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Abstract
Digital marketing is becoming an essential component of corporate success in the current market to not only spread the business but also to reach out to each base among the customers. The problem has arisen from the pressing requirement for SMEs like A.P. Poultry Equipment from FMCG in Telangana to properly implement digital initiatives. Failure to do it may end up resulting in a competitive disadvantage, less market penetration, and financial instability, emphasizing the importance of this problem. The purpose of this research is to examine the influence of inventions, by FMCG SMEs like A.P. Poultry Equipment, on the growth of the Indian poultry sector. The objectives are to examine the influence of digital marketing in Indian FMCG SMEs, offer successful online advertising tactics, and provide recommendations for companies such as A.P. Poultry Equipment from Telangana. The research primarily seeks to investigate the effects of digital advertising in Indian FMCG SMEs, develop internet promotion strategies, and develop effective online advertising plans. Journals for this research have been selected from the Google Scholar and all of them are either based on the primary data or secondary data. Findings with methodology and their limitations have been included into the research methodology. In order to meet the strategic approach, factorial and thematic analysis have been done here with a conceptual map.
Positivism research philosophy is employed for this study in support with deductive research approach. Mono-quantitative research choice has been followed as it opted only primary data collection using survey via graphical analysis. These results give actual data on the influence of online marketing on the FMCG business of Telangana, with an emphasis towards A.P. Poultry equipment. This investigates the impact of internet marketing on company performance in a methodical manner. The discussion supports the premise by stressing the revolutionary potential of Internet marketing. However, restrictions such as unequal distribution of genders and subjective competition evaluations persist. Thus, results provide important industry insights. It is recommended that future research on the same purpose will need to include both primary and secondary data and information as assessed from the limited applicability of the research. It has been prescribed that the records from various companies as well as interview responses from the managers should be included for more authenticity while enabling the applicability of the outcomes in other sectors.
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[bookmark: _Toc146209717]Chapter 1: Introduction
[bookmark: _ekm92iauuugq][bookmark: _Toc146209718]1.1 Research Background
Fast-moving items are used by buyers often, which has resulted in their swift disappearance from shelves of grocery stores or shops. FMCG has been assessed to be in top demand by the customer due to its low-cost availability along with its excellent usage (Derqui et al., 2022). These things are typically heaped highly on the display cases of stores. Low pricing, strong desire, and limited endurance are some FMCG qualities that have made them sell quickly. It has been observed that from a value of 110 billion US dollars, the Indian FMCG market has been projected to see growth to 220 billion US dollars within the next five years at a CAGR rate of 14.9%. (Sharma et al., 2023) This might be encountered due to the urban and rural digitalisation of the country with increasing requirement availability via the e-commerce web portals. Hence, digital marketing has transformed the corporate environment, particularly for SMEs like A.P. Poultry equipment within the FMCG industry.
A.P. Poultry Equipment is a renowned producer of poultry equipment situated in Telangana, India. It started its operation in 2005 and has swiftly developed to serve the Indian booming poultry sector, which has grown at a 6.4 per cent CAGR from 2016 to 2021 (APPoultryEquipments.com, 2023). A.P. Poultry Equipment has become recognized for its creative solutions, which have contributed considerably to the expansion of the poultry industry. Hence, the influence of digital marketing is especially noticeable in Telangana, an area at the vanguard of the Indian digital revolution. India had resulted in around 346 million internet consumers in 2019 and the figure is anticipated to climb up to 900 million by 2025 (Livemint.com, 2023). Determining the precise impact of online marketing on FMCG SMEs is critical for their long-term survival and success in this changing climate. In addition, it is crucial to dive into the tactics, problems, and outcomes experienced by such businesses, providing practical insights into an ever-changing digital economy.
[bookmark: _7iobdn4gcca4][bookmark: _Toc146209719]1.2 Problem Statement
In Telangana, India, the FMCG sector is undergoing a deep change toward digital marketing among Small and Medium Enterprises. However, a dearth of extensive studies has restricted the comprehension of the unique problems, opportunities, and consequences confronting these SMEs as they navigate this transformation. The present study has aimed to fill that gap by investigating the effect of online marketing on SMEs like A.P. Poultry equipment from FMCG in Telangana, highlighting roadblocks to success, and offering effective tactics for exploiting digital platforms. It has further been hoped to get significant insights regarding how SMEs in this industry may succeed by doing that in a progressively digital-centric economic environment. Furthermore, the FMCG industry in India is shifting more marketing resources to digital media, with digital marketing expenditures estimated to increase by 11% through 2023 (Drishtiias.com, 2023). Despite these developments, SMEs like A.P. Poultry Equipment have confronted obstacles such as a lack of digital knowledge and resources. Recognizing the particular characteristics and ROI of online marketing among Telangana FMCG SMEs is critical, as it may guide customized tactics to exploit digital possibility, boosting development and competition in this critical industry.
[bookmark: _yvy63rdcqhu7][bookmark: _Toc146209720]1.3 Research Aim and Objective
Aim
The purpose of this research is to examine the influence of inventions, by FMCG SMEs like A.P. Poultry Equipment, on the growth of the Indian poultry sector.
Objectives
· To determine the effect of online marketing initiatives on Indian FMCG SMEs
· To represent the internet-based marketing policy for Indian FMCG SMEs like A.P. Poultry Equipment in Telangana
· To advise on an efficient digital marketing plan for Indian FMCG SMEs like A.P. Poultry Equipment in Telangana
[bookmark: _tvfxl2gofv7e][bookmark: _Toc146209721]1.4 Research Questions
1. What are the effects of online marketing initiatives on Indian FMCG SMEs?
2. What can be the internet-based marketing policy for Indian FMCG SMEs like A.P. Poultry Equipment in Telangana?
3. What might be an efficient digital marketing plan for Indian FMCG SMEs like A.P. Poultry Equipment in Telangana?
[bookmark: _quknvo8o5pte][bookmark: _Toc146209722]1.5 Research Rationale
According to previous research such as Gupta and Chitrao (2022), there is an absence of explaining the effects and limitations of digital marketing implementation by SMEs from the FMCG industry in Telangana. It has been tried to identify the barriers that SMEs like A.P. Poultry Equipment experience in effectively exploiting digital platforms for advertising and sales development. As assessed in the review of Frau et al. (2022), this is a problem since the FMCG sector from the state is fast digitizing, but SMEs have frequently failed to adapt. Recognizing the problems and potential of Internet marketing is critical for ensuring the continued existence and competitiveness of such businesses in a dynamic industry, making it a current topic worthy of investigation. This report might provide meaningful insights for Telangana FMCG SMEs, enabling personalized tactics to properly traverse the field of digital marketing. Thus, identifying issues and standards of excellence may help these firms improve their digital operations, boost competitiveness, extend their market share, and ultimately prosper in a constantly shifting marketplace.
[bookmark: _6zya874faput][bookmark: _Toc146209723]1.6 Research Significance
This study has sought to assess the concrete impact of advancements on Indian FMCG SMEs such as A.P. Poultry Equipment in Telangana, a vital industry for food security with livelihoods. As a result, it has examined how these technologies improve production, animal welfare, and environmental sustainability. This may also aid in alerting industry stakeholders, legislators, and financiers about the prospective benefits of implementing sophisticated marketing technology. Furthermore, it has provided vital insights into supporting innovation in the larger agriculture industry, establishing a precedent for boosting efficiency and lowering environmental impact. As a result, authorities may acquire a fair assessment of satisfying the increased demand for poultry products as the world population grows.
[bookmark: _qfdkbd5p1xxa][bookmark: _Toc146209724]1.7 Structure of the Research
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[bookmark: _26in1rg][bookmark: _Toc146209763]Figure 1.1: Dissertation Structure
(Source: Self-Created)
As seen in the illustration above, the research has begun with a quick introduction and description of the stated difficulties in addition to the reason or justification for doing so. Following that, a synthesis of the existing literature is prepared with many headers that correspond to distinct topics for the conclusions that the current research sought to examine. The next section of the study has gone over each stage of the approach employed in the present research. Following that, the readers have been provided with an in-depth examination of the issue in the current setting via a synthesis of the findings from previous research.
[bookmark: _yrk4tjry8oh0][bookmark: _Toc146209725]1.8 Theoretical Framework
Theoretical frameworks for investigating the influence of marketing via the Internet in SMEs of the FMCG sector, such as A.P. Poultry Equipment in Telangana, may include a combination of models. This might involve digital marketing structures such as RACE or Customer Decision Journey, the Technology Acceptance Model to determine digital tool approval, and the Resource-Based View for evaluating the role of digital capabilities in a competitive edge (Rao et al., 2023). The Marketing Mix might be also entailed for analyzing the influence of digitalisation over product, price, promotion, and place choices. Integrating theories about consumer behaviour involving the Theory of Planned Behavior or the Technology Adoption Model might shed light on the influence of digital marketing on customer decisions, resulting in a holistic analytical methodology.

[bookmark: _c13di8cga49l][bookmark: _Toc146209726]Chapter 2: Literature Review
[bookmark: _xmqvlgiurniv][bookmark: _Toc146209727]2.1 Chapter Introduction
A literature review is a vital part of conducting a proper research dissertation. Therefore, this research has also a major part of the literature review with sources and journals. Most of the journals are research works that have delivered a concise approach to the Indian SME market and FMCG applications. Additionally, a brief description of the methods of each of the research papers has been delivered after the first citation with their limitations. This has made the literature review more authentic and an argumentative form has also been delivered in this research according to the application of it. 
[bookmark: _Toc146209728]2.2 Factorial/ Conceptual Discussions
[bookmark: _Toc146209729]2.2.1 Digital Marketing Practices in the Indian SME Sector
For brand promotion and consumer involvement, Indian SMEs have adopted social media sites like Facebook, Instagram, Twitter, LinkedIn, and more recently, TikTok (now blocked in India). They undertake sponsored advertising efforts, collaborate with influencers, and develop and disseminate information that is pertinent to their target demographic. Joshi and Sharma (2022) commented that Indian SMEs are aware of the value of being high on the pages of search engine outcomes (SERPs). Their research is based on the primary data collection technique and its major strength is gathering data from the grassroots level by including management students and employees as samples. After conducting hypothesis testing, they came to the conclusion that the SERP technique is required for Indian SMEs. However, one of the major drawbacks of this research project is only dependence on the primary data and no company reports have been taken into consideration while establishing the finding and analysis. In response to Indian SMEs, they make investments in website optimisation, including keyword research, on-page optimisation, link building, and material production, to increase their websites' visibility in organic search results. Madhuranga (2022) argued that, with SMEs concentrating on producing useful educational material like blog posts, videos, data visualizations, and ebooks, content advertising has gained popularity. Literature-based research has been done in this project and it is found that during the Covid pandemic era, most of the Indian SMEs have used this technology to develop their business and generate revenues accordingly. One of the major limitations of this journal is the lack of primary data which instigate incomplete authenticity of the findings. This draws new clients and establishes their influence in the market. However, these above-mentioned particles and strategies can also be included in the digital marketing operations, which are currently in practice by SMEs in the Indian market. In response to the FMCG sector, digital marketing through Facebook has been adopted by various companies to make consumers aware of their products and services. 
Keshari (2020) stated that email marketing is a popular tool used by Indian SMEs to engage with customers. His research is based on the 439 SMEs in Madhya Pradesh, India and after conducting SPSS, it is discovered that messaging and email marketing is a major component for developing SME business in the Indian context. To increase engagement and conversions, they send email subscribers newsletters, marketing materials, and product updates. Rathnayaka (2022) argued SMEs run tailored adverts on websites like Google Adverts, paying only when people click on the ads. By doing this, they may connect with potential clients who are looking for services or goods like theirs right now. Local search optimization is vital for SMEs that depend on regional clients. They enhance their business profile on Google My Business pages, look for client feedback, and make sure that their company information is correct across all internet directories.
SMEs concentrate on developing mobile-friendly websites and applications due to the rise in smartphone usage in India. Potential consumers who access their products and services will have a smooth user experience thanks to this. Joshi and Sharma (2022) viewed that, in India, video content has experienced tremendous growth. SMEs utilize websites like YouTube to produce and distribute educational or entertaining films about their field, goods, or services. On the contrary, Madhuranga (2022) stated that, for the purpose of selling their goods, several Indian SMEs have adopted platforms for e-commerce and online marketplaces. They take advantage of the consumer bases on these platforms, optimize the product listings, and provide discounts. SMEs monitor website traffic, user behaviour, and conversions using programs like Google Analytics. They may make more educated judgments and improve their digital marketing tactics thanks to this data. Keshari (2020) mentioned that some SMEs use digital channels to communicate the stories behind their brands and social responsibility efforts. This encourages client loyalty and helps them establish a psychological connection with their audience. In order to increase their reach, SMEs frequently work with complementary companies or influential people. Partnerships and cross-promotion can open up new client bases.
Indian SMEs are adopting digital marketing to boost brand exposure, customer engagement, and income. Their digital strategy largely relies on social media marketing. Social media sites like Facebook, Instagram, Twitter, LinkedIn, and TikTok (before its restriction) have helped SMEs reach and communicate with their target audience. As stated by Chatterjee and Kar (2020), they optimise channel distribution with sponsored marketing and influencer collaborations.Many individuals value social media and SEO combined. This demands significant website optimisation for search results. Studies show that ranking high on the first page of search engine results is significant. Thus, SMEs should employ keyword research, on-page element optimisation, and link building.
Content marketing is also seen to be a beneficial tactic for SMEs. Blog posts, videos, data visualisations, and ebooks are examples of educational and entertaining material that have helped small and medium-sized enterprises (SMEs) attract new customers and establish their expertise. During the COVID-19 pandemic, some Indian SMEs employed content marketing to adjust their business strategies and stay profitable.Email marketing boosts customer engagement and company growth (Adamet al. 2020). Madhya Pradesh research found that delivering newsletters, marketing materials, and product updates to email subscribers boosts engagement and revenues.
Evidence shows that Indian SMEs are good at sponsored advertising, notably Google Ads. Pay-per-click advertising may help SMEs contact more clients who are actively searching for their products or services. Local search optimisation—improving Google My Business profiles and monitoring customer and directory listings—is a key method for attracting local consumers.Indian SMEs are investing in mobile-friendly websites and apps to keep up with smartphone use. As narrated by Redjeki and Affandi (2021), this ensures a uniform mobile user experience for potential clients.India has seen a huge rise in video production and consumption. SMEs are taking advantage of this trend by using YouTube to make and share amusing and informative product videos. Many SMEs have entered e-commerce, while huge firms have not. They did this by serving their existing customers and upgrading their product offerings. Since they gather vital indicators for digital advertising campaign optimisation, Google Analytics is often utilised for this.
Additionally, many SMEs employ digital marketing to build client connections and brand loyalty. These aims are achieved via narrative methods and community service. Joint partnerships and promotions with comparable firms and celebrities have helped them expand their clientele. In conclusion, SMEs in India's digital marketing landscape is dynamic and diverse owing to the ever-changing techniques employed to capitalise on digital opportunities.
[bookmark: _Toc146209730]2.2.2 Influence of digital marketing in FMCG
FMCG companies may reach more people with digital marketing, including urban as well as rural consumers. Online marketplaces, search engines, and social media platforms have made it possible for firms to interact with customers from a variety of backgrounds. Rathnayaka (2022) stated that digital marketing allows FMCG firms to provide highly targeted adverts because of its capacity for collecting and analyzing consumer data. This research is based on the secondary data collection method including a vast literature source. However, the lack of primary data is a major limitation of this study. However, it has delivered a proper pathway for managing information analysis and guidance. In order to increase engagement and return on investment, brands may customize their communications depending on demographics, hobbies, and online behaviours.
Pandeyet al. (2020) argued that the development of e-commerce sites has changed how FMCG items are purchased and offered for sale in India. This research is also based on a literature search and the limitation of it is the same as the previous one. Additionally, it has also included critical guidelines regarding digital marketing operations in the FMCG sector in India. It is understood from this research paper that digital marketing is essential for improving online sales by attracting visitors to online shops and marketplaces. In India, FMCG companies use social media extensively. Brands may communicate directly with customers on websites like Facebook, Instagram, and even WhatsApp. They can also hold contests, post interesting material, and respond to customer questions. Joshi and Sharma (2021) supported that, because social media influencers are so well-liked in India, influencer marketing has a particularly strong impact there. This research is based on the 153 SMEs and T-testing has been done here. The lack of secondary research papers is the major gap found in this study. It is found in this research paper that influencers' trust and authenticity are used by brands to sell their products and reach their audience.
Joshi and Sharma (2021) also commented that the supply chain operation is a major factor in conducting SME operations in India and in response to the FMCG business it carries the same value. In the heterogeneous market of India, producing good and pertinent content is crucial. In this regard, it has been identified that FMCG companies utilize content marketing to tell consumers about the advantages and uses of their goods through YouTube videos, blogs, and educational postings. India has a sizable mobile user base. FMCG companies make sure that their pages and materials are mobile-friendly to provide users with smooth user experiences.
Pandey et al. (2020) also commented that the majority of Indians like consuming media in their mother tongues. To reach a wider audience, FMCG businesses have embraced this trend by producing content in a variety of regional languages. Digital methods of payment and coupon redemption have been made easier to embrace thanks to digital marketing. Through digital platforms, brands provide discounts, rewards, and promotions to encourage sales.
On the other hand, Rathnayaka (2022) stated that the companies are even conducting research on the betterment of their digital marketing strategies. FMCG businesses may take advantage of data-driven insights provided by digital marketing. By gaining an understanding of customer behaviour, preferences, and trends, companies are better able to make strategic marketing decisions. FMCG companies utilize online loyalty programmes to keep consumers and promote reordering. As per the observation of Joshi and Sharma (2021), digital platforms make it easy to run and track loyalty programmes. In India, the consumption of video material has greatly increased. FMCG companies use video marketing to convey stories, showcase products, and create compelling advertising. FMCG companies use digital marketing techniques to actively control their online reputations. Maintaining a positive internet reputation and responding to reviews and concerns are crucial.
The Indian FMCG sector has changed drastically due to digital marketing, affecting customer service and other business practises. Digital marketing has allowed fast-moving consumer goods (FMCG) businesses contact more customers and a larger range of consumers without being limited by geography.Improved client targeting and engagement are important to this transformation. As narrated by Hanaysha et al. (2022), FMCG firms may use digital marketing data to improve advertising strategies. Data may be used to target marketing to demographics, interests, and online conduct. The correctness of marketing activities improves efficiency, which boosts ROI.
The Indian fast-moving consumer goods business has been greatly impacted by e-commerce boom. Online marketplaces have revolutionised FMCG distribution and buying, according to Syaifullah et al. (2021). Businesses have had to boost their online presence and spend more in digital marketing to capitalise on e-commerce. FMCG companies have increased their market share and simplified online purchasing due to this trend.
FMCG companies may now directly communicate with customers through social media. Businesses may interact with customers, conduct contests, provide intriguing content, and answer inquiries on Facebook, Instagram, and WhatsApp. According to Joshi and Sharma (2021), India's popular social media celebrities influence customers' decisions and increase firms' reputations.Content marketing has become essential for FMCG businesses to educate consumers about their products' value and uses. Brands may build brand loyalty with YouTube videos, blogs, and educational publications (Erlanitasariet al. 2020). FMCG companies must tailor their content for mobile devices to attract and keep clients in India, where there are many smartphone users.FMCG companies in India are developing content in regional languages to target their varied population. Fachrurazi et al. (2022) found that this strategy increases audience engagement. Since digital payment methods and coupon redemption are easier, more consumers can take advantage of deals, incentives, and promotions due to digital marketing.
Data-driven insights from digital marketing may help FMCG firms understand consumer behaviour, preferences, and trends. The information helps organisations make better strategic decisions, enhance marketing, and engage customers. If administered well online, loyalty schemes may keep consumers coming back.Video marketing has grown in India, especially among FMCG (Fast-Moving Consumer Goods) companies who utilise it to promote their brands, showcase their products, and create fascinating ads (Syazaliet al. 2019). Digital marketing may also assist organisations manage their online image by reacting quickly to reviews and concerns. Digital marketing has transformed FMCG marketing in India. Due to e-commerce's revolutionary impacts and social media's wide reach, digital marketing is important for success in India's highly competitive FMCG industry.
[bookmark: _Toc146209731]2.2.3 Current Technical implementation for the business betterment in Indian SME
Cloud computing technologies like Amazon Web technologies (AWS), Microsoft Azure, and the Google Cloud Platform were being used by Indian SMEs more and more. Business information and software may be scaled, stored, and made accessible at low-cost thanks to cloud computing. Bermeo-Giraldo et al. (2022) commented that with the aid of websites and e-commerce platforms, SMEs were concentrating on developing and improving their online presence. This research is based on the demographic analysis with 113 highest frequencies. One of the major limitations of the journal is the usage of limited data and information. However, it has shown that SMEs from a global perspective conduct efficient digital marketing operations. As a result, they are able to reach more clients and carry out online transactions.
Jayprakash (2019) stated that the adoption of digital payment technologies, such as mobile wallets, UPI (Unified Payments Interface), and digital payment gateways, was assisting SMEs in streamlining payment procedures, lowering cash handling, and enhancing consumer convenience. This journal is based on literature analysis and it has included vast research papers regarding rural India. These rural India operations have made a significant operational impact in response to the digital marketing operation. However, this research paper has included a major limitation like lack of proper evidence from all over India. Bermeo-Giraldo et al. (2022) Data analytics technologies were being used by SMEs to get insights from their company data. They used analytics to study client behaviour, spot patterns, and make educated decisions.
By integrating and managing several company operations including finance, inventories, human resources, and sales, SMEs were able to increase efficiency and coordination. Mahalingam and Ahokekuma (2020) stated that, by offering individualized services and prompt follow-ups, CRM software helped SMEs manage client contacts, monitor prospects, and improve customer satisfaction. This study is based on the literature analysis and it has been understood that the lack of primary data can be commented as a major gap here for making a justified data analysis. Sharma (2021) stated that SMEs are implementing inventory management software that offers real-time tracking, demand forecasting, and reporting in order to optimize inventory levels and decrease wastage. This journal is based on statistical analysis and one of the major reasons for this is the researcher's approach to get the proper data with a mathematical approach. However, the lack of both primary and secondary qualitative data is the major limitation of this study.
Mobile applications were being created by certain SMEs to interact with clients and offer practical services. Customers were able to communicate with the firm, place orders, and obtain information through mobile apps. Ramesh and Vindhya (2019) commented that social media platforms were being used by SMEs for marketing activities such as sponsored ads, content sharing, and client interaction. In the case of managing the potential data collection plan, this research is also based on secondary information and the lack of it is the same; primary data. However, this research has enabled them to expand their audience and establish their brand.
Kilaso et al. (2023) commented that the data safety practices are a major concern. In response to the chosen market, this journal has included a method of data collection from the market of Thailand. In this regard, it has made a major impact on the business development planning and proposition. However, the Indian market is also booming and hence, this journal has been adopted by the researcher as a significant source. SMEs were employing cybersecurity measures to safeguard their private information from cyber attacks and breaches as a result of the growing reliance on digital technologies.
Sharma and Singh (2023) commented that the COVID-19 epidemic made remote work solutions more crucial. To enable remote work for its staff, SMEs were using tools for collaboration, video conferencing programs, and remote access systems. This research paper is based on the different opinions of scholars, i.e. secondary data and information. Therefore, it has been found that the information management system has a major lack of primary data and information collection. The population of India is immensely diverse in terms of its culture, languages, tastes, and level of wealth. For SMEs trying to serve a diverse spectrum of consumers, this diversity brings both possibilities and problems. Local and regional firms coexist with international behemoths in the Indian FMCG sector. SMEs frequently compete with well-known brands by providing distinctive value propositions, regionalized products, and cutting-edge marketing techniques. For their products to truly stand out in a crowded market, FMCG SMEs must differentiate them. SMEs can obtain a competitive edge through innovating in terms of product design, packaging, and marketing tactics.  
Ramesh and Vidhya (2019) stated that the websites and messaging services are integrating AI-powered chatbots to offer real-time customer help and improve user experiences. Some SMEs were investigating IoT technology to track assets, monitor machinery, and gather real-time data that might boost operational effectiveness. On the other hand, Kilaso et al. (2023) commented that it is significant for the marketing officials of those SMEs to understand the requirements of the customers. It was previously commented in this review section that the Indian SME FMCGs are adopting the policy of Facebook and Social media marketing. Therefore, it has become essential for companies to make a sustainable plan to deal with the strategic challenges of their customer’s demand and establish chatbots for making justified communication.
[bookmark: _Toc146209732]2.3 Theoretical Interpretation
Technology Acceptance Model
TAM, which Davis created in 1989, is still a core paradigm for understanding the implementation and approval of digital technology. It has contended that a sense of use, as well as perceived utility both, have a major impact on a person or the decision of the company to employ technology. As proposed in the study of Franco et al. (2021), TAM is being used by academics in the setting of FMCG SMEs to investigate how workers and consumers perceive and interact with online advertising tools and platforms. For example, TAM may be used in research to assess how easily personnel at an FMCG SME may employ digital advertising resources and whether they see it as a worthwhile asset for their job. It may additionally evaluate how easy it is for customers to navigate its digital channels as well as whether these methods are considered beneficial for making purchase decisions.
Resource-Based View
RBV is a well-known theoretical paradigm that focuses on the internal assets and skills of a corporation as the source of its competitive edge. As assessed from the review of Beckmann et al. (2023), RBV is frequently used by researchers to investigate how internet advertising abilities and assets contribute to the competitive advantage of Small and medium-sized companies. Considering the context of FMCG SMEs, this paradigm might be used to assess unique digital resources, such as client databases, analytical software, or exclusive digital marketing methods.
Marketing Mix
The Marketing Mix structure, a cornerstone of marketing theory, has investigated how decisions about product, pricing, advancement, and place affect the marketing approach of an organization. As augmented by Virglerová et al. (2022), this approach is commonly used in a setting of digital marketing to explore how digital channels affect each of the aforementioned marketing mix aspects. FMCG SMEs might look at how digital marketing methods affect price choices, product launches, promotional activities, and FMCG product distribution.
Consumer Behavior Theories
Understanding buyer habits is critical for FMCG SMEs, and theories like the Theory of Planned Behavior and the Technology Adoption Model are frequently used to investigate how digital marketing campaigns impact customer choices along with behaviour. In this scenario, as opined by Rakshit et al. (2021), administrators might use these theories to explore the elements that influence how consumers choose to interact with digital marketing initiatives. This might include researching online purchase behaviour, devotion to a company, or the influence of social media engagements on FMCG customer preferences.
Unified Theory of Acceptance and Use of Technology
Given the growing importance of e-commerce in the digital marketing environment, e-commerce adoption theories, such as the Unified Theory of Acceptance and Use of Technology, expand TAM concepts to investigate how SMEs successfully embrace e-commerce and digital marketing strategies. As assessed in the study by Adu et al. (2022), employing UTAUT inside FMCG SMEs might help to analyze the factors impacting employees' and customer satisfaction by adopting online methods for acquiring FMCG items. For an understanding of the changing dynamics of the embrace of e-commerce inside the SME, aspects such as anticipated performance, expected effort, and social impact may be analyzed.
Innovation Diffusion Theory
The process through which inventions are adopted by people or organizations is investigated under the Innovation Diffusion Theory. Companies might employ it to better understand how fast FMCG SMEs embrace and deploy digital marketing ideas, as well as how these innovations spread across the firm. As proclaimed by Kääriäinen et al. (2020), this theory can assist in throwing a spotlight on the internal processes and hurdles that may exist, as well as the problems and variables impacting the adoption and spread of digital marketing technologies inside FMCG SMEs.
Customer Relationship Management Theories
The profitability of FMCG SMEs is dependent on the successful management of customer relationships. CRM concepts and frameworks are commonly used to investigate how Internet marketing has been enhancing interactions with clients, collecting important customer data, and increasing customer retention. For example, as argued in the research of Chatterjee et al. (2022), companies might employ CRM theories to evaluate how digital initiatives improve consumer engagement, personalisation, and loyalty-building activities in the FMCG industry.
Digital Marketing ROI Models
For FMCG SMEs, the efficiency of digital marketing efforts is frequently a crucial problem. In order to evaluate the financial effect of digital marketing initiatives, ROI methodologies that include Return on Investment as well as Customer Lifetime Value assessment are used. As commented by Ramadani et al. (2022), for measuring the financial returns created by certain digital marketing strategies, companies may undertake a full ROI analysis as per the prior studies. This can assist the SME in efficiently allocating resources and refining its digital marketing tactics for the best outcomes in the FMCG industry.
Porter's Five Forces Model
Although not a standard marketing structure, Porter's Five Forces Model has been used to examine how digital marketing affects rivalry in the FMCG industry. Researchers are able to investigate how digital marketing affects elements like purchasing power, supplier authority, and the danger of new entrants, offering significant insights regarding the economic standing of FMCG SMEs (Faizurrohman et al., 2021).
Branding alongside Brand Equity Models
It can be proclaimed that existing studies have used branding along with brand equity frameworks to examine how digital marketing methods impact brand perception as well as equity in FMCG SMEs. As argued in the study of Rajagopal (2023), models such as the Brand Equity Pyramid along with the Brand Resonance Model may be used to examine the influence of digital marketing on the development of solid brands in the "fast-moving" consumer goods industry.
Models of Multichannel Marketing
Considering the growth of digital channels, multifaceted advertising frameworks such as the RACE methodology (Reach, Act, Convert, Engage) have been used to evaluate how FMCG SMEs manage many digital platforms to successfully reach and connect with their intended consumers (Joshi and Sharma, 2022).
Hence, the inclusion of these frameworks has provided a variety of views and analytical tools to help FMCG SMEs understand the subtleties of digital advertising techniques, analyze their ramifications, and drive strategic decision-making. 
[bookmark: _Toc146209733]2.4 Conceptual Framework
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[bookmark: _Toc146209764]Figure 2.1: Conceptual Framework
(Source: Created by author)
This conceptual framework is based on both the dependent and independent variables. Here, SME enterprises are the dependent variable and digital marketing, customer preference, social media marketing and product advertising. This conceptual framework has outlined the links on which the literature review has been formulated. The prime independent variable is digital marketing and hence, it has been highlighted into the framework.
[bookmark: _Toc146209734]2.5 Literature Gap
This study is based on articles and research papers that have been done on either primary data collection or the secondary data collection process. One of the major limitations of this study is the lack of journal usage which has followed the mixed method. Along with that, this review has not included a specific data-based analysis. In this regard, it cannot be commented on as a wholly authentic literature review. In future research, this is to be taken into consideration. Furthermore, it has also been established that the theoretical part is done on the basis of general aspects. However, it needs to be developed as the digital marketing trend in the Indian SME sector is getting diversified day by day.


[bookmark: _Toc146209735]Chapter 3: Research Methodology
[bookmark: _kzd8u7ovidvg][bookmark: _Toc146209736]3.1 Chapter Introduction
The purpose of the following section is to provide a methodical structure that can provide direction for the study of the influence of digital marketing methods on the industry in the lively landscape of Telangana. This study attempts to examine the complicated relationship between online marketing strategies with the A.P. Poultry machinery industry (Ren et al., 2022). This chapter has investigated processes, techniques, and analytical instruments used in the pursuit of the particular objectives of this study using a diverse approach. It additionally has offered a detailed structure that explains the logical evolution of these choices, enabling a consistent study regarding the chosen technique.
[bookmark: _fbam6sfii9sf][bookmark: _Toc146209737]3.2 Methodological overview and research philosophy
According to Saunders et al. (2018), recognizing the differences among methods alongside methodologies is critical for developing a solid research framework. “Methodologies” comprise the fundamental psychological and theoretical structures that direct studies in their quest for understanding, whilst “Methodologies” reflect the real-world methods and processes used to obtain and evaluate data. They dive into the methods which back the study in the following section, explaining the reasoning behind the plan, data collecting, and analytical approaches. This study is founded on the positivism philosophy, which promotes the specific assessment of occurrences.
Overview of the Chosen Methodological Approach
Research Philosophy: Positivism, the philosophical perspective of choice, stresses scientific inquiry and the quest for unbiased, measurable evidence (Tamminen and Poucher, 2020). This methodology is consistent with scientific requirements, allowing researchers to thoroughly study the influence of online marketing on the FMCG industry in Telangana.
Research Approach: It uses a deductive study technique, starting with the known thoughts and speculated theories to lead this examination into the link between online marketing tactics as well as the A.P. Poultry equipment category in the FMCG business. This method makes it possible to evaluate and verify existing theories within the framework of the study itself (Mehrad and Zangeneh, 2019).
Research Choice: This study employs a mono-quantitative method of research, with a focus on quantitative data evaluation (Al-Ababneh, 2020). This method enables users to measure the influence of online marketing initiatives on company outcomes, resulting in clear and quantitative observations.
Data Collection: The collection of primary information is a vital aspect of this research. Individuals use an organised questionnaire tool to collect information from the A.P. Poultry equipment employees (Saunders et al., 2018). This strategy assures that the information which has been gathered is unique to the intricacies of the research setting. The information and knowledge must be acquired and assimilated in accordance with the study goals. Ten questions have been developed, and 50 responders have been selected to gather data from. Respondents have been gathered from the A.P., Poultry equipment workforce base. 
Data Analysis: Researchers use graphical analytic tools to examine the collected data (O'Dea et al., 2021). This method allows the researchers to graphically convey the results of this research, allowing for a more thorough and easily understandable view of the influence of online marketing on the FMCG business in Telangana.
In brief, it can be proclaimed that the essential methodological features of this study include a positivism ideology, a deductive methodology, a mono-quantitative design of research, primary data collecting via surveys, and visual evaluation. These decisions are argued to allow researchers to successfully evaluate and measure the effectiveness of online marketing within the chosen industrial environment. 
[bookmark: _ltdnnmqz1g99][bookmark: _Toc146209738]3.3 Methodological Connection
The methodological strategy used in the present study is critical since it coincides with the fundamental research goal: to thoroughly tackle the primary problem in this study of determining the effect of digital marketing tactics upon the fast-moving Consumer Goods (FMCG) industry in Telangana, alongside an emphasis on the A.P. Poultry equipment section. Here, researchers highlight the critical importance of the chosen technique to the entire design of the study, creating a straightforward and successful link between methodologies and the study topics (Iovino and Tsitsianis, 2020).
Alignment with the research problem
This research challenge focuses on determining the influence of digital marketing on the evolving circumstances of the FMCG business in Telangana, with a particular emphasis on the A.P. Poultry equipment industry. In order to resolve this complicated issue, a methodological framework that allows for the thorough analysis of causal relationship linkages, evaluation of digital marketing performance, and verification of concepts or theories has become necessary.
The research philosophy which has been chosen, positivism, coincides with the requirement for concrete proof in solving the research challenge. In light of the influence of online marketing, positivism emphasises the necessity of unbiased, quantitative data (Hürlimann and Hürlimann, 2019). Hence, by complying with this mindset, researchers ensure that all of the findings are grounded in real-world evidence, which contributes to the reliability and legitimacy of this work. The elected deductive research method is an appropriate match for this particular topic (Maarouf, 2019). It enables researchers to start with pre-existing beliefs and assumptions about the influence of online marketing on company profits in the FMCG industry. Through testing and evaluating such theories against concrete proof, this technique provides an organised inquiry that directly tackles the research topic. The mono-quantitative design for research has been developed expressly for this study challenge (Strijker et al., 2020). Given the complexities of analysing the consequences of Internet marketing, this methodology guarantees that the connections and achievements inside the A.P. Poultry equipment area can be quantified. This numerical precision is required to provide an unambiguous, quantifiable understanding of the study topic. Choosing to gather primary data using surveys is critical in gathering contextually relevant data from knowledgeable personnel from the A.P. Poultry equipment industry. This strategy enables researchers to acquire extensive knowledge that is critical for analysing the impact of internet marketing on that particular niche. Furthermore, using graphical analysis assists in graphically portraying and comprehending the data, rendering the findings more accessible and instructive.
[bookmark: _y7f1h3ox2mnx][bookmark: _Toc146209739]3.4 Employed research tools
The research tools used in this study to investigate the influence of internet marketing affecting the fast-moving consumer goods (FMCG) industry in Telangana, specifically within the A.P. Poultry equipment category, are critical in data gathering and evaluation.
Questions for a Survey: The major research tool is a structured survey question. It is going to be distributed among workers within the A.P. Poultry equipment industry, recording their thoughts and experiences about the influence of digital marketing. As seen in the review of Shanthi and Ramasamy (2023), the survey is methodically developed to collect quantifiable information by including questions with closed-ended responses.
Process of gathering information: In order to ensure convenience and reach, the questionnaire has been delivered electronically. Participants have been requested to judge the efficacy of different digital marketing methods, discuss their views, and give opinions on the fiercely competitive environment of this industry.
Excel Program: Researchers have employed Microsoft Excel to analyse the data. Researchers may use this tool to do visual evaluation and statistical testing to determine the links connecting digital marketing operations and company outcomes. As analysed for the study of Tzamouranis and Chandrinos (2021), the goal is to graphically depict the results with charts, graphs, and spreadsheets to facilitate an easy understanding of the data.
Explanation of Research Strategy and Methodology: The research equipment which has been chosen is coordinated with the strategy and technique for this particular study. The positivist-inspired deductive method demands systematic data collecting and quantitative evaluation (Strijker et al., 2020). The systematic nature of the survey questionnaire makes it possible to test and evaluate theories regarding the influence of digital marketing over the A.P. Poultry equipment category.
Excel Interpretation Data Resources: Although survey results are the primary source of knowledge, the Excel analysis might include additional sources of data such as company point of view, previous sales satisfaction, and market trends (Chen et al., 2022). These resources give context for evaluating survey results and comparing them to industry benchmarks.
In the outcome, the research tools, particularly the survey form and Excel programs, are carefully selected to correspond with the research goals, strategy, and technique. The survey allows for the systematic collection of data from important stakeholders, whereas Excel allows us to properly evaluate and interpret the data. These tools, when paired with the way researchers conduct study and mindset, provide an extensive framework for analysing the effect of digital marketing across the Telangana food and consumer goods industry.
[bookmark: _5jmmt81hm2at][bookmark: _Toc146209740]3.5 Discussion of Analysis
The examination of the acquired data in this research concentrating on the influence of internet marketing affecting the fast-moving consumer goods (FMCG) industry in Telangana has been undertaken methodically to offer a full knowledge of the observed habits and interactions. Given the option of mono-quantitative inquiry and the adoption of surveys being the primary data-collecting tool, one can utilise data analysis to properly carry out the research. As found for the study of Tzamouranis and Chandrinos (2021), this research has also used Excel to produce graphical representations and columns to graphically portray our results, making complicated linkages and patterns simpler to express. In addition to assessing the questionnaire, this study intends to examine theoretical perspectives to assist in explaining the behaviour that has been discovered. Researchers have used existing branding, customer psychology, and internet marketing concepts to contextualise the findings within the current structures. This theoretical basis is going to enable a deeper comprehension of the processes at work with internet marketing's effect on the FMCG industry. Through combining thorough data analysis with concepts from theory, researchers intend to give an in-depth review of the findings. This technique may not only permit them to quantify the impact of internet marketing, but it additionally provides researchers with a greater awareness of the fundamental mechanisms and potential avenues for further research and usage in industry.
[bookmark: _fazbodkw4x1l][bookmark: _Toc146209741]3.6 Backdrop of Methods
In order to preserve clarity and openness for the sake of the readers, the researchers must provide contextual knowledge of the investigation techniques used in this research analysing the effect of digital marketing within the FMCG sector within Telangana.
Meaning of the research method: The methodical structure, concepts, and procedures employed during an investigation to gather and evaluate data, make conclusions, and gain insights are referred to by the term study methodology. It includes the methods and instruments used to respond to inquiries while accomplishing the objectives of the study. The technique in the study presents an orientation for studying the impact of internet marketing on the A.P. Poultry Equipment section of the FMCG business.
Strategy to Mono-Quantitative Study: This research has a mono-quantitative strategy, which implies that it focuses solely on quantitative information collecting and interpretation. This strategy entails collecting numerical data via organised surveys and using data analysis techniques to evaluate hypotheses and identify trends (Al-Ababneh, 2020). It enables precise evaluation of the influence of internet marketing in the intended industry.
Positivism Research Philosophy: The positivism philosophy of research underpins this research, emphasising factual and observable data. This worldview is consistent with the study of science principles, which attempt to gain insight through observable and quantifiable facts (Tamminen and Poucher, 2020). It is especially appropriate for our research since it tries to objectively examine the consequences of Internet marketing methods.
Primary Gathering of Data through Surveys: Researchers acquire primary data using surveys to get the current point of view while sharing their impact. Surveys entail the systematic collection of data from participants in the shape of organised replies to specific questions (Nayak and Narayan, 2019). This method makes it possible to get direct perspectives from A.P. Poultry equipment staff, guaranteeing that information is specific to the setting and pertinent to the study aims.
It has been hoped to offer an extensive theoretical context by explaining the purposes and rationale behind the chosen methodology of the study. This has helped in allowing viewers to better understand the framework pointing to this study and the approaches that have been used to explore the significance of internet marketing throughout the FMCG sector in Telangana.
[bookmark: _2be2k67zb407][bookmark: _Toc146209742]3.7 Sampling Procedure
This research adopts a simple random sampling approach including personnel from the A.P. Poultry Equipment business in Telangana. They choose individuals from an inventory of applicants using a random selection approach. In order to ensure representation, the sample number is selected statistically (Bhardwaj, 2019). This sample approach has been selected due to its capacity to produce an accurate representation of the workers in the industry. Random sampling reduces bias and makes it possible to draw accurate judgments regarding the entire population. It assures that the obtained results are transferable to the larger A.P. Poultry equipment industry, which improves the external credibility of the study.
[bookmark: _t0lmqudqkg8j][bookmark: _Toc146209743]3.8 Research limitation
Several limitations have been found throughout this study while serving as the justification for the methodological choices. Although the structured survey approach appeared thorough, it has been assessed to involve some practical limits in terms of acceptance rates and possible biases in self-reporting. Given the COVID-19 constraints, remote gathering of data faced issues in guaranteeing an accurate representation, as some persons may have proven unwilling to take part or possessed access to online platforms. Considering these constraints, surveys have been selected for their effectiveness in assessing the effect of online marketing, and methods such as confidentiality and designed effective questions seem to be used to reduce biases and improve the quality of the information acquired.
[bookmark: _t9qghqw7fq3m][bookmark: _Toc146209744]3.9 Chapter Summary
The approach to methodology used in the present research is critical since it enables a systematic as well as empirical analysis of the influence of online marketing on the Telangana FMCG industry. It enables objective assessment, concepts or theory validation, and the presentation of measurable insights, hence improving the rigour as well as trustworthiness of the study findings. Ultimately, this approach to methodology is inextricably linked to this research topic. It guarantees that this research strategy is not simply adequate, but additionally optimal for tackling the complexity of measuring the influence of digital marketing on the FMCG business in Telangana. The technique is geared to fulfil the purpose of this paper, effectively resolving the study challenge they have provided, by sticking to the chosen method or approach of analysis.

[bookmark: _qdwy3jcgmfyi][bookmark: _Toc146209745]Chapter 4: Research Findings
[bookmark: _o96962kr6pqe][bookmark: _Toc146209746]4.1 Chapter Introduction
The following section goes into the core of the study, offering empirical data that throws light on the influence of internet marketing techniques in fast-moving consumer goods (FMCG) businesses in Telangana with an emphasis on the A.P. Poultry equipment area. This course aims to give a thorough and driven-by-data knowledge of the connections between digital marketing strategies and industry success (Pattanayak et al., 2023). This study is guided by the argumentative assertion that successful digital marketing tactics have a major impact on business results in the food and beverages sector. The chapter is divided into organised parts, each of which reveals major ideas and trends discovered during this research trip. As a result, the study examines quantitative data with argumentation of the existing qualitative concepts and theories using a systematic methodology, unearthing knowledge about the impact of internet marketing on company success and connecting the findings to recognized concepts in the area. Therefore, the chapter provides a thorough knowledge of the importance of digital marketing in this ever-changing economy.
[bookmark: _yafcyak8ysdi][bookmark: _Toc146209747]4.2 Introductory Findings
In the next section, researchers have embarked on an expedition to reveal the findings of the study, providing a clear and organised appearance of the findings of this study into the effect of internet marketing methods in the FMCG industry in the space called Telangana, with an emphasis on the A.P. Poultry equipment segmentation.
Purposive reminder
The aim of this study has been clear since the beginning of this research: to thoroughly examine how various online marketing techniques affect business success within the targeted sector. Researchers set out to methodically gather data, examine trends, and solve the complexities associated with the role of Internet marketing in the changing FMCG sector environment in Telangana (Allioui and Mourdi, 2023). In order to reassure the reader of this goal, they underline that this research has been driven by an impulse to provide insights that help guide methods, enhance choice-making, and ultimately stimulate expansion within the FMCG industry. Researchers set out on this trip with the unswerving goal of revealing the exciting possibilities of online marketing in the way a business operates. This study voyage has been made with a steadfast commitment to grasp the groundbreaking possibilities of internet marketing techniques in the complex terrain encompassing the Telangana FMCG industry. The goal has consistently been to deliver meaningful insights that go beyond academia, directing marketing strategies, strategic decision-making, and supporting corporate development and adaptation in this ever-evolving sector. continue to dig deeper into the results, and keep in mind that each piece of information, graphical analysis, and quantitative insight offered in this section is an advancement toward achieving this broad aim. It adds to the accumulated awareness and practical expertise of experts, legislators, and participants in the fast-moving consumer goods industry by investigating how internet marketing tactics reverberate throughout the sector. In brief, this research seeks to illustrate the way toward an eventual scenario in which firms use the exciting potential of Internet marketing to reorganise and improve their operations while ensuring their survival in a constantly changing industry.
Presentation approach
The responsible person conducting this research has organised this part to give no space for uncertainty or confusion, in keeping with the nature of a findings section. The findings offered here are concise, structured, and intended to provide practical insights. Therefore understand the value of clarity, thus designing this section in order to present a consistent narrative. Transparency and simplicity are prioritised in the approach to delivering the results. Everyone strives to present an engaging story that is free of ambiguity so that people who read it may easily understand and apply the results (Rigby et al., 2020). Their methodical breakdown of quantitative results seeks to provide practical knowledge while adhering to the strongest validity standards for this research. Researchers are extremely conscious of the demands of a results section while writing this section that there be no space for doubt or misunderstanding. The presenting style is distinguished by clarity, succinctness, and an uncompromising dedication to providing practical insights. Therefore understand that lucidity is critical; consequently, it has deliberately arranged this part to give an organised and intelligible narrative. The values of openness and clarity guide the presenting strategy. They try to remove any uncertainty, so that all viewers, irrespective of topic familiarity, may easily grasp and implement the results.
This approach of segmenting quantitative data into logical parts strives to add to academic understanding while also providing practical insight that connects with business experts and legislators. The aim prior to revealing the outcomes is to captivate readers via a fascinating story that merely informs yet enables people to manage the complexity associated with the Telangana FMCG industry. Also deliver results that have been not only instructive but also practical by adhering to the most stringent requirements of accuracy and a commitment to clarity, enabling a better awareness of the groundbreaking capabilities of internet marketing throughout the corporate environment.
Structure of findings presentation
This research has tried to preserve the provision of a logical representation of the study results in order to ensure its clarity along with the provision of its readability. It initially represents the showcasing of the data collection overview. This might briefly revisit the process of data collection while reiterating the significance of the undertaken sample of the rigour that arranged this survey. The core of these findings is assessed to lie with the core quantitative analysis where the graphical representation is provided with a vivid illustration. This might help the elucidation of the various aspects of online marketing that might impact the A.P. Poultry equipment industry. In order to enrich the understanding, nuanced perspectives from industry experts have been garnered in the arrangement section.  The holistic comparative view is established in the next discussion part while taking the discredited effectiveness of online marketing and its policies developed in the concluding remarks of this chapter. This has been further unravelled with the existing theories and concepts of this field as shown in the existing practical implications. 
Any additional source of information
Kindly see the Appendices part of this work for a detailed perspective of the study instruments, containing survey questions and their contents. This section includes supplemental documents that offer more information and background concerning the study goal and data-collecting aims. As a result, it has provided readers with access to essential study tools, enhancing openness and allowing them to explore further its procedure.
[bookmark: _wn795ffnv10g][bookmark: _Toc146209748]4.3 Arranging of the findings
The conducted study on the effect of internet marketing in the fast-moving consumer goods (FMCG) industry of Telangana, with an emphasis on the A.P. Poultry equipment area, has generated an extensive collection of findings. These data, structured in answer to the 10 questionnaire responses raised during the survey, give a thorough overview of the context for digital marketing within the industry.
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[bookmark: _Toc146209765]Figure 4.1: Age and sexual orientation
(Source: Self-Created)
This gives some demographic background for the selected population, thereby guaranteeing it is relevant. However, there is considerable variation in the gender dispersion, which may have an influence on the ability to generalise the results. The participants' demographic makeup indicates an intriguing tendency. Although most of those surveyed (68%) are younger than 30, the split between men and women is rather unequal, with 60% males compared to 40% female responders. This demographic background provides useful information, permitting researchers to assess the accuracy of the population. Evaluating the age and sexual orientation composition of participants is critical for evaluating the findings. More youthful participants provide information about digital-native attitudes, but the likelihood of gender discrimination underscores the need for caution in generalisation.
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[bookmark: _Toc146209766]Figure 4.2: Familiarity with Digital Marketing
(Source: Self-Created)
It demonstrates a rather high degree of knowledge with regard to digital marketing, implying that participants may have the necessary skills for this research. The following item in the poll inquires about how familiar participants are with the use of digital advertising. Researchers discovered that a sizable proportion (70%) of respondents consider being "very acquainted" or "a little familiar" with internet marketing initiatives within their FMCG company. This indicates that respondents have a high degree of knowledge about technology, which is critical in the larger context of the current research. As a result, respondents' high degree of engagement with internet advertisements is positive. This knowledge confirms obtained insights and guides tactical choices inside FMCG organisations. However, acquaintance is not an indication of efficacy, demanding a comprehensive view of online marketing tactics (Nandy and Roy, 2023).
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[bookmark: _Toc146209767]Figure 4.3: Satisfaction with current online marketing legislation
(Source: Self-Created)
This is intended to emphasise a significant degree of fulfilment with present internet advertising regulations, which speaks positively regarding the online marketing tactics performed in this sector. Overall, contentment with existing internet marketing practices is high, with 74% saying they are "extremely satisfied" or "a little satisfied." This implies a generally positive attitude toward the efficiency of FMCG internet marketing initiatives. As a result, a sizable majority (74%) expressing pleasure with existing online marketing tactics implies that the industry considers its techniques to be effective. This discovery informs the formulation of strategies and may provide a competitive edge (Vidhya, 2021). Being satisfied, on the other hand, ought to be confirmed by unbiased performance criteria.
[image: Forms response chart. Question title: Which online advertisement methods do you feel are the most successful in your business for advertising FMCG merchandise?
. Number of responses: 50 responses.]
[bookmark: _Toc146209768]Figure 4.4: Most effective Digital marketing method
(Source: Self-Created)
The query emphasises the significance of social networking sites and email marketing in terms of effective digital advertising tactics, but SEO as well as content marketing additionally perform a role. Examining the most effective Internet advertising tactics reveals a well-balanced range of interests. The top three options are social media with an amount of 28%, email marketing with an amount of 26%, and SEO with an amount of 24%. This variety emphasises the varied makeup of the most effective digital marketing techniques in the industry. Such disparities in advertising medium choices (e.g., social networking sites, email, SEO) highlight the complex character of online promotion in the food and beverage (FMCG) industry (Agarwal, 2022). This variety highlights the significance of a versatile and complete strategy for digital promotion.
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[bookmark: _Toc146209769]Figure 4.5: Frequency of Digital marketing campaigns
(Source: Self-Created)
The average duration of digital advertising campaigns demonstrates a proactive attitude, with about sixty per cent of the poll participants suggesting that they conduct weekly or daily scheduled campaigns, with a considerable continuous marketing frequency further demonstrating an anticipatory approach to marketing on the internet. This implies proactive and active participation in online advertising activities. Furthermore, the proactive approach to campaign regularity suggests a dynamic involvement with online advertising. This indicates an industry acknowledgement of the need for ongoing web marketing. Furthermore, their dedication to preserving an impressive online presence, which has become critical in the current competitive electronic market, is shown in the regularity of online marketing activities (Jayaprakash, 2019).
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[bookmark: _Toc146209770]Figure 4.6: Allocation of funds for Digital marketing initiatives
(Source: Self-Created)
The query sought to elicit an equitable distribution of marketing expenses, which is consistent with standard practices for Internet marketing expenditures. An even distribution between those spending "fewer than 30%" versus " greater than 30%" from their marketing funds to online advertising reflects a sector norm in which both techniques are equally prominent. As a result, a comparable split in the distribution of advertising dollars implies that both tactics are equally effective. This industry standard is consistent with the adaptability necessary to execute successful digital marketing (Kilaso et al., 2023). Its standard of a comparable proportion of advertising spending illustrates its agility, acknowledging that a successful digital marketing plan frequently necessitates a balanced distribution of resources to varied internet sites and channels.
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[bookmark: _Toc146209771]Figure 4.7: Data analytics usage for optimizing online marketing campaigns
(Source: Self-Created)
Making decisions based on information is clearly essential, with 74% of respondents feeling that their companies utilise information and analytical tools to improve their internet marketing efforts "very effectively" or "somewhat successfully." This demonstrates a comprehension of the significance of information in the field of online marketing. It additionally demonstrates that more than half of respondents feel the organisation efficiently uses information and analytics, which may help boost the achievement in digital marketing for the sector. The impression that businesses use analysis and information successfully demonstrates a grasp of their significance. Data use that is successful may add to the performance of internet marketing for the sector (Venkatesha, 2021). In addition, this high dedication to making decisions based on data not only demonstrates the knowledge of the importance of data to the sector but also implies a possible link between good data use and effectiveness in digital marketing efforts.
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[bookmark: _Toc146209772]Figure 4.8: Online marketing training initiatives 
(Source: Self-Created)
In the job they have now, a sizable proportion of respondents (80%) had received some type of internet advertising education. This indicates a desire to improve digital marketing abilities, which may lead to more successful initiatives. As a result, a sizable proportion of the participants have gotten web-based marketing instruction, which may improve their capacity to exploit the power of digital marketing. Their commitment to continual training demonstrates an understanding of the unpredictable personality of digital marketing for the industry (Jenefa et al., 2021). Additionally, it suggests that highly trained employees are more able to adapt to changing technological developments and technology, which might result in greater creativity and successful digital marketing strategies.
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[bookmark: _Toc146209773]Figure 4.9: Perceived competition in Digital Marketing
(Source: Self-Created)
The  impression regarding rivalry in internet advertising techniques is favourable for this sector, with 78% stating that they are "extremely pleased" or "a little satisfied." It reveals a healthy competitiveness that may promote internet marketing creativity and excellence. This demonstrates a high degree of contentment with the commercial climate, indicating that the industry has involvement in internet advertising. This favourable sense of competition suggests not just contentment; nevertheless, organisations in the industry have taken an active role in a quest for competence in internet marketing (Muralidhar et al., 2022). This beneficial rivalry may lead to ongoing innovation, stretching beyond the limits of exactly what is possible with internet advertising methods.
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[bookmark: _Toc146209774]Figure 4.10: Competitors possession for future expansion in Digital marketing
(Source: Self-Created)
A large majority (82%) feel that other companies have been either "in front" or "on an equivalent level" in regard to internet advertising, highlighting the importance of constant adaptation as well as creativity to ensure future growth. This indicates that nearly all of the respondents feel rivals are advanced or on average, underlining the importance of constant innovation to ensure future growth. Recognizing that rivals are beyond or on the level of online marketing demonstrates their knowledge of the rapid digital world (Joshi, 2021). This acknowledgement acts as an incentive for firms to emphasise continual adaptability and inventiveness, assuring their competitiveness and future development in the ever-changing online advertising market.
Alignment with the thesis statement and results critiques
These results are consistent with the primary thesis statement, that successful digital marketing tactics have a considerable impact on company performance in the FMCG industry in Telangana. Positive answers in areas like acquaintance with online marketing, happiness with present rules, and decisions based on information are all helpful in validating this concept (Redjeki and Affandi, 2021). Furthermore, the range of favoured web advertising tactics (as asked by Question 4) emphasises the multifaceted character of internet marketing, which supports the idea that there is no universally applicable strategy. The anticipatory approach to campaign periodicity (as aligned from Question 5) and strong expenditure on instruction (as highlighted by Question 8) both reflect the industry that acknowledges the evolving character of online marketing that has dedicated itself to keeping forward with the trend.
In light of the unequal distribution of genders in the study population (highlighted in Question 1), researchers need to proceed with care when extrapolating to the larger FMCG industry. Although respondents are pleased with present regulations (enlightened via Question 3), researchers need to go further to discover particular components of these regulations that are contributing to their happiness or find opportunities for change. Individuals' self-evaluation might affect perceived competitiveness in internet marketing techniques (as queried by Question 9), which may bring uncertainty. The significant number of participants who believe their rivals are advancing in internet marketing (shown with the help of Question 10) generates concerns about the fiercely competitive environment of this industry and possible gaps that must be remedied. Eventually, these data give a solid framework for analysing the situation of internet marketing in the FMCG industry in Telangana. They validate the transformational potential of the online advertising industry in addition to flagging areas that require greater examination and tactical attention (Pandey et al., 2020). Nonetheless, it is critical to recognize the subjectivity of certain replies as well as the necessity for quantifiable performance indicators in order to thoroughly evaluate the effect of online advertising efforts.
[bookmark: _6zlf075rf3y8][bookmark: _Toc146209749]4.4 Chapter conclusion and limitation
Researchers dug deep inside the core of this study, giving factual data that throws illumination on the effect of online marketing strategies in FMCG business in Telangana, with particular emphasis on the A.P. Poultry equipment segment. The objective sought to provide a thorough and data-driven knowledge of the connections between strategies for digital marketing and business performance. This section has been methodically arranged into parts, each of which reveals major insights and patterns discovered during the research trip. Researchers might be able to smoothly merge quantitative information with conversations of prior qualitative ideas and theories, adopting an ordered approach to elicit insights regarding the influence of online marketing on firm performance and integrating the results with field-established notions in the discussion section.
However, the unequal gender distribution across the survey respondents might have an impact on the generalisation of the results. Furthermore, participants' self-evaluation of competition in online marketing strategies and their opinion of competitors' progress (as stated in Question 10) inject subjectivity throughout the outcomes. Researchers have to recognize that these findings depend on personal information, which might be biassed or inaccurate. Moreover, since this research concentrated on a narrow section of the FMCG business within Telangana, the applicability of the results to the larger industry may be limited. Ultimately, although these results provide an adequate framework to comprehend the revolutionary potential of online marketing, they also identify areas that need greater analysis and focus on strategy.


[bookmark: _Toc146209750]Chapter 5: Discussion 
[bookmark: _Toc146209751]5.1 Chapter Overview
This research is based on the identification of digital marketing influences on the FMCG sector in India. An SME organisation (A.P. Poultry Equipment) has been selected here for the study and a survey with 50 employees has been chosen for the data collection operation. In this part, the researcher has focused on making a clear description of the findings and a proper comparison of what was found in the review section, While analysing the information, research questions and objectives have been used by the researcher. It is prudent for this research to align the findings with objectives and establish a clear synthesis on that. On the other hand, a critical discussion of the findings and link with previous chapters has delivered a more comprehensive shape of the study. 
[bookmark: _Toc146209752]5.2 Findings as per research objectives/questions
As per the first objective of the research, the survey questions have been designed to outline the opinion of employees (A.P. Poultry firm) regarding their digital marketing operation. It is understood from the responses that the majority have shown positive responses, regarding their acquaintances regarding the digital marketing operation, conducted by the company. As observed by Nandy and Roy (2023), it is essential for employees to get acquainted with digital marketing knowledge in the recent era. This new strategy of marketing is rapidly sweeping out the conventional marketing strategies. This survey's responses have supported this argument while a small part of the employees are still not familiar with digital marketing. In case of aligning this response with the digital marketing initiative, it can be commented as a major approach, adopted by the company to deal with the digital marketing operation. The Indian market is highly competitive and hence, this Telangana-based company is also focusing on ensuring a wide knowledge of digital marketing for their employees. 
In order to initiate a successful digital marketing plan, it is also essential for companies to trace the level of satisfaction of their employees regarding the new strategy. As per the first objective of this study, it is needed for the managers of A.P. Poultry firm to understand their satisfaction. As per the survey, it has been found that most of the employees are satisfied due to the digital marketing implementation in this company. Vidhya (2021) commented that social media marketing is a significant peripheral of the digital marketing approach. As per the latest technological development in the Indian market, most consumers are habituated to Facebook and Instagram. Therefore, it can be commented as a major reason for the employee’s satisfaction and acquaintance level in the A.P. Poultry firm. 
As per the second objective of the research, an internet-based marketing policy is needed to get established in the Indian SME FMCG sector. In this regard, the survey was designed to gather information about the strategy on which the A.P. Poultry firms have designed their digital marketing strategy. As per the responses from the employees, Social media and Content and Influencer marketing have been found as the two pivotal paths. Agarwal (2022) stated that content marketing is also a significant part of conventional marketing strategies and now it has been implemented into digital marketing. However, social media marketing is one of the fastest strategies to reach targeted customers. In the Indian business sector, it has been identified that the targeted marketing policies are required to be aligned with the preferences of customers. Therefore, it is expected that the marketing team of A.P. Poultry firms keep an eye on social media to follow the current purchasing trends. Additionally, SEO (Search Engine Optimisation) has also been followed by the A.P. Poultry firm which has established their company in the search list of the consumers. 
Jayaprakash (2019) commented that while choosing products or ordering them online, most of the consumers are focused on gathering feedback about the company and its products. Therefore, it is also significant for the A.P., Poultry firm to request their trusted customers to put positive feedback on social media. In response to managing a planned approach for the digital marketing strategy for SMEs, WhatsApp has also been used in India (mentioned as others in the survey). However, according to the responses of the employees, it is merely in use by the respective organisation. This company has also used the email marketing strategy which is expected to make their regular and truncated customers aware of the new pricing and offers of their products. 
According to the third objective, for establishing an efficient digital marketing plan, resource and financial deployment play a major role. Kilaso et al., (2023) commented that financial allocations are required for conducting proper research and development under the digital marketing strategy and for its establishments. However, a discrepancy has been witnessed in a survey where half of the employees have stated it is more than 30% while the remaining have stated that it is less than 30%. From this response, it is understood that there is a lack of communication, which can have an adverse impact on the proper digital marketing operation, conducted by this company. Venkatesha (2021) commented that the Indian market is one of the fastest-growing competitive markets and hence, funds to be allocated to the digital marketing establishment strategy are essential. Core three pillars of digital marketing are; Social media marketing, Content and Influencer marketing and SEO marketing. As found in the survey, this company should work on including the SEO marketing strategy to have a better approach in the digital marketing strategy. 
As per the responses from the survey, it is found that A.P. Poultry firm is using data and analytics for optimising social media and online advertising campaigns. As commented by Jenefa et al., (2021), in order to establish a successful digital marketing operation, it is essential for the companies to run a proper data analytics strategy to redefine their content marketing. In the case of influencer marketing, the strategy would be the same. As the A.P Poultry firm in Telangana uses influencer and content marketing in social media, it can be commented that this company should work on the betterment of its data analytics policy to achieve success in future. 
[bookmark: _Toc146209753]5.3 Critical Discussion
As per the responses, this FMCG organisation runs their social media advertising policy regularly to gain the attraction of their customers. Joshi (2021) commented that it is significant for SME companies to post their advertisement on social media frequently for sustainability in a highly competitive market like India. In this regard, it has also been understood that the operational policies and proclamations for creating strategic pathways are significant. On the other hand, Muralidhar et al., (2022) commented that it is essential for the SMEs to evaluate their own resources before establishing a digital marketing strategy. However, as per the survey, A.P. Poultry firms are using social media and content marketing with the knowledge of their employees. This social media marketing strategy has been proven to be beneficial for the company to attract a vast amount of customers and for increasing their business volume, the digital marketing managers are focusing on posting new updates and diversifying their content regularly. 
As per the observation of Redjeki and Affandi (2021), advertising opportunities are required to gain substantial growth in this regard. mobile-based marketing policies are to be used. However, as per the opinion of employees, reflected in the survey, it has been understood that SEO can be taken into consideration along with social media and content market analysis. As per the technical growth in India, most of the consumers focus on availing internet and social media through their latest mobile phones. Rathnayaka (2022) commented that the website-based marketing strategy can be helpful for FMCG companies to reach their vast number of targeted customers. Along with that, it has also been identified that the growth measurements and operational implications are to be managed as per the current trend. This opinion can be supported through the extensive use and diversification of content marketing, based on data analytics operations. 
In response to social media marketing planning and operational executions are required for the A.P. Poultry firms and hence, big data analytics plays a vital role here. Pandey et al., (2020) commented that it is essential for the companies who operate in the FMCG sector, to use the e-commerce strategies for gaining a successful development into their business operation. However, it is found that there is a gap in communication between the employees of the respective organisation. The prime reason for this gap is the lack of understanding regarding the financial investment for developing a successful outline of digital marketing operations. Propositional approaches to digital marketing like Social media marketing, Digital Content application and SEO are required for the current e-commerce and digital marketing application. In the survey, it has been understood that most of the employees are aware of the growth opportunities provided by the companies for managing their digital operation development. This digital operation is focused to gain attraction customers to the company. 
As per the latest information from the survey, it has been understood that the competitors of this company are also using digital marketing for gaining successful business development In order to make a planned approach, it is required for the managers and leaders to develop their business with a positive approach for achieving success into the business planning and operational executions are to be planned as per the need. In order to deal with the statistical customer development plan, most organisations are currently using social media campaigns. This social media campaign can be helpful for the company to manage their business operational performance and operational accountabilities are also in operation. Joshi and Sharma (2021) commented that the social media marketing operation is popular in the Indian market. As per the survey, it is also clear that along with A.P. Poultry firms, many SMEs, which operate FMCG in India, are also using social media marketing strategies. In order to have a competitive advantage, it is needed for the organisation to use diversification in their content marketing and SEO operation. 
As per the survey and the review, it has been understood that customer communication is a potential factor for managing the digital marketing operation. This digital marketing operation is required to be carried out by the company with the potential knowledge of their employees into this digital marketing concept. However, as per the survey responses, it is understood that a small percentage of the employees are lagging in proper knowledge. On the other hand, Chandpuri and Ahuja (2020) stated that it is significant for FMCG companies in India to manage their digital marketing operation as per the requirements from domestic as well as international markets. Joshi and Sharma (2021) commented that it is essential for an organisation to keep watch on the marketing strategy adopted by the competitors. As per the survey responses, it is understood that most of the employees of A.P. Poultry firms are aware of the digital marketing operations, adopted by their competitors. It can also be commented that the strategic approaches and outlines, followed by their companies can be used by this organisation. However, it can also be beneficial for the company to use an SEO marketing strategy which can provide an advantage to this organisation. In this regard, positive feedback from customers can also be beneficial for organisations to establish their reputation in the Indian market. 
Hanaysha et al., (2022) commented that the major objective for accomplishing the digital marketing strategy is to ensure the development of the firm. In the case of an SME organisation, it is prudent that the managers should focus on that. Therefore, it has been viewed in this chapter that this company has already adopted a social media and content marketing strategy. Some of their employees have also voted for the SEO operation for managing potential growth and development for their business operational performances. 
[bookmark: _Toc146209754]5.4 Link with previous chapters
While establishing a link with the previous chapters, it is found that the discussion is based on two major chapters, literature review and findings. In the case of explaining a proper research finding, it is essential for the researcher to ensure a critical discussion on the basis of the review findings and the main findings. Along with that, in the introduction chapter, this research has included a pursuit statement, aim and objective. In this discussion, all three factors have been taken into consideration for gaining a proper outline of the data collection approach. As per the objectives of the research, the effect of the online marketing initiatives has been discussed with a major implication for the data collection operation and performance. As planned in the methodology chapter, a survey has been used by the researcher to collect proper information regarding the issues. From the responses, it has been understood that the digital marketing operation has played a vital role in the data collection operation and performance, In this regard it has been also understood that the propositional approaches of digital marketing have been described in the thematic discussion of the review. While comparing, it is found in this research that the digital marketing operation can infuse a positive impetus on the Indian FMCG SME. Additionally, the review has also established the fact that e-commerce strategy can also be helpful for companies. However, during the survey, the issue regarding e-commerce has not been taken into consideration. 
As per the objectives, stated in the introduction chapter, internet-based marketing policies are required for establishing a successful digital marketing plan. In the review, this demand has been explained and justified accordingly. In the findings chapter, it is narrated that social media and content analysis are the two major subjects used by A.P.Poultry firms for managing their business operation. In the case of developing a successful outline of the business, this company has also opted for an SEO strategy. At the time of making a critical comparison between the review findings and core findings, it has been suggested in the review that SEO is a major peripheral for current digital marketing. From this argument, it can be established that this lack can generate a challenge in front of the company. However, scholars have also stated that social media marketing is one of the most effective strategies to reach customers and as per the opinion of employees, it is still being practised by the company. In response to the content and socially influential marketing, this company posts every day regarding the benefits of their products, offers and discounts. It can be mentioned as a key factor in the company's performance betterment. 
In the literature review section, it is stated that cloud computing and data analytics are the two major factors for conducting digital marketing operations. However, as per the Indians, the employees stated that the company is using a data analytics strategy for managing its digital marketing operation. This digital marketing operation is based on the operational information, which has been gathered by various companies for proceeding their marketing operation to the next level. Bermeo-Giraldo et al., (2022) also commented that the SME companies are focused on managing the planned approach for gaining insights for the data analytics operation. It is expected that the marketing managers of this SME evaluate their previous datasheet and conduct information analysis as per the requirements. While conducting a successful content analysis and marketing process, the changes have been made by the company on the basis of their findings. 
It is also needed for the managers and leaders of the company to follow the current trend of information management and its inclusion into the operational level as per the requirements. In order to make a planned approach for the digital marketing operation, it has been understood that the data analytics strategy is helpful for following the current trend. As per the review, Mahalingam and Ahokekuma (2020) stated that it has been understood that the companies are required to follow the trend of the market and make their business plan according to the nature of the operation. Furthermore, demand from the end customers is required to be incorporated. One of the major peripherals of social media marketing is communication, which has also been narrated in the review. While establishing a successful recommendation on the basis of this discussion, it can be stated that the producer-consumer approach can be reflected in a positive way while operating the social media marketing plan. Sharma (2021) stated that, in response to managing the business development and operational element understanding, this digital marketing strategy is helpful for developing a crucial understanding regarding business operation and management. Along with that, it has also been found that elementary knowledge regarding digital marketing is also required for the employees. However, all the employees of A.P. Poultry firms are not equally acquainted with the knowledge of digital marketing. However, in order to compete with their business rivals, it is required for this company to provide adequate training and development to their employees to gain proper success for their business development operation and performance. 
[bookmark: _Toc146209755]5.5 Summary
Based on the above discussion, it can be understood that the introduction, review, findings and discussion are interlinked with each other as the first two chapters have discussed the objectives and outline. Along with that, findings have discussed the core information, which has been gathered after conducting information as per the methodological outline. This chapter has shown an interlink between the review findings and the core findings. Both the similarities and dissimilarities have also been discussed here. In the case of managing a successful operational inclusion of the information, this critical discussion is required for the researcher. Along with that, it is also needed for the researcher to find out the new issues, which can be further taken into consideration. However, with respect to this research, it has been understood that most of the statements, established from the review findings, can be aligned with the core findings and discussed here accordingly. 

[bookmark: _Toc146209756]Chapter 6: Conclusion and Recommendation
[bookmark: _tu9bz0nnezf1][bookmark: _Toc146209757]6.1 Arguments alongside similarities between discussion and conclusion
This study has taken a look at the dramatic influence of internet marketing affecting the growth of SMEs in the Indian dynamic environment. It has attempted to synthesise data, rely on a large body of literature, and participate in a thorough conversation, generating insights that define the current state of online marketing within the Indian SME industry for FMCG.
The results of this research unequivocally support the rising and revolutionary impact of digital marketing on Indian SMEs especially in the case of the food and beverage industry. The actual evidence shows a strong link between Internet marketing tactics and increased brand visibility, customer loyalty, and revenue production. The use of social networking platforms, marketing via email, and insights based on data are identified as success drivers. Furthermore, the analysis supports the importance of compatibility with mobile devices web pages, content promotion, and cooperation with influencers in increasing the competitive accessibility of SMEs. It emphasises the vital importance of e-commerce platforms, efficiently utilising video material, and meticulously tracking user activity using technologies such as Google Analytics.
The aforementioned results are consistent with the findings as well as throughout the prior established literature analysis. The examination of academic works established the groundwork for comprehending the varied features of online marketing in SMEs. This reaffirmed the academic agreement that internet advertising is an essential instrument for promotional campaigns, customer connection, and long-term success within the Indian SME scene, especially in the case of the highly competitive era of the food and beverage industry. The use of social media mediums, email advertising, and content communication have been noted as prevalent trends throughout previous research, which mirrored the results of this empirical investigation as well. The researchers have emphasised the significance of mobile efficiency, content localisation, and decision-making based on information, all of which are directly related to the study results.
This study explored the rich fabric of online marketing within Indian SMEs, specifically in the FMCG sector combining facts, literature, and conversations into a unified narrative. The interaction of these elements underlines the idea that online marketing is not an option but a must for SMEs to flourish in the modern business environment of India. Although providing unique insights, this research has confirmed and enlarged the already existing pool of information in the discipline of online marketing of SMEs. Subsequently emphasises that the synergistic link between Internet marketing and businesses in India has enormous promise and, when used well, yields stability and market adaptability. Eventually, this study acts as an architectural monument and a guidepost, demonstrating the revolutionary impact of internet marketing in the backdrop of Indian SMEs from the FMCG sector. People believe that these insights may prove useful to SMEs, legislators, and investigators leading pathways for informed tactics, sound choices, and a strong digital destiny for the Indian entrepreneurial environment.
[bookmark: _ng6a6r8khud4][bookmark: _Toc146209758]6.2 Implication and Vitality
The outcomes of this study are more than just theoretical hypotheses; they have far-reaching ramifications for many participants in the Indian Business ecosystem as well as globally. Their importance ought not to be overestimated since they include practical insights that may guide the paths of SMEs, administrators, vendors, and academics. The most important lesson is that Indian SMEs have to start on their digital transformation path. These results emphasize that online marketing is an essential strategy for SMEs seeking to prosper and remain viable. Failure to adopt digital tactics may push SMEs to the outside of their specific industries. Authorities must acknowledge the critical importance of digital competence and equipment in promoting SME growth. Capital Investment in technological infrastructure, together with digitization regulations, may encourage the engagement of SMEs in the emerging digital economy.
Marketers have to be adaptable and aware of changing technological developments. The study emphasizes the necessity of remaining current on platforms, tools, and customer preferences. Managers have to constantly modify their tactics in order to fully realize the infinite possibilities of digital platforms. This work provides multiple possibilities for additional investigation for experts. It emphasizes the importance of long-term research to track the lasting effect of online marketing on SMEs. Contrasts across sectors and geographies might reveal complex information. In basic terms, these consequences go beyond the academic discussions and reflection in the executive offices of SMEs, approaches of policymakers, and marketing tactics. Recognizing and reacting to these consequences is essential to realizing its actual potential in driving the development and endurance of Indian SMEs within an ever-changing digital ecosystem.
[bookmark: _9uajwv99q7be][bookmark: _Toc146209759]6.3 Research Limitations
It is critical to recognize and convey the drawbacks of the study since they define the limits of the outcomes and places wherein the findings might come up short. In the beginning, the focus of the research is limited to the Telangana fast-moving consumer goods (FMCG) business, with an emphasis on the A.P. Poultry equipment industry. As a consequence, the applicability of these results within the larger FMCG sector or different regions might be restricted. Furthermore, the poll had an unequal distribution of genders between respondents, which may have influenced the statistical reliability of this sample. Additionally, personal information on rival views and advancement may bring subjectivity as well as prejudice into the findings. Subsequently, while this study offers useful insights through the influence of Internet marketing within the FMCG industry, this relies mostly on data that is quantitative, as well as certain elements of Internet marketing efficiency, such as subjective nuances, consumer feedback, or particular market developments, may have been overlooked.
[bookmark: _nlcqhq4t7fv6][bookmark: _Toc146209760]6.4 Recommendations for Future Studies
One of the major shortcomings of this study is the dependence on primary data collection and a survey which has included only 50 respondents. It is prime that authentic research must include both primary and secondary data collection and hence, while conducting the same research in future, the researcher should opt for the company-based information and their annual reports. Digital marketing strategies, adopted by different companies and the results can also be taken into consideration. Along with that, an employee number of more than 200, will be included for establishing the findings and discussion. Major statements of review, included in this study, have been supported by the data findings and hence, it will be the responsibility of future researchers to find some arguments, on which the final issues and recommendations can be drawn. While implementing a better research methodology in future, mixed methods will be used for analysing both the primary and secondary data and information. It will be more legitimate if the researcher can opt for collecting primary qualitative data through interviews with FMCG SME managers. 
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[bookmark: _Toc146209762]Appendix: Survey Questionnaire
1. What is your age and gender?
· Below 30 and female
· Below 30 and male
· Above 30 and female
· Above 30 and male
2. How acquainted are you regarding your FMCG business's digital advertising efforts?
· Very familiar
· Somewhat familiar
· Not very familiar
· Not familiar at all
3. Are you satisfied with the current online marketing policies of your company, A.P. Poultry equipment?
· Very satisfied
· Somewhat satisfied
· Not very satisfied
· Not satisfied at all
4. Which online advertisement methods do you feel are the most successful in your business for advertising FMCG merchandise?
· Social media
· Email
· SEO
· Content and influencer marketing
· Others
5. How frequently does the FMCG firm run online promotion campaigns?
· Daily
· Weekly
· Monthly
· Rarely
· Never
6. How much of an FMCG business advertising funds flows toward internet advertising initiatives?
· Less than 30%
· More than 30%
7. How successfully, in your estimation, does the FMCG firm use data and analytics to optimize online advertising campaigns?
· Very well
· Somewhat well
· Not very well
· Not well at all
8. Have you undergone any online advertising instruction or growth opportunities in your present position?
· Extensively yes
· Moderately yes
· Yes a little
· No
9. Where do you see the rivalry in the FMCG business in terms of online advertising strategies?
· Very satisfied
· Somewhat satisfied
· Not very satisfied
· Not satisfied at all
10. Are your rivals ahead or on a comparable level in the field of online advertising in order to secure greater future expansion?
· Yes
· No 
Survey Link: https://forms.gle/G8WqoDxPMFeDeMy1A
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