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Abstract — This study examines customer satisfaction with the marketing strategies employed by Hindustan Unilever 

Limited (HUL) for its diverse product portfolio in the Fast-Moving Consumer Goods (FMCG) sector. HUL, a market leader 

in India, offers products across home care, beauty & personal care, and foods & refreshments categories under renowned 

brands like Surf Excel, Dove, Lux, and Brooke Bond. The research focuses on identifying key factors—such as product 

quality, pricing, advertising, and distribution channels—that influence consumer perception and satisfaction. Primary data 

was collected from a sample of 60 respondents in Vellakovil town, Tirupur District, and analyzed to draw insights. The 

findings indicate that while HUL's strong brand presence and quality are significant strengths, competitive pricing remains a 

crucial area for improvement to enhance market efficiency and customer retention amidst growing competition. The study 

provides actionable recommendations for refining marketing strategies to better align with consumer expectations. 
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1. Introduction 

Hindustan Unilever Limited (HUL) stands as a titan in 

the Indian Fast-Moving Consumer Goods (FMCG) 

landscape, deeply embedded in the daily lives of millions of 

consumers. With an extensive portfolio spanning home care 

(Surf Excel, Rin, Vim), beauty and personal care (Dove, 

Lux, Lifebuoy, Pond's, Sunsilk), and foods & refreshments 

(Knorr, Kissan, Brooke Bond, Bru), HUL caters to a wide 

array of consumer needs [1]. The company's success is 

underpinned by its commitment to sustainability, 

continuous innovation, and ensuring affordability, making 

its products accessible across both urban and rural markets. 

 

In a highly competitive market, effective marketing 

strategies are paramount not only for customer acquisition 

but also for retention and satisfaction. Marketing strategies 

encompass a blend of product quality, pricing, promotion, 

and distribution efforts designed to create value for the 

customer and build strong brand equity [2]. For a behemoth 

like HUL, understanding customer satisfaction levels 

towards these strategies is critical to maintaining its market 

leadership. This study aims to bridge this gap by analyzing 

customer perceptions of HUL's marketing approaches, 

identifying the drivers of satisfaction, and pinpointing areas 

requiring strategic refinement to foster deeper brand loyalty 

and competitiveness. 

 

   2. Literature Survey 

Existing literature provides valuable insights into 

factors influencing consumer behavior and satisfaction in 

the FMCG sector. Pawan Katiyar (2014), in a comparative 

analysis of coffee brands, highlighted that product 

composition significantly impacts consumer preference, 

noting that pure coffee blends (like Nescafé Classic) are 

often perceived as superior to those with additives like 

chicory (e.g., Bru Instant), though additives may offer other 

benefits [3]. This underscores the importance of ingredient 

transparency and quality in marketing messaging. 

 

Vibhor Mohan (2016) studied the growing 

popularity of coffee houses, concluding that beyond the 

product itself, ambiance and overall experience ("a relaxing 

ambiance with eye-catching crockery and bright décor") are 

powerful components of a successful marketing strategy 

that enhances customer satisfaction and attracts a globalized 

consumer base [4]. 

 

An IBIS World report (2017) characterized the 

coffee shop industry (and by extension, many FMCG 

segments) as fairly competitive with low entry barriers. 

This environment makes customer retention efforts, driven 

by effective marketing and satisfaction, crucial for business 

sustainability [5].  

 

Furthermore, Neilson (2018), while focusing on 

environmental governance in coffee cultivation, indirectly 

emphasized the growing consumer interest in sustainable 

and ethically sourced products, which has become an 

increasingly important aspect of corporate marketing 

strategies [6]. This body of work suggests that a multi-

faceted approach—encompassing product quality, pricing, 

consumer experience, and ethical practices—is essential for 

achieving high customer satisfaction. 
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   3. Research Methodology 

The study employed a descriptive research design to 

accurately portray customer satisfaction levels and 

perceptions regarding HUL's marketing strategies. 

3.1 Data Collection 

Primary data was collected directly from consumers 

using a structured questionnaire. The survey was designed 

to gather information on demographics, brand awareness, 

product usage, and satisfaction levels with various elements 

of HUL's marketing mix (product, price, place, promotion). 

3.2 Sample Size and Technique 

The study utilized a convenience sampling method. 

The sample was restricted to 60 respondents due to time 

constraints. The geographical scope of the study was 

limited to Vellakovil town in the Tirupur District of Tamil 

Nadu, India. 

3.3 Limitations of the Study 

The findings and recommendations are constrained by 

the limited sample size and its confinement to a specific 

geographical location, which may affect their 

generalizability. Furthermore, the study captures a snapshot 

of consumer behavior, which is dynamic and subject to 

change over time due to evolving trends, technology, and 

economic development. 

3.4 Analytical Approach 

The collected data was analyzed to identify trends, 

patterns, and key satisfaction drivers. The analysis focused 

on understanding the impact of HUL's marketing strategies 

on consumer perception and identifying areas of strength 

and weakness. 

4. Results and Discussions 

The analysis of the survey data provides insights into 

consumer perceptions of HUL's marketing strategies. The 

respondent demographic was primarily young and middle-

aged, with the largest cohort being between 20 to 30 years 

old, indicating a strong focus on a key consumer segment 

for FMCG products. 

The findings suggest that Bru Coffee, one of HUL's 

flagship products in the beverages category, is perceived as 

a market leader. The study identified three vital forces that 

significantly influence customer satisfaction and push 

potential customers towards Bru: 

Product Quality: Consumers associate HUL brands, 

including Bru, with high and reliable quality. Advertising 

and Promotion: Effective marketing communication and 

brand building were recognized as key strengths that 

enhance brand recall and appeal. Pricing: While quality and 

advertising are strengths, pricing emerged as a critical 

factor. The study indicates that the price point of products is 

a significant consideration for consumers and an area where 

HUL faces pressure from competitors. 

The data suggests that to compete effectively with 

emerging competitors, HUL must consider strategic pricing 

adjustments. A more competitive pricing strategy could 

enhance market efficiency and make their products more 

accessible, thereby improving overall customer satisfaction 

and market share. 

Table 1: Key Factors Influencing Customer Satisfaction 

Factor Description 
Impact on 

Satisfaction 

Product 

Quality 

Perceived reliability 

and effectiveness of 

HUL products. 

High Positive 

Impact 

Advertising 

& 

Promotion 

Effectiveness of 

marketing campaigns 

and brand 

communication. 

High Positive 

Impact 

Pricing 

Affordability and 

perceived value for 

money of HUL 

products. 

Significant 

Impact; area for 

improvement 

 

  5. Conclusion 

This study concludes that Hindustan Unilever Limited 

maintains a strong market position driven by high brand 

equity, perceived product quality, and effective advertising 

strategies. However, in the intensely competitive FMCG 

market, customer satisfaction is a multi-dimensional 

construct. The research clearly identifies competitive 

pricing as a pivotal area requiring strategic attention to 

bolster customer satisfaction and retention. 

The main limitations of this study are its restricted 

sample size and geographical focus, which limit the 

generalizability of the findings. The dynamic nature of 

consumer behavior also means that these insights represent 

a specific point in time. For HUL, the applications of this 

study are clear: 
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Strategic Pricing Review: Conduct a thorough analysis 

of the pricing strategy for key products, especially in highly 

competitive segments like coffee (Bru), to ensure they offer 

compelling value. 

Value Communication: Enhance marketing 

communications to better articulate the value proposition of 

products, justifying premium pricing where it exists by 

emphasizing quality, sustainability, and brand trust. 

Market Segmentation: Continue to tailor strategies for 

different demographic and geographic segments, 

particularly focusing on the large and influential 20-40 age 

group identified in the study. 

By addressing the price-value perception among 

consumers, HUL can further solidify its leadership position, 

turning satisfaction into unwavering loyalty in a crowded 

marketplace. 
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