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ABSTRACT
The journey of Maggi in India over the last 33 yehas been quite phenomenal.

From being a foreign brand who found it difficuit éstablish it in the minds of the consumers toobeog one
that eventually occupied their hearts, Maggi pisedeand became the leader in the Instant FoodggQ@atelts strategic
marketing techniques, in-depth market analysis, thaedability to maintain strong stakeholder relasibips contributed

towards boosting the brand’s growth.

However, in 2015, the prosperously growing brant ayenajor jolt as unhealthy levels of lead and M&ad
detected in sample of its most popular producte- tbodles by FSSAIL. Maggi got ripped apart for rhentand the
Bombay High Court banned its production and distidn within the country. Subsequently Diwali save thomecoming

of the warrior, as Maggi Noodles passed all test®xiously.

This paper covers the massacre that Maggi wentgfiran 2015. It studies the effects of the crigistlve psyche
of its target audience, specifically falling in thge group of 18-24 years, and the change in thajing behaviour.
Reports say that after re-launch Maggi is leadimglhstant Noodles Category, but whether it willdixe to capture back
its old market share of atleast75% (with resped¢h&above mentioned target group) is what thisaeh work aims to
find.
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INTRODUCTION
Maggi is a brand that, for sure, needs no intradaoét

“What Xerox is to photocopier and Colgate to toeiste, Maggi is to noodles in India.” (The Econonigses,
20034

Nestlé’s Maggi Noodles is one of those very fewduais that have remained the all-time-favouriteaisumers
in India. Reports from the past have shown that gfidwgs a high recall value and captures the topmosition in the
minds of the consumers. People have associatedtyéhtwining most memorable experiences alondp Wwitt has always

fit the saying — bf the people, by the people and for the pedpléndia.

However, this apparently ceased to exist in 201&mwthe biggest PR crisis hit the brand. It alltsthrwhen
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FSSAI found unhealthy levels of lead and MSG in gi@® of Maggi Noodles, while its packets for yehesl carried
stamps saying ‘No Added MSG’. What followed nextswa ban on production and distribution of nine aats of the

product in the country in June 2015.

The pace of the crisis, which had been building gqt, accelerated when the brand chose to sendobotic
messages to its consumers, who for over 33 yearsi&eeloped an emotional relationship with it. THosm one of the

most trusted names in the market Maggi became @aliaiole and unsafe brand overnight.

However, by November 2015, things started to longhber as Maggi Noodles re-launched its produats the

market, after getting clean chits from various oigations.

This thesis is an in-depth study of the brand Maggl the crisis that hit it during the second l&l2015. Two

specific problems that have been identified duthgresearch are as follows —

» How has the Maggi Muddle case affected the psydéhies @onsumer base (falling in the age group oftd 24

years) and what has been its impact on their paicbalecisions and buying behaviour?

» Post the re-launch phase, will Maggi Noodles be #dlcapture its market share of at least 75%tgitarget age

group of 18 to 24 years in India) in the InstanbNies Category?
LITERATURE REVIEW

The crisis that hit Maggi in 2015 in India has beescribed as one of the worst controversies assacivith the
Food Category. Food is considered to be a veryitsangssue, and with the outbreak of the Maggi Migdcontroversy,

the brand left its various stakeholders wrappethugmost fear and doubt.

Garg (2015, pp. 48-58%tudied how the crisis affected Maggi’s employeempliers, share market, consumers,
brand ambassadors, and competitors. Due to theoibahe production and distribution of Maggi Nood&sund 1500
employees got affected. Paras Spices Ltd., who'stlélélaggi was a vital client (contributing 45% thie total sales
volume), received a massive jolt. Consumers becalirihe more conscious about what they were consgrand they

reportedly started to check the ingredients o€afisumables before buying.

Almost all the analysts and researchers who hawdiest the crisis are of the opinion that the criisild have
been very well averted if the brand, instead ofisain complete denial of the crisis, had stratatly communicated to
its various stakeholders to install their trusttbe brand. Kanteti(2015, p. 1) said that — “The digpster of Maggi is not
because of lead, not because of MSG, it is beaafu$¢O COMMUNICATION"" !

MAGGI RIPPLES
Timeline of Maggi Muddle in India

Following is the timeline of Maggi Muddle that hagd in India in the latter half of 2015 —
May, 2015

FSSAI regulators found unhealthy levels of MSG ardimes more than the permitted level of leadaimgles of

Maggi Noodles in Barabanki, a district in Uttar éeah, India.
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3rd June, 2015
Maggi Noodle got banned in New Delhi by the goveentrfor 15 day$”

Nestlé India created a page on its website, thsiilisaccessible, with the title - ‘MAGGI Noodlés India: Your

Questions Answeref answering several questions about the product.
4th June, 2015

The FDA of Gujarat banned Maggi Noodles for 30 dafter 27 out of 39 samples showed objectionabdy hi
amounts of lead. Meanwhile the state of Assam pebraplete ban on Maggi Xtra-Delicious Magical Masaloodles
variant for a month’s period. Future Group’s NilgjrEasyday, and Big Bazaar, banned the sale gbribwucts too. This

was followed by Maggi being banned in more thatefes including Tamil Nadu.
5th June, 2015

Generations have grown up loving Maggi’s signatastemaker - the masala. A sample of 13 tastensalarets
was tested by Delhi authorities out of which 10evierund to have excess lead content. The samplefzacollected from
Uttar Pradesh had 17.2 ppm of lead.

The food items produced under the banner of Maggewanned in Andhra Pradesh. FSSAI called forfcia

recall of all the nine varieties of Maggi Instandddlles and Maggi Oats Masala Noodles all over India

Maggi Noodles was taken off the shelves as a cpumitte ban was called in by FSSAlwho said thatpheducts

were “unsafe and hazardof§5for consumption.
6th June, 2015

Maggi noodle was banned for an unlimited periotiraé by the Central Government of India.
August, 2015

Tests conducted in US labs found no unhealthy $eoElead in the samples of Maggi Noodles.
13th August, 2015

The Bombay High Court removed the ban from over glldgoodles temporarily, and questioned the tests
conducted previously that led to the ban of thedpob. Such tests, however, had not been conductddbbratories
accredited to NABL.

October, 2015

A sting operation conducted by the India Today Visien team on FSSAI brought to light how FSSAI e

samples by conducting no tests in exchange of ribe
19th October, 2015

The ban on Maggi Noodles was officially uplifted Bgmbay High Court.
9th November, 2015

The ban was removed from over Maggi Noodles indradid Maggi was re-launched in the country amidsa
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celebrations. The company started its distribuitioall the states except for Nagaland and Trij
30th November, 2015
Maggi Noodles resumed manufacturing in all the fil@nts in Inca —Moga in Punjab, Tahliwal and Pantna
in Himachal Pradesh, Nanjangud in Karnataka antddiic in Goa
11th December, 2015
FSSAI filed an appeal to the Supreme Court agdhestupliftment of the ban from over Maggi Noodl&sey

argued that the HigBourt had erred by asking the company to providshfipackets of Maggi Noodles instead of aski

third party to do so. It was concluded by the bethet they would analyse the arguments given byAF88 13th January
2016.

13th January, 2016

After amalyzing the arguments given by FSSAI, the Supremerbench decided not to pass any interim ol

However, it ordered the government laboratory ofregain Mysuru to conduct fresh tests on Maggi Nlesdduring the
next eight weeks. The next hearing bagn posted for 5th April, 2016.

February, 2016

Maggi Noodles rdaunched its second variety of Chicken Flavouresiant Noodles which are available for ¢

on the online retail platform of Snapdeal as wi¢lhas planned to -launch some of the otr seven varieties of noodles
soon.

Impact of the Ban on Maggi Noodles

Following is an elaboration of how the ban imposadVaggi Noodle affected the various stakeholders of Ne
and Maggi Noodles.

Impact on Profits, Sales, Share Price and Stoc

Soon after the ban on Maggi, Nestlé (India) savpiitdits drop to a negative level. At the end o&dar 2 of the
financial year (i.e. 30th June, 2015), Nestlé inedra net loss amounting to Rs 6¢ crores as shown in Figure [/

below. That was #nfirst time Nestlé had faced such a lost in a tgnan the last 17 years. Maggi holds 20% of Nés
product portfolio.
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Figure 1. Nestlé Incurs a Net Loss of 64.4 Crores in Quarte2 of 201¢
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In the thirdquarter that ended on™ September, 2015, Nestlé India’s profit went dowrsb$6 from what it wa
a year before. The profit amounted to Rs.124.2esronly and this fall in profit was attributed teetfall in sales of Megi

Noodles®

No sooner hadhe crisis hit Maggi Noodles, the share price oftdemdia slumped down to the lowest level
the year i.e. to Rs 5,539.8. In the next two mgmi¥teen situations for Maggi Noodles started to iower, the compan
reached its highest share price of tlear, i.e. Rs 6,831.95 per share dhMigust, 2018” Figure (2" and (35 shows

the changes in the share price of Nestlé IndiitE.
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Figure 2: Fluctuations in the Share Prices of Nestlé Indi&rom 1% January to 3C" October, 2015
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Figure 3: Fluctuations in the Share Prices of Nestlé Indi&rom 5™ June to 3(" October, 2015

The Ministry of Corporate Affairs put a fine of R®l0 crore on Nestlé India. The suit was filed by 1
government before the consumer forum of NCDRC. £B4rores and 355.5 crores were charged for basiganitive

damages respectively.
Impact on Stocks

Stocks amounting to Rs. 320 crores of Mi Noodles were removed from the shelves and abo@DRsores wa

paid to a cement factory in Chandrapur in Maharadtburn then
Impact on Organizational Structure

The then Managing Director of Nestlé India, EtierBenet was asked to resign on™ July, 2015. Suresh
Narayanan in August, 2015 took over as Nestlé Isdiaw Managing Director. He was later appointethasChairman a

well after he announced the progressive results fiw third quarter of Nestlé Indi
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Impact on the Brand Ambassadors

According to FSSAI's Sections 52 and 53, peopl®ived in advertisements that are misleading andséhe of

misbranded food should be punished.

Sudhir Kumar Ojha, a lawyer from a district courtMuzaffarpur, who claimed to fall ill after consimg Maggi
Noodles lodged FIRs against Amitabh Bachchan, ¥ieta and Madhuri Dixit, the Brand AmbassadorsMéggi

Noodles.
Impact on Consumers

Given that from the very beginning Maggi has comitated with its various target audience groups@raonal
level, it came as a shock to the consumers whehrth&l chose to reply to their queries in the musthanical way. With
the speculations filling the air, while some consusnfelt that there was a breach of trust, othenticued to support the
brand.

Impact on Competitors

With the ban on the production and distributiontloed market leader in the Instant Noodles Categorindia,

Maggi Noodles’s competitors found much scope tawgrehile new brands also got a chance to enterthreanarket.

ITC’s Yipee Noodles that had a meagre 10 to 12%eshathe market before the country-wide ban ndy on
became famous after launching its campaigns thamised quality and safety, but its market shareemsed to 50%

during the ban period.

Wai-Wai Noodles, manufactured by Chaudhary Group)(€at is based in Lalitpur in Nepal, took to azggive

marketing strategies to increase its brand vigjbili the market.

During this time what came up as a surprise wadathech of Patanjali’'s Atta Noodles. Based on thanging

culinary habits of the people and the move towaedsdthiness, Patanjali was formulated.
The Epitome of PR Disaster

Though the Maggi Noodles controversy broke outdd%, warnings had already been given in 2014 whsts t
conducted in Kolkata Central Food Laboratory wigiparts showed high quantities of lead and MSG imggdilaDespite
this report and continuous FDA warnings, Maggi dat feel important to take corrective actions oveha PR strategy
ready. Instead it assumed that like any other owetsy that happens in India, this one will alsdefaut from the minds of
the people and no legal action will be taken adgdhm=sm. Nestlé also took the liberty of thinkingthhe government too

will not be interested.

When Maggi Noodles fell in soup in 2015, everyorpezted the brand to stand up and speak for itdelfvever,

the brand chose to remain silent creating all theenuncertainty.

For a big Food Manufacturing Giant like Nestléwas expected that the CEO of the company wouldoraspo
the situation instantly, but that did not happenisi€ managers say that Nestlé instead of beingtiirea could have
voluntarily recalled the product from the markehisTwould have helped the company to vouch theingtfor the safety

of Indians. Whatever communication happened from gslde of the brand reflected dearth of empathgjdance of
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honesty and disregard of emotions and sentimertteedhdian consumer

Journalists from various publications tried to @atNestlé it tined out to be arrogant by not answering t

queries.

With the advent of social media it doesn’t take mtime to mar the reputation of a brand. Howeveaghyl did
not take social media marketing in a serious wammémage the crisis. When people raitheir queries on various soc
media channels, what they got in return for weeksevheavy PDF files. The brand made a laughingsibitself when it
posted computer generated replies to anything agkgdre (4 below provides a glimpse of theme. The brand that

over the years had built an emotional relationstith its customers refused to connect with tr

An image massacre on such a large scale callsriorediate acknowledgement from the side of the comg

However, the company websitever acknowledged this issue. They rather chostaoin complete denii

< Maqql India g UnfathomableEsoteric

10 be bannea Il
L We do not add MSG to MAGGI noodles. Some

mgremf nts may contain naturally occurring Glutamate, which can N

be mistaken for MSG. <> Maggi India

S| S A We don't add MSG to MAGGI noodles Some
ingredients may contain naturally occurming Glutamate, which
can be mistaken for MSG

- 931w

‘ ABHINAY -« B v

No More Maggi: Its License Might Just Get Canceled Because Of

High s Of Lead And MSG storypick g ea.. via .

Levels OfLead And - rl Bigger Lebowski
If Maggi is banned, then what will | eat when | go 10 the mountains?
< Maggi India
<> Maggi India

na ta16 We do not add MSG to MAGGI noodles.Some
|ngred|emsnn,' contain naturally occurring Glutamate, which can bharad We do not add MSG to MAGG! noodles. Some
be mistaken for MSG ngr ed\el[’-mw (OIHH n amnu,ur curring Glutamate, which
) can be mistaken for
- 91 v - B w

(Source: need2brand.com, 201

Figure 4: Computer Generated Replies by Maggi India on itSwitter Handle

INITIATIVES TO PUT MAGGI NOODLES BACK ON THERIGHT T RACKS

PR Initiatives

Realizing that the conventional attitude of igngrancrisis and letting it subside on its own naglenworks in the
current times, a week after FSSAI recalled Maggoflles, Nestlé India looped in New Y«~based Burson-Marsteller's
subsidiary Genesis Bursdarsteller to manage the crisis. The entire crigs monitored by Principal & Cofounder

Genesis-BursoMarstellar, Vice Chair, As-Pacific region PremaSagar with a team of three to four execu

The Global Chief Executive of Ntlé, Paul Bulcke flew down on"4June, 2015 to handle the issue in India. °
was followed by continuous meetings of the comparith various government authorities. Eventually feslso
answered all the queries of the journalists anét them to itsoldest manufacturing unit in India i.e. at Moganfi. This

factory, that also has the R&D centre, displaysgribduction quality standards to the journa

The mistake that Nestlé India had done earliern@esified as the company set up activmmunication channels
with 24x7 customer service that included telepha@mmunication, digital and social media. The aifvsuch a set u

was to take queries from customers, engage witinttand provide correct and relevant informatiorthte people All
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conversations on the social media platforms wersitoied. This time Maggi Noodles ensured that treached out to its
fans with the same emotional touch like beforewBen consumers after watching the ad campaign afsMou Maggi’
tweeted or sent a personal message to Maggi Noediekfferent social channels, the brand ensunedlit replied back in

a warm manner.
Marketing Campaigns Created During the Ban

Maggi, in August 2015, came up with the ‘Miss Yowaddi’ Ad campaign on Youtube, Facebook, and Twitter
Targeting its younger target audience groups, tlkesemercials were crafted to show how vital a snidelggi was and
how youngsters miss the product. Featuring thrges guthree different commercials, the brand ditl tatk about safety

and health. They instead took an emotional routedke the viewer’s feel nostalgic about the brand.

Further ads were also made where a girl talks abowther dad once cooked Maggi Noodles, but nowa ttie
ban on Maggi she is sceptical if he will be confidenough to cook again. Another ad showed howtdu&ck of Maggi
Noodles in the life of a young girl and her boyfige they have frequent fights over cooking.

IMPACT OF MAGGI MUDDLE ON THE PSYCHE OF INDIAN CONS UMERS (18-24 YEARS)

This section of the paper covers an intensive rebeaork to find answers to two specific problermsraunding

Maggi Noodles that have been raised at the staheopaper. They are as follows —

 How has the Maggi Muddle case affected the psyé¢hts @onsumer base (falling in the age group oftd 24

years) and what has been its impact on their psmfalecisions and buying behaviour?

» Post the re-launch phase, will Maggi Noodles be édlcapture its market share of at least 75%tgitarget age

group of 18 to 24 years in India) in the Instanbdies Category?

Keeping in mind the feasibility of the research kyahe research work is limited to the Maggi Nodsll@arget
audience group of 18 to 24 years that includese@ellUniversity going students and newly joined g@ssionals. This

group has one of the highest numbers of consunfiéisggi Noodles.
Research Work

In order to understand how the Maggi Muddle casectdd the psyche of its consumer base (fallinthenage
group of 18 to 24 years) and what has been its ¢pia their purchasing decisions and buying behayiprimary data

has been collected by sending out survey questientmthe target audience group frofiMarch to §' March, 2016.

The sampling technique used is Stratification fed by SRSWoR. The entire population of India haérb
broken down into strata, according to the targelience groups of MaggiNoodles. Then the stratunh lioédds people
falling in the age group of 18 — 24 years from niiddlass families was selected. After this the dargpmethod of
SRSWoR was applied in the stratum, where the suguegtionnaire was randomly sent out the consuseatiered all

over India.
Survey

The sample size generated after conducting theapyinesearch was 96, out of which 49 people warafes and

47 respondents were males. 54.2% of the sampleeduout to be students, while the rest 45.8% wereking
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professionals. The geographical distribution ofghmple units can summarized by the graph in Figure (

Figure 5: Geographical Details of the Respondents

SURVEY QUESTIONS AND INFERENCES

Question; Have You Heard About the Maggi Muddle Case After Which Maggi Noodle was Banned in India In
2015?

® Yes

@® No
) Can't Say

Figure 6: Proportion of Respondents who heard About the Mggi Muddle Cas

Figure (6) reveals that 97.9% of the responderitsthat they had heard about the Maggi Muddle c@sesn the
above data and the fact that the sample units cloome various parts of tt country it can be rinstated that the

controversy had happened on a massive !

Question: How Much Did You Trust the Brand Maggi Before the Maggi Muddle Case? (Rate oia Scale of 5)

40 3 @4.4%) 45](46199%)

20 13 (13.5%)

0 (?%) 1(1%)

0
Lowest 0 1 2 3 4 5 Highest

Figure 7: Maggi Ratec on a Scale of 5 In Terms of Trust Factobefore the Crisis

Figure (7) shows 46.9% of the sample giving Maggobbles 5 out of5 on the trust scale. 2014’s Aniigraind
Equity Survey showed that Maggi had made it tocdtegory of Top Five Most Trusted Brands in Ii*Y.Aggregating all
the ratirgs from survey, the average trust score came dp2@ which again reinstates the ' that Maggi was one of the

mosttrusted brands in India till before the crisisise
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Question: Do You BelieveMaggi NoodlesContained Unhealthy Levels of Lead andMSG up until 2015?

® vYes
@ No
) Can't Say

Figure 8: Proportion of Respondents Who Believed Maggi Nodes to
Contain Unhealthy Levels of Lead and MSG Up Until B1E
From Figure (8) it can be seen that 49% of the $amas said that they didn’t believe Ma Noodles to contain
unhealthy levels of lead and MSG up until 2015. ldeer, the opinions of the rest of the respondeatste seen to t
divided between the other two options. 19.8% ofgheple said that they believed Maggi to contaiheafthy levelsof
lead and MSG while 31.3% were sceptical and thufdodt decide.

Question: Did You MissMaggi Noodlesduring all Those Months when it was notavailable in the Market?

® Yes
® No
Can't Say

Figure 9: Proportion of Respondents Who Missed Maggi Noodteduring the Bar
Figure (9) shows that 74% of the respondents middadgi Noodles during the ban. This particular vey
thinking has been backed by secondary data whioweth that We Miss YouToo on social media garnered ove

million impression$'?.

Question: Did You Shift to Another Brand of Noodles During the MaggiBan Period? Which Brand(S) of Instant
NoodlesDid You Shift Over to During the Maggi Ban?

@ Yes, | completely switched overto a
new brand(s).

@ Yes, | shifted temporarily to another
brand(s) till Maggi came back.

No. I'm a hardcore Maggi Maniac. |
waited for Maggi to come back.
10.4% @ | stopped trusting the Instant Noodles
Category.

Figure 10: Consumer Behaviour during the Ban on Maggi Nooles

From Figure (10), in can be concluded that % of the respondents claimed to be hardcore Maays,fanc
instead of shifting to other brands, they patiemgited for Maggi Noodles to come back. However,7¥%6 of the sampl
said that they stopped trusting tinstant Noodles Categor
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Top Ramen

Yippis! 41 (64.1%)

Ching's Secret 10 (15.6%)
Foodles
Knorr Soupy...

Other

Q 5 10 15 20 2

(3

30 3

(4]

40

Figure 11: Shift to Other Brands of Noodles during the Baron Maggi

More than half the sample size, i.e. 57.3% saitidbaing the ban on Maggi Noodles they temporashiftec on
to another brand(s), while 10.4% said that theymletely switched over to a new brand. This behavadihe consumer
is quite predictable because the target audienicey Istudied here includes College/University gogtgdents and new!
joined prdessionals who need a substitute to snack on. EiflLir) shows that out of the 67.7% of the sample sftifted
to other brands of Noodles (temporarily and perm#yg 29.7% shifted to Top Ramen, while 64.1% shiftedrippie
Noodles. Such a huge shifivtards Yippie can be attributed to the renewed star§ efforts undertaken by the bre
during the time Maggi Noodles was bani

Question; What Did You Think About Maggi Noodles During the Maggi Muddle?

@ | was sure that Maggi was innocent.

@ | was sceptical about the quality of
Maggi Noodles.

| did not think at all.

Figure 12 What the Respondents Thought AbouMaggi Noodles during the Bai

The above question aimed to track thought process of the sample during the contrgviFigure (12) shows
that 44.8% of the sample was sceptical about tladityuof Magg during the controversy. 30.2% of the people said
they were sure that their ‘Meri Maggi’ was innoce2ti% of the people said that they did not thinklaabout the bran

Question: HaveYou Stopped BuyingMaggi Noodles After the Maggi Muddle Case?

® Yes
® No

Figure 13: Proportion of People Who Have Stopped Buying MaggNoodles after the Crisit

The love for Maggi is quite evident from the dat@wn in Figure (13) below. When asked if peopleehstopper
buying Maggi Noodles after the Magdiuddle, 79.2% i.e. 76 people replied as No whileB20 saidyes.
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A combination of Figure (12) and Figure (13) camddo a better understanding of the psyche ofdbpandents.
So from Figure (12) it can be seen that 30.2%2i%people thought Maggi Noodles was innocent, 4408%he sample,
i.e. 43 people were sceptical about the its qualttjle the rest 24 people did not think at all abelaggi Noodles during
the ban.

An in-depth analysis of the data collected shovas &l the 29 people who thought Maggi was innoderftigure
(13) continue to purchase Maggi after the upliftineinthe ban. This can be attributed to the immedns& and love that

these people have bestowed on the brand.

Out of the 43 people who were sceptical about thaity of the noodles during the ban, 28 startectipasing
Maggi Noodles after the removal of the ban whileol® of the 24 people who did not think at all abblaggi Noodles
started buying Maggi again. The probable factoet trave led people from the last two categoriestaot purchasing
Maggi again could be the clean chits received bggil&oodles from various organizations reinforcthgir trust on the
brand, high recall value of the brand, and the etamg gimmicks used by the brand to reconnect withconsumers. All
this adds up to 76 respondents in the sample7®.2%) who continue to buy Maggi Noodles after rtm@oval of ban as

seen in Figure (13).
STATISTICAL HYPOTHESIS TESTING

This section will now address the second probleentified earlier as “Post the re-launch phase, Midggi
Noodles be able to capture its market share o&sttie5% (in its target age group of 18 to 24 y@atadia) in the Instant

Noodles Category?

After the re-launch of Maggi, Nielsen in FebruaBi8 said that though Maggi Noodles was leadingnheket
of Instant Noodles in India but its market shard falen to 42% by January, 20%% This raises the question that given
the kind of marketing efforts that Nestlé Indigigting in to reconnect the brand Maggi with itafawill Maggi Noodles
be able to capture a market share of at least ®R&dggi Noodles had a market share of 77% in JanZy5 i.e. before
the crisi§®, and during its 28 anniversary, the brand had a whopping 90% of tistéaht Noodles Category undét“it
(Note that the market share numbers that have lestioned here are referring to the entire marketesthat includes all
the target audience groups while the hypothestsetéormulated will pertain to the target group &ftb 24 years only,

since that is the scope of the research work).

Given that Maggi Noodles has a past record of agfgesuch feats, it is not completely unrealisticekpect the

brand to get back to capturing 75% or more of tlaeket share in the target audience group studiesl he

In order to take the research further and findresweer to the above question the method of Stadistigpothesis

Testing will be used.

“It is believed that the market share of Maggi NtEslin its target audience group of 18 to 24 yeail be
atleast 75%.”

The above hypothesis will be tested using the dalizcted from the survey and then inferences bélldrawn

about the entire target audience group of 18 tge2ds of Maggi Noodles in India.

In order to find the change in the market shar®lafgi Noodles after the re-launch phase from tmepda units
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the data collected from the following questiontud survey will be taken -
Question: “Have you stopped buying Maggi Noodles &dr the Maggi Muddle?
* Yes
* No

76 people out of the sample of 96 people replieN@$o the above question, meaning that these pesapitinue
to buy Maggi Noodles after it got launched into tharket.

Sample Size (n) = 96
Sample Proportion that continues to buy Maggi Nesdgllost the re-launch (p)%%z 0.792.

From the above hypothesis the Hypothesized Populdiroportion (PO) will be equal to 75% i.e. 0.The

Population Standard Deviatios)(can be calculated using the following formula -
o = ,/[PO(1 — P0)] Equation (1)
=/[0.75(1 — 0.75)]
=/[0.75 % 0.25]
=+0.1875
~ 0.43301 (approximated to five decimal places)
The Sample Standard Deviatia) ¢an be calculated using the following formula
s= T(;Equation (2)

043301
V96

0.43301
Vo6

_ 043301
9.79796

= 0.04419 (approximated to five decimal places)

Null Hypothesis (H): It is believed that the market share of MaggoNies in its target audience group of 18 to

24 years will be less than 75%.
Pho< Po

Alternative (H): It is believed that the market share of Maggiollies in its target audience group of 18 to 24
years will be atleast 75%.

I':)le PO

The hypothesis will be tested using the one-sarpjiest method. The z-test method is being used lerause
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the sample size (n) is Large. [Note: If the numiifewnits in a sample is less than 30 then it itedah Small Sample. If the
number of units in a sample is equal to or more B@&then it is called a Large Sample.]

The z statistic can be calculated by using thevalhg formula
z —J_—:OEquation ©)

_ 0.792-0.75
0.04419

~ 0. 95044 (approximated to five decimal places)

The above hypothesis will be put to test at a fiicanice level of 5%. Therefore taking= 0.05, the null will be

accepted if £ z 1o. This is a one-tailed test.

From the z table we can find, 2 ¢s= z 0.95= 1.645.The values of z and, zcan be plotted in the following graph
of normal distribution in Figure (14).

Area of
Rejection

!

0 Z=0.95044 Z go5=1.645

Figure 14: Graph showing the Normal Distribution

It can be seen that z (0.95044) £,z(1.645). Therefore, the null hypothesis cannotdjected and we conclude
that R> 0.75 is not statistically significant at 5% lev&he Area of Rejection is shown by the dotted arginder the

curve.

Thus from the above hypothesis testing it can belooled that that the market shares of Maggi Naoliets
target audience group of 18 to 24 years in Indiahei less than 75%.

CONCLUSIONS

Over the last three decades, immense trust has thékron the brand Maggi by its consumers. Andotaof
residual trust and love was left behind in theindsi even after the crisis set in. And this gotrgjteened as Maggi
Noodles passed all the tests that it was put throddso post August 2015, the company pulled upsitsks and
strategized its marketing techniques in a way Weg customer engaging, connecting with its fanamemotional level.
This is something that the brand had been doingdars but had forgotten in 2015 that led to thenRiRsacre. Also, what
cannot be forgotten is that Maggi Noodles has g fggh recall value, Maggi Noodles has once agaitoine the market

leader post the re-launch phase as it currentigsh®?2% of the market.

The hypothesis testing, however, on the other t&nmived that the market share of Maggi Noodlessirtaitget
audience group of 18 to 24 years in India will ésslthan 75%. This is quite surprising becauseatee collected from the
survey showed that post the re-launch phase thera lat of active and potential consumers of Maggodles, and such a

percentage stood to 79.2%. However, at the backdfaeriving the inference from the hypothesisitegtwhat can be
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said is that what may be statistically significantnsignificant may not reflect in the same wayhe real market scenario.

The inference derived is based on the data cotldote months after the re-launch of Maggi Noodtegndia. There is an

immense scope for such results to change givenMlagigi continues to craft marketing strategies thiit engage and

connect it to its target audience groups. Maggidagh re-call value, and the brand should cdpéadn this to reinstall

the trust in the minds of its consumers.
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