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Abstract 
The dissertation critically explores the role of multilingual digital advertising in the Indian market, which is linguistically diverse and rapidly digitalising, and how it affects consumer engagement and trust in global FMCG brands in this context. The study solves the research problem of lack of empirical research on the role of regional language communication on consumer perception, especially for Tier-2 and Tier-3 cities where English dominated advertisement has limited effect. The research is based on Communication Accommodation Theory, Consumer Behaviour Theory, the Technology Acceptance Model and the Brand Trust Theory, and is qualitative in nature, using the secondary data and thematic analysis method to analyse the relationship between language localisation, engagement and credibility. The results show that multilingual ads improve accessibility, emotional response and brand recognition, boosting consumer engagement and loyalty. In addition, regional language communication plays another role in creating perceptions of authenticity and trust, making localisation a strategic imperative for FMCG companies on a global scale. The pressures of advertising overkill, skepticism about online ads, and maintaining a global brand identity while responding locally are still a challenge. The study’s findings show that multilingual digital advertising is more than just a tactical approach, but a key factor in building consumer trust and engagement, providing insights and strategies for optimizing FMCG marketing strategies in culturally diverse markets. As per the findings of the study, multilingual digital marketing not only acts as a tool but plays an important role in establishing consumer trust, giving ideas and strategies to optimize the FMCG marketing strategy in multicultural environments.
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[bookmark: _Toc230780734]Chapter 1: Introduction 
[bookmark: _Toc230780735]1.1 Background of the Study 
Digital advertising growth: Growth of digital advertising in India over the past ten years has been driven primarily by growth in internet penetration, low-cost mobile data, and the widespread availability of smartphones. The digital ecosystem for the digital ecosystem. The digital ecosystem in India has grown significantly, and that has allowed international and national brands to access consumers by using very targeted and interactive media like social media, search engines, and apps. 
Theodorakopoulos and Theodoropoulou (2024) argue that the creation of digital and social media platforms has changed the way marketing is communicated by allowing brands to have an instantaneous interaction with consumers and allowing brands to provide personalised digital content based on user behaviour and preference. Nipa and Chawdhury,2024 says The fast-moving consumer goods (FMCG) industry has become one of the fastest-growing industries using digital advertising tactics as a result of this changing digital space and the importance of mass communication and brand recall to FMCG brands - digital platforms now present opportunities for increasing the reach of marketing communications and the engagement of consumers with their brands.
 In addition, the integration of e-commerce and quick-commerce has further increased the impact digital marketing has on consumer purchasing behaviour, particularly in urban and semi-urban markets. The wide linguistic diversity of India is an important element affecting the marketing communication strategy. Having several languages that are widely spread, like Hindi, Bengali, Tamil, Telugu, Kannada, and Malayalam, consumer communication may not be based on the English language or one national language. The rise of the so-called vernacular internet has enabled many more users of regional languages to engage in digital activities. This has seen brands shift towards using multilingual marketing to be inclusive and accessible. 
Additionally, Anggayana (2023) emphasise that consumer understandings and engagement are enhanced through regional language communication, as it minimises language barriers. Multilingual digital advertising is becoming more and more integrated in the campaigns of FMCG companies so that they can become more relevant, emotional, and familiar with the brand. Moreover, Obeid, 2023 said the use of digital marketing in the FMCG industry is closely associated with enhanced consumer engagement and efficiency in decision-making. Hence, the multilingual online advertisement has turned out to be a major strategic consideration among the global FMCG companies in India, as they may now effectively reach and engage with culturally and linguistically diverse consumer groups, as well as enhance trust and engagement.
[bookmark: _Toc230780736]1.2 Research Problem 
Although According to Ugwuoju, 2025 digital marketing has been adopted speedily in the FMCG industry in India, there is a huge gap in the comprehension of how multilingual digital marketing can impact consumer engagement and trust. Although international FMCG brands are becoming more and more localised in terms of content, which is written in the regional languages, the true effect of such practices on consumer behaviour is yet to be determined. One of the weaknesses is the fact that India is a linguistically diverse nation with consumer responses differing greatly in different regions of the country, literacy levels and language preferences. The advertising world is still dominated by English and, as a result, many global brands find it challenging to be more accessible and emotionally appealing to local consumers, especially those in Tier-2 and Tier-3 markets. 
Moreover, Ali 2024,despite the fact that digital channels provide a means of targeted advertising, there is a lack of empirical understanding of whether multilingual communication actually increases consumer trust or just improves visibility. The correlation between language localisation, emotional involvement, and brand credibility is a relatively under-explored concept in the literature. In addition, the majority of the research investigates the effectiveness of digital marketing in general without breaking it down into the role of language adaptation in the development of consumer perceptions. Consequently, the necessity to critically analyse the impact of multilingual digital advertising on engagement and trust in Indian FMCG consumers, especially in semi-urban and linguistically diverse markets, emerges.
[bookmark: _Toc230780737]1.3 Research Aim, Objectives and Questions 
[bookmark: _Toc230780738]Research Aim 
The research will look at the implications of multilingual digital advertisement on the engagement of consumers and their sense of credibility at consumers who interact with global FMCG brands existing in the increasingly diverse digital market in India.
[bookmark: _Toc230780739]Research Objectives 
· To explore the effects of digital marketing technology, such as multilingual search engine optimisation and search engine ranking, on consumer behaviour and online presence when it comes to brands in the FMCG sector in India.
· To examine how regional language advertising can help to eliminate the linguistic barriers and enhance the reach of consumers in Tier-2 cities.
· To examine the impacts of using localised language communication strategies on consumer trust in global FMCG brands within the Indian market.
[bookmark: _Toc230780740]Research Questions 
· What is the effect of multilingual online advertisement on consumer response in the Indian FMCG market?
· What is the effect of regional language advertising on reducing linguistic barriers in Tier-2 markets?
· Does the localised communication strategy relate to the consumer trust in the global FMCG brands?
[bookmark: _Toc230780741]1.4 Significance of the Study 
This research has both academic and practical implications since it adds to the expanding research on multilingual digital marketing and consumer behaviour in an emerging market such as India. Academically, the study contributes to the existing knowledge gap, as the study specifically aims at covering the intersection of language localisation, digital advertising, and consumer trust in the FMCG industry. Although past research has talked about digital marketing and consumer engagement as independent variables, little has been done to understand multilingual communication as a predictor of trust and engagement in multicultural markets. Practically, the results of this study would be useful to international FMCG firms that have their presence in India. Knowledge of the effects that multilingual advertising has on consumer reaction can assist a marketer in formulating better communication strategies that resonate with the regional consumers. This is of special concern in the Tier-2 and Tier-3 cities, where consumer interaction is dominated by regional languages. Also, the research offers information to digital marketers and advertising firms on how to optimise campaign performances by adhering to language personalisation and localisation. It also helps policymakers and marketers to appreciate how digital inclusion can be enhanced using vernacular communication. On the whole, the research contributes to the existing knowledge on the role of language-based online strategies to increase brand engagement, trust, and competitiveness in the Indian FMCG market.
[bookmark: _Toc230780742]1.5 Theoretical Framework 
According to Mseer 2025,Various theoretical perspectives of consumer behaviour, communication and marketing adaptation support this study. The Communication Accommodation Theory is one of the most important frameworks that implies that people can change the way they communicate to minimise social distance and enhance comprehension. When it comes to multilingual digital advertising, the brand is translated into regional languages to create a higher relatability and fewer cognitive barriers to consumers. Also, the Consumer Behaviour Theory can be applied in the process of explaining how language can affect perception, attitude formation, and buying behaviour.
 Chowdhury 2024 said,Advertisers will find it easier to attract consumers' attention to advertisements that are displayed in the context of common linguistic and cultural backgrounds, as it will increase understanding and emotional appeal. The research is also based on the Technology Acceptance Model (TAM), which describes the relationship between the perceived usefulness and ease of understanding and user engagement with online platforms. Multilingual advertising will help to increase the perceived accessibility, and consumer interaction with FMCG online content will be better. Moreover, the Brand Trust Theory is used to gain insight into the creation of credibility and reliability via consistent and culturally appropriate communication. FMCG brands that communicate using regional languages lessen the psychological distance and increase the perceived authenticity. Collectively, these theoretical approaches offer a holistic basis for the study of the impact of multilingual online advertisement on customer involvement and credibility in the Indian FMCG industry.
[bookmark: _Toc230780743]1.6 Dissertation Structure Overview 
To have a logical and systematic investigation of the topic of research, this dissertation is divided into six main chapters.
Chapter 1 introduces the study by giving a background, the research problem, aim, objectives and research questions, and the theoretical framework upon which the research is based.
Chapter 2 includes an extensive literature review of the available academic and industry research on the topic of digital advertising, multilingual marketing, consumer engagement, and consumer trust. It pinpoints the main themes and gaps in the research that warrant the study.
Chapter 3 describes the research methodology, such as the research approach, data collection methods, and thematic analysis techniques that will be applied to analyse the secondary data sources.
Chapter 4 is about the analysis of data and shows the major findings based on the thematic analysis of the literature and industry reports.
In Chapter 5, the results will be presented together with similarities and differences between them and previous literature, and how these results could be used to improve the delivery of FMCG marketing strategies.
A summary of the key insights gained from the study, as well as their implications for future research and theory, will be presented in the final chapter of this dissertation.
The step-by-step methodology allows a proper transition between theoretical knowledge and empirical explanation, allowing critical evaluation of the issue of multilingual online advertising in the Indian FMCG environment.


[bookmark: _Toc230780744]Chapter 2: Literature Review 
[bookmark: _Toc230780745]2.1 Introduction to the Literature Review 
The review of literature critically analyses available scholarly and industrial studies pertinent to multilingual digital advertisement, consumer engagement and consumer trust in the Fast-Moving Consumer Goods (FMCG) sector. The chapter is directly related to the research purpose of investigating the influence of multilingual digital advertising on consumer engagement and trust in global FMCG brands in India. By so doing, it establishes a theoretical and conceptual framework for the current research. This review dwells on four key thematic areas, which are digital advertising in FMCG, multilingual and localised marketing strategies, consumer engagement in digital environments and consumer trust in brand communication. India is a particularly relevant context to study this issue because of its linguistic diversity and swift digitalisation. The introduction of vernacular digital consumption has altered how a brand can interact with consumers, especially at Tier-2 and Tier-3 markets. Although academic attention on digital marketing and localisation is growing, limited research examines the combined effect of multilingual advertising on consumer engagement and trust. 
[bookmark: _Toc230780746]2.2 Digital Advertising in the FMCG Sector 
[bookmark: _Toc230780747]2.2.1 Evolution of Digital Marketing in FMCG 
Agarwal 2022,The digital marketing within the FMCG industry has developed considerably beyond the traditional mass-media advertising to extremely targeted, data-driven digital communication approaches. Traditionally, advertisement of the FMCG brands was carried out through television, print, and radio. But the digital revolution has made the marketing process an interactive and personalised process. The development of social media platforms like Instagram, Facebook, and YouTube has allowed FMCG brands to interact with consumers in the form of content marketing, influencer collaboration, and real-time interaction. 
Wang and Chan (2025) emphasise the fact that digital platforms have radically transformed marketing communication by allowing two-way brand-consumer interactions. Furthermore, e-commerce and fast-moving commerce platforms like Amazon and Blinkit have consolidated the digital ecosystems of FMCGs by incorporating advertisements with immediate buying behaviour. This has resulted in a smooth consumer experience between exposure to the advertisement and the purchase decision. The companies in the FMCG sector now extensively use digital analytics to monitor consumer behaviour, preferences, and patterns of engagement. This change has enabled easier segmentation and targeting, particularly in the emerging economies such as India. Consequently, digital advertising has become an integral part of the FMCG brand strategy, ousting the traditional dominance of the communication.
[bookmark: _Toc230780748]2.2.2 Consumer Behaviour in Digital FMCG Marketing 
Consumers' behaviour towards FMCG digital marketing has been impacted by various digital touchpoints like social media advertisements, search engine results, influencer marketing and mobile applications. 
As per Wilson, Johnson and Brown (2024), digital channels have made a big impact on influencing purchase decisions as they help consumers get personalised information regarding the products they use or want to try out. Out of all the above-mentioned elements, personalisation has proved to be essential in motivating consumers. Many FMCG companies are now making use of artificial intelligence as well as machine learning algorithms in order to send their consumers more targeted advertisement messages, which can be done based on their browsing behaviour, demographics and preferences. Apart from that, mobile-first consumption becomes a very important factor in the Indian market since most consumers make use of mobile phones for surfing the internet (George, 2026). Consequently, companies are increasingly focusing on developing campaigns that are optimised for mobile phones and targeted towards specific platforms. Nevertheless, the behaviour of consumers is not dictated by exposure and customisation alone. In addition to this, trust and perceived credibility form an integral part of the purchasing process. Being exposed to repeated advertisements may lead to advertising fatigue, which causes a drop in consumer interest and involvement. It thus becomes vital for the marketers to understand consumer interaction with digital content created by FMCG companies. Language is yet another important element that impacts consumer behaviour. Advertisements presented in languages understood by the consumers facilitate effective comprehension, helping advertisements connect emotionally with them. This becomes even more relevant for multi-lingual nations such as India.
[bookmark: _Toc230780749]2.2.3 Challenges in Digital FMCG Advertising
According to Sharma 2024, Although the adoption rate of digital marketing is impressive, there are still several difficulties that FMCG brands face while advertising through digital means. Firstly, the market saturation caused by excessive advertising content on multiple platforms makes it difficult to catch the consumer's eye. It is common for FMCG products to receive a considerable amount of coverage in the media since they are ubiquitous in daily life. The overexposure causes consumers to become bored with the content, making it hard for companies to engage their target audience in conversations regarding their brands. Another problem faced by FMCG brands is the increased scepticism regarding the credibility of online ads, especially compared to traditional means (Chowdhury, 2024). Often, people tend to find online ads unconvincing as they lack the credibility of offline ads. People may consider online ads irrelevant to their concerns, repetitive, or even too persuasive to be considered credible. Finally, global FMCG brands have to compete against local competitors who are more attuned to the language and culture of the region. Regarding the Indian situation, another challenge posed by digital marketing is that linguistic differences make it difficult to implement digital advertising techniques. Using an English-speaking style to communicate could end up failing to engage consumers in rural and semi-urban areas, making it difficult for brands to expand into Tier 2 and Tier 3 cities. Also, the level of digital literacy among consumers in different geographical locations affects the manner in which the advertisements are perceived.
[bookmark: _Toc230780750]2.3 Multilingual Digital Advertising and Localisation 
[bookmark: _Toc230780751]2.3.1 Concept of Multilingual Marketing 
The concept of multilingual marketing can be stated as any kind of effort which includes communication through advertisement messages using various languages to reach out to different consumers. The rise of "vernacular internet" in recent times has made quite an impact on consumer behaviour online in India. 
As Mogambi (2024) observes, language users who speak their regional languages are becoming more digitally active, leading to greater demand for language-relevant content. Multilingual advertisements can improve accessibility in the sense that it makes the consumer more comprehending about the products and messages being conveyed. Since comprehension becomes easier when the advertisement is in a language that one speaks, this helps a lot in making the advertisement effective.
Moreover Abdelhadi 2025, multilingual advertising creates a greater emotional connection between consumers and marketers because consumers tend to have more affinity towards the ads which use their native language. Multilingual advertising also facilitates inclusiveness since people who do not speak English would be included within the digital marketing scope in such advertisements. Furthermore, multilingual marketing enables companies to customise their marketing efforts based on regional tastes, local culture, and consumer behaviour, thus increasing the effectiveness of their campaigns. It also helps companies penetrate more remote regions where the knowledge of English is limited. Thus, multilingual marketing is much more than just a tool of effective communication, but an essential part of any successful FMCG marketing strategy in today’s rapidly growing digital India.
[bookmark: _Toc230780752]2.3.2 Localisation vs Standardisation Debate 
Shahin 2024,One of the main arguments within international marketing is that of standardisation versus localisation. Standardisation is defined as the practice of applying a globally standard marketing strategy where the message, the brand, and the communication style are similar all over the world.  
On the other hand, localisation entails changing the message of the product according to the culture, language, and social environment. Balogun and Aruoture, 2024, There are various strengths associated with the practice of standardisation for global FMCG brands. Some of these include cost effectiveness, economies of scale, and consistency of brand image internationally. Nevertheless, standardisation poses certain weaknesses that have made it less effective in cultures that speak different languages, such as in India. The standardisation approach does not allow companies to adopt a tailored communication strategy for local people because of differences in consumer preferences, values, and languages, among others. As a result, the marketing strategy could lack the ability to engage consumers and thus be unsuccessful. On the other hand, with localisation, organisations can personalise their strategies to fit the particular language, culture, and behaviour of a specific region. 
According to Kanumuri (2025), localisation is beneficial in increasing brand awareness and perception in culturally diverse markets. With regard to the Indian market, localisation has become increasingly necessary due to the presence of various dialects and diverse regional groups. The use of regional languages during the creation of advertisements makes brands more engaging and successful in capturing consumers' emotions and ensuring brand recall. Nevertheless, over-localisation of products can pose risks to the company, including the loss of its global identity and inconsistencies in its messages delivered across countries. Thus, obtaining a balanced state of standardisation and localisation is very important for FMCG brands in India. Based on the literature review, it is clear that the use of a blend strategy, which incorporates the strengths of standardisation and localisation, is the best approach to adopt. This approach will help firms in making the best of both worlds by ensuring global cohesiveness and local responsiveness.
[bookmark: _Toc230780753]2.3.3 Role of Regional Language Communication 
Effective regional language communication serves to increase the effectiveness of marketing in India due to the existence of various languages among the diverse consumer base of India. For example, some of the languages widely used include Hindi, Bengali, Tamil, Telugu, Kannada, and Malayalam. 
Hashem, Al-Qeed and Qtaish (2024) argue that the use of local language serves to increase emotional connection with consumers, thereby increasing brand trust and acceptance. If advertisements communicate through a local language, then consumers will feel more comfortable due to their familiarity with the language used. The use of regional languages is more important in tier 2 and tier 3 cities of India because many consumers may not understand English. It means that marketing messages cannot reach many people if advertisements are communicated in English. Therefore, Ebrahimi et al. 2025, FMCG companies have an advantage by using regional languages to communicate their messages since most consumers will be able to comprehend their message. Through the increased communication efforts, FMCG companies can penetrate new markets and attract sales in the process. Moreover, regional language advertising ensures the clarity of messages and facilitates better recall of the advertised brands. When advertisements are delivered in familiar languages, consumers are more prone to comprehend them, remember them, and feel more positive towards them. 
Thus,Ahmed 2025, language familiarity eliminates the risks of message misunderstanding and increases the efficiency of marketing efforts. In addition, regional languages can add greater emotional value to ads. Using languages that are well-known among consumers will allow advertisements to evoke stronger positive emotions and lead to improved consumer loyalty and long-lasting brand association. Thanks to the rise of various digital platforms, including YouTube and Instagram, there is an increasing popularity of vernacular content. Digital marketing platforms offer FMCG businesses numerous options for delivering their brand-specific messages using videos, influencers, and other types of advertisements. Considering the increasing digitisation in India, FMCG companies need to incorporate regional languages into their digital strategies to achieve greater success.
[bookmark: _Toc230780754]2.4 Consumer Engagement in Digital Environment 
[bookmark: _Toc230780755]2.4.1 Definition and Dimensions of Consumer Engagement 
Consumer engagement can be defined as the extent to which cognitive, emotional, and behavioural involvement exists in the relationship between the consumer and the brand content. In the case of digital marketing, engagement is usually assessed using measures like likes, shares, comments, clicks, and the duration taken by users while engaging with the content (Celestin et al. 2024). Cognitive engagement is related to how consumers perceive and interpret the information contained in advertisements. The factors that affect cognitive engagement include clarity, relevancy, and informational value. Emotional engagement is concerned with the sense of attachment and trust that consumers have towards a brand. Behavioural engagement entails the actual actions undertaken by consumers in the form of engaging with the brand's posts, participating in campaigns, and purchasing products from the brand. 
According to Yujie et al. (2022), digital media supports increased engagement because of its interactive nature. In contrast to conventional media outlets, digital media allows for two-way communication, whereby consumers can interact with brands via likes, comments, and sharing. This makes for an increased level of customer involvement and builds better brand-customer relationships. 
Another aspect Maiti 2025 said that affects consumer engagement in online settings includes content relevance, personalisation, visual appeal, and delivery timings. Language becomes an important factor when it comes to consumer engagement in multi-language markets like India. The delivery of content in the language of the consumer creates better understanding and increases chances of engagement. Cultural relevance and contextual relevance add to the degree of engagement as well. Thus, an appreciation for the various dimensions of consumer engagement is imperative for FMCG brands looking to formulate a successful digital marketing strategy.
[bookmark: _Toc230780756]2.4.2 Drivers of Engagement in FMCG Digital Marketing 
There are several determinants of consumer engagement in digital marketing for FMCG in highly diverse markets where technology is rapidly advancing. Language familiarity is one of the most important determinants of consumer engagement because consumers respond well to information provided in languages familiar to them. 
Hashem, Al-Qeed and Qtaish, 2022 belives,. Language familiarity makes it easier to understand messages from marketers and connect emotionally to these messages, hence increasing consumer engagement and interactions. Personalised marketing is another determinant that significantly drives consumer engagement in FMCG markets. Nowadays, FMCG brands are using artificial intelligence and analytics to customise advertisements for individual consumers according to their online behaviour and interests. By doing so, marketers ensure that advertisements are appealing to consumers, hence high engagement. Tarnanidis, 2024 consider The fourth important factor influencing consumer engagement in the FMCG sector is visual communication. With the help of reels and other shorter videos, FMCG firms are able to maintain the attention of consumers. Further, influencer marketing can be regarded as another effective way to improve consumer engagement. The FMCG marketers are usually associated with some kind of social media influencers whose credibility is high among their followers. Therefore, marketers gain access to authentic content creators through such influencers, and hence help the brands get more credibility.
Ray2025 found Another important advantage of mobile applications and social media marketing is that it provides consistent opportunities to engage through comments, streaming sessions, and messaging services. Engagement can further be improved through culturally meaningful marketing campaign strategies, which make sure that the marketing messages resonate well with the culture of the consumers. Since it is a multi-cultural country, cultural meaning becomes an important aspect in India.
[bookmark: _Toc230780757]2.4.3 Barriers to Consumer Engagement 
Language barrier remains one of the foremost impediments to the interaction of consumers and digital FMCG advertisements. The lack of language concordance leads to difficulties in understanding messages conveyed through such promotions and, as such, affects the process of creating a link between the brand and its target customers, which ultimately leads to decreased levels of engagement. Moreover, another critical obstacle that prevents consumer engagement lies in the fact that modern users become excessively annoyed with advertisements. Due to the proliferation of digital advertisements, many consumers have developed the tendency to pay less attention to advertisements; hence, there are instances of advertisement fatigue, during which advertisements are actively ignored. Besides that, varying levels of digital literacy among different groups of consumers represent another barrier, especially for individuals from rural and semi-urban areas. Moreover, Kothari et al. 2025 a distrust towards digital advertising poses another key hurdle to engagement. Consumers tend to find online advertisements less believable; they are always wondering about their credibility and authenticity. The fear of being misled through false information, unrealistic promises, and a lack of protection when it comes to data security also results in scepticism among consumers, lowering their inclination to engage in brand-based interactions. Overall, this calls upon FMCG companies to develop more inclusive and culturally aware marketing campaigns. Specifically, using multiple languages becomes crucial when dealing with these hurdles.
[bookmark: _Toc230780758]2.5 Consumer Trust and Brand Communication @@ref@@
[bookmark: _Toc230780759]2.5.1 Concept of Consumer Trust in Digital Marketing 
Consumer trust refers to the faith that consumers put in the reliability, credibility, and honesty of a particular brand. Consumer trust is important in a digital marketing context due to its significance for consumer attitudes toward different brands and purchases made based on these attitudes. Pambudiantono and Fitriyah, 2023 belives in traditional marketing, sellers communicate unilaterally with consumers. In digital marketing, consumers are faced with huge volumes of information, opinions, and other information related to competing brands. This issue is significant for trust formation since consumers rely on credible signals while choosing between a large number of competing options. Trust creation in the case of fast-moving consumer goods can be achieved through communication consistency, product reliability, and ethics in advertisements. Brands that meet consumer expectations and communicate consistently about their products tend to be trusted more by consumers.
 Add on to Kurniadi and Rana, 2023 The clarity of pricing and promotions also adds to the trust in brands. User-generated content also adds to consumer trust in different brands. Digital media presents certain challenges to the issue of consumer trust. Deception and manipulation of information can harm consumer trust. Data protection problems can add to consumer distrust in digital media. It is imperative to maintain high standards when interacting with customers and delivering relevant information about products. Consumer trust leads to more engagement, loyalty, and success.
[bookmark: _Toc230780760]2.5.2 Role of Language in Building Trust 
The power of language is critical in building trust among consumers, especially those coming from different regions and having different cultures. Consumers are more comfortable with messages in their native languages.

Ibrahim, Hafner and Rocher 2025, Language in such cases acts as an indicator that the communication is true and clear to them. It makes communication more enjoyable and easier, as no effort needs to be made in comprehending it. In such a case, consumers will have a closer relationship with the brand, and this will make them trust the brand (Tripopsakul and Puriwat, 2022). The use of regional language by the brand creates the effect of closeness. When the communication takes into consideration the linguistic and cultural aspects of the target consumer, there will be a feeling of proximity. As a result, there will be more credibility in the messages since consumers will feel that the content is relevant to them. 
According to Mariyono 2024, For multilingual markets like India, the importance of adapting to language becomes significant to counter scepticism against advertising messages. Consumers may have doubts about messages that appear alien, vague, and unrelated to their cultures. Adaptation to communication through regional languages helps to build sincerity and shows better knowledge of the consumer base. Not only does it help consumers understand the message effectively, but it also conveys the brand’s authenticity and trust. Thus, effective use of language in online marketing involves far more than merely translating it. Inclusion of cultural nuances and sensitivity in terms of context makes it essential to consider regional language communication in order to eliminate scepticism among consumers.
[bookmark: _Toc230780761]2.5.3 Factors Influencing Trust in FMCG Brands 
Several elements determine the degree of trust of consumers in the digital marketing of FMCGs. The primary element involves the uniformity of communications of brands on different platforms. The maintenance of brand message uniformity with regard to values, tone, and promises increases trust levels (Anderson, 2025). Any kind of inconsistency decreases trust since consumers see it as an attempt by the brand to mislead them. 
Accordig to Mallik et al. 2025,Another significant aspect concerns content quality. High-quality, relevant, professional, and creative content enhances credibility among consumers. Customer ratings and reviews also have an effect on consumer trust since customers use them to guide their decision-making process. This includes influencer marketing, which allows for the establishment of a relationship of trust between influencers and consumers. In this way, brands benefit from the recommendations made by influencers and gain higher levels of consumer trust. Finally, honest and transparent advertising contributes to building up consumer trust.
[bookmark: _Toc230780762]2.6 Theoretical and Conceptual Framework 
[bookmark: _Toc230780763]2.6.1 Communication Accommodation Theory 
[image: ]
[bookmark: _Toc230780976]Figure 1: Communication Accommodation Theory
(Source: Palomares et al. 2016)
Communication Accommodation Theory, also known as Communication Accommodation Theory. This theory is concerned with the way people modify their mode of communication to create affinity and improve their interaction. The theory has been useful in marketing because marketers have realised the power of language and tone in communication and how they need to align their messages with the preferences of the audience. By altering their mode of communication, it becomes possible for them to generate an affinity and develop interactions with each other (Cai et al. 2024). Multinational FMCGs that function within a multilingual setting make use of Communication Accommodation Theory to adapt their methods of communication.
[bookmark: _Toc230780764]2.6.2 Consumer Behaviour Theory 
This is a theory that can be categorised under the Cultural Influence approach and the Consumer Behaviour approach because it further explains the importance of language and culture in consumer behaviour. According to Aldawsari et al. 2026 this theory, the choice made by the consumer during the evaluation of alternatives is affected by the culture and language of the consumer. Language not only helps in communication but is also laden with the cultural values of the individual, hence making it an important aspect in message reception. In terms of digital marketing, consumers would be more receptive to advertising and messages that speak their native language. By receiving ads in languages they can understand and comprehend, consumers find the content more relatable and relevant. It helps them understand and perceive what is being communicated, making them feel confident about the message and the product. In essence, consumers become more engaged when they encounter something in their native language, particularly in diverse countries such as India.
[bookmark: _Toc230780765]2.6.3 Technology Acceptance Model (TAM) 
[image: ]
[bookmark: _Toc230780977]Figure 2: Technology Acceptance Model
(Source: Park and Park, 2020)
The Technology Acceptance Model (TAM) describes the acceptance of various technologies by users through a series of criteria, including usefulness and ease of use. The TAM shows that people will be more engaged with technology when they find it simple and easy to understand and perceive it positively due to its simplicity. Perceived ease of use will facilitate the understanding process because it will minimise any unnecessary cognitive efforts (Liesa-Orús et al. 2023). The use of multilingual advertisements can be seen as the direct determinant of perceived ease of use in the case of digital marketing. Consumers become more involved with the advertisements when their content is delivered in a particular language which is preferred or used by a certain consumer group (Qader et al. 2022). Thus, the content will be easier to read and comprehend and, therefore, interact with. Multilingual strategies in digital marketing are especially relevant in culturally diverse countries like India.
[bookmark: _Toc230780766]2.6.4 Brand Trust Theory 
According to Ghazali, Mutum and Lun, 2024, The idea, linked mostly to Trust & Credibility models, puts stress on credibility and reliability as the main factors affecting consumer trust. This theory says that consumers assess brands according to the reliability and truthfulness of the communication. The brands that constantly deliver credible and transparent messages to consumers build their credibility and reliability and thereby become more credible. Credibility is gained over time through positive communications, whereas reliability refers to whether the brand will be able to live up to people's expectations in terms of communication. When referring to digital marketing, the importance of consistent communication becomes even more evident. In particular, when speaking about communicating in several languages, it can become very important in making sure that the brand will be viewed as reliable. The brands that show their commitment by speaking to all of their target audiences in various languages increase their reliability as they provide people with consistent and trustworthy messages. Therefore, multilingual consistency is essential for creating credibility and earning the trust of consumers.
[bookmark: _Toc230780767]2.6.5 Conceptual Relationship Model
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[bookmark: _Toc230780978]Figure 3: Conceptual Relationship Model
(Source: Self-Created) 
[bookmark: _Toc230780768]2.6.6 Integrated Conceptual Understanding 
The combination of communication theory, behavioural theory, and trust theory offers an integrated approach to evaluate the effectiveness of FMCG advertising campaigns in India. The communication theory helps understand the role of language and messaging in minimising social distance and increasing relatability (Waziri, 2022). The behavioural theory explains how culture and language play a vital role in consumers’ decision-making process. Finally, the theory of trust focuses on credibility, consistency, and openness in establishing consumers’ trust in the organisation.
[bookmark: _Toc230780769]2.7 Research Gap 
There are still many areas of neglect in existing research on digital marketing and FMCG advertisements that create limitations for the understanding of the field. For instance, most of the research conducted in the area is focused on digital marketing in general, failing to highlight the particular effects of multilingualism. Therefore, the specific role played by multilingualism in changing the behaviour of consumers remains under-researched. Another area of neglect pertains to the joint study of consumer involvement and consumer trust in multilingual advertisements. The variables in question tend to be examined separately. Third, there is no sufficient emphasis on Tier-2 and Tier-3 areas in India, even though their importance is growing regarding FMCG and digital usage. In these areas, there exists a big consumer base that differs in terms of languages and culture, thus leaving the topic under-researched. Moreover, many researchers rely on case studies in Western countries, while in India, the situation may differ due to different language use and cultural values, thus causing issues with the applicability of general conclusions. Finally, it is important to discuss the impact that vernacular language advertisements have on emotional involvement and consumer trust simultaneously. While some research discusses one aspect only, others fail to provide an integrative overview of this phenomenon. It can be claimed that the current investigation can serve as a contribution to bridging these gaps through studying multilingual digital advertising practices in the FMCG industry in India.
[bookmark: _Toc230780770]2.8 Summary and Literature Synthesis 
This chapter has reviewed literature concerning digital FMCG marketing, multilingual marketing communications, consumer engagement, and consumer trust. The analysis indicates that language plays an important role in consumer understanding, engagement, and trust in the digital world. It is clear from the discussion above that multilingual marketing communications play an important role in ensuring access and creating emotions in culturally diverse environments, like in India. There is a knowledge gap in understanding the impact of multilingual marketing communication on consumer engagement and consumer trust together.


[bookmark: _94p4sfhbvitj][bookmark: _Toc230780771]Chapter 3: Research Methodology
[bookmark: _8g4797ny3s9n][bookmark: _Toc230780772]3.1 Introduction
The methodology chapter offers a systematic exposition of how the study has been developed and performed to explore the relevance of multilingual online advertising on consumer interest and loyalty in the FMCG industry in India. This chapter will form a critical part in showing the academic rigour and coherence of the study since it describes the philosophical assumptions, research method, research design, and the procedures to be used to analyse the research objectives in the chapter.
Obtaining the answer to the research questions, the study uses the approach of a qualitative research design with the help of secondary data analysis to learn the behavioural and perceptual dimensions of consumers in the multilingual digital world. This method will be especially suitable to examine the impact of language, culture, and communication strategies to attract consumer engagement and trust, which are highly subjective and situation-specific.
 According to Chowdhury et al. (2024), the digital marketing activities within the FMCG industry are multifaceted and need to be analysed in an interpretive way to comprehend the consumer interaction dynamics and strategic communications results. Moreover, the study follows a process of thematic analysis approach to discern patterns and relationships logically in the existing academic and industry literature. This allows a holistic comprehension of the effects of the multilingual advertisement paradigms on consumer behaviour in varied markets like India. 
According to Giri et al. (2026), communication strategy is a key determinant of consumer behaviour in the digital FMCG world, and this supports the necessity of a qualitative exploration of the field in-depth.Thus, this chapter provides the methodology underpinning necessary to make sure that the research findings will be credible, relevant, and in accordance with the objectives of the study.
[bookmark: _4cek46p9mkgm][bookmark: _Toc230780773]3.2 Research Philosophy
[image: ]
[bookmark: _Toc230780979]Figure 4: Indian FMCG Industry Growth
(Source: Nick, 2025)
The philosophy of research is simply the set of beliefs about the nature of knowledge and reality, which influence the research process. The philosophical position, as it applies to this study, could relate to how the behaviour of consumers, their involvement and trust are heeded in multilingual digital ad spaces. The research undertaken has an interpretivist philosophy since it enables us to have a deep interpretation of the subjectivity, meaning, and social constructions of reality.
Interpretivism will be very appropriate in exploring the perceptions and reactions of consumers towards marketing communication in various languages and cultural contexts. According to De Mooij (2021), cultural differences have a profound impact on global marketing performance, and language is a key factor in the interpretation and formation of emotions towards consumers. What this implies is the idea that consumer interaction and consumer trust cannot be purely measured in terms of objective measures, but it will be necessary to go a step deeper to examine personal and group perceptions.
Moreover, the interpretivist research methodology allows for investigating the role of linguistic expressions in consumer-brand relations within online settings. 
According to Greyling (2021), language plays a major role when it comes to creating emotion between the consumer and brands, especially in digital communication, where their meaning is usually created via context and familiarity. This points out the significance of looking into multilingual advertising not only as a technical strategy, but as a communication process inscribed within the social domain. Conversely, a positivist philosophy is objective, measuring, and statistically validation-oriented, and may hamper the capacity to encompass subtle consumer perceptions. Thus, the interpretivist approach would better suit this research because it would allow delving into behavioural and psychological aspects. Therefore, the chosen philosophy of research is inherently consistent with the aim of the research and awareness of consumer involvement and confidence toward the FMCG field through multilingual communication.
[bookmark: _28zhq9ocnib2][bookmark: _Toc230780774]3.3 Research Approach
The research method is the logical procedure by which new knowledge is created, and conclusions are drawn based on the investigation. This study can be characterised as an "inductive approach because the study concentrates on creating an insight through the existing data instead of verifying a priori hypotheses. An inductive approach especially fits the studies that tend to analyse the patterns, relationships and new themes in a given context.
This research aims to analyse the impact that multilingual online advertisements have on consumer experience and belief in the FMCG market. An inductive technique can be used to identify some common trends in different academic and industry sources, given the exploratory nature of the research. 
According to Chowdhury (2024), the digital marketing activities within multinational FMCG settings are dynamic and demand elastic analytical frameworks to effectively harness new trends and consumer reactions. This justifies the adoption of an inductive method, which constructs conclusions gradually by interpreting the available knowledge. Moreover, the inductive method allows incorporating various opinions on the language, culture, and consumer behaviour, which are the focal point of this research subject. 
According to Nipa and Chowdhury (2024), digital marketing has a considerable impact on brand awareness and consumer perceptions, which means that the information based on the literature can be used to identify the meaningful connections even without the strict hypothesis testing. A deductive approach, by contrast, would need defined theoretical premises, which might constrain the discovery of new insights in a dynamic online world. Thus, the inductive method gives the required flexibility and richness to the analysis process of multilingual advertising strategies.
This method, therefore, fits the objective of the study to gain a multifaceted perspective of consumer engagement/trust in the multilingual web environment.
[bookmark: _yd4mfkmnts3x][bookmark: _Toc230780775]3.4 Research Design
Research design is the general concept according to which data is collected, analysed, and interpreted to meet the objectives of the research. In this research, a "qualitative research design with the assistance of secondary data analysis" has been chosen because it allows the researcher to explore the phenomenon of consumer interaction and trust in multilingual digital advertising in the FMCG industry in more detail.
The qualitative design suits since the study aims at comprehending behavioural and perceptual aspects as opposed to the quantification of the relationship between the two. The language, culture, and communication strategies used to create consumer engagement and trust are complex constructions which have to be analysed in terms of interpretation. 
The study conducted by Desembrianita et al. (2024) added that consumer trust and brand loyalty are affected by digital marketing in relation to psychology and relationships, which proved that qualitative methods are more appropriate in the context of capturing these relationships. Moreover, the research employs a secondary research design, which entails the examination of the available scholarly literature, industry reports, and documented case reports. The design will enable a general study of the multilingual advertising behaviours in various settings without the limitation of a primary data collection.

 Giri et al. (2026) observed that digital marketing interactions impact consumer behaviour in the FMCG segment more extensively; hence, it is crucial to analyse the current literature to know the changing tendencies.Moreover, the study is based on a systematised "literature-based analytical design implying that the pertinent sources are revised and synthesised systematically to produce patterns and themes. This is the method that will allow the findings to be based on the existing knowledge, but will also make it possible to critically interpret the findings.
Nonetheless, qualitative secondary research can be restricted in data control and data depth compared to primary data collection. Nonetheless, the design is still suitable since it gives entry to varied views and in-depth information on multilingual digital marketing techniques.
Thus, the chosen research design is effective according to the purpose of the study, which is to analyse the relationship between language, consumer engagement and trust in the FMCG digital environment.
[bookmark: _wqqu6q64ozbc][bookmark: _Toc230780776]3.5 Data Sources
Data sources are simply the sources of information that will be applied to give the research analysis and findings. The paper is based on secondary data only, which is already available in academic and industry publications on the multilingual online advertisements, customer involvement and consumer trust in the FMCG industry. With the help of secondary data, the research will be able to feature a broad scope of points of view and already existing conclusions, making the analysis deep-seated and authoritative.
The sources of data chosen comprise academic books, peer-reviewed journal articles, industry reports, and conference publications. These sources will inform on digital marketing strategies, consumer behaviour and how language is used to influence marketing communication. According to Chowdhury et al. (2024), the implementation of digital marketing across multinational FMCG industries has spawned a lore of academic and industry research. Secondary data is a useful source of data to analyse strategic and behavioural trends.
Also, web-based academic databases like Google Scholar and other scholarly databases are used to locate the relevant and credible sources. These avenues make quality research available to academic standards. According to Nipa and Chowdhury (2024), the research on digital marketing, from the perspective of FMCG, is highly cited on academic platforms, which can be examined within the framework of secondary data in an inclusive manner.
Secondary data usage also assists in ensuring efficiency and feasibility since one does not have to be involved in time-consuming data collection, leaving the possibility of performing rigorous data analysis. Nonetheless, one has to be careful about the sources, to make sure they are relevant and reliable.
Thus, the selected data sources are a valuable base on which to investigate the topic of multilingual online advertising and its effectiveness in increasing interaction and consumer confidence.
[bookmark: _wcskf89j0oh][bookmark: _Toc230780777]3.6 Data Collection Strategy
The data collection plan presents the process in which the appropriate secondary data will be identified, selected and organised to be analysed systematically. A structured approach has been taken in this research to put in place the method that will make the data obtained during the research credible and put it directly into the research objectives. The strategy involves accessing quality academic and industry materials concerning multilingual online advertising, consumer involvement, and confidence in the world of FMCG.
Focused search using keywords is employed to conduct the data collection process in order to generate appropriate literature. The most important search terms are multilingual digital advertising, consumer engagement, consumer trust, and FMCG digital marketing. Such keywords are used in academic databases and academic repositories to cover as many sources as possible. 
According to Chowdhury (2024), digitised literature in the field of digital marketing must be systematically identified to comprehend emerging trends and strategies in practice in multinational FMCG settings.Moreover, the selection of sources is based on certain inclusion criteria to guarantee the topicality and usefulness of the sources. A study has to be in recent years, scholarly, credible, and in direct relation to digital marketing, language or consumer behaviour. Conversely, outdated, unacademically rigorous sources or those not of direct relevance to the topic under study are filtered out. 
According to Hashem et al. (2024), language is an essential element in the evolution of consumer reactions in the marketing setup, which is why it is important to consider studies that directly reflect on the linguistic and behavioural dimensions.Subsequently, the data obtained is classified into thematic groups in line with the major areas of research like localisation of language, consumer engagement and trust formation. This organised system allows effective research analysis and keeps everything consistent with the purpose of the research.
Consequently, the data collection plan will make sure the research is anchored on pertinent, plausible and scientifically chosen secondary information.
[bookmark: _bihqxxtu1qws][bookmark: _Toc230780778]3.7 Data Analysis Method
[image: ]
[bookmark: _Toc230780980]Figure 5: Thematic Analysis Process
(Source: Maria Rosala, 2022)
The method of data analysis refers to the process by which data collected is uploaded to produce valuable outputs. The thematic analysis is the main method of analysis in this study because it allows for identifying and tracing the trends in qualitative data. Thematic analysis is especially appropriate in such studies where behavioural and perceptual variables are studied, e.g., consumer engagement and trust in multilingual digital advertising settings.
The thematic analysis process starts with the process of data familiarisation, during which all the chosen sources are thoroughly read to obtain a complete overview of the main ideas and discoveries. This phase will enable the detection of the repetitive concepts of language, consumer behaviour and digital marketing strategies. According to Greyling (2021), language is an essential factor in consumer-brand relationships; therefore, it is essential to investigate linguistic impacts at the first stages of the analysis process.
The next phase after familiarisation is the coding, whereby important ideas and statements will be determined, and they will be grouped into meaningful units. These codes are significant in addressing the research as far as language familiarity, emotional connection, and consumer interaction are addressed. According to Hashem et al. (2024), linguistic factors can be meaningfully coded as marketing communication in the local language is a strong predictor of consumer purchase behaviour.
The coded information is, in turn, assembled into larger themes that are indicative of major trends in the literature. Such themes are localisation of language, consumer interaction and development of trust. All the themes are examined in order to find the relationship between the theme and the multilingual digital advertising strategies. According to Desembrianita et al. (2024), consumer trust and consumer engagement are directly related to the efficiency of the digital marketing communication, which explains the need to discover the interrelated themes.
The last phase is the "interpretation and synthesis phase in which the themes identified are discussed critically against the research objectives. This step will enable combining the results of various authors in the formation of a consistent opinion on the effect of multilingual advertising on consumer reaction.
Thus, thematic analysis offers in-depth and rigorous means of qualitative secondary data analysis that verifies the relevance of the analysis and validity of the results.
[bookmark: _rlin6452no1n][bookmark: _Toc230780779]3.8 Reliability and Validity
Research quality cannot be done without reliability and validity because it ensures that the results will be the same, correct, and trustworthy. In qualitative research, reliability can be described as the level of stability of the research process, and validity is simply the degree to which the research results adequately depict the study phenomenon. Both of these dimensions are taken into consideration in a structured data selection and systematic analysis in this research.
The reliability is maintained by following a similar approach in data collection and analysis. The inclusion and exclusion criteria used are clearly defined, which contributes to homogeneity in the source selection criteria. Moreover, they incorporate the use of thematic analysis in a systematic manner, and this improves the consistency of finding and defining patterns within the data. According to Chowdhury et al. (2024), uniformity in the analysis of digital marketing research is important in producing credible information on consumer behaviour and strategic processes.
The validity is enhanced by the choice of applicable and satisfactory scholarly sources, which are directly related to the aims of the research. The research makes certain that the data captures the relations between multilingual advertising, consumer engagement and trust. Moreover, several sources used confirm the fact of using one of the methods, triangulation, i.e. the correlation of the results of studies with each other to increase the level of accuracy. 
According to Nipa and Chowdhury (2024), the validity of drawing conclusions can be increased through the analysis of various digital marketing research: different viewpoints on consumer behaviour can be observed in various research. It is, however, notable that the secondary data might be limited by various factors by default, like differences in the context and methodology of the research. Although this is the case, the selection of sources and critical interpretation curbs such limitations. Thus, the research is very reliable and valid, which means that the results of the study are trustworthy and relevant to the research objectives.
[bookmark: _9jguyo5lyvpe][bookmark: _Toc230780780]3.10 Limitations of the Methodology
The limitations of the chosen methodology should be recognised, even though it has strengths, to give the research approach a balanced and critical judgment. The research will solely be based on secondary data, which will not allow us to get close to the actual consumer perception and real-time behavioural insights. This limitation can have an impact on the depth of analysis, especially regarding the appreciation of fast-changing digital marketing practices.
The first weakness is that the primary data were not collected, which hinders the possibility of capturing first-hand consumer reactions to the multilingual advertising approaches. According to Chowdhury (2024), secondary research will be useful in terms of its insights into the trends of digital marketing, yet it might not capture the dynamism of the consumer behaviour in particular market dynamics. This implies that the results based on available literature might not necessarily reflect the prevailing market situations.
Also, the research relies on the already published materials that can be biased or inconsistent in their methodological approaches. The different studies may have different results interpretations due to differences in their research designs, geographical focus and sample characteristics. This can impair the generalisation of the findings, especially in a diverse market like India.
Moreover, the researcher lacks control over the quality and extent of the original data, which could have an impact on the trustworthiness of some of the conclusions.
Hence, the methodology does come with helpful information, but one should take into account these shortcomings when conducting research interpretation.
[bookmark: _m2tzmy1hdtq][bookmark: _Toc230780781]3.11 Chapter Summary
This chapter has presented the methodological framework, which will be used to explore the effects of multilingual digital advertising on consumer engagement and trust in the FMCG industry in India. The study is based on an interpretivist philosophy and adherence to an inductive strategy, which allows a broad examination of the subjective consumer perceptions and behavioural patterns. To analyse available academic and industry literature, a qualitative research design, which relies on secondary data, has been utilised.
Moreover, structured data collection strategy and the method of thematic analysis have been minimised to reveal the important patterns of language, engagement and trust. According to Chowdhury et al. (2024), digital marketing is a topic that can be analysed in a systematic way to improve the comprehension of consumer interaction and strategic outcomes in the context of FMCG. It has also touched on reliability, validity and ethical considerations in order to guarantee the academic rigour.
Thus, the methodology is a good basis for further analysis and discussion, which is discussed in the next chapter.


[bookmark: _Toc229664616][bookmark: _Toc230780782]Chapter 4: Findings and Data analysis 
[bookmark: _heading=h.4xj3hjyecrzn][bookmark: _Toc229664617][bookmark: _Toc230780783]4.1 Introduction
India's speedy growth of digital infrastructure has globally transformed the communication sector for the Fast-Moving Consumer Goods (FMCG) industry. As the internet percolates into the rural backstops, global brands are challenged to communicate with a language-rich population that generally sees vernacular communication over English. This chapter summarizes and critically examines the results related to the impact of multilingual digital advertising communication on consumers' engagement/trust. The shift from “one size fits all” English approach to a localised multi-channel approach is considered through secondary data, which throws a light on the mechanics of getting visibility in search and socio-economic forces in Tier-2 and Tier-3 cities.
The analysis is arranged in such a way that both the technical efficiency of Search Engine Optimisation (SEO) for multilingual and the psychological effects of multilingual regional language advertising can be considered. This section aims to combine academic research and market reports to understand how linguistically inclusive content can be the first step in building a resonance for a brand. The results indicate that in India, the success of these global FMCG giants in the digital space is becoming more and more about "Glocalization", the ability to adhere to the quality of products/brands globally and at the same time communicating through local cultural and linguistic lenses. These are all prerequisites for a theme-based analysis, which is presented here to examine how these strategies help to surmount consumer barriers and can help to build consumer relationships in the long term, in a competitive market.
[bookmark: _heading=h.n6vor12t6m][bookmark: _Toc229664618][bookmark: _Toc230780784]4.2 Findings from key Articles 
Author	years	Title	Key findings
Chawla, N. and Kumar, B.,	2022	E-commerce and consumer protection in India: the emerging trend. Journal of Business Ethics	In the Indian e-commerce environment, the basics of customer care and website information play a crucial role in establishing trust in customers.	
Bryła, P., Chatterjee, S. and Ciabiada-Bryła, B.	2022	The impact of social media marketing on consumer engagement in sustainable consumption: A systematic literature review. 	One of the key components of engagement is emotion and satisfaction; consumer must feel a sense of "belongingness" in order to establish long-term brand relationships.	
Roux, T. and Potgieter, A.,	2024	Do anglophone consumers truly trust or simply tolerate English advertising?	Local expressions, idioms, etc. are ethnic cues in language that increase psychological connection and boost advertising trust.	
Noronen S.,	2025	The Effects of Perceived Brand Localness to Brand Trustworthiness	The perceived brand localness (PBL) has a significant positive influence on the perception of competence, benevolence and transparency, which can directly influence the global brand trustworthiness.	
Kanumuri V	2025	Adapting Brands for Global Markets through Cross-Cultural Marketing. 	Localization strategies, as performed in regional languages, are more effective in market penetration than is a standard campaign – messages that are poorly translated have a negative impact on the brand.	
Thanigan, J., Reddy, N.S., Maity, M., Sethuraman, P. and Rajesh, J.I.,	2025	 An integrated framework for understanding innovative digital payment adoption and continued usage by small offline retailers.	India is motivated by "perceived ease of use" and social norms for digital adoption and requires localizing interfaces to mitigate the perceived risk.	
Song, M., Xu, Y., Senathirajah, A.R.B.S. and Yan, X.	2025	Consumer adoption of fashion rental for sustainable consumption: a systematic literature review and integrative framework	Consumer behavior is a multi-faceted psychology (cognitive and affective), stimuli need to be congruent with particular cultural contexts.	
Popa, A., Barbu, C.A. and Ionascu, A.E., 	2023	The new paradigm of online marketing: A study of generation Z consumers’ behaviour and their attitude towards brands. New Trends in Sustainable Business and Consumption,	Social media platforms (Facebook/Instagram) are important for brand information; engagement is dependent on having a strong brand personality and image.	
Pradhan, K.C., Kumar, S. and Sharma, R., 	2025	Adopting digital financial technology in Madhya Pradesh, Central India: opportunities, challenges, and determinants.	Digital transactions are trusted when information sources are perceived as culturally relevant and linguistically accessible.	
Toti, J.F. and Sánchez Romero, A.M., 	2023	Understanding how ethical claims in advertising affect subjective ambivalence toward buying ethical products.	When advertising content is delivered in the native language in multicultural environments, it becomes more relatable, impactful and trusted for ethnic consumers.	

Table: Key findings from articles and Journals
(Source: Self-made)
The Indian FMCG sector is in the process of moving from a "global standardization" to “hyper-localization” of the digital advertising industry. This analysis focuses on three key themes that were identified from the research objectives; based upon the ten peer-reviewed options in the main research matrix.
[bookmark: _heading=h.655hlg9c56x7][bookmark: _Toc229664619][bookmark: _Toc230780785]4.2.1 Theme 1: Digital infrastructure of inclusivity: Multilingual SEO and SERP
Indian advertising, especially using the traditional media, was mostly English-centric, targeting the urban elite. However, based on the current study, the ‘next billion users' are essentially vernacular. In the context of the Indian digital economy, transparency of information is seen to be at the core of trust, as outlined by Chawla and Kumar (2021). This "information" regarding FMCG brands needs to be linguistically accessible. Multilingual Seo is no longer just a technical luxury but it has become a mechanical necessity to be visible and seen.
Significantly, whenever a brand name serves in the optimized local keywords in a user's native search results, it drives to Perceived Brand Localness (PBL) as Noronen (2025) mentions. Such visibility serves as a "signal" of competence. When a consumer types a search query in Hindi and is returned a top-ranked, linguistically correct product or brand listing for an FMCG item, it becomes "benevolent", is seen as part of the local culture, and is invested in by the brand. On the other hand, according to Kanumuri (2025), “tokenistic” translation should be avoided. Machine translations without taking into account local idioms often endanger credibility. The results indicate that if multilingual SEO is to be effective, it needs to be accompanied by cultural contextualization to gain the consumer's "awareness" and take them into "engagement".
[bookmark: _heading=h.8pjqqsxh5f0a][bookmark: _Toc229664620][bookmark: _Toc230780786]4.2.2 Theme 2: Breaking the Obstacles in Tier-2 cities by “Bharat” marketing
The time is coming when Tier-2 and Tier-3 cities in India, known as “Bharat”, should become the big battleground for global FMCG brands. Language is the greatest challenge to market penetration in these areas. The key here is that consumers not only "tolerate" English, they also actively look for ethnic cues that encourage them to feel a sense of belonging, according to Roux and Potgieter (2024).
Regional language advertising is used as an instrument of social inclusion in Tier-2 cities. As Thanigan et al. (2025) state, one of the key factors to consider in digital engagement in emerging markets is the factor of ‘perceived ease of use’. Consuming regional dialects renders the global brand message easier for the consumer to deal with, as is the case of Nestlé or Unilever when they switch to local dialects in the digital media. This means that the brand is “closer” to the life of the consumer.
Moreover, as noted by Bryła et al. (2022), it takes feeling and satisfaction to achieve engagement. When it comes to the Indian FMCG scene, the word emotion is strongly correlated with language. A localized ad is not only about the product; for a Marathi-Tamil ad, it has to touch a sentiment that has been held between two different cultures. But the criticism here is that many global brands still persist in doing what is widely termed as "Tier-1 aesthetics" and "Tier-2 language". The analysis proposes that the visual and verbal elements have to be complemented to evoke the socio-cultural realities of Tier-2 city life in order to be engaging.
[bookmark: _heading=h.uym8e6na2324][bookmark: _Toc229664621][bookmark: _Toc230780787]4.2.3 Theme 3: Trust and confidence in the communication put the local authorities under pressure
The ultimate target of digital ads in the FMCG house is to encourage trust; since these merchandise are inextricably linked to health, hygiene and well-being on a daily basis. Both studies by Toti et al. (2023) and Noronen (2025) come to this same conclusion: Trust is linguistically mediated. Localized communication strategies are one of the forms of “cultural sensitivity.” Local voice is useful when the global brand adds a local voice to lower the foreignness that could lead to skepticism. Chawla and Kumar (2021) conclude that it is important to have website information and customer care in local languages to "build a customer's trust". For a brand like India, where "word-of-mouth" is being phased out by "digital review," the communication of the brand in the consumer's mother tongue during the post-purchase is crucial for building loyalty towards the brand.
Essentially, Popa et al. (2023) suggests for the digital segment, Gen Z, which is actually the most digitally active segment, trust is linked to authenticity. When the global brand's localized one seems “false” and “unnatural,” that could give it negative brand equity. It is a "Trust Paradox," as strengthened reach means heightened brand dilution to cultural analysis, the analysis shows. Hence, it becomes necessary for global FMCG brands to always make sure that their localized communication isn't just the marketing aspect of the rupee but more like being sensitive towards the Indian consumer in terms of communication.
Analyses of secondary data reinforce the fact that the best way for global FMCG brands to connect with the Indian consumer is via multilingual digital ads. Optimizing for regional SEO (Theme 1), paying attention to the linguistic differences in Tier-2 cities (Theme 2), and creating connections based on a cultural understanding of the region (Theme 3), will grant a competitive “Glocal” advantage to brands. However, the underlying success factor is: to be translated, it cannot be deep cultural integration.
[bookmark: _heading=h.ead5sdzhwqx6][bookmark: _Toc229664622][bookmark: _Toc230780788]4.3 Analysis of Findings
[bookmark: _heading=h.dwsu3glnrgy4][bookmark: _Toc229664623][bookmark: _Toc230780789]4.3.1 Theme 1: Digital infrastructure of inclusivity: Multilingual SEO and SERP
The conclusion drawn from the findings related to Theme 1 is that presence in the digital landscape in the Indian marketplace is no longer enough; it is about being relevant in India. The secondary data suggests a high percentage of new Internet users are accessing the Internet in regional languages. In this sense, the understandings of these outcomes indicate that Multilingual SEO is essential (and the foremost) approach that FMCG brands must adopt to come in the consumers 'consideration set (Domingo, 2023). Optimising for vernacular keywords is not only for technical ranking but also to correlate with the natural way people think around keywords. In particular, the trend of talking to search engines using regional languages comes as a surprise. It is concluded from the analysis that the people in semi-urban areas use Voice Commands instead of using the complications of typing in various scripts. 
For FMCG brands, not participating in the regional SEO terminology because of the lack of phonetic accuracy can cost them being a "digitally invisible brand" to a huge target audience. In addition, the results indicate the existence of a “Friction Gap”: ads can be multilingual, but landing pages and checkout can be in English. This is another fantastical example that shows that whilst technology is a powerful tool for engaging users initially, having a complete lack of end-to-end linguistic experience can interfere greatly with actually making the consumer part with the cash (Bhuiyan, 2025). All of this suggests that the multilingual digital infrastructure is an essential ground for global brands to have a competitive Search Engine Results Page (SERP) positioning in a saturated FMCG sector.
[bookmark: _heading=h.pczgq38eli7g][bookmark: _Toc229664624][bookmark: _Toc230780790]4.3.2 Theme 2: Breaking the Obstacles in Tier-2 cities by “Bharat” marketing
The takeaway from Theme 2 supports the fundamental shift from ‘India' (urban, English speaking) to ‘Bharat' (Tier 2 & 3, vernacular speaking). The figures are all the same: regional language advertising (RLA) is a huge power in the name of 'psychological proximity'. In Tier-2 cities, trust and emotional reliability have been connected to regional languages while English is perceived as being useful only for transactions. Regular use of Regional Languages is considered at the consumer level as a "cultural respect" for Global FMCG brands, reducing the barrier to brand entry (Botes et al., 2025). These results also indicate that Hyper-localized content is even more effective than translation. The insights reveal that Tier-2 city dwellers are well attuned to the cultural context, and ads that use idioms, humor, or cultural cues are more likely to get more clicks and engagement than a universal message. 
It indicates that the term "Linguistic Barrier Mitigation" is not only concerned with the translation of words but also with the values and lifestyles. But messages clearly designed for the local market or that are seen as "pandering at the feet of the consumer," can generate a backlash from well-informed younger kids, as a key counter-finding point out (Chawla, 2025). The handling of the expansion to Tier-2 cities is, therefore, a complex mix of breaking ground with the right digital tools to expand the reach and not losing out on the ‘local feel' aspect that resonates with the region's socio-cultural identity of the consumer. This linguistic bridge is critical in the FMCG industry, where consumer choices are made on a regular and daily basis, and to convert a "foreign brand" into a "household name.
[bookmark: _heading=h.f36wm63rb2zl][bookmark: _Toc229664625][bookmark: _Toc230780791]4.3.3 Theme 3: Trust and confidence in the communication put the local authorities under pressure
The analysis of Theme 3 reveals that multilingual digital advertising has a direct effect on the development of consumer trust towards global FMCG brands in India. It becomes clear from the research findings that the ability of brands to develop trust does not depend only on the quality and popularity of the product but also on how it communicates with its consumers in a culturally and linguistically relevant manner. Given that the goods utilised daily are connected to health, hygiene, and the welfare of one’s family, the consumers of FMCG seek a trustworthy, clear, and understandable message. In such a way, local communication approaches can also facilitate brand efforts towards reducing consumer scepticism and enhancing trust in digital communication (Faster Capital, 2025).
Additionally, language proficiency seems to be another significant factor influencing authentic experience. Localisation through language communication helps overcome the image of the global FMCG brands' foreignness discussed in the previous chapter. Therefore, localised communication can serve as the psychological bridge between consumers and MNCs. Language use as a means of marketing shows consumer respect and sensitivity to local identity as a part of corporate identity. Thus, emotional assurance is improved as well as credibility. In culturally diverse markets such as India, trust is related to cultural sensitivity. Those brands that do not show awareness of local culture by using familiar languages may appear aloof or even pragmatic from the point of view of business interests. Thus, language localisation is no longer a marketing trick but a trust-building factor in digital FMCG marketing (Medium, 2023).
The second important finding that emerges from the findings is that the trust persists even after the first contact with the advertisement and progresses into the communication stage after the purchase. Transparency and accessibility in terms of consumers can be attained via customer service, instructions for the products, website information and online reviews, all in the local language (Zendesk, 2026). This is in line with the assertion that comprehension and clarity are key in building trust in a digital world. The consumers' feeling of risk and uncertainty gets addressed by interacting with FMCG brands in their language throughout the purchase process. In this context, it is important to note that people living in tier 2 and tier 3 cities might not have complete trust in English-language digital platforms.
The topic of authenticity is emphasised as a growing trend, especially among digitally connected consumers, or Generation Z. Localising content is an excellent method of boosting engagement and trust levels; however, consumers can recognise any shallow or poorly localised messages (‌Lokalise, 2025). As a result, the “Trust Paradox” emerges, where brands attempt to appear local but may seem insincere due to the lack of cultural depth in their communication. The importance of this finding implies that mere translation is insufficient for effective multilingual marketing campaigns. Instead, advertisements must be authentic by incorporating the culture, including idioms, values, humour, and communication style. If localisation appears to be an effort to serve commercial interests rather than being genuinely rooted in the culture, it may negatively affect the brand’s image instead.
[bookmark: _heading=h.co6f3y6phmyc][bookmark: _Toc229664626][bookmark: _Toc230780792]4.4 Chapter Summary
Multilingual digital advertising is no longer a strategy, it has become a necessity for FMCG brands with a larger ambition of sustainably growing in the ‘Bharat’ market. The results reveal that multilingual SEO and localized content are pivotal drivers for search visibility and consumer trust. Language, with its resonance, makes up for digital technology's reaching arms, as it allows for effectively reaching a very big divide between global brand identity and local cultural values. Finally, it will take the change from translation to the Indian version to a hyper-local communication model that resonates with the socio-linguistic tapestry in India for one to be successful in this landscape.

[bookmark: _heading=h.xhkmapf8go15]

[bookmark: _Toc229591668][bookmark: _Toc230780793]Chapter 5: Discussion
[bookmark: _heading=h.iwy57v3xnxpu][bookmark: _Toc229591669][bookmark: _Toc230780794]5.1 Chapter Introduction
In this chapter, the results obtained in the previous chapter will be discussed in critical perspectives in connection to earlier literature and theoretical frameworks in the current research. The focus will be on how multilingual digital advertisements influence the level of consumers' engagement and trust in FMCG products in the Indian market. The discussion will consider the significance of multilingual SEO, regional language communication and methods for developing trust through localisation. Moreover, some comparisons will be made between results obtained within this research and the existing literature in academia, where similar, different and new findings will be noted.
[bookmark: _heading=h.vcurutf7sw9x][bookmark: _Toc229591670][bookmark: _Toc230780795]5.2 Discussion on Analysis
[bookmark: _heading=h.smy3nyavlk4c][bookmark: _Toc229591671][bookmark: _Toc230780796]5.2.1 Discussion on Theme 1: Digital infrastructure of inclusivity: Multilingual SEO and SERP
The discussion on Theme 1 suggests that multilingual SEO and Search Engine Results Page (SERP) visibility have become an inevitable element of Digital Inclusivity in the FMCG industry in India. According to the findings, the multilingual digital infrastructure is not only a technical means of achieving high ranks on the search engines but also a communication strategy for increasing consumer access and engagement with their content (Translated, 2026). This is indeed a fascinating outcome and aligns well with the discussions made in the literature review, particularly those raised by Mogambi, (2024), who claims that the increase in vernacular internet has been associated with a significant increase in regional-language digital products in India. With the increasing number of consumers accessing digital media through local languages, such as Hindi, Bengali, Tamil, among others, the need for optimising digital communication in the local language has become imperative.
Moreover, the findings support the Technology Acceptance Model (TAM) that has been discussed in Chapter 2. The model states that the perceived ease of use of digital platforms positively influences consumer interaction with the platform. In relation to the multilingual SEO approach, the presentation of information and search results in the local language will reduce the cognitive load of consumers. Similarly, according to Thanigan et al. (2025), the adoption of digital technology in India improved when users could understand the interface and communication systems linguistically. Therefore, it can be inferred from the discussion above that multilingual SEO can make it easier to navigate and understand FMCG brands' websites.
Additionally, it should be noted that the findings support the Communication Accommodation Theory, which stresses the necessity of changing communicative behaviour to minimise social distance and improve communication interactions. Brands under the category of FMCG could make use of multilingual search optimisation to cater to the language requirements of different groups of consumers, particularly in semi-urban and rural populations (EY‌, 2025). In other words, the findings support those of Hashem et al. (2024), who stated that language familiarity fosters emotional engagement and communication. Therefore, it is clear that regional SEO can help brands get closer to their customers.
The results have shown us that there may be certain issues when the multilingual approach has been poorly deployed by the company. According to Kanumuri (2025), poor or literal translations may influence the perception of the consumer and adversely affect the brand reputation. The results of the above observation are in agreement with research, which has shown that “tokenistic” localisation creates the impression of a disconnect between visibility and engagement. This also applies to the concept of the “Friction Gap”, where advertising is done in local languages, while website or checkout systems remain in English (Business Wire, 2026).
[bookmark: _heading=h.2li0n1z7ag1z][bookmark: _Toc229591672][bookmark: _Toc230780797]5.2.2 Discussion on Theme 2: Breaking the Obstacles in Tier-2 cities by “Bharat” marketing 
The discussion on Theme 2 reveals that regional language advertising has emerged as an effective tool to address linguistic, cultural, and psychological barriers associated with Tier-2 and Tier-3 city markets in India. As per the results, the use of multiple languages does not only help make the advertising content accessible but also boosts consumer emotion and engagement. It directly helps address the second research question which is related to the effect of regional language advertising in reducing linguistic barriers in Tier-2 markets. From the results, it can be seen that consumers in such markets find regional language communication much more appealing than English-focused communication strategies (Aljarelah, 2024). The findings are strongly supported by previous literature according to which regional language communication fosters brand emotion and brand familiarity. Similarly, according to another literature, mentioned in the literature review, multilingual communication helps in improving consumer understanding and addresses communication barriers in culturally diverse markets. The current study expands upon this point by explaining how regional language advertising serves as a means of “psychological proximity,” allowing consumers to feel socially attached through local language communication. This also supports the discussion made under the theme of literature review, as per which ethnic cues and local expressions foster advertising trust and emotion (Panychok et al., 2024).
From a theoretical perspective, the findings strongly support the Communication Accommodation Theory identified in the theoretical framework. The Communication Accommodation Theory postulated in the theoretical framework was proved through the findings that communication in organisations is enhanced by adapting language and communication styles to eliminate any kind of social distance that may exist between the organisation and its consumers. For Tier-2 cities, use of regional languages enhances the sense of sensitivity towards culture and social inclusion. In addition, the findings support the Technology Acceptance Model whereby localizing the communication will enhance the perceived ease of understanding digital advertisement and technology platforms (Ye, 2024). Semi-urban consumers are likely to find difficulty while using English-based technologies, and hence, multi-language communication is helpful in increasing the participation of such customers. However, localizing messages cannot guarantee positive reception from consumers. 
Through the study, it was realized that hyperlocalization advertisements that make use of authentic idioms, humor and other elements that refer to culture performs better than mere translations. This implies that consumers are becoming increasingly smart and can easily identify the authenticity of the localizing process adopted. Poor localization strategies for advertisements in Tier-2 cities lead to consumer resistance (Panychok et al., 2024). Thus, poorly translated or culturally insensitive advertisements might adversely affect the brand reputation. Further, these results add to the literature gap found at the beginning of this dissertation, which states that there was inadequate attention paid to the use of Tier 2 and Tier 3 markets in multilingual digital marketing research. These results expand current knowledge by illustrating the effects that regional language advertising has on visibility, communication, emotional trust, cultural immersion, and engagement within the emerging Indian market known as “Bharat.”
[bookmark: _heading=h.rtg2n6ftxf4d][bookmark: _Toc229591673][bookmark: _Toc230780798]5.2.3 Discussion on Theme 3: Trust and confidence in the communication put the local authorities under pressure
Theme 3 discusses how multilingual communication is a critical aspect when it comes to building the trust of consumers for FMCG brands in India. From the findings, it emerges that the importance of being familiar with the language used, as well as having an authentic form of communication, is vital in the process of building consumer trust (Zendesk, 2024). These findings support existing research on the topic, as discussed in Chapter Two, which shows that when communication occurs in consumers' native language, trust is more easily built. For the Indian FMCG industry, where the consumer interacts daily with health, hygiene, and household products, TRUST is an essential element.
The findings are also compatible with the theory of Brand Trust, where emphasis is placed on the importance of credibility, consistency, and reliability as the three core components of building trust among consumers. In terms of analysis, the findings showed that the use of local communication strategies reduces the psychological distance between consumers and multinational brands. Companies that adapt their advertisements to many regional languages, offer a multilingual website, and a customer service system in different languages appear to be more trustworthy to consumers (Crowdin, 2026). This aligns with the views held by Chawla and Kumar (2022), who identified information availability on the website and customer service communication on the website as two important factors in developing digital trust in India.
Additionally, the findings are consistent with the predictions of Communication Accommodation Theory, which states that adapting the mode of communication fosters a sense of connectedness and interaction among individuals. The brands operating in FMCG should customise their communication to the tastes of their Indian consumers by using the indigenous language and local phrases (The Times of India, 2023). Furthermore, Roux and Potgieter, (2024) recommended that ethnic indicators in advertising language lead to psychological affinity and foster confidence in the brand. It is not a simple translation process but rather a cultural adaptation.
The findings further reveal the importance of issues related to authenticity and overlocalisation. According to Popa et al. (2023), authenticity and brand sincerity remain the values of younger digital consumers, particularly of Generation Z. Indeed, it appears that consumers can quickly identify whether any form of communication is forced or whether the communication is based merely on culture-based manufacturing. This is consistent with the Trust Paradox mentioned in the findings section, according to which the aggressive localisation may have an impact on visibility but may also create negative perceptions of the brand among consumers due to a lack of understanding of culture. Also, multilingual communication approaches require greater social integration compared to simple linguistic translation.
[bookmark: _heading=h.7r0p4om70qbn][bookmark: _Toc229591674][bookmark: _Toc230780799]5.3 Chapter Summary
This chapter presented a critical analysis of the major findings of the research in context to their relevance to the theory and previous literature in relation to the topic of multilingual digital advertising in the FMCG industry. The discussion revealed the significance of factors such as multilingual search engine optimisation, communication in regional languages, and localisation in the digital world in influencing consumer engagement and trust in India. These findings have proven true for theories such as the Technology Acceptance Model, Communication Accommodation Theory and Brand Trust Theory, which stressed the need for accessibility and relevance in terms of language use for digital marketing. Moreover, the chapter discussed the issue of superficial localisation and lack of authenticity in FMCG communication.

[bookmark: _heading=h.8slh0op2g9h3]

[bookmark: _heading=h.l8uebm7t0rpj][bookmark: _Toc229591675][bookmark: _Toc230780800]Chapter 6: Conclusion and recommendations 
[bookmark: _heading=h.skwmswljqg5w][bookmark: _Toc229591676][bookmark: _Toc230780801]6.1 Introduction to the Conclusion Chapter 
This dissertation examined the use of regional language advertisements to affect the engagement level of the consumers and reduce communication barriers in the FMCG industry in the Tier-2 and Tier-3 cities of India. The objective of the study is to determine the influence of multilingual advertising techniques in strengthening emotional connect, building customer trust, accessibility and purchase decision in the newly developing "Bharat" market in India. This research was initiated because of the increasing requirement for culturally aware communication strategies among the FMCG organisations. There were three main research questions that drove the research on regional language advertising, such as its influence on the consumer engagement level, reduction of the linguistic barriers and localization strategies in the semi-urban areas (Giri et al., 2026). 
In order to analyse the answers of the respondents and measure their perceptions about the application of multilingual techniques in the advertising process, a qualitative method of thematic analysis was utilized in the research. Summary of the major results of the research work, answering the research questions posed, significance of the research to both theory and practice can be found in this conclusion chapter. 
[bookmark: _heading=h.18mz7xy0guii][bookmark: _Toc229591677][bookmark: _Toc230780802]6.2 Summary of Key Findings 
From the research findings, it is evident that regional language advertising plays an essential role in engaging the target audience and eliciting emotions from consumers in the FMCG segment in India. The advertisements conducted in the regional languages demonstrated higher trustworthiness and relatability among the consumers from Tier-2 and Tier-3 cities, as they were culturally sensitive and inclusive (Takyi et al., 2025). According to the study, the utilization of local language advertising made the consumer more attentive to the advertisement, better informed about the product, and motivated to purchase compared to advertisements conducted in other languages. 
Additionally, the study found that multilingual marketing strategies were a highly effective way of overcoming the language barrier in semi-urban regions where consumers could not comprehend advertisements in English. This means that adverts incorporating local dialects, cultures, and humor elicited greater consumer responses because they fostered emotional closeness and brand trust (Biswas et al., 2022). However, it was also found that some difficulties were associated with the operationalization of localization such as translation inconsistency, cultural sensitivity issues, and maintaining consistency in brand identity across different regions. In summary, it can be stated that the findings have shown that regional language advertising has become an important strategic tool for FMCG firms to secure a competitive advantage in the new Bharat economy of India.
[bookmark: _heading=h.a4s6ucf7v3pi][bookmark: _Toc229591678][bookmark: _Toc230780803]6.3 Conclusion on Research Questions and Literature Gap 
The research project was successful in addressing all the research questions proposed at the beginning of the dissertation. The first research question was concerned with the influence of language advertisement in the area on customer involvement in the FMCG market in India. The findings revealed that the influence of multilingual advertising was quite substantial, insofar as emotional bonding, trust and customer involvement were enhanced through the power of local language communication, which was familiar to the audience. Local brands that were advertised in native languages were considered to be more accessible and friendly to customers than English-only brand advertisements (Ahmed and Sur, 2024).
The second research question sought to find out whether regional language advertising could mitigate language barriers in semi-urban Tier-2 and Tier-3 cities. It was evident from the findings that there was no doubt regarding the positive effect of local language advertisement, as it made communication easier and facilitated digital interaction of the target audience by overcoming linguistic barriers.
The third research question related to identifying the factors that could affect the success or failure of regional language advertising. Based on the research findings, it can be concluded that authenticity, cultural relevancy, adaptation to local contexts and emotional appeal are much more significant than mere translation in the target language. Elements of advertising campaigns using local humor, referencing the community life, tradition, and identity resonated with the consumers positively (Zhang et al., 2024).
In addition, the research contributes to filling the empirical gap in the existing literature as was defined in the literature review chapter. Indeed, there was only limited evidence available on urban digital marketing and language-based communication practices, and little evidence was provided on the role played by the use of regional languages in the advertisements for the FMCG industry in Tier-2/Tier-3 cities of India.  The dissertation makes an original contribution to the body of knowledge in the field of linguistics and marketing, advancing previous research with regard to the role played by language as the tool of communication and cultural integration influencing consumer identity and behavior.
[bookmark: _heading=h.q2loavmrtakp][bookmark: _Toc229591679][bookmark: _Toc230780804]6.4 Theoretical Contributions of the Study
The findings of the study have been useful in the field of theory-building within communication, localization, and consumer behaviour. The contributions of the study to the other studies have been made by validating the Communication Accommodation Theory. It is evident from the results that there is a high probability that consumers will be responsive to the strategy of organisations customizing their communication techniques according to the language and culture of consumers (Kandiawan, 2022). Regional languages were used in advertisements, reducing the psychological distance between consumers and companies, increasing the trust, emotional attachment, and engagement. Another contribution of the study to previous studies has been made through the Technology Acceptance Model (TAM). It emphasizes the importance of multilingualism in enhancing accessibility and comprehension in e-marketing situations. Many consumers residing in Tier-2 and Tier-3 cities have found it challenging to communicate with English-based e-commerce sites. The present study further contributes to the previous theories of localization since the study shows that cultural adaptation is more important than language translation. Elements such as familiarity, culture, and context play a pivotal role in enhancing the effectiveness of advertising campaigns.
[bookmark: _heading=h.wb5qrjs51ap5][bookmark: _Toc229591680][bookmark: _Toc230780805]6.5 Practical and Managerial Implications 
These findings have several implications for FMCG firms, managers, marketers and policymakers in the regional markets within India. First of all, FMCG firms can concentrate on adopting multilingual marketing strategies to ensure effective communication and establish relations with consumers in Tier-2 and Tier-3 cities. The use of local language will help build confidence, create accessibility and develop an emotional level of engagement thus increasing market reach and consumer loyalty. Second, organisations should go beyond simple translation and concentrate on culturally adapted marketing strategies. For instance, using idioms, traditions, cultural references, humor and stories will allow organisations to develop culturally appropriate messages. It is important for businesses to invest into local creative professionals as well as local market research to ensure relevance of the message (Basiru et al., 2023).
Other findings highlight the importance of multilingual digital accessibility as well. Companies are advised to improve their vernacular digital content, develop multilingual interfaces and establish regional customer support. Moreover, the research also brings out some issues at the policy level about the importance of linguistic integration in the digital communication network in India. The policymakers and businesspeople can motivate companies to provide multi-language services that could enable more consumer participation from people who speak different languages. 
[bookmark: _heading=h.ivmwh0fgu4ov][bookmark: _Toc229591681][bookmark: _Toc230780806]6.6 Limitations of the Study 
Despite several benefits to the research, it is vital to understand the following drawbacks. First, the study involved the use of a small sample size which cannot be deemed representative of the general Indian population. It is quite probable that regional language advertising will result in different perceptions among consumers from various states, socio-economic statuses, and demographic segments. Furthermore, the research was conducted in regards to the FMCG sector alone, while its findings cannot be extrapolated onto other industries including banking, education, healthcare, or luxury retail as these have their unique features (Qader et al., 2022).
Also, the research had a number of limitations associated with the approach used for conducting qualitative research. In spite of the fact that the use of thematic analysis allowed the researcher to gain an insight into consumers' perceptions and experiences, there was no quantitative assessment of the consequences of the consumer's actions, such as improved sales performance or advertising effectiveness. Furthermore, it should be mentioned that consumer behavior keeps changing with technological advancement and evolution of media consumption habits.

[bookmark: _heading=h.ndiku6o8p36v][bookmark: _Toc229591682][bookmark: _Toc230780807]6.7 Recommendations for Future Research 
Future research could further broaden its scope by conducting large quantitative studies that would include consumers from different linguistic, cultural, and socio-demographic backgrounds in India. This would make the findings more generalizable and would contribute to a deeper understanding of the relationship between regional language advertising and consumer behavior.
Furthermore, it is important to conduct comparative studies to examine how localization affects consumer engagement in urban versus rural markets. In addition, researchers could conduct studies on the effects of regional language advertising on the consumer behavior of different age groups, different income brackets, and different education levels (Vardhan et al., 2025).
The focus could be broadened to study other industries than fast-moving consumer goods (FMCG), such as banking, health care, tourism, educational institutions, e-commerce, and technology services, and how they benefit from multilingual advertising.
In addition, another interesting research that needs to be undertaken is related to the way in which consumer attitude towards regional languages in advertising evolves amid ongoing digital transformation and changes in regional media use. Moreover, the impact of AI, voice technology, and vernacular digital platforms can be researched from the perspective of multilingual marketing communication of the future (Cordova-Buiza et al., 2025).
One more area of investigation relates to exploring the relationship between regional identity, emotional branding, and consumer loyalty within the emerging economies. As for other potential avenues of future research, additional studies are needed in the field of linguistic and cultural adaptation practices for marketing purposes within a rapidly developing economy.
[bookmark: _heading=h.255zg5ib7bi][bookmark: _Toc229591683][bookmark: _Toc230780808]6.8 Final Concluding Statement  
In summary, this dissertation has shown that regional language advertising proves to be an efficient and influential instrument in communications in marketing within the FMCG industry, particularly in Tier-2 and Tier-3 cities of India. The findings indicate that multilingual communication develops trust, establishes emotional connections, provides accessibility, and creates cultural affinity through matching of marketing messages to reality. This research has also proven that in order for the “Bharat” marketing communication campaign to be successful and promote the brand, there needs to be real 'localization' of the brand in the region where the consumers will appreciate the communication message in their region and inclusion.
This study opens up a whole new perspective of the increasing importance of localization strategies for developing countries with linguistic and cultural diversity through academic literature and practice management. Another concept that is reinforced in this dissertation is the idea that the language is not just a tool of communication but an incredibly potent tool that influences identity, a sense of belongingness, and consumer behavior. In the context of increasingly active regional consumer markets in India as well as digital transformation, multilingual communication strategies will remain crucial in achieving sustainable growth and success.
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