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Abstract

The Indian fast-moving consumer goods sector, a cornerstone of the national economy, has
wndergone a marked transition in consumer preferences from indigenous io imported products—a
development indicative of deeper changes in cultural aspirations and consumption patterns. This
conceptual study investigates the paradigm shift towards imported FMCG products in India,
assessing its prospective ramifications for GDP contributions and the robustness of the domestic
marker. Drawing on established literature, the analysis integrates Consumer Ethnocentrism Theory,
Global Consumer Culture Theory, Signaling Theory, and facets of Conspicuous Consumption to
develop a theoretical framework elucidating how aspirational motives, digital globalization, and
perceptions of superior quality influence purchasing decisions in an emerging market such as India
[1]. [2].The posited model posits consumer aspirations and immersion in global consumer culture as
primary drivers propelling affinity for imported FMCG brands in sectors including cosmetics,
beverages, snacks, and personal care. Such preferences transcend utilitarian benefits, embodying
profound symbolic value as emblems of social status and contemporary identity [3], [4]. As this trend
escalates, erosion in demand for local FMCG products may undermine domestic industrial
compelitiveness, exacerbating import reliance and straining GDP  growth [5] Consumer
ethnocentrism emerges as a pivotal moderator, posited to mitigate this shift by reinforcing ties 1o
national identity and ethical obligations. Yet, extant scholarship signals a waning influence of
ethnocentric tendencies in India, attributable to pervasive digital influences and lifestyle
internationalization [6]. Through synthesis of these !heure“icai perspectives, the study pmffe{ts' a
conceptual model accompanied by propositions Hhrmiﬁanng the confluence of. psychofog;cai,
cultural, and socioeconomic forces in diminishing domgsuc FMCG mar.‘.crzt :vhareiThw work enriches
scholarly dialogue by furnishing an integrative theoretical construct bridging micro-level consumer

behavior with macro-level economic impacts—a nexus underexplored in emerging market contexts. It

lays groundwork for subsequent empirical investigations into GDP linkages, .a’igum' acculturation
' d Indian markets. Moreover, it advocates targeted

inter-regional variations in tiere :
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Introduction

The Indian fast-moving consumer goods market has experienced unprccede_nted growth, drivey, by

burgeoning middle class. increasing disposable incomes, and expanding _“’-m” penelration acrog bmﬁ
urban and rural landscapes. This sector, currently the fourth largest in the Indian economy, js
significant contributor to the nation's GDP and employment (Joseph & L, 2024). Specifically, 1,
household and personal care segment alone constitutes approxunately 50“/_6 pf this market,
underscoring its considerable economic weight (Ahuja & Tabeck, _2024). Within this dynamjc
environment, growth drivers such as heightened consumer awareness, increased digital literacy, ang
evolving lifestyles further propel the market forward (4huja & Tabeck, 2024). However, this rapid
expansion has coincided with a noticeable shift in consumer preferences, particularly an inclination
towards imported Fast-Moving Consumer Goods products, which presents both opportunities and
challenges for the domestic industry (Sikandar & Ansari, 2023). This evolving preference, notably
evident in categories such as snacks, skincare, beverages, and cosmetics, indicates a profound

paradigm shift in the Indian consumer mindset. This theoretical paper delves into the intricate
mechanisms underlying this paradigm shift, exploring its multifaceted implications for the Indian
DP contribution. The increasing allure of foreign brands

economy, particularly concerning its G
lex interplay of globalization and aspirational consumption

among Indian consumers signals a comp
patterns, potentially impacting the sustainability and growth trajectory of local industries (Jain &

Jain, 2013). Furthermore, this investigation aims to discern the precise nature of this shift, identifying
the underlying socio-economic and psychological factors that contribute to the preference for
international products over their domestic counterparts. This study is purely theoretical and
conceptual in nature, focusing on established theories and logical reasoning to construct a
comprehensive understanding of this phenomenon, without resorting to empirical data or Surveys:
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The globalized economic landscape has profoundly reshaped consumer behavior w
to a convergence of r_narkets and a re-evaluation of product choices by consumers (Si
2019). In India, this has manifested as a growing inclination towards importe
Consumer Goods products, a trend driven by various socio-economic and psychologica
(Sruthi & Sobhana, 2025; Trivedi, 2024). This phenomenon reflects a broader change in pu
aspirations, where consumers are increasingly exposed to and influenced by internal?onal brands a"°
global consumer culture (Mohan et al, 2024). This evolving preference  derscores »
glol?alization hasltransformf:d consumer choices, creating both og gl'tunities and challenges ‘9’
businesses operating wi_lhin India (IJFANS International J;urna] ofpgood and Nutritional Seience>
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rising influence pfllle Korean Wave on consumer product demand ior ifi ‘u drivers of this 2
(Bajaj. 2006; Singh, 2023). This growing demand for W <!1 it sngm_ 1(3;1? <o products is

uniqu: to India, with similar trends observed in other este[‘n‘and o) tQIEITEePChm_ wher®
evqlvmg 90:)5um@r behaviors also drive a preferenc fm‘[ ) en"l-elgllng SCONOMIES I, in et al- 2024)
Thls_grawlaiion towards global brands is ofien I'E or international goods (Hossa! X
prestige associated with international products sium
patterns (Kochuveeti, 2024). This often stemns || gn
the purchasing behaviors of admired countries i
through their consumption choices (

ked 10 the aspirational values an¢ P'on
aling a deviation from traditional Cf‘mllq
a desire among low-status con
and lifestyles. seeking uniqueness an

Biz. L e . . i .
armas et al., 2024). This quest for social dis

sumers 1 L.\r-nioﬂ
., od ("

d soCld = I‘T‘-‘"
liHC“m 0




he Indian Economic Journal - ISSN 0019-4662

amplified in developing economies undergoing rapid economic transition, leads consumers to favor
foreign brands that symbolize modernity, status, and improved quality (Batra et al., 2000; Lohan et
al. 2020). This preference for foreign products persists even when domestic alternatives are
qualitatively or functionally similar, or even superior, indicating a deeper psychological underpinning
10 consumer choice (Diamantopoulos et al., 2018). Indeed, consumers in emerging markets often
perceive global brands as possessing higher quality and a premium image, in contrast to domestic
brands which can be associated with lower price points and quality (Rodrigues et al., 2023). This
perception is often reinforced by aggressive marketing strategies and the aspirational appeal of global
lifestyles, leading consumers to bypass local options (Bandyopadhyay, 2001). Furthermore, the rise
of the middle class with increased disposable income in India has enabled mass consumption of
luxury items, including imported FMCG, previously accessible only to elites (Eng & Bogaert, 2010).

Theoretical Framework

This section will delineate the theoretical underpinnings that explain the complex consumer decision-
making process favoring imported FMCG products, leveraging established frameworks to elucidate
the motivations behind these preferences. Specifically, this study will integrate Consumer
Ethnocentrism Theory, Global Consumer Culture Theory, and Signalling Theory to construct a robust
explanatory model for this paradigm shift. Additionally, Veblen's Theory of Conspicuous
Consumption will be considered to further contextualize status-driven purchases of imported goods
(Rodrigo et al., 2018). The subsequent sections will elaborate on each theory, demonstrating how
they collectively illuminate the mechanisms through which consumers develop a preference for
foreign products over domestic ones. These theoretical lenses provide a comprehensive
understanding of the complex interplay between cultural identity, social aspirations, and market
signals that shape modern consumer behavior in the Indian FMCG sector. These theoretical
perspectives, while distinct, offer complementary insights into how consumers navigate choices
between local and global offerings, ultimately influencing national economic indicators (Mohamed et
al . 2025). The decline in consumer ethnocentrism, which traditionally prioritized local products, has
paved the way for the increasing acceptance of foreign goods, signifying a crucial shift in consumer
loyalty (Gera et al., 2022; Raman & Aashish, 2020). This shift reflects a departure from the moral
choice of supporting domestic industries, often associated with a sense of duty, towards a more
globalized consumption orientation (Mockaitis et al., 2013; Safeer et al., 2022).

Consumer Ethnocentrism Theory- ) )
Historically, Consumer Ethnocentrism Theory posits that consumers may experience a moral _CUnﬂlC‘
or guilt when purchasing imported products, viewing it as potenpa]l_v detrimental to their local
cconomy and domestic industries (Diamantopoulos et al., 2015). However, the contemporary
landscape indicates a potential transformation or decline in ;uch ethr_locemnc buy;ng beh_avmr. as
olobalized influences increasingly shape purchasing aspirations (’?:‘:_“" al., 3_”'3-)' This "'_1"30@'
;uggesls that consumers who are highly ethnocentric are more mcln}cd to favor domestically
produced goods and harbor negative attitudes towards imported ahernan:fer:,_ perceiving them as a
threat to national industries and employment (Nadugala & LVee,-useker‘c.-‘ 2023, /_’cugnu{ -Roth et al
2075, Conversely, a reduction in consumer ethnocentrism allowsllor a gfcaler ac&.?:plance ‘d]'_ld
preference for for;:ign products, even when domestic options are available (Siamagka & Balabanis,
2005 Zeugner-Roth et al., 20135).
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international product offerings and less influenced by nationalistic purchasing drivers
Imter i =

Sl%-n;ililgzg T%Z»?\ in the context of consumer behaviour, proposes that individuals utjjise
Son choices. particularly of imported goods. as signals to convey specific messages about

heir social status, lifestyle. or identity to others. This theory suggests that the act 'of pUJ"Cl_lasmg and
fisplaying certzin products, especially those associated with global brands or foreign origins, serves
2 non-verbal communication tool. indicating an individual's membership in a desired social group
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Ihis signaling function can reinforce the preference for imported FMCG, as consumers actively seek

products that enhance their desired social image (Diamantopoulos et al., 2] 9). This makes such

:..I."C"u?-a-f'S not merely transactional but deeply integrated into personal identity construction and social
posmioning (Cleveland et al, 2015). Furth

it : ermore, these signals can contribute to a cyclical
‘emiorcement. where the perceived starys of i
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2doption by aspirational consumer segments (Clev, i
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Miscussion

ThH

1s section will synthesize the theoretical perspectives presented, analyzing how consumer
cthnocentrism, global consumer culture, and signaling theory collectively explain the evolving
purchasing patterns in the Indian FMCG market. Specifically, it will explore the interplay between a
Jechining propensity for ethnocentric buying and an increasing alignment with global consumer
culture. which together facilitate the effectiveness of imported products as status signals (Balabanis
& Diamantopoulos, 2016). The discussion will further elaborate on how this shift impacts domestic
FMCG brands, potentially leading to a weakening of their market position and subsequently exerting
pressure on India's GDP. It will also critically examine the moderating role of ethnocentric values,
considering how they might still influence consumer choices and potentially mitigate the impact of
clobalized preferences on domestic industries (Niros et al., 2022). This comprehensive analysis aims
1o delineate the intricate web of influences shaping Indian consumer behavior, offering insights into
strategic responses for domestic producers and policymakers. It will also consider the nuanced
influence of digital exposure and social media on amplifying these trends, particularly through the
adoption of global beauty standards and lifestyle aspirations (Arbia et al., 2025). This analysis
provides a deeper understanding of how these theoretical constructs manifest in the Indian context,
addressing the complexities of consumer motivations and market dynamics (Devanathan, 2023). It
will also explore how gender disparities and local industrial structures might intersect with these
factors. particularly in shaping consumption patterns and entrepreneurial opportunities within the
FMCG sector (Ghani et al., 2012). This exploration will also assess how evolving social norms,
advertising strategies, and sentiments towards boycotting imported brqnds may inﬂucncc the re-
evaluation of local products and potentially foster a resurgence in domestic consumption (Shah et al.,
2024). The paper will investigate whether consumer dispOSi?ion t9warci_s global versus local brands
significantly impacts brand attitudes and purchase intentions in this emerging market, where
raditional cultural values often contend with globalizing forces (Shanbhogue & Ranjith, 2023).
Furthermore, the paper will delve into how shifts in consumer perception, influenced by cultural
values and marketing strategies, contribute to this dynamic interplay between imported and domestic
FMCG products (Gani, 2024; Sikandar & Ansari, 2023).

Conclusion & Future scope . -
This comprehensive framework also highlights critical areas for future empirical research,
particularly in quantifying the precise cconomj(_: impact ot_” this paradigm :_;hali a‘::nd L::Z?S“mg' lhf‘
efficacy of different strategies aimed at bolstermg domestic bra_nc! competitiveness. : hljll_O:}dI!}.
future studies could explore the nuanced interaction bet.WCen'dlgllta.!Jllfii’acy.‘dlipoi%a.l_t 'nf'io‘"f_e
crowth, and the adoption of imported FMCG, f:spt.icm]ly i tier-2 and "th’_'l‘—.n nc {Zn}:;;g?.
Furthermore, investigating the role of gender disparities in consumption patterns of ll]]portc: 3 n':.-
particularly in the context of rising female entrepreneurship anq economic empowerment, could o o
Y : . yies (Ghani et al., 2012). Such research
valuable insights into market segmentation and targeted strategies (' _ o cefor bilisifastes
would not orﬁ}-' enrich academic understanding but also provide acllonabl? |ntell|%el}t;L 3; lol\[lffr h:;
and policymakers navigating India's dynamic consumer landscape _(Gh“'_’” etal, 20 5 Jd 'ngjq :]{O‘W
in-depth analysis of supply chain innovations and their ro]_c in making ““PO‘ ‘r > erstanding
accessible and affordable to a wider Indian populace could provide additional !d} t.l_':r"U .,m ‘ LI';Jr‘ locacl
recarding the mechanisms driving this paradigm shifi. The long-term _”_’Tp“"d;_'m;b detailed
manufacturing capabilities and employment within the FMCG sector “am‘m.[dm:?c‘: Fi ‘,lnt\,
mvestigation, considering potential policy interventions to safeguard |n(‘hg?nm:j=‘ |:3 Ll: r:);t;d thud’;
future research should also delve into the evolving regulatory Iands-capt:]il'”_l::TluillhI:;\[:uninintr hu;\.
ke 'mpact on consumer accessibili_t}’ ar?d markst d}rnamlcs-.l-ml 1::icin-_'_ (\I“J'mpnt‘lt.‘u.l FMCG
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