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ABSTRACT  
 Hindustan Unilever Ltd. is the market leader in Indian consumer products with 
presence in over 20 consumer  categories such as soaps, tea, detergents and shampoos 
amongst others with over 700 million Indian consumers using its products. The company 
has a distribution channel of 6.3 million oulets and owns 35major Indian brands. This study 
entitled a study on consumer preference for Hindustan Unilever Ltd. Products in 
Thoothukudi Taluk, Thoothukudi District. This study reveals that most of the respondents 
of Thoothukudi taluk are aware of many popular brands of products.  They feel that 
Hindustan products brand name tells them something about product quality, utility, 
technology and the like. The manufacturer’s pursuit for excellence has brought competing 
designs and models into the world of Hindustan products. Their ventures in the field of 
advertisements have strongly influenced the customers regarding the excellence of 
Hindustan products.  Thus the researcher concluded that advertisements have played a vital 
role in motivating the respondents of Hindustan products. 
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I. INTRODUCTION 
 

Hindustan Unilever’s Limitd (HUL) distribution covers over 2 million retail outlets across 
India directly and its products are available in over 6.4 million outlets in the country.As per 
Nielsen market research data, two out of three Indians use HUL products. 
 
 HUL is the market leader in Indian consumer products with presence in over 
20 consumer  categories such as soaps, tea, detergents and shampoos amongst others with 
over 700 million Indian consumers using its products. Eighteen of HUL’s brands featured in 
the ACNielsen Brand Equity list of 100 Most Trusted Brands Annual Survey (2015). The 
company has a distribution channel of 6.3 million oulets and owns 35major Indian brands. 
 
Statement of the Problem 
 Marketers face problems in distinguishing urban markets and rural markets due 
to spread of consumers across various population categories and with different 
demographics. Marketers have to ensure that all the members of channel of distribution 
would get all the HUL products well on time and motivate all the channel members to stock 
their products at all levels. 
 
 Making products available at rural retail and marketers have a big challenge 
ahead for regular supply with less lead time. Distributors, wholesalers, stockiest, super-
stockiest and retailers are the channel members in rural market and this chain plays a crucial 
role in the profitability of the company and their satisfaction also in terms of benefits as 
given to their urban counterparts is also very crucial as per the company’s business point of 
view. 

II. OBJECTIVES OF THE STUDY 
 

 To examine the distributors attitude towards Hindustan products. 

 To analyse the motivational factor to purchase Hindustan products. 

 To offer valuable suggestions for improving the Hindustan business. 
 

III. METHODOLOGY 
 

A study with special reference to Thoothukudi taluk for the period from October 
2019 to December 2019. The study area was purposely selected for Thoothukudi taluk is 
one of the areas which has a large customer of Hindustan products. . There are 120 sample 
customers would be selected for the present study. To collect information from them a 
questionnaire was prepared relating to the purchase of Hindustan products and problems of 
the customers.  To analyse the data, the statistical tools such as averages, percentages and 
chi-square test were employed. 
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IV. ANALYSIS AND INTERPRETATION 
 
Economic Factors Motivating Consumer Preference 
 The economic factors are also influencing the consumer preference.  For the 
present study the term economic factors include credit facility, dealers recommendations, 
help form others, discount offer, free gifts, economy, and others.  Table 4.10 shows the 
economic factors that are motivating the consumer preference. 
 

Table : 1 
Economic Factors Motivating Consumer Preference 

 

 
Items 

Hindustan Products  

Food & 
Drinks 

Personal 
Care 

Home 
Care 

Water 
Purifier 

 
Total 

Low Price 35 3 7 17 62 

Dealers 
Recommendation 

3 2 9 8 22 

Help from Others 4 4 9 7 24 

Discount offer 5 2 10 6 23 

Free Gifts 4 4 9 9 26 

Economy 6 38 9 8 61 

Others 2 1 9 5 17 

Total 59 54 62 60 235 

    Source: Primary Data 
 
 As observed from table 1, about 35 out of 120 respondents have considered low 
price as the main factor to purchase the food & drinks, as they reduce the hours of work in 
the kitchen.  The data collected reveals that about 38 respondents have purchased their 
personal care because of the economy factor and 17 respondents have made their purchase 
of water purifier for low price. 
 
General Factors Considered in Brand Selection  
 It is evident from Table 2 that even the brand of Hindustan products have 
influenced attitude of consumers towards the purchase of all Hindustan products.  
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Table :2 
General Factors Considered in Brand Selection 

 

Hindustan Products Quality Guarantee Price Model After Sales Service Total 

Food & Drinks 29 10 20 - - 59 

Personal Care 35 6 9 4 - 54 

Home Care 10 30 12 2 8 62 

Water Purifier 10 14 17 6 13 60 

Total 84 60 58 12 21 235 

   Source: Primary Data. 
 
 It is observed from Table 2 that 35 respondents out of 125 have given importance 
to brand to ensure quality in buying food & drinks items and 30 have considered guarantee 
as the factor in the case of home care and 17 have considered price as the factor in brand 
selection in buying water purifier.  About 13 persons considered after sales service as a 
factor in brand selection in purchasing water purifier.  Nearly 65 per cent of the respondents 
considered quality and guarantee as the important factors in selecting a Hindustan brand 
products. 
 
Advertisement and Brand Preference 
 In the sale of any Hindustan products, advertisement plays a vital role in motivating 
and influencing the consumer to buy Hindustan products.  Table 4.16 shows the impact of 
advertisement in selecting particular Hindustan products. 
 

Table: 3 
Impact of Advertisement 

 

Impact of Advertisement 
No. of 

Respondent 
 

Percentage 

Motivated 100 80.00 

Not Motivated 25 20.00 

Total 125 100.00 

                             Source: Primary Data 
 
 The above table reveals that out of the 125 sample respondents, 100 respondents 
(80%) were motivated to prefer Hindustan products based on advertisement whereas only 
25 (20%) respondents were not motivated to buy Hindustan products through 
advertisement.  
 
Testing of Hypothesis  
Socio-economic Factors and the Extent of Motivation by the Advertisement to Prefer 
Hindustan Products 
 The following null hypotheses were framed in order to test the effect of socio-
economic factors and the extent of motivation by the advertisement, to prefer Hindustan 
products.   
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1. There exists no relationship between the age of the respondents and the impact of 
advertisement on Hindustan products selection. 

2. There exists no relationship between the educational level of the respondents and the 
impact of advertisement on Hindustan products selection. 

3. There exists no relationship between the occupation of the respondents and the 
impact of advertisement on Hindustan products selection. 

4. There exists no relationship between the income level of the respondents and the 
impact of advertisement on Hindustan products selection. 
 

Age of the Respondents and Impact of Advertisement  
 Table 4 gives the age-wise classification of respondents who have been motivated 
by advertisement or not. 
 

Table : 4 
Age Group of the Respondents and the Impact of Advertisement 

 

Age Group 
(Years) 

Motivated Not Motivated Total 

Below 30 22 4 26 

31 – 40 22 10 32 

41 - 50 45 9 54 

Above 50 11 2 13 

Total 100 25 125 

                                   Source: Primary Data 
   
 From the above table it was found that out of 100 respondents, 45 respondents 
who were motivated by seeing the advertisement belong to the age group of 41 to 50 years 
whereas 22 respondents belong to the age group of 31 to 40 years and below 30 years.  In 
the case of respondents who had not been motivated by advertisement to purchase 
Hindustan products, out of 25 respondents, 10 respondents belong to the age group of 31 
to 40 years.  
 
 In order to test the association between age and extent of motivation got by 
advertisement, chi-square test is applied to test the hypothesis, “There exists no relationship 
between the age of the respondents and the impact of advertisement on Hindustan products 
selection”. Calculated value at 3 df = 4.4197 and the table value for df 3 at 5 per cent level 
of significance is 7.82. Since the calculated value 4.4197 is less than the table value at 5 per 
cent level of significance, the null hypothesis is accepted.  Hence the researcher concluded 
that there is no significant relationship between the age of the respondents and motivation 
by advertisement. 
 
Educational Qualification of the Respondents and Impact of Advertisement 
 Educational level of respondents who have seen the advertisement and motivated 
or not motivated are provided in Table 5. 
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Table : 5 
Educational Qualification of the Respondents and Impact of Advertisement 

 

Educational Qualification Motivated Not Motivated Total 

Illiterate 3 4 7 

Below S.S.L.C 8 5 13 

S.S.L.C 18 3 21 

Higher Secondary 12 4 16 

Graduate 44 4 48 

Post Graduate 10 4 14 

Professional Degree 5 1 6 

Total 100 25 125 

                       Source: Primary Data 
 
 From the above table it could be understood that out of 100 respondents, who were 
motivated by seeing the advertisement to buy Hindustan products, about 44 respondents are 
under graduates, eight respondents had studied up to S.S.L.C, 10 respondents are post 
graduates, 12 respondents had studied higher secondary and five respondents had studied 
professional course. Out of the 25 respondents who were not motivated by seeing the 
advertisement to purchase Hindustan products, four respondents are under graduates, 
another four respondents are post graduates, five respondents had studied up to S.S.L.C and 
another only one respondents had studied professional course and four respondents had 
studied higher secondary. 
 
 Chi-square test is applied to test the hypothesis, “There exists no relationship 
between the educational level of the respondents and the impact of advertisement on 
Hindustan products selection”.. Calculated value at 4 df = 17.9240 amd the table value for 
df 6 at 5 per cent level of significance is 9.49. Since the calculated value 17.9240 is greater 
than the table value at 5 per cent level of significance, the null hypothesis is rejected.  Hence 
the researcher concluded that there is a significant association between the education level 
of the respondents and motivation by advertisement. 
 
Occupation of the Respondents and Impact of Advertisement 
 Occupations of the respondents who have seen the advertisement and motivated 
and respondents who have seen the advertisement but not motivated are provided in Table 
6. 
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Table : 6 

Occupation of the Respondents and Impact of Advertisement 
 

Occupation Motivated Not Motivated Total 

Business 15 5 20 

Government Employees 37 8 45 

Private Employees 29 6 35 

Professionals 12 3 15 

Others 7 3 10 

Total 100 25 125 

                          Source: Primary Data 
 
 Out of the 100 respondents who were motivated by seeing the advertisement to buy 
Hindustan products, 37 are government workers, 15 are businessmen, 29 are private 
company workers and 12 are professionals. Out of the 25 respondents who had seen the 
advertisement and not motivated, six respondents are private company workers, eight 
respondents are government workers while five respondents are businessmen. 
 
 Chi-square test is applied to test the hypothesis, “There exists no relationship 
between the occupational level of the respondents and the impact of advertisement on 
Hindustan products selection”.. Calculated value at 4 df = 1.2250 and the table value for df 
4 at 5 per cent level of significance is 9.49. Since the calculated value 1.2250 is less than the 
table value at 5 per cent level of significance, the null hypothesis is accepted.  Hence the 
researcher concluded that there is no significant association between the occupation of the 
respondents and motivation by advertisement. 
 
Income of the Respondents and Impact of Advertisement 
 Table 7 shows the income distribution of respondents and the impact of 
advertisement on Hindustan products preference. 
 

Table : 7 
Income of the Respondents and Impact of Advertisement 

 

Income (Rs.) Motivated Not Motivated Total 

Below 10,000 12 5 17 

10,000 – 15,000 35 7 42 

15,000 – 20,000 25 6 31 

20,000 – 25,000 16 3 19 

Above 25,000 12 4 16 

Total 100 25 125 

                                Source: Primary Data 
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 From the Table 7 it could be seen that out of 100 respondents who were motivated 
by seeing the advertisement to purchase Hindustan products, 35 respondents belonged to 
the income group of Rs.10000-15,000 whereas 25 respondents belonged to the income 
group of Rs.15,000-20,000.  Out of 25 respondents who had seen the advertisement but not 
motivated to purchase a particular brand of consumer durables, seven respondents belonged 
to the income group of Rs.10,000-15,000 whereas six respondents belonged to the income 
group of Rs.15,000-20,000.   
 
 Chi-square test is applied to test the hypothesis, “There exists no relationship 
between the income of the respondents and the impact of advertisement on Hindustan 
products selection”.. Calculated value at 4 df = 2.5004 amd the table value for df 4 at 5 per 
cent level of significance is 9.49. Since the calculated value 2.5004 is less than the table value 
at 5 per cent level of significance, the null hypothesis is accepted.  This reveals that 
advertisement motivation is not dependent on the income level.  
 

V. SUGGESTIONS 
 

 Advertisement may bring out the superiority of the products over other brands and 
the uniqueness of their brands. Advertisements may be attractive and influencing.  
In addition, they may be more informative to buyers.  

 It is suggested that the Hindustan manufacturers may sell the products at 
reasonable price to suit the needs of the middle income groups. 

 It is also suggested that loan facilities may be arranged on reasonable interest rate 
and minimum legal formalities to attract more customers to buy costly Hindustan 
products. 

 Hindustan products manufacturer may take care of the significant factors like 
quality, price, maintenance etc., while product designing as well as during product 
promotion.  

 It is suggested that brand image and brand loyalty could be boosted by selling 
quality of Hindustan products at reasonable price.      
 

VI. CONCLUSION 
 
 Most of the respondents of Thoothukudi taluk are aware of many popular brands 
of products.  They feel that Hindustan products brand name tells them something about 
product quality, utility, technology and the like. The manufacturer’s pursuit for excellence 
has brought competing designs and models into the world of Hindustan products. Their 
ventures in the field of advertisements have strongly influenced the customers regarding the 
excellence of Hindustan products.  Thus the researcher concluded that advertisements have 
played a vital role in motivating the respondents of Hindustan products. 
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