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[bookmark: _Toc228961970]Chapter 1: Introduction

The UK savoury snacks market is one of the most mature yet valuable categories in the fast-moving consumer goods industry. Despite its maturity, the market is continuously evolving due to increasing competition, retailer consolidation, shifting consumer health awareness, and rising government intervention (Statista, 2024).

In recent years, growing concerns about obesity and health-related conditions have resulted in stricter regulations on foods high in fat, sugar, and salt (HFSS), restricting advertising, pricing, and product placement (UK Government, 2023). These regulatory constraints have significantly reduced the flexibility of traditional marketing strategies and forced firms to adapt their approaches.

Walkers, a leading brand under PepsiCo, continues to dominate the UK crisp market due to its strong brand equity, extensive distribution network, and diversified product portfolio (Euromonitor, 2024). However, increasing competition from private labels and the growth of alternative snack categories such as baked and protein-based snacks have intensified pressure on market leaders (Mintel, 2024).

This creates a critical challenge: although Walkers maintains market leadership, it remains unclear whether its performance is driven by effective marketing strategy adaptation or by its established brand dominance.

Existing literature offers strategic frameworks such as Porter’s Five Forces, Resource-Based View (RBV), and STP; however, these models are often applied conceptually and lack empirical validation in regulated, mature FMCG markets like the UK savoury snacks industry.
Therefore, a clear gap exists in understanding how marketing strategies influence measurable market performance under regulatory and competitive pressures.

This study addresses this gap by analysing Walkers as a case study within the UK market between 2018 and 2025. It specifically focuses on evaluating how marketing strategies interact with both industry conditions and internal capabilities to influence performance outcomes such as market share and sales growth.

[bookmark: _Toc228961971]1.1 Research Aim:

The objective of this research is to critically assess the marketing strategies employed by Walkers and their effectiveness in shaping market performance in the UK Savory snacks market.
The objective of this research is also reflective of the need to go beyond the descriptive analysis of market trends and focus on the strategic processes that underpin the competitive advantage of a leading brand in the face of regulatory and structural challenges. The research aims to provide insight into how marketing strategies, including segmentation, positioning, product, pricing, place, and promotion, interact with both industry-level and firm-level factors to shape performance outcomes.
The research adopts a case study approach that is clearly circumscribed, and the research aims to provide analytical insight into whether the continued market leadership of Walkers is a consequence of strategic adaptation, brand power, structural insulation, or a combination of these factors.

Ultimately, the study makes its contribution to the understanding of the role of marketing strategy as a competitive driver in mature FMCG markets, where there are regulatory restrictions and changing consumer expectations.

[bookmark: _Toc228961972]1.2 Research Objectives:

To fulfil the above-stated aim, the following objectives will be pursued in the research:

· To critically analyse the competitive and regulatory environment of the UK savoury snacks market, including the impact of HFSS policies and industry competition.

· To evaluate Walkers market performance in the UK between 2018 and 2025 using key indicators such as market share, sales growth, and competitive positioning.

· To critically assess Walkers marketing strategies in response to changing consumer behaviour, health trends, and market dynamics, using STP and the marketing mix frameworks.

· To examine the extent to which Walkers marketing strategies influence its market performance, identifying whether outcomes are driven by strategic adaptation or existing brand strength.

The above-stated objectives are formulated to retain a strong focus on the research questions and to ensure the feasibility of the research approach using the secondary data method. Each objective is associated with a particular stage of analysis, namely, industry analysis, market capability assessment, marketing practice evaluation, and performance evaluation.

The objectives are formulated to retain only four in number to retain a strong focus on the analysis and to prevent the conceptual stretching of the research. The above-stated approach enables the research to progress from the macro-market forces to the firm-level strategic outcomes in a logical manner.

[bookmark: _Toc228961973]1.3 Research Questions:

The study is informed by the following research questions:

· What are the major structural features and competitive dynamics that are influencing the UK savoury snacks market?

· How has the market structure and brand power of Walkers changed in this competitive context?

· What are the marketing approaches adopted by Walkers in reaction to the regulatory challenges and consumer behaviour shifts?

· To what extent are the marketing approaches of Walkers linked to its market performance results?

The research questions are formulated to ensure conceptual understanding and focus. Each research question is directly linked to a research objective, ensuring methodological consistency and avoiding duplication.

The research questions also enable both descriptive and evaluative analysis. Although the first research question helps to establish a descriptive understanding of the market context, the other research questions successively build towards a focus on firm-level strategy and performance implications.

[bookmark: _Toc228961974]1.4 Literature Review:
The strategic marketing literature emphasizes the role of positioning in the external environment and the strategic use of internal resources for sustained competitive advantage in mature industries (Kotler and Keller, 2016). Porter’s Five Forces Model illustrates the role of rivalry intensity, bargaining power of buyers and suppliers, threat of substitutes, and barriers to entry in determining industry profitability (Porter, 2008). In the UK savoury snacks market, rivalry is made fiercer by the lack of category growth and the increasing share of private labels. Retail consolidation increases the bargaining power of buyers, while the development of substitute categories such as baked or plant-based snacks, offers consumers greater choice and competitive pressure on market leaders such as Walkers. Moreover, global supply chain volatility and increasing commodity prices have increased the threat of suppliers and increased the complexity of doing business (Grant, 2019).

However, Porter’s approach has been subject to criticism for its static assumptions and lack of focus on firm-specific capabilities (Grant, 2019). The above-mentioned shortcoming is overcome by the Resource-Based View (RBV) of the firm, which proposes that a competitive advantage can be created through resources that are valuable, rare, inimitable, and non-substitutable (Barney, 1991). In the FMCG industry, Walkers brand power, distribution efficiency, marketing prowess, and relationship-building with retailers can be identified as strategic resources that enable the firm to adapt easily to market pressures. RBV, in conjunction with Porter’s approach, helps to explain Walkers competitive advantage in the face of strong external competition and government regulations.

Aaker’s (1991) framework on brand equity highlights the importance of awareness, loyalty, perceived quality, and associations as drivers of competitive advantage. Walkers consistent advertising campaigns, celebrity endorsements, and product offerings have helped to build consumer loyalty, which has enabled the brand to resist competitive and regulatory challenges. Walkers high brand equity has enabled the company to launch new product lines, such as lower-fat or baked crisps.

From a tactical point of view, Segmentation, Targeting, and Positioning (STP) enables companies to position their brands in accordance with the changing needs of consumer segments (Kotler and Keller, 2016). The 7Ps Marketing Mix framework enables companies to translate strategic thinking into tactical action in terms of product, price, place, promotion, people, process, and physical evidence (Booms and Bitner, 1981). The HFSS regulations have impacted the promotional strategy, and companies are now adopting tactics such as product development, repositioning, and portfolio extension. At the same time, Walkers has adopted online marketing campaigns and social media platforms to support their brand positioning, thus highlighting the importance of tactical marketing decisions.

Critically, these models tend to assume rational and static decision-making processes, which may not necessarily capture the realities of marketing dynamics (Mintzberg, 1994). Walkers illustrates how market leaders need to employ adaptive strategies in order to react to regulatory changes, health trends, and competition. For example, changes in portion sizes, the launch of limited editions, and online marketing campaigns illustrate a dynamic approach to strategic marketing that transcends textbook models.

Taken together, these models offer a multi-level approach to examining industry structure, internal capabilities, and marketing strategy, allowing for a comprehensive evaluation of market performance and strategic decision-making in a regulated, mature market. In conclusion, the literature suggests that a critical assessment of how theoretical models function in the real world is necessary to bridge the gap between theory and practice, which will be explored in this study.

[bookmark: _Toc228961975]1.5 Identification of Research Gap:

Addressing this research gap is valuable not only from an academic perspective but also for organisational decision-making. By integrating strategic marketing theories such as Porter’s Five Forces, the Resource-Based View (RBV), STP, and the Marketing Mix with real-world industry data, the research provides practical insights into how marketing strategies contribute to sustained market leadership.

For Walkers, understanding the relationship between marketing strategy and market performance can support more informed strategic planning in a highly competitive and regulated environment. The UK savoury snacks market is increasingly influenced by government regulations, particularly policies related to foods high in fat, sugar, and salt (HFSS), as well as shifting consumer preferences toward healthier snack alternatives. By analysing how Walkers has historically adapted its marketing strategies in response to these pressures, the research can help identify which strategic actions have been most effective in protecting brand equity and maintaining market share.

Furthermore, the findings can help the organisation evaluate the effectiveness of its existing marketing mix, including product innovation, pricing strategies, promotional approaches, and distribution channels. Insights from this research may guide future decision-making in areas such as product reformulation, portfolio diversification, and brand positioning within healthier snack segments.

In this way, the study contributes practical knowledge that can support Walkers in sustaining competitive advantage, improving strategic marketing effectiveness, and adapting to evolving regulatory and consumer environments within the UK FMCG sector.



[bookmark: _Toc228961976]1.6 Research methodology:

This study uses a pragmatist research philosophy, which is more concerned with gaining practical strategic insights than with abstract theoretical concepts (Saunders et al., 2019). This pragmatist approach enables the study to integrate both qualitative and quantitative data from secondary sources, which enables the study to gain descriptive and evaluative insights into Walkers strategic marketing approaches. This research philosophy is especially relevant in the context of the complex UK savoury snacks market, where a variety of contextual factors come into play to shape strategic outcomes.

The study uses a deductive methodological approach, which uses established marketing theories and models (Porter’s Five Forces, RBV, STP, 7Ps, Ansoff, and Brand Equity) to analyse secondary data. The research methodology is a qualitative case study methodology, which enables a detailed analysis of Walkers strategic marketing approach in the context of the UK savoury snacks market (Yin, 2018). This methodology is further strengthened by using multiple sources to triangulate the data, which includes financial information, brand performance analysis, market trends, and regulatory information.

The case is bounded as follows:
· Geographic scope: United Kingdom
· Product scope: Walkers core savoury snack portfolio
· Time period: 2018–2025
· Unit of analysis: Walkers brand-level strategic marketing

The collection of data is based entirely on secondary sources, such as academic journals, industry reports (Euromonitor, Mintel), government policy papers (HFSS), and market data. Criteria for selection include credibility, relevance, authority, and recency, ensuring that the evidence for strategic analysis is of high quality. Furthermore, secondary data enables the research to investigate trends in sales, brand equity, and consumer behaviour over a 7-year period.

The analysis of data will use a structured framework document analysis method, in line with the chosen marketing theories. Coding and thematic analysis will enable the researcher to identify trends in Walkers strategic actions, such as product development, pricing, promotion, and portfolio management. Trend analysis will be used on market performance indicators such as:

· Market share percentage
· Sales value growth
· Volume stability
· Competitive ranking

The brand equity will be measured by awareness, loyalty, perceived quality, and associations, including advertising campaigns, celebrity endorsements, and consumer engagement initiatives. This will provide a crucial connection between marketing strategy and business outcomes, allowing the assessment of how theoretical frameworks fit with practical outcomes.

Ethical Considerations: The proposed study does not involve human participants and will rely on publicly available data. The ethical principles will be upheld by providing proper citations and following the Harvard style of writing. An ethics approval form will be submitted prior to the analysis of the data.

Limitations: The limitations of this study are the lack of access to the internal strategic decision-making process, corporate reporting bias, and the UK-centric perspective, which could make it less generalizable. However, despite these limitations, this study offers important insights into the application of strategic marketing models in a real-world, regulated FMCG environment, underlining the importance of secondary data research in evaluating business strategy.

[bookmark: _Toc228961977]1.7 Risks and Limitations:

Some risks and limitations are acknowledged. Corporate literature may contain selectively positive storytelling, which may introduce potential reporting bias. This will be addressed by cross-verifying with other independent industry sources.
Brand-specific financial information may be partially consolidated into PepsiCo’s reporting systems. To address this, the study will focus on industry market share information and triangulated sales estimates.

Industry regulatory structures may change during research. The study addresses this risk by establishing a clear temporal scope of 2018-2025.

Some limitations include the focus on the UK context, which is not generalizable, and the use of only secondary data, which does not provide direct access to decision-making rationale. However, the triangulated approach to methodology improves the validity and feasibility of analysis.

[bookmark: _Toc228961978]1.8 Gant Chart:

The research will be conducted over a five-month period:
Month 1: Comprehensive literature review and refinement of analytical framework.
Month 2: Secondary data collection and source verification.
Month 3: Framework-based data analysis and performance trend evaluation.
Month 4: Drafting of findings and analytical chapters.
Month 5: Revision, editing, and final submission preparation.
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Significance of this study:

This study's importance stems from its capacity to close the gap between marketing theory and real-world strategic decision-making in an established and heavily regulated consumer market. Intense competition, changing consumer preferences, and growing regulatory pressure regarding foods high in fat, sugar, and salt (HFSS) all present challenges for businesses operating in the UK's savoury snack industry. Through an analysis of Walkers marketing tactics in this setting, the study offers insightful information about how well-known FMCG companies maintain a competitive edge in the face of policy restrictions and market maturity.
Walkers and similar FMCG companies can benefit from the study's practical implications from an organisational standpoint. The results can be used to determine which marketing tactics such as distribution plans, product innovation, brand positioning, and advertising campaigns are most successful in preserving market share and brand loyalty. In light of shifting consumer perceptions of sustainability and health, these insights may help with marketing decision-making and strategic planning. By critically assessing the applicability of traditional strategic marketing frameworks, such as Porter's Five Forces, the Resource-Based View (RBV), STP, and the Marketing Mix, in explaining actual marketing outcomes in the UK FMCG industry, the study also advances academic knowledge.

[bookmark: _Toc228961979]1.9 Structure of the Rest of the Study:

The remainder of this study is organised into several sections to provide a systematic and coherent analysis of Walkers marketing strategies and their impact on market performance.
The literature review examines existing academic and industry research related to strategic marketing, competitive advantage, brand equity, and marketing strategy within the FMCG sector. It also discusses key theoretical frameworks, including Porter’s Five Forces, the Resource-Based View, Segmentation–Targeting–Positioning (STP), and the Marketing Mix, which form the conceptual foundation of the study.

The research methodology section outlines the research philosophy, research approach, and research design used in the study. It explains the use of a qualitative case study approach based on secondary data sources and describes the methods used for data collection and analysis.
The findings and analysis section present the results derived from the analysis of industry reports, company publications, and market data. This section applies the selected strategic marketing frameworks to evaluate Walkers marketing strategies and their relationship with market performance indicators such as market share, sales growth, and brand strength.

The discussion and recommendations section interprets the findings in relation to the research objectives and theoretical frameworks. It also provides evidence-based recommendations for improving Walkers marketing strategies in response to competitive pressures, regulatory constraints, and changing consumer preferences.

Finally, the conclusion summarises the key findings of the research, highlights the implications for marketing practice and theory, and identifies potential areas for future research.
[bookmark: _Toc228961980]1.10 Conclusion:

This proposal describes a systematic and theoretically integrated assessment of Walkers marketing strategies in the UK savoury snacks market. By integrating industry-level structural analysis with firm-level capability analysis and marketing strategy assessment, the proposed study goes beyond descriptive reporting and provides a systematic analysis of strategic performance in a regulatory environment.

The case boundaries, performance indicators, and secondary data approach are all designed to improve feasibility and analytical rigor. By integrating Porter’s Five Forces, RBV, and STP/7Ps frameworks in a single case study, the proposed research aims to help fill the gap between strategic marketing theory and practical FMCG performance analysis.

The results of this study are expected to shed light on how leading brands in mature markets, under regulatory pressures, and with changing consumer attitudes, manage to maintain their competitive advantage. This proposed research has both academic and practical implications for the FMCG industry.






































[bookmark: _Toc228961981]Chapter 2: Literature Review
[bookmark: _Toc228961982]2.1 Introduction
This chapter critically reviews literature relating to marketing strategy, competitive advantage, and market performance within the fast-moving consumer goods (FMCG) industry, with specific focus on the UK savoury snacks market. The chapter establishes the theoretical foundation for examining how marketing strategies influence firm performance in mature and highly competitive markets.

Marketing strategy is widely recognised as a determinant of long-term business performance, particularly in FMCG industries characterised by intense competition, limited product differentiation, and strong dependence on branding, pricing, and distribution efficiency (Kotler and Keller, 2016). In such markets, firms must continuously adapt their strategies to changes in consumer preferences, regulatory intervention, and competitive pressures.

The UK savoury snacks market provides an appropriate research context due to its maturity, high market concentration, and increasing regulatory restrictions associated with foods high in fat, salt, and sugar (HFSS) (Mintel, 2024). These restrictions have reduced firms’ promotional flexibility, particularly regarding pricing, advertising, and in-store placement, increasing the importance of strategic adaptation.

This chapter supports the research objectives by critically analysing the competitive and regulatory environment of the UK savoury snacks industry, evaluating internal sources of competitive advantage, and examining strategic marketing frameworks relevant to Walkers market performance.
To achieve this, the chapter critically discusses Porter’s Five Forces framework, the Resource-Based View (RBV), Segmentation, Targeting and Positioning (STP), and the marketing mix. These frameworks are integrated into a simplified conceptual framework to explain how external industry pressures and internal organisational capabilities collectively influence marketing strategy and market performance.

[bookmark: _Toc228961983]2.2 Critical Review of Literature and Research Areas of interest
[bookmark: _Toc228961984]2.2.1 Competitive Dynamics and FMCG Industry

The FMCG industry is characterised by frequent purchases, low switching costs, high volume sales, and intense competition (Kotler and Keller, 2016). Due to limited functional differentiation, firms often compete through branding, innovation, pricing strategies, and distribution efficiency rather than product uniqueness.

Grant (2019) argues that mature markets experience intensified competition because growth opportunities are constrained, forcing firms to capture market share from competitors rather than expand demand. This is particularly relevant within the UK savoury snacks industry, where market growth is relatively stable, but competitive pressure continues to increase (Euromonitor, 2024).

A major competitive shift within the UK market is the growth of retailer private-label brands. Mintel (2024) notes that increasing consumer price sensitivity has strengthened private-label performance, particularly during periods of economic pressure. These challenges branded manufacturers such as Walkers, whose premium positioning may be weakened by cost-conscious consumer behaviour.

However, while price competition has intensified, consumer decision-making in FMCG markets is not solely rational. Although consumers increasingly express interest in healthier products, actual purchasing behaviour remains strongly influenced by taste, habit, and convenience, creating an attitude-behaviour gap (Mintel, 2024). This suggests that strategic decisions based purely on stated consumer preferences may overestimate demand for health-oriented products.

Additionally, government regulation has emerged as a major external force shaping competition. HFSS restrictions limit price promotions, advertising exposure, and product placement, constraining traditional promotional strategies (Department of Health and Social Care, 2023). This increases the strategic importance of brand strength, innovation, and alternative communication methods.

Therefore, competition in the UK savoury snacks industry is influenced not only by traditional market rivalry, but also by regulatory constraints and evolving consumer expectations.
[bookmark: _Toc228961985]2.2.2 Porters Five Force and Industry Structure

Porter’s Five Forces framework provides a structured approach to analysing external competitive pressures influencing industry profitability (Porter, 2008).

Competitive rivalry within the UK savoury snacks market is high due to the presence of established brands, limited product differentiation, and intensive promotional activity. Firms compete through flavour innovation, promotional campaigns, and shelf visibility.

The threat of new entrants is relatively low due to significant entry barriers, including economies of scale, strong brand loyalty, and established retailer relationships. This supports Walkers dominant position.

Buyer power is particularly significant within the UK market, where large supermarket chains possess considerable influence over pricing, shelf allocation, and promotional opportunities (Mintel, 2024). This increases dependency on retailer relationships.

The threat of substitutes has increased as consumers shift toward perceived healthier alternatives such as protein snacks, nuts, and baked products.
While Porter’s framework effectively explains external market pressures, it has been criticised for adopting a predominantly industry-level perspective and underestimating internal firm capabilities (Barney, 1991). Porter assumes firms operating within the same industry face similar opportunities and threats, but this does not explain why some firms outperform competitors under identical conditions.

This limitation is particularly relevant to Walkers, whose continued market leadership cannot be explained solely through industry structure. Therefore, Porter’s framework must be complemented by internal strategic analysis.

[bookmark: _Toc228961986]2.2.3 Resource-Based View (RBV)
Resource-Based View offers the internal perspective of competitive advantage emphasizing on the firm-specific resources and capabilities (Barney, 1991). As per this theory, firms attain sustainable competitive advantage when they have valuable, rare, imitable, difficult to replicate and non-substitutable resources. These attributes can also be termed as the VRIN framework which describes how the organisational resources that are special can enable the firms to achieve an advantage over rivals in the long-term.

Brand equity has been termed as one of the most valuable intangible resources within FMCG industry. Good brands enable firms to distinguish their products among the others and establish relationships with customers over a long duration (Aaker, 1991). Brand reputation may create a positive effect on the perception of the quality, reliability, and value of the products to customers and consequently purchase decisions are made. Brand identity and reputation have emerged as important reasons behind consumer loyalty in markets where the functional attributes of a product are similar.

Besides brand equity, organisational capabilities comprising of marketing expertise, supply chain efficiency, and innovation capabilities also play a role in creating competitive advantage. There are large FMCG companies that often have a long experience in the design of their marketing campaigns, managing their global distribution networks, and the provision of consumer research. These abilities enable companies to detect new trends in the market and be able to react promptly with new products or marketing tactics. The example is that due to the fluctuating consumer preference companies can offer their products in a healthy form or in a new packaging.

Access to large scale distribution channels is also another resource in the FMCG industry. Experienced companies tend to have good ties with the retailers where they can get good shelf space and promotional activities. Smaller competitors can reproduce such relationships, but this establishes barriers to entry in the market.

Nonetheless, critics state that RBV framework fails to capture the effects of external environment which include regulation, technological change and consumer behaviour change (Grant, 2019). To take an example, government policies on food promotions and nutritional values can constrain the performance of some organisational competencies. In the same vein, the current technological changes can also decrease the worth of the current resources when companies do not adjust to the digital marketing trends.

It follows that the RBV framework is recommended by several scholars to be integrated with the industry analysis models to offer a better perspective of strategic decision-making. The combination of these two types of analysis will enable organisations to come up with strategies that play to their strengths as they deal with market challenges in the most effective manner.

The Resource-Based View (RBV) suggests that firms achieve sustained competitive advantage through valuable, rare, inimitable, and non-substitutable resources (Barney, 1991). In the case of Walkers, key resources include its strong brand equity, extensive distribution network, and long-standing relationships with retailers.

However, RBV alone may not fully explain competitive advantage in dynamic FMCG markets. The model has been criticised for being static and internally focused, failing to consider rapidly changing external environments such as evolving consumer preferences and regulatory pressures (Priem and Butler, 2001).
To address this limitation, dynamic capabilities theory extends RBV by emphasising a firm's ability to integrate, build, and reconfigure internal and external competencies in response to market changes (Teece et al., 1997). For Walkers, this is particularly relevant in adapting to health trends and sustainability demands.

Importantly, Walkers distribution capabilities including strong relationships with major UK retailers represent a significant barrier to entry for new competitors (Porter, 2008). New entrants may struggle to achieve similar shelf space and visibility, reinforcing Walkers competitive position.

Additionally, relationship capabilities with suppliers and retailers enable operational efficiency and consistent product availability, which are critical success factors in FMCG markets (Grant, 2019).

Thus, combining RBV with dynamic capabilities provides a more robust framework for analysing Walkers strategic positioning.

[bookmark: _Toc228961987]2.2.4 Segmentation, Targeting and Positioning (STP)

STP is an approach that helps to find attractive customer segments, target them appropriately and position the brand accordingly (Kotler and Keller, 2016).
The segmentation stage allows marketers to define the segments based on demographic, psychographic, and behavioural characteristics of consumers. In case of savoury snacks, segmentation becomes lifestyle- and health-oriented.

Targeting helps to prioritise the most important segments based on profitability and accessibility. In the case of savoury snacks, one of the emerging segments is represented by consumers who focus on their health.
In such cases, however, it may become challenging due to their sporadic purchases.
Positioning is related to finding a unique brand identity among competing products and companies. In terms of Walkers positioning, it can be linked to familiarity, taste, and convenience.

In the contemporary marketing environment, though, it is necessary to rethink the traditional positioning in terms of health concerns of customers.
Therefore, it becomes crucial to balance indulgence and healthy positioning to avoid compromising the brand identity.
However, while Mintel (2024) highlights the growing health awareness among consumers, their actual needs remain focused on taste and price. Hence, positioning should reflect both aspects of the product.

[bookmark: _Toc228961988]2.2.5 Marketing Mix Strategy

Segmentation, Targeting and Positioning (STP) model is a popular marketing strategy tool that helps to recognize and appease particular groups of consumers (Kotler and Keller, 2016). The framework also helps organisations to invest marketing resources in the most effective way by targeting consumer segments that have the greatest capabilities of generating long-term profitability. STP model is especially applied in competitive markets with consumers who need to distinguish their products and share distinctive value propositions.

Market segmentation is the process of subdividing a general market into smaller segments with similar attributes. Such attributes can be demographic like age, gender and income level and psychographic like lifestyle, attitudes and personal values. Segmentation Analysis is also often used in behavioural variables such as buying habits and brand loyalty. Having these consumer groups, the firms can gain a better insight into what motivations and preferences affect purchasing behaviour.

The savoury snacks market is highly competitive, and segmentation in the industry is usually based on lifestyle and dietary habits. It is possible to cite the example of younger consumers being more concerned with convenience and the variety of flavours, whereas older consumers might be more concerned with nutritional value and health benefits. Also, due to the increasing population of health-conscious consumers, there has been the development of segments that search actively after snacks with less salt, less fat content, or natural ingredients.

Targeting is the process of creating one or more segments of the market that a company will aim at serving. Companies are usually considering the appeal of each market based on the market size, potential growth, profitability and the competition level. By focusing the marketing efforts on the chosen segments, the companies will be able to create more efficient marketing strategies and provide the products that will address the needs of consumers.

Positioning is a strategy of creating a brand image which has a unique position in the mind of target consumers. The use of effective positioning tactics conveys exclusive advantages of a product and makes it distinctive among rival brands. To illustrate, a snack brand can position itself as an indulgent luxury product, a more health-conscious snack product, or an easy-to-eat snack. The positioning strategy will determine the perception of the consumers to the brand and the overall value proposition of the brand.

Nevertheless, the positioning plans must change as the consumer attitudes and the regulatory conditions change. The growing health awareness has prompted most snack producers to change their position by focusing on responsible consumption and better nutritional profiles. This has led to the fact that companies must keep reviewing their segmentation and positioning strategies to make sure that they are still relevant in dynamic consumer markets.
Consumer Behaviour and Health Regulation

Recent shifts in consumer behaviour across the UK snack industry indicate increasing awareness of health concerns, influenced by regulatory interventions such as HFSS restrictions (UK Government, 2023). While consumers express preference for healthier snacks, actual purchasing behaviour remains driven by taste and price, reflecting the attitude-behaviour gap (Mintel, 2024). Competing brands have responded by introducing “better-for-you” alternatives; however, adoption remains inconsistent across segments. This suggests that health-driven positioning must be balanced with core product attributes to remain commercially viable.

[bookmark: _Toc228961989]2.2.6 Marketing Mix Strategy

The marketing mix framework offers viable structures on how to execute marketing strategies and convert strategic goals into certain marketing behaviours. Traditional marketing mix embraces four major components including product, price, place, and promotion (Kotler and Keller, 2016). These factors should be well aligned to ensure the development of a consistent marketing plan that will add value to the customers and also attain organisational objectives.
Product strategy is design and development of products that meet the needs and preferences of the consumers. Product innovation is very vital in the savoury snacks industry as a means of consumer interest and differentiation against the competitors. New flavours, limited-edition versions and new packaging designs are common features that companies use to drive demand. Moreover, most manufacturers are redesigning products to minimize the amount of salt, fat, and artificial substances in the products because of the increasing health awareness by consumers.

The other important element of the marketing mix is pricing strategy. The effect of pricing decisions on the value perception of consumers and the impact of such decisions on purchasing behaviour can be substantial. Promotional pricing is just one of the strategies that companies in the FMCG sector use to encourage product trials and repeat purchases. Some of the most common promotional pricing methods include discounts, bundling, and temporary price reduction. Nevertheless, the bargaining power of the retailers and stiff competition may constrain the capacity of the manufacturers to continue with the premium pricing strategies.
The place aspect of marketing mix is the distribution channels and availability of the products. Distribution in the snack industry is mass as the consumers desire to see the snack products in the supermarkets, convenience stores, and vending machines. Good business ties with retailers enables the manufacturers to buy favourable shelf placement and high product visibility.

Promotion involves different methods of communication that were applied to inform and convince the consumers. Strengthening brand awareness and promoting purchases is usually done through advertising campaigns, online marketing, use of social media, and in-store promotions. But regulations are starting to play an increased role in marketing practices in the food industry. As an illustration, HFSS in the UK restricts some types of promotion of unhealthy products. The restrictions make companies change their marketing strategies and consider other ways of communicating with customers, including digital interaction and brand narration.

Generally, the marketing mix offers a systematic approach that enables companies to undertake marketing strategies. Through proper coordination of product development, pricing, distribution channels and promotions, competitiveness in saturated consumer markets can be pursued by the companies.

[bookmark: _Toc228961990]2.2.7 Consumer Behaviour and Health Trends

The marketing mix framework offers viable structures on how to execute marketing strategies and convert strategic goals into certain marketing behaviours. Traditional marketing mix embraces four major components including product, price, place, and promotion (Kotler and Keller, 2016). These factors should be well aligned to ensure the development of a consistent marketing plan that will add value to the customers and attain organisational objectives.
Product strategy is design and development of products that meet the needs and preferences of the consumers. Product innovation is very vital in the savoury snacks industry as a means of consumer interest and differentiation against the competitors. New flavours, limited-edition versions and new packaging designs are common features that companies use to drive demand. Moreover, most manufacturers are redesigning products to minimize the amount of salt, fat, and artificial substances in the products because of the increasing health awareness by consumers.

The other important element of the marketing mix is pricing strategy. The effect of pricing decisions on the value perception of consumers and the impact of such decisions on purchasing behaviour can be substantial. Promotional pricing is just one of the strategies that companies in the FMCG sector use to encourage product trials and repeat purchases. Some of the most common promotional pricing methods include discounts, bundling, and temporary price reduction. Nevertheless, the bargaining power of the retailers and stiff competition may constrain the capacity of the manufacturers to continue with the premium pricing strategies.
The place aspect of marketing mix is the distribution channels and availability of the products. Distribution in the snack industry is mass as the consumers desire to see the snack products in the supermarkets, convenience stores, and vending machines. Good business ties with retailers enables the manufacturers to buy favourable shelf placement and high product visibility.

Promotion involves different methods of communication that were applied to inform and convince the consumers. Strengthening brand awareness and promoting purchases is usually done through advertising campaigns, online marketing, use of social media, and in-store promotions. But regulations are starting to play an increased role in marketing practices in the food industry. As an illustration, HFSS in the UK restricts some types of promotion of unhealthy products. The restrictions make companies change their marketing strategies and consider other ways of communicating with customers, including digital interaction and brand narration.

Generally, the marketing mix offers a systematic approach that enables companies to undertake marketing strategies. Through proper coordination of product development, pricing, distribution channels and promotions, competitiveness in saturated consumer markets can be pursued by the companies.

[bookmark: _Toc228961991]2.3 Conceptual Framework:

To conduct an analysis of the marketing strategies in the UK savoury snacks market, the study conceptual framework combines several strategic marketing theories. Through the synergistic blending of various theoretical positions, the framework offers a holistic view to the formulation and execution of marketing practices in competitive consumer markets by firms.
The external competitive environment that snack manufacturers are operating in is analysed using the Porters Five Forces framework. The model can give an insight regarding industry rivalry, the power of retailers, threat of substitute products, and barriers to entry into the market. There is need to understand such external forces in order to assess the challenges and opportunities that companies working in the industry stand.

Resource-Based View is the supplement to this external analysis as it is concerned with the internal organisational capabilities. Under the RBV theory, a firm that has got distinct resources like a good brand equity, sophisticated marketing skills and efficient distribution channels has a higher chance of attaining sustainable competitive advantage. These are the internal capabilities, which enable organisations to react successfully to challenges on the industries and retain their positions in the market.

Besides these strategic frameworks, STP model and marketing mix framework are also applied in analysing the specific marketing strategies adopted by firms. The STP model gives a clue on the way companies make consumer segmentation and targeting, whereas the marketing mix model illustrates the marketing strategies via product development, pricing strategies, distribution channels and marketing promotions.

The combination of these theoretical lenses makes the conceptual framework allow the comprehensive perspective of the marketing strategy. It takes into account not only the external environment but also internal organisational capability in the process of studying the design and implementation of marketing strategies to create a competitive advantage.
This study integrates four strategic frameworks to analyse the relationship between marketing strategy and market performance.

External environment:
· Porter’s Five Forces analyses competitive rivalry, buyer power, substitutes, and regulatory pressure. 
Internal capabilities:
· RBV explains firm-specific strengths including brand equity, distribution capability, and retailer relationships. 
Strategic decision-making:
· STP evaluates segmentation, targeting, and positioning decisions. 
Marketing implementation:
· Marketing Mix analyses product, price, place, and promotion decisions. 
These factors collectively influence market performance outcomes, including:
· Market share 
· Sales growth 
· Competitive position
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[bookmark: _Toc228961992]2.4 Conceptual Framework for Marketing Strategy and Market Performance in the UK Savoury Snacks Industry

This conceptual framework integrates both internal and external determinants of marketing strategy. External environmental factors, including industry competition, regulatory pressures, and consumer health trends, are analysed through Michael Porter’s Five Forces framework (Porter, 2008). Internal organisational capabilities such as brand equity and distribution networks are explained using the Resource-Based View (Barney, 1991).
These factors collectively influence marketing strategy, which is operationalised through Segmentation, Targeting and Positioning (STP) and the marketing mix (Kotler and Keller, 2016). Ultimately, effective alignment between internal capabilities and external conditions determines market performance outcomes, including sales growth, market share, and consumer response.

[bookmark: _Toc228961993]2.5 Conclusion of the Chapter:

This chapter has discussed the main literature that relates to strategic marketing, competitive advantage, and consumer behaviour in the FMCG sector. It was discussed that marketing strategies required both knowledge of the external environment in the industry and understanding of the organisational resources available internally in the analysis.
The literature reveals that the competition in a mature consumer market is determined by a mix of forces such as industry structure, influence of the retailers, consumer preferences and regulatory policies. The Five Forces framework created by Porter can offer useful information about competitive pressures affecting the behaviour of firms, whereas the Resource-Based View can underline the role of internal sources including brand equity and organisational capabilities.

Marketing strategy models that include STP and marketing mix offer viable instruments of structuring and executing the marketing activities that are consumer oriented. These models assist companies to profile target markets, create successful positioning, and provide value by synchronized marketing efforts.

Another aspect that is raised in the literature is the increased significance of consumer health awareness and regulatory intervention in the food industry. The changing consumer attitudes towards nutrition and heightened government regulation as a way of marketing healthier diets requires companies to address the shift in marketing strategy. Those firms that manage to adjust to these changes can become even stronger regarding their competitive positions and can establish better relationships with consumers.

All in all, the literature shows that effective marketing plans need to be based on the thorough knowledge of the internal strengths and external environmental forces. This research will help to give a more in-depth explanation of the role of the marketing strategies in determining the performance of the markets in the UK savoury snacks industry by combining several theoretical perspectives.

The theoretical basis of the research methodology and analysis in the other chapters of this study is based on the conceptual framework that is established in this chapter.




















[bookmark: _Toc228961994]Chapter 3: Research Methodology

[bookmark: _Toc228961995]3.1 Introduction

In this chapter, the approach utilized to study the effect of marketing strategies on market performance in the UK savoury snacks industry, particularly Walkers, is critically justified. The approach will enable the achievement of the research objective through the relationship between external market forces such as regulation, competition, and consumer behaviour and the organization's response.

This chapter provides a critical evaluation of the philosophy, approach, design, data gathering, and analysis. Unlike the descriptive discussion of methodologies in other chapters, this chapter provides critical justification of the chosen methodology compared to other possible approaches (Saunders et al., 2019).

[bookmark: _Toc228961996]3.2 Research Aim and Question Alignment

The aim of this research is:
To critically assess the impact of marketing strategies employed by Walkers on its market performance within the UK savoury snacks industry under changing consumer, competitive, and regulatory conditions.

To address this aim, the research requires analysis at multiple levels. First, quantitative indicators such as market share, sales trends, and industry growth rates are necessary to evaluate performance outcomes. Second, qualitative insights are essential to interpret underlying drivers, including consumer behaviour, brand positioning, and strategic decision-making.

However, it is important to clarify that this study does not adopt a fully mixed-methods design in the traditional sense. Instead, it follows a qualitatively oriented secondary research approach, supported by quantitative data. Quantitative data is used to provide contextual evidence and validate trends, while the primary focus remains on qualitative interpretation and theoretical application.

This distinction is critical, as the research objective is not to statistically test relationships but to explain and interpret how marketing strategies influence performance within a complex and dynamic environment. Therefore, the methodology prioritises depth of understanding over numerical generalisation.
This approach ensures strong alignment between:
· Research aim (strategy–performance relationship) 
· Data types (qualitative interpretation + quantitative support) 
· Analytical methods (theory-driven evaluation) 

[bookmark: _Toc228961997]3.3 Research Philosophy

This study adopts a pragmatist research philosophy, which emphasises practical problem-solving and the use of multiple forms of evidence to address real-world issues (Saunders et al., 2019).

Justification for Pragmatism
Pragmatism is particularly appropriate for this research because it is not concerned with testing theory in isolation but with explaining how strategies function in practice. The research problem requires the integration of different types of data, including:

· Objective indicators (e.g., sales performance, market share) 
· Interpretive insights (e.g., consumer perceptions, brand positioning)

A purely positivist approach would prioritise measurable data but fail to capture the complexity of strategic decision-making. Conversely, an interpretivist approach would focus on subjective meanings but lack empirical grounding in market performance.
Pragmatism overcomes this limitation by allowing the researcher to combine both perspectives in a flexible yet structured manner. This is particularly relevant given that the research seeks to connect:

· External market conditions (competition, regulation) 
· Internal capabilities (brand equity, distribution) 
· Strategic choices (marketing mix decisions) 
· Performance outcomes (sales, market share)
 
Limitations of Pragmatism

Despite its strengths, pragmatism presents several challenges:
1. Lack of philosophical consistency
Combining different approaches may reduce theoretical clarity. 
2. Risk of methodological ambiguity
Without clear structure, the research may appear unfocused. 
3. Potential for selective interpretation
Flexibility may lead to prioritising convenient data rather than rigorous analysis. 
Mitigation Strategies


To address these limitations, this study adopts several measures:
· Clearly defines a qualitative-dominant design to maintain consistency 
· Anchors analysis in established frameworks (Porter, RBV, STP, Marketing Mix) 
· Applies a systematic data selection and screening process 
· Uses triangulation across multiple data sources to enhance reliability 
These steps ensure that the flexibility of pragmatism enhances, rather than weakens, analytical rigour.

[bookmark: _Toc228961998]3.4 Research Approach

The study employs a deductive approach with abductive elements, allowing both theory-driven analysis and real-world interpretation.
Deductive Component

The research begins with established strategic frameworks:
· Porter’s Five Forces 
· Resource-Based View (RBV) 
· STP 
· Marketing Mix 

These frameworks provide a structured lens for analysing Walkers strategies and evaluating their effectiveness. The deductive approach ensures that the analysis is theoretically grounded and systematically organised.

Abductive Component

However, real-world market behaviour often deviates from theoretical expectations. Therefore, abductive reasoning is incorporated to interpret unexpected findings.
For example, the attitude–behaviour gap where consumers express preferences for health and sustainability but do not act on them cannot be fully explained through traditional theory alone. Abductive reasoning allows the researcher to identify and explain such inconsistencies.
Justification

A purely deductive approach would risk forcing data into predefined frameworks, limiting critical insight. A purely inductive approach would lack theoretical grounding. The combined approach ensures:
· Theoretical structure 
· Flexibility to interpret real-world complexity 
· Strong explanatory power


[bookmark: _Toc228961999]3.5 Research Design

[bookmark: _Toc228962000]3.5.1 Exploratory and Descriptive Design

The study adopts a descriptive analytical design with exploratory elements.
Descriptive - presents market trends (sales, competition, regulation) 
Analytical - evaluates strategy-performance relationships 
Exploratory - explains emerging patterns not fully captured by theory 
This aligns with the research aim of critical evaluation, not just description.

[bookmark: _Toc228962001]3.5.2 Case Study Strategy

Case study research design will be used in this study (Yin, 2018).
Selection of Walkers not just due to market dominance but it is theoretically selected based on Yin's (2018) case study typologies. Walkers is a critical case as it is where a strongly established brand equity meets regulation (HFSS) and evolving trends and the choice of a critical case helps to verify the generalizability of strategic marketing frameworks within realistic constraints.

Further Walkers can be regarded as a representative case of a large FMCG firm within a mature market where similar problems like market saturation, private labels and regulation are faced by similar other companies, hence the insight obtained is useful when associated back with theory.

It can be also considered a revelatory case where observable behaviour and strategic response can be documented within a well-publicized and data rich market space which allows us to examine patterns in a mature market leader's behaviour in response to new trends in consumption like health or sustainability.
Selection of Walkers is since it has a dominant position within its respective market (Mintel, 2024).

By combining these three dimensions the case study design goes beyond descriptive case selection and presents a powerful foundation for analytical generalization.

[bookmark: _Toc228962002]3.6 Data Collection Methods

[bookmark: _Toc228962003]3.6.1 Secondary Data Collection

The research exclusively relies on secondary data, information which has already been collected and published by other sources (Johnston, 2017). This is extremely useful within the food and beverage industry, where a vast amount of consumer and market data already exists (Euromonitor, 2023) to help support the analysis of trends and consumer behaviour (Mintel, 2024). The use of secondary data means the researcher is not required to undertake costly primary research methods (Bryman, 2016), or conduct expensive face-to-face consumer interviews.


[bookmark: _Toc228962004]3.6.2 Data Selection Process (Improved Version)
A systematic data selection process was followed to ensure reliability, relevance, and academic rigour.
· Step 1: Initial Search
Sources were identified using:
Google Scholar
- used to locate peer-reviewed academic articles on marketing strategy and consumer behaviour 
University databases
- ensured access to credible, high-quality academic journals and textbooks 
Industry databases (Mintel, Euromonitor, Statista)
- provided up-to-date market data, including sales trends, consumer insights, and industry reports 

· Step 2: Screening Criteria
Sources were filtered using the following criteria:
Relevance
- only sources directly related to the UK savoury snacks market, FMCG strategy, or consumer behaviour were included to maintain focus 
Credibility
- priority was given to peer-reviewed journals and established industry reports to ensure reliability 
Recency (2018–2025)
- recent data was prioritised to reflect current market trends, particularly post-HFSS regulation changes 

· Step 3: Final Selection
The final dataset included:
15 - 20 academic journal articles
- used to provide theoretical grounding and critical perspectives 
8 - 10 industry reports (Mintel, Euromonitor, Statista)
- used for quantitative data and market insights 
3 - 5 company sources (e.g., PepsiCo reports)
- used to analyse firm-level strategy and performance 

· Step 4: Data Categorisation
Selected data was organised into key analytical themes:
Market structure
- includes competition, regulation, and industry dynamics 
Consumer behaviour
- focuses on health trends, preferences, and purchasing patterns 
Marketing strategy
- includes STP and marketing mix decisions 
Performance indicators
- includes market share, sales trends, and competitive position 
This thematic organisation ensured alignment between data and research objectives.

[bookmark: _Toc228962005]3.6.3 Critical Evaluation of Secondary Data

Despite the many benefits that secondary data can offer the researcher, there are several inherent drawbacks which require a critical response (Johnston, 2017).

In addition to the general concerns about bias and relevance, the research identifies significant epistemological problems with the use of secondary data. Specifically, much of the data, and most consumer research reports, measures what consumers say, not what they do (Yin, 2018), creating a disparity between what they think they are like and the reality of their purchasing decisions which are often dictated by cost, taste and ease. For this reason, secondary data can never be read as a straightforward representation of real life.

The data may not be appropriate to the purposes of the research (Bryman, 2016) and it may be out of date if not compiled very recently (Mintel, 2024).
Another issue is the commercial bias likely to exist within reports like Mintel and Euromonitor, since the market research companies themselves are commercially driven and often report around the prevalent consumer trends (i.e. Growth of health and sustainable snacks) which fit the needs of their clients, not necessarily reflecting real life and reality (Bryman, 2016). Instead, the data presents an interpretation constructed from methodological choices, sampling methods, and reporting goals.

A third drawback is that biased industry reports may well be produced (Saunders et al., 2019).
To tackle these issues the research does not read any one piece of data as definitive but critically compares between different sources and checks findings against theory and inconsistencies (i.e. Attitude-behaviour gap) to increase analytical rigor.
There are several approaches to overcoming these drawbacks; use the most up-to-date information possible (Euromonitor, 2023); cross reference multiple sources of data (Denzin, 2012); and chose credible, reliable sources of data (Bryman, 2016).

[bookmark: _Toc228962006]3.7 Data Analysis Methods

[bookmark: _Toc228962007]3.7.1 Thematic Analysis

This study employs thematic analysis to examine the qualitative data collected (Braun and Clarke, 2006).

Thematic analysis is typically linked to inductive research; however, this study employs it in a theory-informed (deductive–abductive) approach. The initial coding is based on existing theoretical frameworks, such as consumer behaviour theory and brand equity, to make sure that it fits with the research's deductive structure.

The analysis is receptive to the emergence of novel themes from the data, indicative of abductive reasoning. For instance, patterns like the difference between what people say they want for their health and what they buy are found by repeatedly looking at the data, not by following a set of rules.

This combined approach enhances analytical depth by enabling the study to evaluate existing frameworks and pinpoint real-world discrepancies, thereby augmenting explanatory power.

To make sure that the analysis is clear, the coding process is structured so that themes are organised and linked back to both theoretical ideas and real-world data.

[bookmark: _Toc228962008]3.7.2 Comparative Analysis

In addition to thematic analysis, a comparative approach to data analysis is also employed, assessing differences between Walkers and its competitors (Euromonitor, 2023), giving a wider perspective to compare how well Walkers is performing against its rivals (Kotler et al., 2021) and to learn what its competitive strengths and weaknesses are (Porter, 2008).

[bookmark: _Toc228962009]3.7.3 Critical Analysis

A key component of distinction-level research is the inclusion of critical analysis, which goes beyond description to evaluate and interpret findings (Saunders et al., 2019).
This involves assessing the reliability of sources, identifying contradictions, and evaluating the implications of findings for business strategy (Bryman, 2016). For example, while some studies highlight the growth of healthy snacks, others suggest that consumers continue to prioritise taste and convenience (Mintel, 2024).
By critically analysing these contradictions, the research provides a more nuanced understanding of consumer behaviour (Creswell, 2018).
In addition, the reliability of thematic analysis is enhanced through the application of a systematic coding process, which involves the categorisation of data into clearly defined themes and sub-themes (Braun and Clarke, 2006). This structured approach reduces the likelihood of subjective bias and ensures that interpretations are grounded in the data rather than influenced by preconceived assumptions (Bryman, 2016). Furthermore, the use of comparative analysis allows for the identification of similarities and differences across multiple data sources, providing a more comprehensive understanding of industry trends (Porter, 2008). However, it is important to acknowledge that qualitative analysis inherently involves a degree of interpretation, which may vary between researchers (Saunders et al., 2019). To mitigate this limitation, the study employs a transparent analytical framework and cross-references findings across multiple sources, thereby enhancing consistency and credibility (Denzin, 2012). This ensures that the analysis remains both rigorous and reflective of the complexity of the research topic.

[bookmark: _Toc228962010]3.8 Ethical Considerations

In any research that concerns humans, ethical considerations must be borne in mind (Bell et al., 2018). All data used in this study comes from legitimate and reputable sources, ensuring accuracy and reliability. Proper referencing is utilized throughout the text to give credit where it is due (Cite Them Right, 2023). The researcher strives for objectivity by critically reviewing sources and remaining neutral throughout the entire research process (Bryman, 2016).

[bookmark: _Toc228962011]3.9 Research Limitations

The research is subject to various limitations (Saunders et al., 2019). As secondary data is relied upon, first-hand consumer experiences are missing from the study (Bryman, 2016) and because only Walkers is used as a case study, it cannot be assumed that results are representative of the entire market (Yin, 2018). In addition to this, there is the possibility of bias within data (Mintel, 2024), and for the data to become quickly dated (Euromonitor, 2023). These limitations are countered through using data from multiple sources (Denzin, 2012).

[bookmark: _Toc228962012]3.10 Conclusion

This chapter has provided a detailed and critically justified methodological framework for the research (Saunders et al., 2019). By adopting a pragmatist philosophy, deductive approach, and case study strategy, the study ensures both theoretical and practical relevance (Creswell, 2018).

The use of secondary data, combined with thematic and comparative analysis, enables a comprehensive understanding of consumer behaviour and market trends (Bryman, 2016).
Despite certain limitations, the methodology is robust and aligned with the requirements of high-level academic research, providing a strong foundation for the subsequent analysis and discussion (Bell et al., 2018).

Finally, the methodological choices made in this chapter reflect a deliberate effort to balance theoretical rigour with practical relevance, ensuring that the research is both academically robust and applicable to real-world marketing contexts (Saunders et al., 2019). The integration of multiple methodological components, including philosophy, approach, strategy, and data analysis, demonstrates a comprehensive and well-structured research design (Creswell, 2018). This holistic approach enables the study to address complex research questions effectively, particularly within a rapidly evolving industry such as food and beverages (Kotler et al., 2021). While acknowledging inherent limitations, the research adopts appropriate strategies to minimise their impact, thereby maintaining the overall quality and credibility of the study (Bryman, 2016). As a result, the methodology provides a solid foundation for the subsequent analysis and discussion, supporting the achievement of the research objectives and contributing to the broader academic discourse in marketing research (Denzin, 2012).


















[bookmark: _Toc228962013]Chapter 4: Findings and Analysis

[bookmark: _Toc228962014]4.1 Introduction

This chapter presents a critically evaluated analysis of secondary research findings on consumer preferences related to health and sustainability and their implications for Walkers market positioning within the UK snack industry. Data from industry sources such as Mintel (2024), Euromonitor (2024), and Statista (2024) are synthesised alongside consumer behaviour theories to interpret key market trends.

Rather than offering a purely descriptive account, this chapter critically assesses the extent to which identified trends translate into actual consumer behaviour. This distinction is essential in FMCG markets, where stated preferences often diverge from real purchasing decisions (Saunders et al., 2019).

The analysis is structured around key themes: health consciousness, sustainability, evolving consumer behaviour, branding influence, competitive pressure, and regulation. Theoretical frameworks relating to consumer behaviour, brand equity, and competitive strategy are applied to strengthen analytical depth (Kotler and Keller, 2016; Porter, 2008).
A central focus is the contradiction between consumer attitudes (e.g., health and sustainability concerns) and actual behaviour driven by price, taste, and convenience. This gap is critically examined in relation to Walkers positioning as a traditionally indulgent brand.

Additionally, the chapter considers whether observed trends represent structural market shifts or cyclical patterns, ensuring that conclusions are grounded in realistic market dynamics rather than overstated industry narratives (Grant, 2019).

Finally, the analysis recognises limitations of secondary data, particularly its reliance on self-reported behaviour, which may be biased towards socially desirable responses (Bryman and Bell, 2018). As such, findings are interpreted through a critical realist lens, acknowledging that reported attitudes may not fully reflect actual behaviour.
[image: ]
Source: Adapted from Mintel (2024); Statista (2024)

A further methodological exploration is necessary in understanding how secondary data itself can influence understanding trends in consumer behaviour. Industry reports such as Mintel (2024) and Euromonitor (2024) tend to be based on survey data, which is subject to bias in favour of socially desirable behaviour, not necessarily actual behaviour (Bryman & Bell, 2018). In addition, in areas such as health and sustainability, it is likely for participants to over-report desirable behaviours. As such, this chapter is based on critical realism, which recognizes that secondary data is useful for understanding macro trends in behaviour but needs to be carefully interpreted in relation to actual behaviour (Saunders et al., 2019).

Additionally, it is necessary to understand the UK snack food industry in relation to broader socio-economic trends, such as the ongoing cost of living crisis, which has fundamentally altered consumer behaviour (ONS, 2024). The cost-of-living crisis is likely to depress trends in favour of healthier and sustainable behaviours, emphasizing the importance of understanding price sensitivity in consumer behaviour. As such, it is necessary to understand how macroeconomic factors influence consumer behaviour, as opposed to understanding it in static preference terms (Kotler & Keller, 2016).

Furthermore, the framework incorporates dynamic capabilities theory, recognising that firms must continuously adapt strategies based on market feedback and performance outcomes (Teece et al., 1997).
This allows the analysis to move beyond static evaluation and consider how firms respond to evolving consumer behaviour and regulatory changes.

[bookmark: _Toc228962015]4.2 Increasing Health Consciousness Among Consumers

There are indications of increasing consumer health awareness (Mintel, 2024). But this trend should be critically scrutinised and not taken as gospel truth. Although consumer attitude research reveals increased interest in healthy snack foods, FMCG market performance statistics demonstrate continued consumer interest in traditionally indulgent products. Health awareness is evidently more conceptual than behavioural.

In consumer motivation frameworks such as Maslow's hierarchy, health and well-being receive precedence above all else. But such frameworks do not stand up under scrutiny because the rationality assumption falls apart in low involvement purchase situations.
That brings us back to how consumer choices operate, which is by intuition and emotions and not by rational processes as suggested in motivational frameworks. Health trends thus only partially affect consumer purchase decisions.

One possible argument is that the health-awareness phenomenon is a developing stage whereby consumers adopt attitudes before they act on them. It may be expected that, over time, regulation will ensure more congruence between attitude and behaviour.

[bookmark: _Toc228962016]4.3 Growing Importance of Sustainability

Sustainability awareness is increasing, with consumers expressing concern about environmental impact (Euromonitor, 2024). From a theoretical perspective, this aligns with stakeholder theory and CSR principles, which emphasise responsiveness to societal expectations (Grant, 2019; Kotler and Keller, 2016).

However, similar to health trends, a clear attitude–behaviour gap exists. Although consumers express willingness to support sustainable products, actual purchasing decisions remain constrained by price and convenience (Statista, 2024). This reflects bounded rationality, where immediate benefits outweigh long-term ethical considerations.
Sustainability also faces strategic limitations. As more firms adopt environmentally responsible practices, it becomes a “hygiene factor” rather than a differentiator. Additionally, sustainability initiatives involve cost implications, requiring firms to balance ethical positioning with commercial viability.

Institutional theory further suggests that sustainability adoption is driven not only by consumer demand but also by regulatory pressure and industry norms. This implies that firms like Walkers may engage in sustainability primarily to maintain legitimacy rather than achieve competitive advantage.

Overall, sustainability is important for brand perception but has limited direct impact on purchasing behaviour, particularly in price-sensitive markets.
           

[bookmark: _Toc228962017]4.4 Changing Consumer Behaviour in the FMCG Sector

The consumer behaviour in the FMCG industry is affected by technology, economy, and lifestyle. Nonetheless, it is necessary to draw a line between structural changes and repeated behavioural patterns.

For instance, convenience is one of the most significant influences, supported by the theory of time scarcity (Kotler and Keller, 2016). Variety seeking is another example of an age-old pattern rather than a recent development in consumer behaviour. Industry analysis might exaggerate the innovation of such behavioural patterns.

Innovation has improved consumer awareness on pricing, which has diminished brand loyalty because it is easy to compare different products. As a result, companies are forced to compete in price-sensitive industries such as snacks.

Moreover, behavioural economics demonstrates that situational factors such as product placement and promotions significantly impact the choice process. External cues are powerful decision drivers compared to internal preferences.

Finally, macroeconomic conditions such as the living cost crisis have significantly influenced consumer behaviour. For example, customers are gradually switching to budget private labels (Mintel, 2024).

In conclusion, consumer behaviour is highly contextual and is affected by numerous interacting variables.

[bookmark: _Toc228962018]4.5 Impact of Advertising and Branding

Branding and advertising play a significant part in influencing consumer behaviour in FMCG sector due to a generally low level of product differentiation (Gupta, 2013) providing Walkers with strong existing brand equity, allowing brand recall, trust and perceived quality (Aaker, 1991). But according to brand equity theory, the loyalty of consumers should also follow stable brand association. However, in today's FMCG environment, it has been doubted for more price sensitive consumer as well as private label. 

Consumer can become "situational loyal". Their brand choice may not be as important as promotion and deal and can also shift for convenience. Traditional forms of advertising however may be considered ineffective with consumption of media altering drastically with people moving more toward digital channels and social media platforms (Steenkamp, 2017) hence requiring companies such as Walkers to integrate modern media channels and adopt more personalized and interactive advertising campaigns. From a strategic and branding theory perspective, strong brand equity leads to a more enduring competitive advantage and builds stronger connections between consumers and brands (Kotler and Keller, 2016) but consumers have increasingly higher expectations regarding health and sustainability from brands and so branding can no longer stand alone in driving purchase intent. It is increasingly common for consumers to be sceptical and critical of marketing communication and authenticity in branding must take priority over merely telling consumers what they want to hear (Aaker, 1991). If Walkers do not address concerns regarding health and sustainability this may harm its brand perception.

Further consideration must be made for 'emotional branding' which may be very strong in this market segment, based on nostalgia and familiarity (Aaker, 1991). Social media means that control over brand image now relies more heavily on consumers through sharing their experience and opinions (Steenkamp, 2017), suggesting a need for engagement from the brand in the digital space rather than traditional broadcast advertising.

The increasing fragmentation of media channels has made it more difficult for brands to achieve mass reach through traditional advertising (Kotler and Keller, 2016). Instead, targeted digital marketing strategies are becoming more effective, allowing brands to personalise communication based on consumer data (Chaffey and Ellis-Chadwick, 2019).

Influencer marketing has also emerged as a powerful tool in shaping consumer perceptions, particularly among younger audiences (De Veirman et al., 2017). However, this approach carries risks related to authenticity and credibility, as consumers may perceive influencer endorsements as less trustworthy than traditional advertising.

Additionally, brand activism is becoming more prominent, with consumers expecting brands to take a stance on social and environmental issues (Kotler and Sarkar, 2017). While this can enhance brand equity, it also exposes companies to criticism if actions are perceived as inconsistent or opportunistic.

[bookmark: _Toc228962019]4.6 Competitive Pressure in the Snack Industry

The UK snack industry is highly competitive due to the presence of a wide range of companies from established names to emerging players (Euromonitor, 2024). However, reliance on industry reports such as Euromonitor and Mintel requires critical evaluation. These reports are based on proprietary methodologies that are not always fully transparent, particularly in relation to sampling techniques and data modelling. As a result, while they provide valuable macro-level insights, their findings should be interpreted as indicative rather than definitive.

To mitigate this limitation, this study cross-references multiple sources and prioritises consistency of patterns rather than isolated data points.
 
Using Porter’s Five Forces competitive rivalry, threats of substitutes, and bargaining power of buyers are significant (Porter, 2008). Health-conscious alternatives will threaten the brand and private label brands may increase competitive pressure and reduce profit margins (Mintel, 2024). New entrants may appear positioning their brands as more aligned to current trends and consumer demands (e.g. In health and sustainability). Walkers must maintain competitiveness through innovation but this needs to be within the brand strategy to avoid unnecessary new brands.

Competition is increasing due to market saturation and similar brands being present throughout most retailers this means that many businesses are forced to compete on more than one factor such as price and quality simultaneously. Specialization of niche markets has led to a diverse range of brands in snack consumption and thus makes it difficult for large, familiar brands such as Walkers to cover the entire spectrum of consumers. Retailers are also a strong influence over sales volumes by managing stocking and displaying choices at stores.

The increasing dominance of private label brands represents a significant competitive threat, as retailers leverage their control over distribution channels to promote their own products (Mintel, 2024). These brands often compete on price while maintaining acceptable quality levels, making them attractive to cost-conscious consumers.

Additionally, the rise of niche and premium snack brands reflects a broader trend towards market fragmentation, where consumers seek differentiated products that align with specific preferences (Euromonitor, 2024). This creates challenges for mass-market brands like Walkers, which must balance scale with differentiation.

Technological innovation also plays a role in competition, with companies investing in data analytics and artificial intelligence to better understand consumer behaviour and optimise marketing strategies (Chaffey and Ellis-Chadwick, 2019).

[bookmark: _Toc228962020]4.7 Regulatory Influence on Consumer Behaviour

The restriction of HFSS products under the new legislation implemented by the government in 2023 has been designed to influence consumer purchase behaviour by reducing opportunities to consume unhealthy foods (UK Government, 2023). From a strategic viewpoint, the macro-environmental forces in the FMCG market will Mold and develop it (Kotler and Keller, 2016) as government intervention on this issue affects both companies' behaviour and that of their consumers. While regulations will pose issues regarding Walkers advertising practices there are also opportunities within these changes for innovation. However, strict compliance to this legislation will increase production costs and reduce flexibility in the business thus, Walkers will need to analyse this closely and strategically. The government is actively trying to change behaviour through regulation, and this has potential to directly influence purchasing habits in an already highly competitive environment, making it crucial for companies like Walkers to adapt or be vulnerable.
Regulatory interventions can also have unintended consequences, such as the reformulation of products in ways that compromise taste, potentially reducing consumer satisfaction (PepsiCo, 2023). This highlights the trade-off between compliance and product quality.
Furthermore, regulatory changes may create opportunities for first-mover advantage, where companies that adapt quickly can gain a competitive edge (Grant, 2019). Walkers could leverage this by proactively developing compliant product lines before competitors.

[bookmark: _Toc228962021]4.8 Synthesis of Key Findings

The key behaviours and factors within the consumer markets are complex and interdependent to an extent. The most fundamental implication of this analysis is that the nature of the decision-making in the FMCG snack market has become a tension between aspirations (health, eco-consciousness etc) and functionalities (price, taste, convenience). Trends are not substituting the functionalities but reinforcing their importance. Thus. we seem to have two driving forces together: not shifting from one driver to the next. This is in direct contrast to linear models, and instead we suggest a 'layered' model where multiple motivators work concurrently, frequently in a conflicting way. The study shows how the market is characterized by two opposing forces, which are consumer values, that are in Favor of health and sustainability, and consumers' actual purchasing behaviours, driven primarily by taste and price. Furthermore, the research suggests that these behaviours are somewhat misrepresented in market research literature as they imply a much more drastic shift in consumer trends than is present in actual behaviour (e.g. Popularity of the 'ecofriendly' trend). Walkers therefore should focus on a brand image that integrates the new consumer concerns whilst addressing that which consumers value above all else, taste and price.

Overall consumer preferences still dominate sales for the FMCG sector. The article implies that these may have been overstated as consumer trends, but Walkers should still consider them carefully to not miss any future consumer market shifts.

A deeper synthesis reveals that consumer behaviour is influenced by a complex interaction of psychological, social and economic factors. While trends such as health and sustainability are important, they are moderated by situational factors such as price and convenience (Kotler and Keller, 2016).

This suggests that strategic decisions should not be based on isolated trends but rather on an integrated understanding of consumer behaviour. Walkers must therefore adopt a holistic approach that considers multiple drivers simultaneously.


[bookmark: _Toc228962022]4.9 Integrated Marketing Strategy Analysis

The collective analysis indicates that effective marketing strategies in the UK snack market must balance traditional brand strengths with emerging consumer expectations. While health and sustainability trends are increasingly influential, they must be integrated with core drivers such as taste, price, and convenience.
Walkers strategic success will depend on its ability to leverage internal resources, such as brand equity and distribution, while adapting to external pressures including regulation and competition. This highlights the importance of a hybrid strategy combining differentiation and cost leadership elements.

[bookmark: _Toc228962023]4.10 Conclusion

This chapter has presented a comprehensive discussion of key drivers in the UK snack market, and it has shown that consumer behaviour is multi-dimensional and complex to predict. Ultimately Walkers needs to balance its image and product offering for consumers in terms of health, sustainability and convenience without neglecting its traditional brand strengths. This will provide the groundwork for the recommendations discussed in the following chapter.

In conclusion, this chapter highlights the importance of critical analysis in understanding consumer behaviour. While secondary data provides valuable insights, it must be interpreted within a broader theoretical and contextual framework.

The findings emphasise the need for balanced strategic positioning, where Walkers integrates emerging trends without compromising its core brand identity. This will form the foundation for the recommendations presented in the next chapter.








[bookmark: _Toc228962024]Chapter 5: CONCLUSIONS AND RECOMMENDATIONS
[bookmark: _Toc228962025]5.1 Introduction
This chapter brings together the key insights from the study, drawing on the secondary research and analysis presented in the earlier sections. It aims to evaluate the findings in relation to the research objectives and questions, while also offering practical recommendations and theoretical contributions relevant to the fast-moving consumer goods (FMCG) sector.

Over the past decade, the FMCG industry has undergone considerable change. Shifts in consumer preferences, rapid technological development, and increasing regulatory pressures have all played a role in reshaping the market. As a result, businesses have had to rethink how they develop products, communicate value, and maintain a competitive edge in highly saturated environments. Growing awareness around health, sustainability, and digital engagement has significantly influenced what consumers expect from brands, pushing organisations towards more flexible and consumer-focused strategies.

This research examined how consumer behaviour, competitive forces, and marketing strategies are evolving within the snack and wider FMCG sector. It focused specifically on themes such as health awareness, sustainability concerns, and the influence of branding. By applying frameworks like Porter’s Five Forces, the Resource-Based View, and segmentation–targeting–positioning (STP), the study provides a structured understanding of how firms can position themselves effectively in a market that is becoming increasingly health-oriented and competitive.

In addition, behavioural theories such as the Theory of Planned Behaviour were used to interpret how attitudes, social pressures, and perceived control shape consumer decision-making. This theoretical perspective adds depth to the analysis and helps explain why consumers behave the way they do in practice.

[bookmark: _Toc228962026]5.2 Summary of Main Findings

The findings highlight several important trends influencing the FMCG and snack industry. These trends reflect wider changes in the business environment and offer insight into how organisations can respond to shifting consumer expectations.

[bookmark: _Toc228962027]5.2.1 Increasing Health Consciousness

A key theme emerging from the research is the growing importance of health in consumer decision-making. More consumers are paying attention to nutritional content, ingredient transparency, and functional benefits when choosing food products. Rising concerns about issues such as obesity and lifestyle-related diseases have contributed significantly to this shift.

This trend is particularly strong among younger consumers aged 18–35. This group tends to be more informed, digitally connected, and proactive about maintaining their health. As a result, there has been a noticeable increase in demand for products such as plant-based snacks, high-protein options, and low-sugar alternatives, reflecting a broader interest in functional nutrition.

However, the findings also reveal a gap between what consumers say and what they do. While many express a preference for healthier products, their final choices are often influenced by taste, price, and convenience. This “attitude–behaviour gap” suggests that simply offering healthy options is not enough.

From a critical standpoint, this means that companies need to strike a balance. Health-focused products must still deliver on taste and affordability if they are to succeed in the market.

[bookmark: _Toc228962028]5.2.2 Growing Importance of Sustainability

Sustainability is becoming an increasingly important factor in how consumers evaluate brands. Many now consider environmental impact, ethical sourcing, and packaging when making purchasing decisions. This reflects a broader move towards more responsible consumption, where buyers are concerned not just with product benefits but also with wider social and environmental issues.

Younger consumers show a strong preference for brands that demonstrate genuine commitment to sustainability. This includes actions such as reducing carbon emissions, using recyclable materials, and sourcing ingredients responsibly.
Despite this, a clear gap exists between intention and behaviour. Although consumers claim to value sustainability, their purchasing decisions are still heavily influenced by price and convenience.

This highlights the complexity of consumer behaviour. Awareness alone does not always lead to action. For sustainability to have a real impact, it needs to be combined with other factors such as affordability and product quality.

[bookmark: _Toc228962029]5.2.3 Changing Consumer Behaviour
Another important finding is the increasing demand for convenience. Busy lifestyles, especially among students and young professionals, have led to a preference for ready-to-eat and on-the-go products. This reflects wider societal changes, including time pressure and urban living.

At the same time, digital technology has transformed how consumers interact with brands. Platforms like Instagram and TikTok now play a major role in influencing purchasing decisions through content such as influencer endorsements, reviews, and brand storytelling. 

Consumers are more informed than ever and actively engage with brands online.
This supports the idea that social influence is a key factor in shaping consumer behaviour. However, it also creates challenges for companies, as they must compete for attention in a crowded digital space.



[bookmark: _Toc228962030]5.2.4 Impact of Advertising and Branding

The research shows that branding remains a powerful tool in influencing consumer choices. Emotional connections, storytelling, and authenticity can strengthen brand loyalty, while transparency helps build trust.

Digital advertising has become more effective than traditional methods, especially when targeting younger audiences. From a theoretical perspective, this reinforces the idea that strong brand equity can act as a valuable competitive advantage.
However, branding efforts must be consistent and genuine. Consumers are increasingly able to identify inauthentic messaging, which can damage trust.

[bookmark: _Toc228962031]5.2.5 Competitive Pressure in the FMCG Industry

The FMCG sector is highly competitive, with many similar products available and low switching costs for consumers. Buyers have significant power, and the threat of substitute products is high.
In such an environment, companies must continuously innovate and differentiate themselves. Offering something unique whether through product features, branding, or value becomes essential for long-term success.


[bookmark: _Toc228962032]5.2.6 Regulatory Influence

Regulation is playing an increasingly important role in shaping the industry. Policies such as sugar taxes and stricter labelling requirements are pushing companies to reformulate products and improve transparency.
While these regulations can create challenges, they also encourage innovation and support the development of healthier product options.
[bookmark: _Toc228962033]5.3 Conclusions from Research Questions

This study set out to explore evolving consumer behaviour in the FMCG sector, factors influencing consumer purchases and ways that firms can maintain a competitive advantage in the FMCG snack industry. These three questions have been answered through various studies discussed throughout this research paper. This answer incorporates the results derived from these studies.

RQ1: How is consumer behaviour in the FMCG sector evolving?

Overall, this research suggests that there has been a rapid evolution in consumer behaviour within the FMCG industry. The modern consumer is driven by various needs, which are being transformed with greater health consciousness, environmental concern and influence from technology.

The initial phase of evolution discussed here is a greater awareness and consideration for health impacts of the food consumed. Consumers are less interested in taste and brand name, and instead they demand healthier alternatives. Factors like nutritious ingredients and functional claims are now part of the purchasing criteria (World Health Organization, 2022; Euromonitor, 2023). As the theory of planned behaviour indicates, attitudes towards health and well-being greatly impact purchasing behaviour intentions (Ajzen, 1991). However, this is not to say consumers will not pick up what is more desirable; the research shows that health is balanced with convenience and cost. Therefore, this suggests a push for healthier and, at times, inconvenient food, that may still be affordable.

Sustainability is the next key trend that appears to be a significant contributor to changes in consumer behaviour. This is due to a growing awareness regarding the effects of human behaviour on the environment, leading to a conscious attempt to limit any potential negative impacts. Consumer interest has also expanded into social factors surrounding an ethical and sustainable business structure (McKinsey & Company, 2022). This has contributed to a growing trend of ethical consumerism, that affects purchasing behaviour because consumers are looking to be responsible for their impacts by purchasing from sustainable brands, thus making it a key element of the purchasing decision. The attitudes-behaviours gap does still exist however, suggesting that the value that consumers place on sustainability is sometimes overruled by other more fundamental attributes, but it cannot be ignored as it influences decision-making more significantly than ever before.

Finally, technological advancements have led to changes in how consumers approach brand engagement, information discovery and purchase transactions. Websites like social networking sites, along with the ease and reliability of reviews are providing a new framework for consumers to make more knowledgeable choices and for firms to engage consumers on a level never thought possible (Chaffey and Ellis-Chadwick, 2022). Consequently, consumers are far more proactive when it comes to purchases, expecting far more transparency and interaction with the brands they purchase from, ultimately forcing companies to cater to consumers who are no longer just passive recipients but are interactive and well-informed members of the consumption process.

RQ2: What factors influence purchasing decisions?

Consumer decision making has been determined to be a complex process, driven by both rational and emotional drivers that include health benefits, brand trust and reputation, price and convenience and, finally, social and digital media.

The importance of health benefits in a consumer decision can no longer be understated as an influential attribute. With greater knowledge available regarding a healthy lifestyle and nutritional awareness, consumer purchasing behaviour is leaning towards foods which are nutritious and beneficial to them (NHS, 2023; Statista, 2024). However, there is variation between differing consumers with regards to the importance of health and it cannot be applied to every customer. Therefore, marketers must take a segmented approach towards different consumer needs to ensure a successful purchase.

The reputation and trustworthiness of a brand is key to building trust and influencing consumers in what they purchase. It has been discovered that consumer choice has also changed towards preferring brands which they know have reliable reputations regarding food safety and the quality of their products (Kotler et al., 2020). This attribute fits with the Resource-Based View and how a brand's reputation is an asset that influences customer behaviour and, ultimately, leads to competitive advantage (Barney, 1991).

Price and convenience remain significant attributes that influence consumer behaviour. Despite many consumers stating the importance of health and sustainability, the core values of the consumer and buying habits may be linked to other characteristics and priorities. Rational consumer behaviour, when buying value for money and trying to maximize savings has still led the purchasing decision more than anything else, coupled with the increasingly demand from a busy lifestyle for products that require no preparation time and are available immediately (Solomon, 2020).

Social media has gained substantial power over consumer decision-making due to its ability to enable customers to seek information, compare and consider choices simultaneously, and the powerful influence of marketing. It enables people to interact with products, information and ultimately, brands in ways that no other form of media can currently rival, however the effectiveness of social media marketing must also be considered in relation to the trust which is being placed in it (Chaffey and Ellis-Chadwick, 2022).

RQ3: How can companies achieve competitive advantage?

The current trend suggests that companies in the FMCG snack industry must strive to improve their competitive advantage by taking on new innovative strategies that fit within consumer trends and values. Product innovation, brand positioning and social and digital marketing are the primary aspects that will ensure a successful brand, within what is proving to be an increasingly complex marketplace.

Innovation in the products being manufactured by companies in the FMCG snack sector have provided opportunities to meet current consumer demands regarding health with products that are not just healthy but are also being developed using new methodologies to reduce unhealthy ingredients and be more nutritious than previous alternatives (Euromonitor, 2023). This also allows brands to stand out amongst a competitive marketplace and ensure that they are catering to the most important consumer trends without having to dilute the core product as much as would be done with other approaches.

A brand's position in the market, and how consumers perceive it, are essential aspects in gaining and sustaining a competitive advantage. Consumers need to see value in the brand and believe in its ethics to be persuaded by their product. Effective branding can also be identified as being an intangible resource that would influence behaviour, and is incredibly difficult to emulate, and hence valuable (Kotler et al., 2020; Barney, 1991).

Finally, with a rapidly developing technological landscape, brands that fail to adapt will struggle in comparison to those who actively pursue and embrace digital marketing strategies. Through using new platforms available through social media, it's now possible to communicate with consumers directly, gaining invaluable knowledge and helping to build a positive and engaging relationship that influences consumers in their purchasing decision (Chaffey and Ellis-Chadwick, 2022). It’s important that companies remember that their consumer base is constantly moving and changing, and as technology evolves the methods and approaches for gaining competitive advantage within the market must be too.

Finally, the research indicates that the application of sustainable business practices can also create a competitive advantage in relation to the improvement of brand image and customer expectations. Enterprises that are seriously committed to being sustainable, is more likely to appeal to customers who care about the environment and achieve the loyalty in the long-term (McKinsey & Company, 2022). As "an organization committed to sustainable business practices should focus on embedding it to their corporate strategy rather than relying on a pure marketing approach." Critically, this implies that one single strategy cannot create a competitive advantage; rather, various element has to combine to create one, such as innovation, branding, online interaction, etc. Only companies which can achieve this can differentiate themselves and achieve sustainable competitive advantage in the increasingly competitive environment.

[bookmark: _Toc228962034]5.4 Recommendations 

The results of this study demonstrate the necessity for FMCG firms to adopt more integrated, consumer-centric and responsive marketing and product development strategies. The following recommendations are split into practical and theoretical contributions, making them relevant for both industry and academic research:

[bookmark: _Toc228962035]5.4.1 Practical Recommendations

1. Develop Health-Focused Product Innovation

The most crucial implication of this research is that there is increasing demand for health-focused products. It is essential for FMCG companies to invest R & D efforts in innovation of snack products, which address a rise in the number of consumers that crave for healthier foods (Euromonitor, 2023). This may involve new products such as protein snacks, low-sugar alternatives, plant-based products or foods offering nutritional benefits, like instant energy or boosting the immunity system.
However, it is important to critically acknowledge that a product with health benefits will not be enough. As indicated in the research, consumers seek balance and hence the added benefits of being healthy may be accompanied by considerations such as price, taste and convenience. A consumer-driven approach to product development should seek to offer products that fulfil these factors, in line with consumer behaviour theory that purchasing decisions are driven by rational and emotional elements (Solomon, 2020). Moreover, product testing and the incorporation of consumer feedback mechanisms are vital to ensure new products meet consumers' expectations and low consumer acceptance can be prevented even with strong health-related claims.

2. Strengthen Digital Marketing Strategies

It is evident from the consumer behaviour research that digital marketing plays a pivotal role in influencing consumer behaviour and hence, FMCG should strive for a digital-first strategy. The strategic use of digital channels such as social media and influencers should facilitate more interactive and personalized marketing content, combined with data driven marketing techniques (Chaffey and Ellis-Chadwick, 2022). For instance, the use of influencer marketing can contribute to brands that aim to reach the younger consumer. However, it is vital to maintain an authentic image, as research showed that consumers tend to doubt over-promotional marketing content and select influencers that are truly connected with the brand and audience. This can be related to the Theory of Planned Behaviour (Ajzen, 1991), in which social influence is demonstrated as important in forming intentions.

In addition, it is essential that FMCG brands invest in analytics and Big Data technologies to obtain a clearer understanding of consumers' choices and habits, which can later be exploited to increase the effectiveness of marketing campaigns. While using Big Data there should be concerns about consumer privacy. Importantly, digital marketing must be well integrated within the overall brand position, and it should not be used as an isolated tool, otherwise, consumers will be more prone to build brand mistrust.


3. Enhance Sustainability Practices

Sustainability should be considered an integral part of FMCG firms' business strategy, not a mere marketing attempt. The research has demonstrated that consumers are aware of environmental issues and will seek brands that show a clear commitment toward these aspects (McKinsey & Company, 2022). Companies ought to integrate the whole range of actions on sustainability, including eco-friendly packaging and ethically sourced raw materials, and reduction of carbon footprint. By introducing a more sustainable package for a product, for example, can enhance brand perception and satisfy consumer expectations. However, claims should be credible and verified in order not to appear as 'greenwashing', which is able to erode brand reputation (Deloitte, 2023). In addition, sustainability can act as a competitive advantage and help consumers to identify brands based on environmental concern, which enhances consumer loyalty. It must be carefully assessed, however, the potential negative effects associated with higher costs related to sustainability activities, as high prices can discourage sensitive consumers.

4. Focus on Brand Storytelling and Emotional Engagement

The research showed the growing importance of the authentic brand and the emotional connection with consumers in influencing buying decisions. The use of compelling brand storytelling should enable consumers to establish an emotional relationship with the brand through their values, mission and its social contributions (Kotler et al., 2020). This storytelling method helps to differentiate the brand, especially in the FMCG market. By raising awareness on the origin of products, ethical considerations, or charitable projects, companies may develop an image that connects emotionally with consumers. This could be linked to the Resource-Based View and in this case intangible assets such as brand equity should be acknowledged (Barney, 1991). Authentic story telling must be conveyed with consistency through all communication channels. As consumers have the capacity to quickly detect inconsistencies and overstatements, the stories must reflect real company actions.

5. Adopt Agile and Data-Driven Marketing Strategies

The FMCG industry is dynamic and fast-changing. It is thus important for FMCG to adapt to these changes and implement a proactive and dynamic marketing strategy. The latter is achieved by carefully monitoring consumer trends and market performance using data analytics, to continuously refine strategy. By using data analytical tools, FMCG can gain greater understanding on consumer behaviours and emerging trends which allows them to be able to adjust strategies accordingly. As the ability to adjust is so critical, FMCG companies should be willing to adapt its strategies and implement trial-and-error practices. However, a dynamic marketing strategy needs to be supported by a strategic vision so as to avoid inconsistent communication of brand identity which might undermine the consumer trust in brands.


[bookmark: _Toc228962036]5.4.2 Theoretical Recommendations

The contribution of this research to academic theories is on introducing the need to consider and integrate new aspects such as digitalization and sustainability in traditional marketing theories. Models such as the STP model or the marketing mix is not obsolete but needs to be modified to better suit contemporary conditions.

First, traditional models of consumer behaviour need to be updated to include the impact of the internet and social media. Theory of Planned Behaviour (Ajzen, 1991) is a good model that might be modified to incorporate online communities and online communication.
Second, there is need to integrate the concept of sustainability in marketing theory. As mentioned before, consumers have now become more sustainability conscious and have a direct impact on the purchase decisions. Researchers should focus on how to properly incorporate the concept of sustainability into marketing models to foster long-term consumer loyalty and brand equity.

Third, the present research is consistent with the importance of the Resource-Based View and intangible resources as competitive advantage in FMCG sector; however, it recommends incorporating digital assets and sustainability in the view as being key intangible resources contributing to sustainable advantage.
Fourth, the study points out that there is further research to be conducted on the attitude-behaviour gap especially regarding the aspects related to sustainability as this is a key problem for both industry and research.



[bookmark: _Toc228962037]5.5 Limitations of Research

While this study has shed light on the evolving landscape of the FMCG snack industry, several limitations exist within the research, and these must be taken into consideration when interpreting the results.

Firstly, the research is based solely on secondary data sources. While this offers a wide range of information from existing studies, industry reports, and statistical figures, it can be highly varied in terms of its relevance to the exact research problem. The secondary data used in this research comes from multiple sources and uses various methodologies, which may cause inconsistency in information or discrepancies in the results, and can also be dated, in which it may not reflect current trends in consumer behaviour within such a rapidly moving market as FMCG (Euromonitor, 2023). For this reason, while providing breadth in knowledge, secondary data lacks depth and specificity for research analysis.

Secondly, the lack of primary research in this study must be addressed as a limitation. No primary research has been gathered, from primary research methods, for example, consumers via surveys, interviews or focus groups, meaning that up-to-date consumer attitudes, perspectives and behaviours of target consumers is unattainable. By using only secondary data sources, it does not allow for detailed and nuanced analysis on specific consumers in terms of consumer attitudes towards healthy food products and sustainability within their purchasing decision (Saunders et al., 2019).

Thirdly, time constraints of research have resulted in the scope being limited as there is no up-to-date data for trends or the state of the market. As there is time constraint, the results of the research will reflect consumer behaviour at a particular moment in time. Consumer behaviour in the FMCG sector is constantly changing due to factors such as changes in economic and social policies, regulatory changes and developments in technology, all of which are hard to analyse and forecast as many can become obsolete very quickly (Kotler et al., 2020).

Lastly, the issue of generalisability must be highlighted as an area for caution. The data used reflects global and UK specific trends, not worldwide consumers across all cultures. Consumer attitudes, perceptions and behaviours differ between many different regions and cultures of the world due to cultural, social and economic backgrounds (Solomon, 2020). Due to this, findings should be interpreted with caution and can only be applicable across specific regions.





[bookmark: _Toc228962038]5.6 Recommendations for Future Research

Despite its limitations, this study opens several opportunities for future research in consumer behaviour within the FMCG sector.

Firstly, future research should incorporate primary research methods such as consumer surveys, focus groups and individual interviews to provide deeper insights into consumer attitudes and behaviours. This research would enable the findings from previous study to be analysed from a broader perspective and allow for a more consumer-driven research analysis. A consumer survey of young people could prove beneficial, identifying what has a significant influence on the decision to purchase food products of that type (Saunders et al., 2019).

Secondly, specific segments could be identified and studied to allow more in-depth understanding of specific consumer groups within the market. For example, study into students, or the elderly could allow for a more detailed perception into consumer behaviour within the market; and this falls into the STP strategy, segmenting the target market (Kotler et al., 2020).

Thirdly, there is room to explore the impact that technology is having and will continue to have on consumer behaviour and marketing strategies within the FMCG sector. Emerging technologies such as artificial intelligence, augmented reality and big data are changing marketing strategies, it is therefore worth further research to analyse the impact on consumer behaviour, especially on their purchase decisions and how this may or may not be changing consumer trends (Chaffey and Ellis-Chadwick, 2022).

Finally, more in-depth research should be carried out into the differences between global consumers. In a changing global market, the differences in cultural behaviour of consumer's should not be ignored. By undertaking research on consumers from different parts of the world, this will demonstrate whether and how marketing strategies differ in a cross-cultural market (Solomon, 2020).

[bookmark: _Toc228962039]5.7 Conclusion
In this dissertation, it has been identified that the FMCG sector within the snack market is developing rapidly due to consumers expecting different things and through developments in technology, as well as changes in policies of governments and regulatory bodies, this shows that modern consumer trends are changing drastically.

This study has reinforced the point that organizations need to adapt to meet the expectations of consumers particularly in areas such as healthy consumption, environmental responsibility, and digital engagement for a sustainable competitive advantage to be gained within the market. These key aspects of modern-day consumption confirm the ideas set forth by other marketers concerning the importance of value creation in marketing strategies (Kotler et al., 2020).

Academic literature has been supported by an integrating analysis with up-and-coming themes of sustainability and digitalization that effect consumer behaviour in this sector and reiterating the fact that it is a rapidly developing market and organizations need to change and develop accordingly.

In conclusion this study has provided both the researcher and future academic work with a framework that helps to understand the current behaviour of consumers and the competition in the FMCG sector, although, this research has confirmed the need for more research to address new emerging factors within the rapidly changing market.
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