used across various consumer communities. Using mixed methodologies
including survey studies, interviews, focus group discussions, and campaign analysis, the literature reveals the effectiveness of
traditional media like print, radio, and television in creating trust, cultural relevance, and brand awareness amongst the rural and
elderly consumers. On the other hand, digital campaigns using social media platforms, SEO optimization, and influencers perform
well in engaging consumers, creating conversions, and establishing enduring relations with the young, urban and digitally savvy
populations. Hybrid techniques, which combine the trust and brand equity created through traditional marketing with interactive
and engaging nature of digital campaigns, prove to be most effective and create better results. The most valuable part of the
literature is its comparative framework that illustrates the value of hybrid techniques and the need for contextualizing the
campaigns to suit the needs of specific demographics Baker (2007), Bustinza and Chamorro-Premuzic (2013). However, there still
exist several research gaps in this area, including lack of longitudinal study on consumer loyalty, cross-cultural analysis,
understudied consumer behaviour, and sustainable marketing practices. Future opportunities in this regard will thus be to carry
out longitudinal studies in order to study changing preferences, use Al to personalize and predict behaviour, design sustainability-
based marketing campaigns due to the growing trend of ethical consumption, and utilize hybrid marketing techniques based on
affordability, reliability, and adaptability to the digital world. Agarwal and Srivastava (2022), Agarwal and Srivastava (2023).
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INTRODUCTION

The FMCG industry constitutes an essential part of India’s economy and generates huge revenues and employment, and Kerala
can be considered a premium consumer market due to its high literacy rate, brand consciousness, and per-capita FMCG spending.

The Fast-Moving Consumer Goods (FMCG) industry is one of the most important industries within India that generates a
significant amount of spending by consumers and provides a considerable number of jobs in both urban and rural settings. The FMCG
market in Kerala is quite unique compared to other Indian states since Kerala possesses the highest literacy rate in India (96.2%)
and one of the highest per-capita FMCG expenditure. Consumers in Kerala are less interested in prices and tend to pay attention to
the quality and reputability of goods instead, unlike consumers in many other places. Besides, remittance-based economy and high
social development rates in Kerala contribute greatly to the high consumption of premium FMCG products in the state. Seasonal
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holidays in the form of Onam generate tremendous spikes in consumption, and the segments of Ayurvedic, organic, and coconut-
based products surpass national average by 40-60% SpireStock Team (2026), Nair and Nair (2014).

The development of marketing strategies in India’s FMCG industry highlights an interesting transformation from the usage of
traditional media to a very personal type of marketing strategy using the digital medium. Previously, the major focus of the marketing
strategy of FMCG companies was on print media, television media, radio and promotional activity within the stores that helped build
the brand identity. It involved the usage of repetitions, endorsements of celebrities, and festival-based marketing campaigns. With
the advancement in the usage of internet and smart phones, the marketing strategies evolved into digital strategies by leveraging
the benefits of social media, collaborations with influencers and e-commerce ecosystem. The evolution of marketing strategies made
the companies switch from traditional one-way communication to interactive marketing activities. In states such as Kerala, which
have a high literacy rate, the change is even more visible Kumar and Gupta (2023), Nanda et al. (2023), Agarwal and Srivastava,
(2022).

Consumers' behaviours in Kerala have been influenced by many factors ranging from cultural and demographic attributes to
regional peculiarities, which set this state apart from the rest of India. High levels of literacy rate, global influence via migration and
remittance flows, as well as rich cultural heritage, lead to consumers in Kerala being more brand-conscious and educated. Onam
festivities become an important trigger for seasonal consumption, whereas the quality orientation of people in this state also affects
the type of products sought after. Demographic peculiarities, including aging population and high rates of NRKs, result in higher
demand for premium products, and regional peculiarities also play an important role in shaping consumption behaviour as people
rely on cooperative societies and regional retail network Nair and Thomas (2022), Nair and Nair (2014), Bustinza and Chamorro-
Premuzic (2013).

The issue surrounding the effectiveness of the marketing strategies used in the FMCG industry in the context of digital and
traditional marketing is based on their ability to provide reach, engagement, and conversion. The traditional marketing strategies
using media such as print, TV, radio, and in-store marketing are preferred by many because of the mass reach and credibility they
offer, especially among the elderly and rural population. The traditional marketing approach is one way and does not provide much
engagement and customization for brands. On the other hand, the digital marketing strategy using social media marketing, influencer
marketing, and e-commerce provides an interactive and measurable platform where brands can connect with a specific group of
consumers and even track conversions Sharma and Menon (2024), Baker (2007), Nanda et al. (2023).

However, the research gap regarding marketing strategies for FMCG products in Kerala involves a limited comparative analysis
of the efficiency of both digital and traditional approaches in the given context. Indeed, while there has been plenty of literature
regarding marketing strategy effectiveness in India, little attention has been paid to the state of Kerala, where consumer behaviour
is influenced by factors like high levels of literacy and culture, as well as a wide exposure to the world via remittances. Consequently,
the lack of research regarding the region makes it hard for companies in the FMCG sector to develop the strategy that will combine
the credibility of traditional channels and interactivity of the digital environment. Hence, the goal of the current review is to analyze
the effectiveness of both marketing channels in Kerala context Joseph and Pillai (2023), Nair and Nair, 2014, Bustinza & Chamorro-
Premuzic (2013).

LITERATURE REVIEW
1) Traditional Marketing Approaches and their Efficiency

Traditional marketing approaches such as TV, print media, radio, in-store promotions and conventional advertising continue to
have an impact on consumer behaviour despite the rapid development of digital marketing. Research shows that traditional media
remain highly efficient in building brand awareness, credibility, trust and brand recognition, mostly among the older generation and
rural population. Their efficiency relates to the degree of familiarity, cultural relevance and the use of traditional communication
channels Varma and Nair (2025), Menon and Raj (2024), Singh and Rawat (2024).

The research on marketing instruments also shows that the traditional promotion techniques can still be used for sustaining the
brand credibility but the efficiency in terms of engagement and conversion are relatively lower compared to digital channels.
Additionally, in retail, the quality of products and pricing factors have shown to play more significant role in influencing customer
satisfaction than promotional campaigns and the latter is associated with creating short-term sales reactions Reddy and Sharma
(2024), Menon and Reddy (2025).

Nevertheless, traditional marketing approach faces a limitation in form of the limited personalization, poor real-time tracking
and low adaptability comparing to digital platforms. Hence, the efficiency of traditional marketing is dependent largely on consumer
demographics, geographical setting, type of goods and campaign goals.

2) Digital Marketing Strategies and Consumer Response

This body of knowledge shows how important digital marketing methods like social media marketing, influencer marketing,
SEO, personalized advertising, email marketing, mobile apps, and e-commerce become. They give marketers better chances to
interact, personalize, target, and measure the results of their work.
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Several empirical works prove that social media and influencer marketing are especially effective in engaging consumers,
building brand awareness, purchasing intentions, and conversion rate Khan and Verma (2024), Banerjee and Kumar (2025), Nair
and Thomas (2025). SEO and targeting also play a role in gaining the measurable visibility and leads, but email marketing is especially
effective in maintaining the relationships with the customers and developing their purchasing intentions Mehta and Roy (2024).

The efficacy of digital marketing can be observed in e-commerce too. Personalized advertising, influencer endorsements, digital
content and Al recommendations increase the level of the online shopping preferences, engagement, satisfaction and sales
performance Singh and Varma (2025), Das and Iyer (2025), Chatterjee and Rao (2025). In addition, there are several risks associated
with digital marketing such as advertising fatigue, content saturation, privacy issues and skepticism of the consumer, which decrease
the effectiveness of digital marketing if it is too much personalized Kaur and Mehta (2025), Nair and Thomas (2025).

3) Comparative Effectiveness of Traditional and Digital Marketing

Another prominent theme from the literature that can be drawn is that traditional and digital marketing do not always have to
be treated as alternatives in comparison to each other. Comparative studies confirm that the effectiveness of traditional and digital
marketing varies based on consumer attributes, geography, digital literacy, infrastructure and marketing goals.

Traditional marketing proves to be more effective when it comes to establishing trust, familiarity, and broad awareness, whereas
digital marketing is more interactive, personalized, engaging, and results-oriented. Studies carried out in Kerala and other parts of
India, in particular, underscore the fact that there is variability in consumer markets, where urban and young consumers respond
positively to digital marketing initiatives, whereas rural and older consumers continue to depend heavily on traditional media Varma
and Nair (2025), Singh and Rawat (2024), Sharma and Patel (2025).

It can thus be stated that effectiveness is context-specific, which challenges the assumption about the superiority of digital
marketing over traditional marketing Fernandes and Kapoor (2025), Prasad and Igbal (2025).

4) Integrated and Hybrid Marketing Strategies

In recent times, research is proving effective on hybrid, integrated, and omnichannel marketing strategies. Research reveals that
the integration of conventional communication with digital engagement can lead to better results as compared to the use of the two
approaches separately. The conventional communication creates awareness and credibility, whereas digital communication helps in
interaction, customization, feedback, and conversion Das and Iyer (2025).

An integrated strategy proves effective for heterogeneous market such as that of Kerala where consumers utilize television, retail
stores, social media, mobile applications, and e-commerce channels at the same time. Such hybrid strategies allow businesses to
communicate with consumers using suitable channels of communication.

Research on e-commerce and retail marketing also shows that the integration of digital content, customized communication,
promotions, and offline events enhances consumer engagement, purchase intent, and sales performances Das and Pillai (2025),
Krishnan and Mehta (2025). However, the literature also shows that integration requires proper coordination and should not involve
excessive advertisement, irrelevant personalization, and communication overload.

5) Marketing Strategies and Consumer Satisfaction and Purchasing Behaviour

The other major body of literature revolves around the connection between marketing strategies and consumer satisfaction,
purchasing intentions, and behaviour. It must be noted that the effectiveness of marketing strategies goes beyond their impact on
immediate sales; it also involves brand reputation, customer satisfaction, engagement, loyalty, and long-term relationships with
customers.

For instance, Amazon’s personalized and service-oriented marketing strategy led to higher levels of customer satisfaction in
comparison with Flipkart’s price promotions which appealed to price-conscious customers Patel and Srinivasan (2025). Another
example is the effect of pricing on the purchase decisions; in particular, psychological pricing and discounts affect impulse buying,
while premium pricing contributes to the perception of quality and brand Patel and Nair (2025).

Hence, the success of marketing strategies is contingent upon compatibility between marketing and psychological, economic,
and demographic features of the consumers. Thus, consumer reaction should be taken into consideration in measuring the
effectiveness of marketing strategies.

6) Consumer Impulse Purchasing Behaviour and Marketing Strategy Effectiveness

It is also observed from the literature that consumer reactions to marketing efforts may be affected by their impulsivity in
purchases. Discounts, psychological pricing, social influences, compelling content, recommendations from influencers and special
offers may motivate consumers to make unplanned purchases Patel and Nair (2025).

Consumer Word of Mouth is yet another element of significance. It has been proven by agent-based modeling that positive word
of mouth can enhance the effectiveness of pull marketing strategies by increasing loyalty and trust, while negative word of mouth
can decrease the effectiveness of push strategies Kaur and Mehta (2025). Hence, it can be said that social influences have a bearing
on the relationship between marketing strategy and purchase decisions.
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But, the majority of the literature available on impulse purchasing behaviour treats it as an output rather than investigating the
consistency in the effectiveness of marketing strategies irrespective of the level of impulsive behaviour of consumers.

7) Measurement of Marketing Effectiveness

The scholarly works consider a number of criteria to measure the effectiveness of marketing campaigns such as brand
awareness, brand recall, consumer engagement, intention to purchase, conversion rate, lead generation, customer satisfaction,
loyalty, sales increase, and return on investment (ROI). Traditional marketing research has been based on sales and recall
measurements while the current digital marketing research includes engagement, clicks, conversions, consumer interaction, and
instant analytics Chatterjee and Rao (2024).

Some of the recent works suggest an integrated approach that involves both quantitative criteria such as ROI and sales
performance and qualitative criteria such as consumer feelings, trust, and satisfaction. This approach is especially relevant when
comparing traditional and digital marketing since the two approaches elicit different consumer reactions and measurable outcomes.

8) New Technologies and Future Marketing Practices

The recent literature emphasizes the increased use of artificial intelligence (Al), predictive analytics, personalization, mobile
technology, and consumer analytics in real time in marketing. Al-based technologies enable marketers to analyze the data of
consumers, predict their preferences, personalize communications, and better target the consumers Chatterjee and Rao (2025),
Krishnan and Mehta (2025).

Nonetheless, technological development raises issues associated with privacy, over-personalization, advertising fatigue, and
consumer mistrust. Thus, for technological efficiency, the use of new technologies not only becomes important but also the way these
technologies should be used.

Another aspect that emerges is the issue of sustainability. Some research studies suggest studying sustainability marketing since
consumers today care about the ethics, environment, and social responsibility Agarwal and Srivastava (2022), Nanda et al. (2023).

9) Synthesis of the Literature

The literature suggests that there is no marketing strategy that could be universally viewed as effective. In particular, traditional
marketing brings certain benefits through providing the consumer with confidence and trustworthiness, while digital marketing
adds the benefits of personalization, interaction, targeting, and conversion. The hybrid approach seems to be especially efficient as
it combines the strengths of the two methods.

Age, geographic location, digital skills, consumer's traits, nature of the product being promoted, price sensitivity of the consumer,
social influence, and objectives of the marketing campaign affect the efficiency of a marketing strategy. Impulsive behaviour of the
consumer could also change his/her reaction to traditional marketing campaigns and digital marketing.

Despite a great deal of literature devoted to the comparison of traditional and digital marketing, the current studies mainly
concentrate on some specific platform, demographic group, industry, or tool of marketing used. One of the most significant
limitations associated with the available research is the absence of literature that compares the efficiency of different marketing
strategies for the consumers of Kerala taking into account the difference in their impulsive behaviour.

Consequently, it is required to have an integrated empirical analysis of the different types of marketing strategies among the
people of Kerala and to find out if the effectiveness of these marketing strategies varies depending on the impulsive nature of the
purchase and the characteristics of the consumer.

COMPARISONS AND DISCUSSIONS

All the studied sources confirm the fact that the traditional way of marketing is more effective in creating credibility,
trustworthiness, and awareness of brands, especially among older and rural consumers, while digital marketing outperforms in
terms of engagement and personalization among younger and digitally literate people. The reviewed sources prove that the
effectiveness of marketing campaigns depends on consumer characteristics, market environment, and the aims of the campaign.
Most importantly, several of the examined sources argue that an integrated approach to marketing that combines both traditional
and digital ways of communication proves to be more successful than each one alone. At the same time, digital marketing campaigns
face challenges like advertising oversaturation, privacy problems, and over-personalization. For this reason, future studies should
use longitudinal approaches, include Al-based analytics, and investigate marketing campaigns based on sustainability Baker (2007),
Sharma and Sharma (2009), Nanda et al. (2023), Agarwal and Srivastava, (2022).

Authors Methodologies Results Contribution Future Enhancement

Varma and Nair ~ Mixed-methods:  Traditional effective for Comparative framework Longitudinal studies, Al
(2025) surveys (400), trust & rural; digital showing complementary personalization, sustainability

interviews, excels in engagement & nature of both marketing
secondary data conversions
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Menon and Raj Quantitative Traditional strong in Comparative framework Longitudinal studies, Al
(2024) survey (500), recall; digital stronger highlighting demographic analytics, sustainability
interviews (30) in engagement & context advertising
conversions
Singh and Mixed-methods: Offline effective in Regional comparative Longitudinal studies, Al
Rawat (2024) surveys (350), rural; online effective framework targeting, sustainability
interviews (25), in urban youth campaigns
secondary data
Patel and Mixed-methods: =~ Amazon strong in trust ~ Comparative framework of  Longitudinal studies, Al hyper-
Srinivasan surveys (600), & satisfaction; Flipkart e-commerce strategies personalization, sustainability
(2025) focus groups, strong in affordability initiatives
secondary data & short-term
Khan and Quantitative Social media, Comparative analysis of Longitudinal research, Al
Verma (2024) survey (450), influencers, SEO most digital tools predictive analytics,
interviews (20), effective; email builds sustainability campaigns
campaign long-term loyalty
analytics
Das and lyer Mixed-methods: Hybrid strategies Integrated framework Longitudinal studies, Al
(2025) surveys (400), (traditional + digital) showing synergy personalization, sustainability
interviews (25), most effective campaigns

secondary data

Mehta and Roy Quantitative Social media & SEO Comparative framework for Longitudinal studies, Al
(2024) survey (300), best for leads; email lead generation predictive analytics,
secondary nurtures relationships sustainability campaigns
campaign
analytics
Chatterjee and  Literature review  Traditional focuses on Theoretical synthesis Hybrid frameworks,
Rao (2024) recall; digital bridging classical & modern longitudinal studies
emphasizes evaluation

personalization & data

Mukherje and Case study of 10 Storytelling, Comparative framework Cross-cultural studies,
Sharma (2025) campaigns influencers, interactive highlighting innovation sustainability campaigns,
content most effective longitudinal research
Banerjee and Quantitative Social media & Comparative evaluation of Longitudinal studies, Al
Kumar (2025) survey (500), influencers boost digital tools personalization, sustainability
secondary data recall; SEO improves campaigns
awareness
Reddy and Survey (300), Digital tools drive Comparative framework of Longitudinal studies, Al
Sharma (2024) secondary engagement; marketing tools analytics, sustainability
campaign data traditional tools practices
maintain credibilit
Kaurand Mehta  Survey (400 Gen  Authentic engagement Framework for Gen Z Al personalization, gamification,
(2025) Z), content & creative formats engagement sustainability campaigns
analysis enhance loyal

Nair and Survey (350), Personalization & Comparative evaluation of Longitudinal studies, Al

Thomas (2025)  interviews (20) interactive content digital strategies personalization, sustainability
improve satisfaction i
Gupta and Case study of 10 Integrated digital Comparative framework of Longitudinal studies, Al
Menon (2025) campaigns strategies most digital innovation analytics, sustainability

successful campaigns

Joshi and Mixed-methods: Integrated digital Comparative framework for Longitudinal studies, Al

Varghese surveys (400), strategies enhance sustainable expansion analytics, sustainability
(2025) visibility & growth '

ShodhPrabandhan: Journal of Management Studies 87


https://shodhprabandhan.com/

Effectiveness of Different Marketing Strategies on FMCG Products

interviews (20),
secondary data

Prasad and Bibliometric Digital dominates Integrated bibliometric Cross-cultural studies, Al
Igbal (2025) mapping + SLR  scholarship; traditional framework analytics, sustainability
120 articles remains relevant strategies

Rao and Survey (300), Pull best for loyalty; Comparative framework of Longitudinal studies, Al

Deshmukh secondary push for short-term push/pull/direct personalization, hybrid models
(2025) campaign data sales; direct for
personalization
Sharma and Survey (350), Online stronger for Comparative framework of Longitudinal studies, Al
Patel (2025) secondary youth; offline stronger consumer response personalization, sustainability

campaign data in rural trust offline initiatives

Menon and Survey (250), Product quality & Practical evaluation of Longitudinal studies, digital
Reddy (2025)  sales data analysis pricing drive marketing mix integration, sustainability

satisfaction; initiatives
promotions boost
short-term sales

RESEARCH GAPS AND FUTURE SCOPE

From the available literature on the effectiveness of marketing strategies in the FMCG industry, it can be stated that traditional
marketing proves to be effective in creating trust, credibility and brand awareness, whereas digital marketing strategy seems to be
more effective in creating engagement, personalization, and metrics related to conversion and purchase intent. It can be concluded
that hybrid marketing strategies seem to be more effective for different types of consumers Baker (2007), Bustinza and Chamorro-
Premuzic (2013). The main gap in literature on the effectiveness of marketing strategies is the lack of longitudinal research that can
reveal the effects of marketing strategies on customer loyalty, brand equity, and long-term sales performance. There is also limited
research related to the specific context of Kerala, especially to the comparison of consumer segments. Moreover, the synergy of
digital and traditional marketing is not well researched, consumer psychology, emotions, and impact of impulsive behaviour on
marketing strategy should be studied as well. Finally, sustainability, ethical marketing, use of artificial intelligence and predictive
analysis in personalization and targeting have been discussed rarely.

Future research should also use longitudinal and comparative methods to investigate changing consumer reactions and the
effectiveness of various marketing techniques through metrics like brand awareness, engagement, purchase intention, conversion
rate, satisfaction level, loyalty, and sales performance. Future studies need to give greater consideration to the varying consumer
base of Kerala and whether impulsive purchase behaviour affects the link between marketing techniques and consumer reaction.
The further study of issues like Al-based personalization, marketing for sustainability, ethical data usage, and a blend of conventional
and digital marketing methods will allow FMCG companies to have more consumer-focused marketing practices.

CONCEPTUAL FRAMEWORK OF FMCG MARKETING STRATEGIES

[ CONSUMER BEHAVIOR [ mARKETCONTEXT | [ susTamaBiLITY FaCTORS |
« Purchase Patterns | » | = Urban vs. Rural = = Eco-Friendly Practices
+ Loyalty Drivers + Demographics + Ethical Marketing
HYBRID
[ TRADITIONAL MARKETING & STRATEGIES ":;—,J DIGITAL MARKETING
« Trust & Reach . R - Engagement & Data
+ TV, Radio, Print + Social Media, SEQ

+ Strong Brand Recall + Data Driven Results

Weakmoses \ & Weaknieses
+ Food to Measure "+ Atr Tatigue
+ Less Anayisible « Their Concerns
[ a&anaLmIcs | [ cAMPAIGN PERFORMANCE | |  LONGITUDINAL STUDIES
« Predictive Insights + Reach & Conversion = Trend Analysis
« Personalization + Brand Equity » Behavioral Impact
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RESULTS AND DISCUSSIONS

From the literature review, the use of FMCG marketing strategies depends on the context since traditional media outlets like
television, radio, print and in-store promotions still help in building trust and credibility and brand familiarity especially among the
elderly population and people in rural areas while digital strategies like social media, influencer marketing, SEO and personalized
marketing campaigns drive engagement and purchase intention and conversion among the youth and tech-savvy consumers. On the
whole, hybrid marketing strategies combining credibility and interactivity seem to yield wider reach and better results in terms of
engagement, sales performance and customer relations.

In addition, demographic variables, consumer behaviour, regional settings and technology adoption play an important role in
influencing the effectiveness of marketing. While Al-powered analytics can help with targeting and customization, privacy,
advertising fatigue and over-personalization can undermine consumer trust. Sustainability and ethics of marketing are increasingly
taking shape as important factors for decision-making Baker (2007), Bustinza and Chamorro-Premuzic, (2013), Agarwal and
Srivastava 2022, Agarwal and Srivastava (2023).

In terms of FMCGs, the evidence suggests that instead of relying on one channel of marketing, there should be an integrated
approach which focuses on the consumers. Effectiveness should be measured using various criteria such as brand awareness,
engagement, purchase intention, conversion, satisfaction, loyalty, and sales performance. Nonetheless, because of a lack of
longitudinal and Kerala-specific evidence, along with the lack of focus on impulsive purchasing behaviour, further empirical studies
are required. In the future, researchers must investigate the relationship between traditional marketing, digital marketing, and
hybrid approaches with the help of impulsive buying behaviour.

Comparison of Marketing Strategies

TRADITIONAL DIGITAL HYBRID
— MARKETING — —— MARKETING — —— MARKETING —
Strengths Strengths Strengths
» Trust & Credibility « High Engagement « Balanced Approach
+ Strong Brand Recall * Personalized Targeting « Wider Audience Reach
» Effective for Rural & Older « Data-Driven Results « Synergized Impact

Audiences Weakensses Weaknesses
Weaknesses « Ad Fatigue « Complex to Manage
+ Hard to Measure « Trust Concerns « Higher Costs
* Less Adaptable Methods Methods
Methods + Social Media, SEO, Email « Integrated Campaigns
« TV, Radio, Print Ads

| FUTURE ENHANCEMENTS |

Al Analytics  » Sustainability Focus e Cross-Cultural Studies  « Longitudinal Research

CONCLUSION

The study “Effectiveness of Different Marketing Strategies on FMCG Products” suggests that the success of FMCG marketing will
depend on the context and combination of traditional, digital, and hybrid approaches to marketing, but not on their use separately.
Traditional marketing is still useful for gaining the trust and credibility of customers and increasing the brand awareness especially
among older and rural customers, while digital marketing helps to make the process more personalized, engaging and measurable
in terms of conversions and purchase intention Sharma and Sharma (2009), Nanda et al. (2023). Hybrid marketing is generally
considered to be the best approach because it involves the credibility of traditional channels and flexibility of digital channels Baker
(2007), Bustinza and Chamorro-Premuzic (2013).

Finally, it is necessary to mention that future marketing of FMCG products will include the use of Al-driven analytics,
personalization, and sustainability-oriented marketing practices; however, such trends also involve a number of risks, including the
violation of people's privacy, advertising fatigue, and excessive personalization Agarwal and Srivastava 2022, Agarwal and Srivastava
(2023). Therefore, in order to estimate the effectiveness of marketing, one has to pay attention to various criteria like brand
awareness, engagement, purchase intention, conversion, satisfaction, loyalty, and sales performance.

In conclusion, future FMCG marketing efforts need to take an integrated, consumer-focused, and ethical approach. More studies
conducted longitudinally and specifically for the state of Kerala, especially on the impact of impulsive purchase behaviour, would be
useful to improve knowledge about the impact of marketing practices on consumers.
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