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Abstract: This research paper explores various sales promotion techniques utilized in the fast-moving 

consumer goods (FMCG) sector. The focus is on understanding how these strategies influence consumer 

behavior and drive sales. Through a detailed examination of existing literature and analysis of different 

promotional methods, the paper aims to provide a comprehensive overview of effective techniques. The 

study also discusses the implications for marketers in the FMCG industry and suggests best practices for 

maximizing the impact of promotional activities. 
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I. INTRODUCTION 

Sales promotions are a crucial element in the marketing mix of FMCG companies. These companies operate in a highly 

competitive environment where consumer preferences can shift rapidly, and brand loyalty is often transient. Therefore, 

effective sales promotion strategies are essential to attract and retain customers, increase market share, and drive 

revenue growth. 

The FMCG sector encompasses a wide range of products that are sold quickly and at relatively low cost. This includes 

items like food, beverages, toiletries, and other consumer goods that are purchased frequently. Given the high turnover 

rate of these products, sales promotions can significantly influence purchasing decisions by offering added value to 

consumers. Techniques such as discounts, coupons, contests, and free samples are commonly used to boost sales and 

enhance customer engagement. 

Understanding the effectiveness of various sales promotion techniques is vital for FMCG companies aiming to optimize 

their marketing efforts. This research paper delves into the different promotional strategies employed by these 

companies, analyzing their impact on consumer behavior and sales performance. By reviewing existing literature and 

presenting case studies, the paper provides insights into best practices and potential areas for improvement. 

 

II. REVIEW OF LITERATURE 

Blattberg, R. C., &Neslin, S. A. (1990). Sales Promotion: Concepts, Methods, and Strategies.Blattberg and Neslin's 

work is a cornerstone in understanding sales promotions, offering comprehensive insights into various promotional 

methods and their strategic applications. They categorize sales promotions into consumer-oriented and trade-oriented 

tactics, detailing how each can be utilized to stimulate demand. Their research underscores the importance of aligning 

promotional strategies with overall marketing objectives to achieve maximum efficacy. 

Ailawadi, K. L., &Neslin, S. A. (1998). The Effect of Promotion on Consumption: Buying More and Consuming 

It Faster. Journal of Marketing Research, 35(3), 390-398.Ailawadi and Neslin examine how promotions impact 

consumption behavior, revealing that promotions not only increase purchase quantities but also accelerate consumption 

rates. Their findings indicate that consumers often use promoted products more liberally, leading to faster repurchase 

cycles. This study provides valuable insights into how promotional activities can create sustained sales momentum 

beyond the immediate boost. 

Chandon, P., Wansink, B., & Laurent, G. (2000). A Benefit Congruency Framework of Sales Promotion 

Effectiveness. Journal of Marketing, 64(4), 65-81.Chandon, Wansink, and Laurent introduce the benefit congruency 



IJARSCT  ISSN (Online) 2581-9429 

    

 

       International Journal of Advanced Research in Science, Communication and Technology (IJARSCT) 

                             International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal 

 Volume 4, Issue 5, February 2024 

Copyright to IJARSCT                   80 

www.ijarsct.co.in                                                   

Impact Factor: 7.53 

framework, which evaluates the effectiveness of sales promotions based on the alignment between the benefits offered 

and consumer motivations. They argue that promotions are most effective when they match the intrinsic and extrinsic 

motivations of the target audience, such as financial savings for price-sensitive consumers or experiential rewards for 

novelty seekers. 

Gupta, S. (1988). Impact of Sales Promotions on When, What, and How Much to Buy. Journal of Marketing 

Research, 25(4), 342-355. Gupta’s research explores the timing, product choice, and purchase volume effects of sales 

promotions. He finds that promotions significantly influence when consumers choose to buy, often leading to 

stockpiling behavior. Additionally, promotions can shift consumer preferences towards promoted products and increase 

the overall quantity purchased. This study highlights the importance of strategic timing and product selection in 

promotional campaigns. 

Yoo, B., Donthu, N., & Lee, S. (2000). An Examination of Selected Marketing Mix Elements and Brand Equity. 

Journal of the Academy of Marketing Science, 28(2), 195-211.Yoo, Donthu, and Lee investigate the relationship 

between sales promotions and brand equity. Their findings suggest that while promotions can enhance short-term sales, 

they may also dilute brand equity if overused. They emphasize the need for a balanced approach, integrating 

promotions with other marketing mix elements to build and maintain strong brand equity. 

Peattie, K., & Peattie, S. (1994). Sales Promotion: A Missed Opportunity for Services Marketers? International 

Journal of Service Industry Management, 5(1), 55-66. The Peatties explore the potential for applying FMCG sales 

promotion techniques within the service industry. They argue that services marketers often overlook promotional 

strategies that could drive customer acquisition and retention. By drawing parallels to FMCG tactics, they highlight 

opportunities for innovation in service marketing, suggesting that similar promotional principles can be adapted to 

enhance service offerings. 

Ehrenberg, A. S. C., Hammond, K., &Goodhardt, G. J. (1994). The After-Effects of Price-Related Consumer 

Promotions. Journal of Advertising Research, 34(4), 11-21. Ehrenberg, Hammond, and Goodhardt examine the long-

term effects of price promotions on consumer behavior and brand loyalty. They find that while price promotions can 

temporarily boost sales, they may lead to decreased brand loyalty if consumers become conditioned to expect discounts. 

The study suggests that non-price promotions, such as value-added offers, may be more effective in maintaining 

customer loyalty. 

Dawes, J. (2004). Assessing the Impact of a Very Successful Price Promotion on Brand, Category, and 

Competitor Sales. Journal of Product & Brand Management, 13(5), 303-314. Dawes’ research assesses the broader 

market impact of a highly successful price promotion. He finds that while the promoted brand experiences significant 

sales increases, there are also notable effects on the overall product category and competitors. Competitor sales may 

suffer, but the category can see growth as new consumers are attracted to the promoted product. This highlights the 

competitive dynamics and potential for market expansion through strategic promotions. 

Quelch, J. A. (1983). The Effect of Sales Promotion on Product Category Consumption. Journal of Marketing 

Research, 20(2), 190-202.Quelch’s study investigates how sales promotions can stimulate overall category 

consumption rather than just brand switching. He finds that well-designed promotions can increase consumer interest in 

the entire category, benefiting all brands within it. This effect is particularly strong in categories where consumption is 

habitual, suggesting that promotions can drive market growth as well as individual brand performance. 

 

Statement of the Problem 

The primary challenge faced by FMCG companies is identifying and implementing the most effective sales promotion 

techniques that resonate with their target audience. Given the diverse range of products and consumer segments, 

determining which strategies yield the highest return on investment remains a complex issue. 

 

Objectives 

 To identify the most common sales promotion techniques used in the FMCG sector. 

 To analyze the impact of these techniques on consumer behavior. 

 To assess the effectiveness of different promotional strategies in driving sales. 

 To provide recommendations for FMCG companies on optimizing their sales promotion activities. 



IJARSCT  ISSN (Online) 2581-9429 

    

 

       International Journal of Advanced Research in Science, Communication and Technology (IJARSCT) 

                             International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal 

 Volume 4, Issue 5, February 2024 

Copyright to IJARSCT                   81 

www.ijarsct.co.in                                                   

Impact Factor: 7.53 

Significance of the Study 

The findings of this study are significant for marketers and managers within the FMCG industry. By understanding 

which promotional techniques are most effective, companies can better allocate their marketing budgets and resources 

to maximize sales and profitability. Additionally, the study provides valuable insights into consumer behavior, helping 

companies tailor their strategies to meet the needs and preferences of their target audience. 

For academic researchers, this paper contributes to the body of knowledge on sales promotions in the FMCG sector. It 

highlights gaps in the current literature and suggests areas for further research. The comprehensive review of existing 

studies also serves as a useful reference for future investigations into this dynamic and critical aspect of marketing. 

 

Effective Sales Promotion Practices for FMCG Goods 

Sales promotion is an essential strategy for FMCG companies aiming to increase market share, enhance brand loyalty, 

and drive immediate sales. The effectiveness of sales promotions in the FMCG sector depends on various factors 

including the type of product, target audience, and the competitive landscape. The following outlines some of the most 

effective sales promotion practices that have been identified through research and industry best practices. 

1. Discounts and Price Reductions 

Description: Offering products at a reduced price for a limited time. Effectiveness: Price reductions are highly 

effective in attracting price-sensitive consumers and increasing sales volume quickly. They can also help clear out 

inventory and make room for new products. Example: Seasonal sales, holiday discounts, and clearance sales. 

2. Coupons and Vouchers 

Description: Providing consumers with coupons or vouchers that can be redeemed for discounts or free products. 

Effectiveness: Coupons can drive trial purchases, encourage repeat purchases, and enhance customer loyalty. Digital 

coupons, in particular, have become increasingly popular due to their ease of use. Example: Coupons distributed 

through newspapers, magazines, mobile apps, and online platforms. 

3. Buy-One-Get-One (BOGO) Offers 

Description: Offering an additional product for free or at a discounted rate when one product is purchased. 

Effectiveness: BOGO promotions can increase the perceived value of the purchase and encourage higher purchase 

volumes. They are particularly effective for perishable goods and fast-moving items. Example: Buy one shampoo, get 

another free. 

4. Free Samples 

Description: Distributing free product samples to consumers. Effectiveness: Free samples can effectively introduce 

new products to the market and encourage trial. They are particularly useful for launching new products or penetrating 

new market segments. Example: Sampling booths in supermarkets, free samples included with other purchases. 

5. Contests and Sweepstakes 

Description: Running contests or sweepstakes where consumers can win prizes. Effectiveness: These promotions can 

generate excitement and engagement, increase brand visibility, and collect valuable consumer data. They also 

encourage repeat purchases as consumers enter multiple times to increase their chances of winning. Example: “Submit 

your receipt for a chance to win a trip” or “Enter your code online to see if you’ve won.” 

6. Loyalty Programs 

Description: Creating programs that reward repeat purchases with points that can be redeemed for discounts, free 

products, or other rewards. Effectiveness: Loyalty programs help build long-term customer relationships and encourage 

repeat purchases. They can also provide valuable data on consumer preferences and buying habits. Example: Points-

based systems where consumers earn points for each purchase and redeem them for rewards. 

7. Bundle Deals 

Description: Offering a set of products together at a discounted price. Effectiveness: Bundling can increase the 

average transaction value and introduce consumers to new or complementary products. It can also help in moving slow-

selling products. Example: “Buy three products for the price of two” or “Save 20% when you buy a shampoo and 

conditioner set.” 
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8. In-store Promotions 

Description: Implementing promotional displays and activities within retail stores. Effectiveness: In-store promotions 

can create immediate purchase incentives and increase product visibility. Eye-catching displays, special end caps, and 

in-store demonstrations can drive impulse purchases. Example: Special product displays, in-store demos, and limited-

time in-store discounts. 

9. Trade Promotions 

Description: Incentives provided to retailers and wholesalers to stock and promote a company's products. 

Effectiveness: Trade promotions can secure shelf space, improve product placement, and ensure that products are 

available and visible to consumers. They can include discounts, rebates, and cooperative advertising allowances. 

Example: Volume discounts for retailers, promotional allowances, and merchandising support. 

10. Event Sponsorships and Tie-Ins 

Description: Sponsoring events or partnering with other brands for joint promotions. Effectiveness: Event 

sponsorships can enhance brand image, increase brand awareness, and create positive associations. Tie-ins with popular 

events or other brands can also reach new customer segments. Example: Sponsoring sports events, music festivals, or 

collaborating with movie releases for themed promotions. 

 

Limitations 

 The study is limited to secondary data sources and existing literature. 

 The scope of the research is confined to sales promotion techniques within the FMCG sector. 

 The analysis may not fully capture the rapidly evolving nature of consumer behavior and market trends. 

 

III. CONCLUSION 

Sales promotion techniques play a pivotal role in the FMCG sector, driving both short-term sales boosts and influencing 

long-term consumer behavior. The effectiveness of these techniques depends on various factors, including the nature of 

the product, the target audience, and the competitive landscape. Companies must carefully design and implement 

promotional strategies to achieve desired outcomes, balancing immediate sales gains with the potential for fostering 

brand loyalty. 

Future research should continue to explore the evolving dynamics of consumer preferences and market conditions, 

providing FMCG companies with up-to-date insights and strategies. By leveraging data analytics and consumer 

feedback, marketers can refine their promotional efforts, ensuring they meet the changing needs of their customers 

while maintaining a competitive edge in the market. 
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