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Abstract  

 

This research paper investigates the transformative impact of social media analytics on marketing tactics and 

consumer behaviour in India’s fast-moving consumer goods (FMCG) industry. The paper first explores social 

media analytics and analyses how, with the increasing prevalence of social media, tools like sentiment analysis, 

hashtag tracking, and predictive analytics have become essential for understanding consumer preferences, 

predicting market trends, and tailoring marketing campaigns. The study then explores the unique complexities of 

India’s diverse and price-sensitive FMCG sector, emphasising the strategic use of analytics by brands such as Amul 

to enhance customer engagement and loyalty. Furthermore, the paper examines future advancements in social media 

analytics, including the potential of augmented and virtual reality technologies and the importance of aligning 

strategies with growing consumer demand for sustainability. The findings underscore the pivotal role of social 

media analytics in empowering FMCG brands to effectively navigate dynamic market landscapes such as that of 

India, strengthen their consumer relationships, and drive sustained growth. 
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Introduction  

Social media, which refers to a variety of technologies that facilitate the sharing of ideas and information among 

their users, has changed how people communicate globally and how companies and customers engage (Dollarhide, 

2024). Social media platforms allow businesses to connect directly with their audiences, encouraging personalised 

interactions and conversations in contrast to traditional marketing strategies that depend on mass media and limited 
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feedback methods (Mikhael, 2024). With over 400 million users in India alone and over 5.2 billion active users 

worldwide as of 2024, social media sites like Facebook, Instagram, Twitter, and LinkedIn have taken centre stage 

in recent advertising tactics. In addition to finding entertainment, consumers use this platform to research products, 

read reviews, and decide what to buy. Businesses can gain insight into their customers' preferences, views, and 

behaviours thanks to the vast amount of data generated by the user base.  

 

The process of gathering, evaluating, and interpreting social media data, known as social media analytics, has 

become essential for companies in various sectors looking to improve their marketing plans and create closer bonds 

with their customers. Social media analytics help businesses make better decisions by allowing them to track brand 

mentions and analyse feedback from consumers. However, there are particular difficulties in using social media 

data effectively in the fast-moving consumer goods (FMCG) industry, where products focus more on meeting needs 

than wants. Unlike industries with appealing products, FMCG brands frequently find it difficult to engage audiences 

meaningfully. The proper use of social media analytics becomes even more critical in a market as competitive and 

diverse as India, where consumer preferences differ significantly across demographics and geographical areas. 

These challenges bring up an important investigation: How do social media analytics affect marketing tactics 

and consumer behaviour in India's FMCG industry? 

 

This study examines how vital social media analytics is in understanding and affecting consumer behaviour in the 

FMCG sector in India. The study analyses the use of social media analytics in developing successful marketing 

strategies and addressing the difficulties presented by India's diverse market through a case study of Amul, one of 

the country's most recognisable FMCG brands. Additionally, it looks at new trends that will influence social media 

analytics in the FMCG industry going forward, providing insight into its expanding potential.  

 

An Introduction to Social Media Analytics  

 

As mentioned, social media analytics refers to gathering, examining, and predicting data from social media 

platforms to derive useful insights. Social media analytics has become vital for companies looking to remain 

competitive in the digital age, as customer preferences, opinions, and behaviours are increasingly expressed online. 

By bridging the gap between strategic decision-making and raw data, it helps businesses anticipate trends, improve 

customer experiences, and enhance marketing tactics. Its significance cuts across several sectors, such as 

technology, entertainment, and fashion, highlighting its adaptability and relevance. Elaborating on the 

aforementioned, social media analytics is essential in industries like fashion, where brands use insights to 

comprehend consumer preferences and forecast future trends. For instance, businesses like Zara monitor social 

media sites to determine how well-liked particular patterns, colours, or designs are (Wang, 2023). Similar to this, 

entertainment platforms like Netflix and Spotify use social media analytics to customise their content offerings. 

While Spotify uses it to suggest playlists or artists based on popular tastes and their personal tastes through ‘Spotify 
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Wrapped (Mulkers, 2023),’ Netflix uses it to predict which television programs or films will appeal to viewers by 

analysing user interactions and social media chatter while also being involved in the chatter themselves for more 

extensive marketing through humour and building interaction (Gogolan, 2021). These examples show how social 

media analytics functions as a scientific and practical field with the potential to revolutionise various industries. 

 

Fundamentally, social media analytics uses various tools and techniques to gather and handle data efficiently. 

Examples of the brands that make this process easier are Hootsuite, Brandwatch, and Sprout Social. For example, 

Hootsuite tracks engagement metrics like likes, shares, and comments to assist in managing multiple social media 

accounts (Hootsuite Inc., 2025). This makes it possible for companies to easily track how well their content 

performs on various platforms since businesses can schedule posts, keep track of conversations, and instantly 

analyse platform trends while planning posts and getting their captions generated through AI (Hanna and Awati, 

2024). Furthermore, Brandwatch goes above and beyond since it can analyse millions of conversations happening 

online to uncover consumer sentiment, track brand mentions, and benchmark against competitors (Wu, 2017). 

Using these features, businesses can learn how the public feels about their brand or a particular campaign. In the 

same way, Sprout Social offers extensive data representation capabilities that enable businesses to track audience 

demographics and the performance of campaigns in real time. Businesses can use their comprehensive audience 

analytics to identify important population trends, monitor the effectiveness of individual posts, and adjust 

campaigns for ideal engagement (White, 2024). 

 

The efficiency of these tools arises from their capacity to apply sophisticated analytics methods. For instance, 

sentiment analysis helps brands determine whether public opinion is neutral, favourable, or negative towards a 

campaign or product by interpreting the emotional tone of social media posts. Using advanced algorithms built on 

technologies such as natural language processing (NLP) - a category of artificial intelligence - this analysis 

identifies the emotions underlying these interactions. NLP algorithms can categorise customer reviews as 

unfavourable or favourable, giving brands a clear picture of public opinion. Through techniques such as part-of-

speech tagging, named entity recognition, and text summarisation, sentiment analysis becomes more refined. 

Understanding consumer emotions is pivotal for strategising effectively since research shows that 70% of consumer 

decisions are based on emotional aspects, while the remaining 30% are based on rational factors (Lown, 2024). 

However, it is necessary for the technologies which enable such analysis to constantly evolve and become more 

refined as certain challenges may persist, with the primary difficulty being the variety and variability of social 

media language - especially with the frequent use of slang, abbreviations, and emojis, which evolve with 

generational trends (Abisiga, Singh, and More, 2025). 

 

Another important tactic is hashtag tracking, which helps businesses evaluate the popularity and reach of particular 

hashtags and assess the effectiveness of marketing initiatives. Likes, comments, clicks, mentions, and shares are 

examples of engagement metrics that give businesses more information about user interactions and help them assess 
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how well their social media campaigns are working. By calculating engagement rates, businesses can fine-tune their 

strategies to optimise their marketing outcomes (Tumas, 2024). Predictive analytics, which makes use of past data 

to predict future patterns is also a crucial strategy as part of social media analytics. Predictive models can identify 

which products are likely to go viral or which marketing strategies will work best by examining previous campaigns 

and their results. For instance, Amazon uses AI-powered algorithms to predict consumer behaviour and shopping 

trends, enabling it to stock products appropriately. During the peak of the COVID-19 pandemic, Amazon used AI-

driven predictive forecasting to adapt quickly to unexpected demand surges, such as the 213% spike in toilet paper 

sales (Amazon Web Services, 2021). 

 

To sum up, social media analytics offers businesses unmatched chances to prosper in a cutthroat market by 

balancing the intersections of technology, data science, and business strategy. Businesses can fully utilise social 

media data by adopting tools such as Hootsuite, Brandwatch, and Sprout Social. 

 

Consumer Behavior in the FMCG Sector  

 

Fast-moving consumer goods (FMCGs) are products that sell quickly at relatively low cost (Kenton, 2024). 

Frequent purchases, low consumer involvement, and fierce competition are characteristics of the FMCG industry. 

Essential products like food, drinks, personal care items, and household goods are included in this industry. These 

products primarily meet basic needs but can also be associated with aspirational or emotional branding - Maslow's 

hierarchy of needs suggests that FMCG products frequently satisfy physiological needs like hunger and cleanliness 

(Cherry, 2024); however, many FMCG brands still use emotional branding techniques to appeal to higher-order 

needs like acknowledgement and belonging. Coca-Cola, for instance, frequently uses themes of joy and community 

in its advertising campaigns, turning a simple product like soda into a representation of happy memories and shared 

feelings through storytelling and personalisation. Likewise, Nestlé uses the slogan "Good Food, Good Life" to 

appeal to consumers' aspirations and their “Healthy Kids” campaign to promote wellness and nutrition (Pandya, 

2023).  

 

Because social media analytics offer practical insights into consumer preferences, habits, and emotions, they have 

significantly changed consumer behaviour in the FMCG industry. Understanding peer influence and proof of 

influence is one of social media analytics' most important contributions. Brands can determine how customers see 

their products by looking at user-generated content, sentiment, and engagement metrics. Coca-Cola's "Share a 

Coke" campaign, for example, was informed by social media analytics that showed personalisation to be a 

significant engagement driver (Sharma, 2024). Monitoring the sentiment and reach of shared photos helped the 

campaign succeed by allowing Coca-Cola to make real-time adjustments to its strategy and, hence, witnessing an 

increase in sales by 2.5% just less than a year after the campaign was launched in 2012 (Puri and Suresh, 2024). 

Social media analytics are also crucial to the expanding FMCG trend of influencer marketing. To make sure 
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influencer partnerships have the intended effect, advanced methods track metrics like campaign performance, 

audience demographics, and engagement rates (StoryClash, 2023). For instance, Gillette India's use of celebrities 

and male influencers to promote their new "SkinGuard" razor is a prime example of how influencer marketing is 

affecting the FMCG industry. They used social media campaigns with influencers along with the hashtag 

"#NoMoreFoamo" to increase brand awareness and reach a larger audience, which could boost sales of the new 

product (Eleve, 2020). This data-driven strategy guarantees that brands measure the campaigns' return on 

investment in addition to identifying the appropriate influencers. 

 

However, using social media analytics presents particular challenges for the FMCG industry. It can be difficult to 

deal with the massive amount of customer data generated on social media platforms and the constant changes in 

consumer sentiment (Ajeevi, 2024). Sophisticated tools are needed to sort and analyse the data. By examining 

trends, sentiment, and demographic data, tools like Brandwatch and Sprout Social assist FMCG brands in finding 

insights that can be put to use (Kundu, 2024). That being said, in a country like India, the variety of consumer 

preferences creates another level of complexity. For analytics to be successful, localised strategies are required due 

to regional languages, cultural differences, and different digital behaviours.  

 

Case Study: Amul India’s Use of Social Media Analytics  

 

A growing population, rising disposable income, and changing consumer preferences have all contributed to India's 

FMCG market's recent rapid expansion. By 2025, the industry is predicted to grow to $220 billion, highlighting its 

significance to the national economy (Technopak, 2025). Nonetheless, India's FMCG industry also faces particular 

difficulties. These include regional differences in taste and culture, a wide range of consumer demographics, and 

fierce competition between local and foreign brands. Additionally, because of the industry's fast growth and 

frequent product launches and marketing campaigns, brands must remain adaptable and responsive to shifts in the 

market. 

 

Amul stands out as a leader in India's FMCG industry in this constantly changing environment. One of the most 

recognisable dairy companies in India, Amul was established in 1946 and is well-known for a variety of goods, 

including cheese, ice cream, butter, and milk (Kumar, 2023). The brand's emphasis on quality, affordability, and 

creative marketing techniques has continuously allowed it to hold a dominant market position. The well-known 

"Amul Girl" cartoon character (JC, 2023), appearing in Amul's current ads, has been a significant part of the brand's 

identity. These advertisements often provide humorous and relevant viewpoints (Team Pepper, 2024) that appeal 

to the Indian audience while commenting on current events, from political matters to entertainment.  

 

Amul's marketing strategy shows its ability to use social media analytics to interact with customers in real time. 

Amul is able to create timely and culturally relevant content by keeping an eye on popular subjects on social media 
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sites like Facebook, Instagram, and Twitter. To make sure that its messages 

are in sync with public opinion and are likely to be well received, the brand 

uses social media analytics tools to examine customer sentiment and 

engagement. To take advantage of the national obsession with cricket, Amul, 

for example, regularly coordinates its marketing campaigns with important 

cricket events such as the IPL or the ICC Cricket World Cup. Amul 

frequently uses humour and references to the current matches in their social 

media posts during these events, making the brand more relatable.  

 

Similarly, Amul adjusts its content to reflect the festive mood during national holidays or important cultural festivals 

like Diwali or Independence Day, strengthening its bond with customers. For instance, in 2020, Amul released a 

doodle featuring its mascot alongside a soldier, both wearing face masks 

and saluting the tricolour, emphasising safety during the pandemic. The 

caption read, "Swadtantra Divas! Amul Taste of freedom," seamlessly 

blending the themes of freedom and health precautions.  

 

Beyond the more obvious 

celebrations, Amul also catches 

onto and aligns its content with any 

major cultural moments. For example, during the inauguration of the Ayodhya 

Ram Mandir, Amul released a topical featuring its mascot standing before the 

temple with folded hands, captioned, "Temple of a billion hopes," reflecting 

the nation's sentiments. Such campaigns demonstrate Amul's ability to connect 

with consumers on culturally significant occasions, reinforcing its presence in 

the Indian FMCG market. 

 

Amul's effective use of social media analytics has produced 

visible results. The brand's social media following has grown 

significantly; on Twitter alone (as visible in the image to the left), 

it now has tens of thousands of followers. Real-time events and 

trending hashtags are frequently used in campaigns to increase 

interaction, as shown by increases in likes, shares, and comments 

at tactical times (Economic Times, 2023). Additionally, positive 

sentiment scores have gone up, demonstrating how much the 

public values Amul's current and relevant advertising tactics. As one of the most adored and reliable FMCG brands 

in India, Amul has been able to sustain customer loyalty as a result of these efforts. 
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Future Trends in Social Media Analytics for the FMCG Sector 

 

As we move into the future, technologies will continue to advance the process and quality of social media analytics 

and leveraging these will offer brands pathways to more personalised, engaging, and data-driven strategies. 

Augmented reality (AR) and virtual reality (VR), for instance, can enhance consumer interactions by enabling 

virtual product try-ons, virtual store experiences, or interactive campaigns, generating nuanced engagement metrics 

like dwell time and touchpoints. This can provide brands with a detailed understanding of consumer preferences 

across regions and cultural contexts, facilitating localised and hyper-targeted marketing efforts. Moreover, these 

technologies allow for real-time data collection during interactive campaigns, offering immediate feedback on 

consumer sentiment and campaign effectiveness. By integrating such tools into their strategies, FMCG brands can 

not only optimise their marketing ROI but also adapt to the rapidly evolving digital landscape, ensuring that their 

offerings resonate with the diverse and ever-changing needs of their consumer base. 

 

Furthermore, the rising importance of sustainability and ethical marketing reflects a significant shift in consumer 

preferences toward environmentally and socially responsible practices. Social media analytics will continue to play 

a pivotal role in helping brands monitor consumer sentiment regarding their sustainability initiatives. By leveraging 

tools such as sentiment analysis, FMCG brands can assess how consumers perceive their environmental and ethical 

efforts, identifying positive or negative feedback across platforms. Advanced analytics can segment this sentiment 

data by demographics, regions, or platforms, providing insights into varying consumer expectations. Moreover, by 

tracking trends and discussions around sustainability, brands can adapt their strategies in real time, ensuring their 

messaging aligns with consumer values. Ultimately, these analytics will empower brands to foster stronger 

relationships with socially conscious consumers, driving loyalty and differentiation in such competitive markets. 

 

Conclusion  

 

This study aimed to investigate the science behind social media analytics, its importance for companies across 

industries and further understand how it specifically affects consumer behaviour and marketing tactics in the fast-

moving consumer goods (FMCG) industry in India.  

 

In today’s world, the increasing relevance of social media platforms has given rise to the requirement for companies 

to have a presence, interact and strategically gather data from social media. The process of gaining insights from 

the collected data is recognised as social media analytics. In light of the same, several platforms such as Hootsuite, 

Brandwatch, and Sprout Social have been developed to help companies track trends, monitor engagement metrics, 

and identify customer sentiment. These tools are primarily grounded in sophisticated technologies such as NLP-

aided sentiment analysis, hashtag tracking, and predictive analytics that help brands understand customer sentiment 
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and predict market trends. When applied to the FMCG sector, such tools can be vital as companies can use them to 

gather insights to improve customer engagement, create focused advertising campaigns, and position their products 

optimally in a market that is becoming more and more competitive. This also aids in elevating products which 

primarily cater to consumers’ basic needs to a more aspirational level.  

 

India, being the most populated and diverse country in the world, presents a complex FMCG sector shaped by 

essential characteristics such as price sensitivity, regional variations, and disparities in taste preference, among 

others. Amul's success story demonstrates the useful advantages of social media analytics in the Indian FMCG 

sector. Amul has improved its brand recognition and customer loyalty by coordinating marketing campaigns with 

popular subjects, utilising comedy, and interacting with audiences in real time. These insights are important for 

more reasons than just one brand; they show how analytics and digital tools can revolutionise traditional advertising 

tactics and enable unprecedented brand growth.  

 

Overall, as we move into the future, the use of social media analytics for FMCG brands is likely to continue to be 

vital. The integration of more sophisticated technologies such as AR and VR will increase the data touchpoints and 

provide brands with more valuable insights to strengthen their relationship with consumers and position in the 

market. Social media analytics may also be leveraged to ensure appeal to an increasingly eco-conscious consumer 

market. Therefore, when used correctly, there is no doubt that social media analytics can empower Indian FMCG 

brands by shaping effective marketing content and positively impacting consumer behaviour.  

 

Bibliography  

 

Abisiga, M., Singh, Dr.P. and More, S. (2025). How can you use NLP to analyze social media trends? [online] 

www.linkedin.com. Available at: https://www.linkedin.com/advice/1/how-can-you-use-nlp-analyze-social-media-

trends. 

Ajeevi (2024). Smart FMCG - new. [online] new. Available at: https://ajeevi.com/industries/smart-fmcg/ [Accessed 

4 Mar. 2025]. 

Amazon Web Services (2021). Amazon Web Services BrandVoice: Predicting The Future Of Demand: How 

Amazon Is Reinventing Forecasting With Machine Learning. [online] Forbes. Available at: 

https://www.forbes.com/sites/amazonwebservices/2021/12/03/predicting-the-future-of-demand-how-amazon-is-

reinventing-forecasting-with-machine-learning/. 

Cherry, K. (2024). Maslow’s Hierarchy of Needs. [online] VeryWellMind. Available at: 

https://www.verywellmind.com/what-is-maslows-hierarchy-of-needs-4136760. 

http://www.ijnrd.org/


 © 2025 IJNRD | Volume 10, Issue 8 August 2025 | ISSN: 2456-4184 | IJNRD.ORG 

IJNRD2508016 International Journal of Novel Research and Development (www.ijnrd.org) 
 

 

a132 

Dollarhide, M. (2024). Social media: Definition, effects, and list of top apps. [online] Investopedia. Available at: 

https://www.investopedia.com/terms/s/social-media.asp. 

Economic Times (2023). Latest amul Social Analytics, Trends and Key Statistics | ET BrandEquity. [online] 

ETBrandEquity.com. Available at: https://brandequity.economictimes.indiatimes.com/social-analytics/food-

products/amul/596. 

Eleve (2020). Eleve Media - Influencer Marketing Solutions. [online] Eleve Media - Influencer Marketing 

Solutions. Available at: https://www.eleve.co/influencermarketingblog/gillette-indias-influencer-marketing-game. 

Gogolan, D. (2021). Netflix’s Social Media Strategy | Socialinsider. [online] Socialinsider Blog: Social media 

marketing insights and industry tips. Available at: https://www.socialinsider.io/blog/netflix-social-media-strategy/. 

Hanna, K.T. and Awati, R. (2024). What is Hootsuite? - Definition from WhatIs.com. [online] Tech Target. 

Available at: https://www.techtarget.com/searchcontentmanagement/definition/Hootsuite. 

Hootsuite Inc (2025). Social Media Management, Analytics, Scheduling. [online] Hootsuite. Available at: 

https://www.hootsuite.com/platform?srsltid=AfmBOorvAaJmy06aoXUaTLQgXrISpKvvMBQuyDNj4JeNUDU7

UsCV9jc0. 

JC, A. (2023). Amul girl: An utterly-butterly ‘meme’-led marketing legacy ahead of its time. The Economic Times. 

[online] 22 Jun. Available at: https://economictimes.indiatimes.com/industry/cons-products/fmcg/amul-girl-an-

utterly-butterly-meme-led-marketing-legacy-ahead-of-its-time/articleshow/101192459.cms?from=mdr. 

Kenton, W. (2024). Fast-Moving Consumer Goods (FMCG) . [online] Investopedia. Available at: 

https://www.investopedia.com/terms/f/fastmoving-consumer-goods-fmcg.asp. 

Kumar, N. (2023). A Case Study of Amul. [online] SlideShare. Available at: 

https://www.slideshare.net/NikhilKumar1213/a-case-study-of-amul. 

Kundu, T. (2024). Top 4 Ways FMCG Companies Use Data Analytics for Success - Skil Global Business Solutions. 

[online] Skil Global Business Solutions. Available at: https://www.skilglobal.com/top-4-ways-fmcg-companies-

use-data-analytics-for-success/ [Accessed 4 Mar. 2025]. 

Lown, P. (2024). The importance of social media sentiment analysis (and how to conduct it). [online] Sprout Social. 

Available at: https://sproutsocial.com/insights/social-media-sentiment-analysis/. 

Mikhael, P. (2024). Why Social Media Data Collection Is Essential for Marketing. [online] Madgicx.com. Available 

at: https://madgicx.com/blog/social-media-data-collection. 

http://www.ijnrd.org/


 © 2025 IJNRD | Volume 10, Issue 8 August 2025 | ISSN: 2456-4184 | IJNRD.ORG 

IJNRD2508016 International Journal of Novel Research and Development (www.ijnrd.org) 
 

 

a133 

Mulkers, Y. (2023). Exploring How Spotify Uses Data Analytics Effectively. [online] 7wData. Available at: 

https://7wdata.be/analytics/how-spotify-uses-data-analytics/. 

Pandya, P. (2023). 3 Successful Marketing Strategies of Nestle for your inspiration. [online] Digital Agency 

Network. Available at: https://digitalagencynetwork.com/successful-marketing-strategies-of-nestle-for-your-

inspiration/. 

Puri, A. and Suresh, A. (2024). Top 10 Social Media Marketing Examples in 2023-24. [online] www.sprinklr.com. 

Available at: https://www.sprinklr.com/blog/social-media-marketing-examples/. 

Sharma, S. (2024). How Data Analytics In Marketing Transforms Consumer Engagement. [online] DiGGrowth. 

Available at: https://diggrowth.com/blogs/analytics/how-data-analytics-in-marketing-is-shaping-the-future-of-

consumer-engagement/. 

StoryClash (2023). Influencer Analytics: Everything You Need to Know. [online] Storyclash. Available at: 

https://www.storyclash.com/blog/en/influencer-analytics/. 

Team Pepper (2024). 10 Excellent Examples of Amul Moment Marketing. [online] www.peppercontent.io. 

Available at: https://www.peppercontent.io/blog/amul-nailed-moment-marketing/. 

Technopak (2025). 2025 Roadmap for Indian FMCG: Challenges and Insights. [online] Technopak Advisors. 

Available at: https://www.technopak.com/indian-fmcgs-roadmap-for-2025-and-beyond-navigating-a-fluid-

landscape/. 

Tumas, A. (2024). Understanding Social Media Engagement Metrics: a Comprehensive Guide. [online] 

Ocoya.com. Available at: https://www.ocoya.com/blog/social-media-engagement-guide. 

Wang, J. (2023). Research on Zaras Social Media Marketing Strategy in the Context of New Media. Advances in 

Economics Management and Political Sciences, [online] 56(1), pp.131–138. doi:https://doi.org/10.54254/2754-

1169/56/20231088. 

White, A. (2024). How To Strengthen Your Social Media Roots With Sprout Social. [online] Brafton. Available at: 

https://www.brafton.com/blog/social-media/how-to-use-sprout-social/. 

Wu, M. (2017). Brandwatch- Social Listening and Analytics. [online] Digital Innovation and Transformation. 

Available at: https://d3.harvard.edu/platform-digit/submission/brandwatch-social-listening-and-analytics/. 

Yedidi, V. (2023). 10 Remarkable Real World Examples Of Recommender Systems. [online] Appstek Corp. 

Available at: https://appstekcorp.com/blog/10-remarkable-real-world-examples-of-recommender-systems/. 

 

http://www.ijnrd.org/

