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Abstract : The purpose of this study is to investigate and evaluate successful brand equity recovery tactics for 

fast-moving consumer goods (FMCG) businesses that operate in the Indian market after a crisis. Strong brand 

equity is essential for long-term success in India's FMCG industry, which is marked by fierce competition, quick 

market shifts, and changing customer preferences. However, crises like product recalls, poor quality, bad press, 

or market disruptions can seriously harm a brand's reputation and undermine customer confidence. 

A mixed-methods strategy will be used in this study, integrating qualitative and quantitative research techniques. 

To learn more about the kinds of crises that FMCG companies in India experience and the particular difficulties 

they present to brand equity, qualitative techniques such as case studies and interviews with industry experts and 

stakeholders will be employed. Quantitative surveys will also be carried out to evaluate consumer attitudes and 

perceptions of impacted brands prior to, during, and following the crisis. 

The effectiveness of crisis communication tactics, product quality assurance procedures, brand transparency, 

consumer trust-building programs, and competitive positioning strategies are just a few of the important factors 

that will be identified and examined in this study as they relate to the recovery of brand equity in the Indian FMCG 

market. The study intends to create a thorough framework of brand equity recovery tactics suited to the 

particularities of the FMCG industry in India by combining empirical data and theoretical frameworks from 

brand management literature. 

For FMCG firms dealing with brand crises in the Indian market, the research's findings will offer insightful 

analysis and useful suggestions that will help them overcome obstacles, restore brand equity, and win back 

consumer trust. The study's ultimate goal is to further our understanding of brand management theory and assist 

FMCG businesses in making strategic decisions in fast-paced, cutthroat markets. 
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I. INTRODUCTION 
India's fourth-largest industry, the Fast-Moving Consumer Goods (FMCG) sector, is vital to the country's 

economy. Toiletries, detergents, cosmetics, medications, soft drinks, and packaged foods are examples of vital 

consumer packaged goods. The market, which is marked by a considerable consumption gap between urban and 

rural areas, is dominated by large corporations like Dabur, Colgate, and Hindustan Unilever. About 60% of FMCG 

consumer revenue comes from urban areas, while rural and semi-urban segments are rapidly expanding and now 

account for over 40%, underscoring the growing significance of these markets. 

Growth potential is increased by demographic trends such a younger population, urbanization, and 

increased consumer spending. While a burgeoning middle class creates new commercial opportunities, 

government urban development projects are creating "new wave" cities. The market is changing as a result of 

technological improvements, especially in smartphone usage and internet connectivity. By 2030, e-commerce is 

expected to account for about 40% of FMCG transactions due to customer demand for convenience and the growth 

of quick-commerce platforms. 

In terms of revenue, the Indian FMCG market produced about ₹20,73,300 crore (about USD 245.4 

billion) in 2024. Due to structural changes and the effects of digital adoption, predictions indicate growth to USD 

615–616 billion by 2027. This expansion is being supported by government measures, such as the Goods and 
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Services Tax (GST), which simplifies taxes, and the ease of 100% foreign direct investment (FDI) in certain retail 

models. Due to rising affluence, urbanization, and changing customer preferences, the industry is also attractive 

to a variety of investors. 

For FMCG businesses, brand equity is essential since it shapes consumer attitudes and actions. It 

represents a brand's intangible worth and is essential for preserving a competitive edge, allowing revenue growth 

through premium pricing, and guaranteeing market share retention. High equity brands encourage customer 

loyalty and trust, which raises perceived value. Additionally, powerful brands highlight the diverse worth of brand 

equity in the FMCG industry by fostering economic growth, job creation, quality standards, and responsible 

practices. 

In the Indian market, brand equity recovery—which is impacted by cultural diversity, changing market 

dynamics, and regulatory environments—is essential for restoring consumer confidence, trust, and loyalty 

following catastrophes. In order to effectively communicate and market, brands must adopt cultural sensitivity 

and modify their methods to appeal to a wide range of cultural preferences. Due to the urbanization and 

digitalization of the market, brands must improve their online presence, maximize omnichannel experiences, and 

prioritize personalization while keeping up with sustainability and health trends. 

Following a crisis, FMCG companies must overcome a variety of obstacles to regain their brand equity, 

such as harm to their reputation, consumer mistrust, fierce competition, and financial limitations that make 

recovery more difficult. Legal compliance is crucial to reduce risks, and supply chain disruptions can result in 

shortages and quality problems. In the digital age, reputation management has become essential since social media 

problems may escalate quickly. Long-term sustainability and brand resilience are also crucial since businesses 

need to devise plans for restoring customer loyalty and trust via openness, responsibility, and creativity. 

 

II. LITERATURE REVIEW 
A. Definition and Components of Brand Equity 

Brand equity is a representation of the consumer relationships and intangible assets that increase a brand's 

value. Among its fundamental components are brand awareness, brand association, perceived quality, brand 

loyalty, and brand identity. These components add value through consumer perceptions that go beyond useful 

benefits, according to David A. Aaker's notion from "Managing Brand Equity" (1991). Brand loyalty is crucial 

for profitability since loyal customers are more likely to make repeat purchases. Perceived quality fosters trust, 

whereas brand associations have an emotional effect on preferences. While brand awareness boosts market share 

and recognition, brand assets like trademarks bolster competitive advantage. Aaker emphasizes the strategic 

significance of these elements for effective market positioning and brand management. 

 

B. Theoretical Frameworks for Understanding Brand Equity Recovery 

Rebuilding perceived quality, loyalty, awareness, and brand connections is a key component of Aaker's Brand 

Equity Model after a crisis (Aaker, 1991).  

 

Rebuilding consumer trust and emotional ties through pleasant experiences is a key component of Keller's Brand 

Resonance and CBBE models (Keller, 1993; Keller, 2001). Crisis readiness and flexibility are included by the 

Brand Resilience Framework as essential components of maintaining brand credibility. Several crucial methods 

are highlighted by earlier studies on brand equity recovery tactics in the FMCG industry:  

1. Communication and Transparency in Brand Equity Recovery: In FMCG companies, timely and transparent 

crisis communication is essential to brand equity recovery. Particularly in cutthroat markets like India, clear, 

honest, and compassionate messaging lowers false information, maintains consumer trust, and reinstates perceived 

quality and loyalty (Hyland-Wood et al., 2021; Citrawijaya et al., 2024; Mwandembo, 2024). 

2. Product Innovation and difference in Brand Equity Recovery: In the FMCG industry, product innovation and 

difference are essential for brand equity recovery. While distinct USPs lessen price sensitivity and build brand 

equity, supporting post-crisis recovery and competitive advantage, consistent innovation in line with customer 

needs increases perceived value, loyalty, and market share (Gunawan et al., 2025; Knudsen et al., 2023; Tojiri, 

2023; Dickson & Ginter, 1987). 

3. Customer involvement and Relationship Building in Brand Equity Recovery: In FMCG companies, customer 

involvement via tailored, interactive, and loyalty-based tactics is essential to brand equity recovery. According to 

research, this kind of interaction restores emotional attachment, trust, and satisfaction, which encourages loyalty 

and repeat business, particularly when it is accompanied by open communication and ethical data use (Cardoso et 

al., 2022; Moon et al., 2025; Tp, 2025; Younis & Zeebaree, 2025). 

4. Strategic partnerships with Suppliers and Distributors in Brand Equity Recovery: By enhancing operational 

effectiveness, product quality, and supply dependability, strategic partnerships with suppliers and distributors help 

FMCG companies regain their brand equity. Effective supplier management boosts customer satisfaction and 

trust, strengthening post-crisis brand equity, while supply chain integration and trust-based collaboration improve 
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performance and credibility (Reklitis et al., 2021; Prananta & Hidayat, 2024; Carter, 2024; Olutimehin et al., 

2024). 

5. CSR, Sustainability, and Brand Reputation in Brand Equity Recovery: CSR and sustainability serve as tactical 

instruments for the recovery of brand equity following a disaster (Malapur, 2024). While inauthentic activities run 

the danger of losing credibility, authentic CSR initiatives improve brand reputation, trust, and loyalty (ElAlfy et 

al., 2020; Srivastava, 2024). In FMCG markets, integrating CSR with sustainability frameworks enhances long-

term brand resilience and competitive advantage (Fatima & Elbanna, 2022). 

 

C. Insights from Case Studies of Brand Equity Recovery in India and Globally 

➢ Nestlé India's Maggi Noodles: Following accusations of lead poisoning, Nestlé India put in place a recovery 

plan that included a significant recall, extensive testing, open communication, redesigned packaging, the 

launch of healthier product options, and celebrity endorsements to restore customer confidence. 

➢ When worms were found in its chocolates, Cadbury India faced a dilemma because of product contamination. 

In a swift response, the corporation launched marketing efforts to reassure customers about safety, improved 

quality control, and recalled impacted products. Customers' trust in the company was effectively restored by 

their open communication and commitment to excellence. 

➢ Pesticide residues in PepsiCo India's soft drinks caused the business to take proactive steps, including 

enhancing quality testing procedures, working with regulatory bodies, and launching consumer education 

campaigns. Restoring brand equity was aided by these initiatives in open communication and quality control.  

➢ In an effort to address fairness norms and promote diversity, Hindustan Unilever Limited (HUL) rebranded 

its Fair & Lovely brand as "Glow & Lovely." Customers now have a positive image of the company as a 

result of this shift, which reflects a broader definition of beauty and includes advertising that support 

empowerment and diversity. 

➢ The well-known Indian biscuit company Parle-G restored its brand equity by using emotional appeal and 

nostalgia in its marketing strategies. Its advertising strategies highlighted family values, affordability, and 

nutrition, strengthening its position as a household staple and fostering brand loyalty.  

➢ Dabur India, a well-known FMCG company that specializes in Ayurvedic products, had problems with 

consumer perception and product efficacy. The business conducted clinical trials, made research and 

development investments, and obtained certifications to back up its claims in order to overcome these 

obstacles. Restoring brand equity was greatly aided by their dedication to authenticity, quality, and 

transparency. 

➢ Due to adulteration and fake goods, Amul, the biggest dairy cooperative in India, struggled with brand equity. 

As a result, the company launched awareness programs to teach consumers how to recognize authentic Amul 

products. This ultimately served to protect product integrity and foster consumer trust, which strengthened 

the company's brand equity.  

➢ Colgate-Palmolive India invested in product innovation by introducing new versions catered to consumer 

needs in response to competition in the oral care sector. Brand equity was increased by their emphasis on oral 

health education, product differentiation, and smart pricing. 

➢ In order to adapt to shifting consumer demands, ITC Limited, a multinational corporation, has effectively 

extended its FMCG range. Through quality control and sustainable practices, the company improved its brand 

equity and market competitiveness by introducing premium and value-added products in the food, beverage, 

and personal care sectors. 

➢ Britannia Industries used innovative products and successful marketing strategies to reinvigorate its brand in 

the baking and biscuit sector. The company was able to reach new consumer categories and increase brand 

loyalty by introducing healthier and more decadent versions, concentrating on regional flavors, and improving 

distribution networks.  

These illustrations show how Indian FMCG companies have effectively navigated market problems and 

strengthened their competitive stance by recovering and enhancing their brand equity through innovation, 

transparency, and consumer-centric tactics. 

The Tylenol crisis at Johnson & Johnson, Toyota's product recalls, and Samsung's Galaxy Note 7 

accidents are examples of global case studies that highlight best practices and difficulties in regaining brand equity 

in a variety of sectors and geographical areas. 

FMCG organizations can better understand the dynamics of brand equity recovery and develop strategies 

to reduce risks during times of crisis by using insights from case studies and literature. 

These tactics highlight how crucial innovation, openness, and customer involvement are to building 

brand equity in the FMCG industry. To regain the trust of consumers, FMCG companies must place a high priority 

on authenticity and openness in crisis management. In order to address issues and show a commitment to 

resolution, proactive communication with stakeholders is crucial. Adapting to shifting consumer tastes requires 

embracing innovation. Brand equity recovery is improved by a customer-centric strategy that emphasizes 
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feedback and satisfaction. Maintaining brand resilience requires ongoing improvement through assessments and 

remedial measures. 

For FMCG firms to reduce brand equity risks, crisis preparedness and reaction plans are essential. For 

increased preparedness, experts recommend creating crisis management procedures, preparing scenarios, and 

funding staff training. Understanding consumer views enables businesses to customize their messaging and 

services, which is why consumer-centric tactics are essential for brand equity recovery. Working together with 

partners and peers in the sector is crucial for addressing shared difficulties and facilitating the sharing of expertise. 

FMCG firms may develop strategies that effectively maintain brand equity in a dynamic environment by using 

expert insights and learning from successful recovery attempts. 

 

III. STRATEGIES FOR BRAND EQUITY RECOVERY 
➢ Communication and Crisis Management emphasizes how important it is for FMCG companies to 

communicate honestly and openly in times of crisis in order to build stakeholder trust in product safety. It is 

advised to use both digital and traditional media outlets; digital platforms enable real-time engagement and 

customer feedback, while traditional media delivers widespread credibility. 

➢ Product Innovation and Differentiation highlights the need for FMCG companies to innovate and adapt their 

products in response to changing consumer expectations. This includes introducing new product variants and 

making adjustments to formulas and packaging. 

➢ The goal of Customer Engagement and Relationship-Building is to improve customer service so that 

complaints and questions can be handled efficiently and loyalty can be cultivated. Particularly on digital 

platforms, experiential marketing techniques like product sampling and interactive events are essential for 

fostering emotional connections and improving brand recall. 

➢ Long-Term Brand Building Strategies emphasize the importance of emotional ties in fostering brand loyalty, 

which are bolstered by loyalty programs and pertinent narratives. Additionally, purpose-driven initiatives 

help companies stay relevant in the cutthroat FMCG market by aligning them with social values. 

➢ In order to restore customer confidence after the crisis, supply chain strengthening and quality assurance 

emphasize the need of transparency and quality control. This entails strict third-party certifications and 

supplier audits to guarantee uniform product quality across channels, which is essential for building brand 

equity. 

➢ Corporate Social Responsibility and Sustainability Initiatives contend that purpose-driven CSR improves 

brand reputation and goodwill, particularly when it is in line with real social consequences. Participating in 

local communities increases brand validity, especially for FMCG firms in India. 

➢ Value Assurance and Pricing Post-crisis pricing modifications, such value packs and temporary reductions, 

may help lower perceived risks, according to strategies. Transparent pricing promotes consumer confidence 

in product quality and strengthens consumer trust, which helps the market recover. 

➢ Distribution and Channel Reinforcement emphasizes how important it is for products to be visible on several 

retail and e-commerce platforms in order to minimize rivalry during recovery and support brand presence. 

➢ Internal branding and employee engagement emphasize the role of employees as brand ambassadors, 

particularly during recovery phases. Consistent service quality is ensured via efficient internal communication 

and training, which improves customer interactions. 

Lastly, Monitoring, Feedback, and Adaptive Learning promote continuous customer sentiment analysis via 

feedback systems and social listening. Brand resilience and preparedness for future disruptions are fostered by 

learning from crises and modifying tactics. 

 

IV. DISCUSSIONS 
Key implications for FMCG firms in India are highlighted by the synthesis of findings: 1) Rebuilding 

brand equity requires transparency and authenticity, which calls for honest and open communication. 2) 

Businesses should give consumer-centric strategies top priority, concentrating on comprehending demands and 

preferences through involvement and innovation. 3) In a market that is dynamic, long-term viability necessitates 

constant dedication to innovation and adaptation. 

Key strategies among FMCG companies are highlighted by comparing global brand equity recovery 

trends: emphasizing crisis preparedness and response through proactive engagement and transparent 

communication; utilizing digital technologies for increased consumer engagement; and concentrating on purpose-

driven branding that aligns with sustainability and social causes to foster deeper emotional connections with 

consumers. 

The study has deficiencies that need to be addressed despite its insights. The breadth might not accurately 

represent all Indian FMCG companies' experiences with brand equity recovery. Future studies should strive for a 

larger sample size and a range of viewpoints. Furthermore, the data sources' dependability varies, and future 

research should employ strict data integrity procedures. Examining new trends and socioeconomic aspects 
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influencing brand recovery methods is necessary given the rapidly evolving FMCG landscape. In the end, the 

results provide FMCG companies in India with useful advice on how to improve resilience and maintain long-

term success through innovation, consumer-centricity, and transparency. 

 

REFERENCES 
[1]. Cardoso, A., Gabriel, M., Figueiredo, J., Oliveira, I., Rêgo, R., Silva, R., Oliveira, M., & Meirinhos, G. (2022). Trust and Loyalty in 

Building the Brand Relationship with the Customer: Empirical Analysis in a Retail Chain in Northern Brazil. Journal of Open 
Innovation: Technology, Market, and Complexity. https://doi.org/10.3390/joitmc8030109 

[2]. Carter, E. (2024). Influence of Supplier Relationship Management on Product Quality. International Journal of Supply Chain 

Management. https://doi.org/10.47604/ijscm.3118 
[3]. Citrawijaya, O., Susanto, B., & Amalia, D. (2024). The Role of Communication Strategies in Crisis Management: A Comparative 

Analysis Across Industries. The Journal of Academic Science. https://doi.org/10.59613/cej49p88 

[4]. Dickson, P., & Ginter, J. (1987). Market Segmentation, Product Differentiation, and Marketing Strategy. Journal of Marketing, 51, 1 
- 10. https://doi.org/10.1177/002224298705100201 

[5]. ElAlfy, A., Palaschuk, N., El-Bassiouny, D., Wilson, J., & Weber, O. (2020). Scoping the Evolution of Corporate Social 

Responsibility (CSR) Research in the Sustainable Development Goals (SDGs) Era. Sustainability. 
https://doi.org/10.3390/su12145544 

[6]. Fatima, T., & Elbanna, S. (2022). Corporate Social Responsibility (CSR) Implementation: A Review and a Research Agenda Towards 

an Integrative Framework. Journal of Business Ethics, 183, 105 - 121. https://doi.org/10.1007/s10551-022-05047-8 
[7]. Hyland-Wood, B., Gardner, J., Leask, J., & Ecker, U. (2021). Toward effective government communication strategies in the era of 

COVID-19. Humanities and Social Sciences Communications, 8, 1-11. https://doi.org/10.1057/s41599-020-00701-w 

[8]. Knudsen, M., Von Zedtwitz, M., Griffin, A., & Barczak, G. (2023). BEST PRACTICES IN NEW PRODUCT DEVELOPMENT 
AND INNOVATION: RESULTS FROM PDMA'S 2021 GLOBAL SURVEY. Journal of Product Innovation Management. 

https://doi.org/10.1111/jpim.12663 

[9]. Malapur, K. S. (2024). Corporate social responsibility integration in corporate restructuring: A pathway to sustainable growth. IOSR 
Journal of Business and Management, 26(3), 33–42. https://doi.org/10.9790/487X-2603083342 

[10]. Moon, J., Lee, S., & Lee, Y. (2025). Impacts of general agents' customer relationship-building behaviors on trust, satisfaction, and 

renewal intention: A PLS-SEM and NCA approach.. Acta psychologica, 258, 105162. https://doi.org/10.1016/j.actpsy.2025.105162 
[11]. Mwandembo, F. (2024). Navigating the Storm; Effective Crisis Communication Strategies. International Journal of Innovative 

Science and Research Technology (IJISRT). https://doi.org/10.38124/ijisrt/ijisrt24mar2080 

[12]. Olutimehin, D., Nwankwo, E., Ofodile, O., & Ugochukwu, C. (2024). STRATEGIC OPERATIONS MANAGEMENT IN FMCG: A 
COMPREHENSIVE REVIEW OF BEST PRACTICES AND INNOVATIONS. International Journal of Management & 

Entrepreneurship Research. https://doi.org/10.51594/ijmer.v6i3.935 

[13]. Prananta, A., & Hidayat, K. (2024). Influence of Supply Chain Integration, Information Sharing, and Supplier Relationships on 
Operational Efficiency of Manufacturing Companies. International Journal of Business, Law, and Education. 

https://doi.org/10.56442/ijble.v5i2.712 

[14]. Reklitis, P., Sakas, D., Trivellas, P., & Tsoulfas, G. (2021). Performance Implications of Aligning Supply Chain Practices with 

Competitive Advantage: Empirical Evidence from the Agri-Food Sector. Sustainability. https://doi.org/10.3390/su13168734 

[15]. Srivastava, V. (2024). Impact of Corporate Social Responsibility (CSR) initiatives on brand reputation: A study on how CSR activities 

enhance brand reputation and consumer loyalty in the context of sustainable marketing practices. International Journal of Science 
and Research Archive. https://doi.org/10.30574/ijsra.2024.13.1.1869 

[16]. Tojiri, Y. (2023). Product Differentiation Strategy for Organizational Financial Profitability: Enchancing Market Share and 

Profitability- A Comprehensive Literature Review. Atestasi : Jurnal Ilmiah Akuntansi. https://doi.org/10.57178/atestasi.v6i2.821 
[17]. Tp, K. (2025). Customer Engagement Strategies and their Impact on E-Commerce Loyalty. Journal of Informatics Education and 

Research. https://doi.org/10.52783/jier.v5i2.2962 

[18]. Younis, K., & Zeebaree, S. (2025). The Evolution of Consumer Trust in E-Commerce: Exploring Digital Strategies for Enhanced 
Loyalty. Asian Journal of Research in Computer Science. https://doi.org/10.9734/ajrcos/2025/v18i3594 

 
 

https://doi.org/10.3390/joitmc8030109
https://doi.org/10.47604/ijscm.3118
https://doi.org/10.59613/cej49p88
https://doi.org/10.1177/002224298705100201
https://doi.org/10.3390/su12145544
https://doi.org/10.1007/s10551-022-05047-8
https://doi.org/10.1057/s41599-020-00701-w
https://doi.org/10.1111/jpim.12663
https://doi.org/10.9790/487X-2603083342
https://doi.org/10.1016/j.actpsy.2025.105162
https://doi.org/10.38124/ijisrt/ijisrt24mar2080
https://doi.org/10.51594/ijmer.v6i3.935
https://doi.org/10.56442/ijble.v5i2.712
https://doi.org/10.3390/su13168734
https://doi.org/10.30574/ijsra.2024.13.1.1869
https://doi.org/10.57178/atestasi.v6i2.821
https://doi.org/10.52783/jier.v5i2.2962
https://doi.org/10.9734/ajrcos/2025/v18i3594

