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ABSTRACT
TheIndiansoapsandsanitizermarkethasalargenumberofplayersthat
usedifferentappealstoconnectwiththeirconsumers.Themarketcanbe
classifiedintoabouttendifferentappealssuchasBeauty,Health,Fairness,
Herbaletc.

Healthplatform constitutesapproximately23% ofthetotalmarketwhile
beautyconstitutesthemostwith53%.Thestrongholdanddominanceof
thebrandsandtheirdistribution,variesacrossregionsandurbanandrural
market brands are strongly across the market,others have their
strongholdsinonlysomeoftheregionsofthecountry.

BrandslikeDETTOLANDLIFEBOUYaregivingatoughcompetitiontoeach
other.Inthepandemicofcoronavirustomaintainself-hygieneistheneed
inthesociety.Inschoolwearetaughttomaintainself-hygienefrom avery
smallage.Differentpossiblemodesoftransmissionandthewaystoavoid
them.Notonlyintheschoolbutwearealsotoldbyourparentstokeepour
hands clean and maintain hygiene.Centre of Disease Controland
Preventionhasalsosingledoutwashinghandsasthemostimportantway
tofightdifferentkindsofinfections.

Cleaningourhandswithwateristhemostcommonwaytodisinfecthands.
Butcleaninghandsonlywithwaterisnotsafeasitdoesnotdisinfectour
hands.Therefore differenttypes ofsoaps and sanitizers have been
introducedtorectifytheriskofgermsandinfections.Bothalcoholbased
andnon-alcoholbasedsanitizersareavailableinthemarketwhichclaims
tokill99.9%ofgermsbyjustoneuse.Thehandsanitizersareavailablein
theform ofliquid,foam oreasyflowinggelformulations,whichcanbe
appliedonpalms.Thenrubtheproductonallthesurfacesofhandsand
fingersuntilthehandsaredry.Thisproductiswidelyusedbythedoctors,
surgeons,pathologyresearchersandatothervariousplaces.

Theresearchwasundertakentofindouttheusageofsoapsandsanitizers
amongtheconsumers.Forthisprojecttherespondentswerefrom DELHI
NCR.Forthisresearchthescalingtechniqueusedinthisisrankingof
variables.Thequestionnairewaspretestedamongtherespondentsandon
thebasisofthoseresponsesthequestionnairewasaltered.
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INTRODUCTION

Dettol–Dettolisoneofthemosttrustedbrandsforhygienicproductsin

India.Dettolcomesfrom thecompanynamedReckittBenckiserLimited
whichisthefastestconsumergoodsgrowingcompany.CurrentlyDettol
hasitsoperationin60countrieswithawidenumberofemployeesaround
theglobe.ReckittBenckiserownsawiderangeofhouseholdproducts
requiredinthedaytodayfunctioningofvariousworks.

DettolisconsideredasthemosticonicbrandinIndiaandisacceptedbya
largenooffamiliesbecauseitprotectsthem from variousdiseases,illness,
andotherharmfulgerms.In2008thebrandcelebrateditsplatinum jubilee
andbecauseofitsconsistencyitwasacceptedthatitisthemostpopular
andusedbrandthananyotherbrandsinthemarket.Dettolhasalsogained
itstrustfrom millionsofINDIANfamiliesduetoitsapprovalofproducts
from IndianMedicalAssociation.

Lifebuoy-Lifebuoyisapopularanddistinctivebrandofsoapthatwas

createdbytheLEVERBROTHERSsoapfactoryin1894.Lifebuoybecame
thefirstsoapthatusedcarbolicacidwhichgaveitaredcolorandstrong
medicinalscent.Lifebuoyisstillmanufacturedtodayandisoneofpopular
brandsinmanydevelopingcountries.

AssoonastheLeverBrothersbusinessgrewtheybuiltalargerfactoryas
wellasanemployeevillageforitsworkersandbeguntheproductionof
soapthusLifebuoywasborn.Andtodayitisoneoftheknownbrandsin
themarket.
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HISTORY

Lifebuoy-In1885WILLIAM HESKETH switchandhissiblingstarteda

littlemanufacturingplantinWarrington,England,wheretheyutilizedpalm
andvegetableoilratherthanfattocreatecleanser.Theprincipalcleanser
theydeliveredwascalleddaylightsoap,whichwasutilizedessentiallyfor
familycleaning.

Thebrandwentworldwidein1911andstarteddispersingtonations,for
example,theUS,Germany,Switzerland,andCanada.TheuniqueLifebuoy
cleanserwasmadeintheUKin1987whenthecreationandappropriation
washalted.ThebrandwasshortlyovertakenbyUNILEVERandisunderway
todaywithitsoperations.

Lifebuoycleanserisasyetdrivingbrandofcleanserinafew countries,
worldwide specifically in India and parts ofSouthern Asia.Unilever
producesawidescopeofitemsunderthelifebuoyumbrella,forexample,
bodywash,fluidcleanser,andskinbreakoutbattlingarrangements.

Dettol– Thebrandfirststartedinhospitalsover80yearsago,where

Dettolantisepticliquidwasfirstusedforthecleaninganddisinfectionof
skinduringsurgicalprocedures.AsatrustedbrandDettolwasalsousedto
protectmothersfrom illnessafterchildbirth.

DettolwaslaunchedinIndiain1933,andeversincehasbeenthegold
standardofprotection,Dettolhasbeenthetrustedpartnerofhealth,for
millionsofmothersacrossthecountry,toprotecttheirfamilybypreventing
illnessesandinfections.
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OBJECTIVESOFTHESTUDY

 TostudytheperceptionlevelofconsumerstowardsDettolandLifebuoy
antisepticsoapandsanitizer.

 TostudytheusagepatternoftheconsumerstowardsDettolandLifebuoysoap.

 TohavecomparativestudyofdifferentattributesofsanitizersofDettoland
Lifebuoy

LITERATUREREVIEW

Thehandplaysanimportantroleintransmissionofinfectiousagentsas
suggestedbysemmelweisparticularlywhenpeopleliveinclosecontact
witheachother.Thecontagiousagentscanbespreadthroughcontactin
schools,colleges.In closecontacttheinfectiousagentsarenotonly
transferredbyhandstohandbutalsoindirectlybylifelessobjectslikedoor
knobs,sittingaroundetc.In2007,astudywasconductedtoreview the
effectivenessofhandsanitizerinreducingtherespiratoryinfections.

Organizationsareusingbrandingasastrategytoolintoday’senvironment.
Thetraditionalroleforbrandsisalsoexperiencingrejuvenatedinterest.Itis
clearlyvisiblethattheIndianretailsectorconsistsofopportunitieswhich
canbetappednow.Currently,theIndianretailsectorisestimatedasa
US$200 billion industry,of which the organized retail makes up
3%.Howeveritisprojectedthatby2020,theorganizedretailsectorwill
reachaworthof$23billion.Butatthesametime,itistobekeptinmind
thatopportunitiesalsocarrysomechallengesalongwithit.Itisfearedthat
thissituationwillresultincommoditization.
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RESEARCHDESIGN

Successofanyformalresearchprojectisasoundresearchdesign.Agood
researchhascharacteristicslikeproblem satisfaction,researchobjectives,
developingtheresearchplan,sourcingdata,collectionofdata,analyzingof
data.

ResearchType:Descriptive

ResearchApproach:Qualitative&Quantitative

Population:DELHINCR

SampleFrame:TwodifferentsoaporsanitizerbuyersinDelhiNCR.

SampleSize:30differentsoaporsanitizerbuyersinDelhiNCR.

DATACOLLECTIONMETHOD
1.Primarydatawillbecollectedbystructuredquestionnaire,interview,and

observationmadeduringthevisitonfield.

2. Secondarydatawillbecollectedfrom theliteraturesurveyandinternet.

LIMITATIONS
TheonlylimitationinthissurveywasthatIcouldnotconductasurveyonabig
scale,duetothetimeconstraint.
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COMPETITORSSTRATEGY

DettolisoneofthemajorcompetitorsofLifebuoy,isthefirstbrandthat
comestomindwhenanyonementionsaboutReckittBenckiser.Dettolwas
launchedinIndiain1933asatreatmentforcutsandwounds.Foralmost
first50years,Dettolwaspresentonlyasanantisepticliquid.Whileit
starteditsjourneyasanantisepticliquid,ithasbeenextendedtonumber
ofproductcategoriesliketoiletsoaps,liquidhandwash,liquidbodywash,
shaving cream and plasterstrips.Dettol’s segmentation is based on
psychographic,geographic,socio economic and demographic.Due to
continuousresearchandrepositioning,Dettolsoap’ssharehasgrownto
7.7%.WhereasLifebuoywasabletoachieveamarketshareof18%inthe
bathsoapcategory.

Pointofparity(DettolandLifebuoy) Pointofdifference(Lifebuoy)

Antisepticproduct Focus on health at economic
pricingstrategy

Focusonfamilyandquality Strongsupplychainnetwork

Personalcareproduct Lifebuoy's unique formations and
anti-bacterialingredientsmakingit
doctorsdefaultpreference
Specificallytargetruralmarket

PRICESOFDETTOLANDLIFEBUOY

DETTOL PRICE LIFEBUOY PRICE
Dettoldeofresh
soap75grm

27 Lifebuoy deo
fresh75grm

10

Dettol soap
original125grm

51 Lifebuoy care
bath120grm

15

Dettolskin care
soap75grm

27 Lifebuoy skin
guard75grm

15
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Dettol soap
original75grm

32 Lifebuoytotal80
grm
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CONCEPTOFBRANDINGINTHEGENERALTERM

Abrandisasymbolcreatedbyamarketertorepresentacollectionof
informationaboutaproductorgroupofproducts.Itcarriesthereputation
ofaproductorcompany.Theimagewillhenceinfluencetheperceived
worthoftheproductandwillincreasethebrand'svaluetothecustomer,
leadingtobrandloyalty.Organizationsdevelopbrandsasawaytoattract
and keep customers bypromoting value,image,prestige,orlifestyle.
Anotherimportantfeature ofbrand is thatitmay reduce the risk
consumer’sfacewhenbuyingsomethingaboutwhichtheyhavelittleorno
knowledge.

HoweverBrandingshouldnotbeconsideredtheanswertoalltheproblems
whichbusinessfacestoday.Therearesubstantialnegativestobranding
thatmustbeconsidered.However,ifbrandingiscarriedoutcorrectly,the
advantagesoutweightheproblems.Agoodbrandwillgivethecustomer
valueforthedollarandgiveemployeesthesatisfactionandconfidencein
theirproducts.Strongbrandingcanalsoacceleratemarketawarenessand
acceptanceofnewproductsenteringthemarket.Hencefewelementsthat
needtobeconsideredwhileformulatingabrandingstrategyarementioned:
Thecurrentpositionofthecompanyanditscompetitorsinthemindsof
theconsumer.

1.Existingperceptionoftheproductcategorybythetargetaudience

2.Competitionfrom thesubstitutesoftheproduct

3.Themostattractiveproductattribute

4.Productdifferentials whetheractualorperceived by the target
audience
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5.Expectationsofthebuyers

6.Theprogramsandactivitiesinsupportofthecompany,financial
constraintsandbudgetconsideration.

RESULTANALYSIS

1)ONBASISOFGENDER

GENDER NO.OFRESPONDENT

MALE 15

FEMALE 15

TOTAL 30
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HENCETHEREARE

MALE=50%
FEMALES=50%

2)AGEGROUP

AGE N0.OFRESPONDENT

15-35 30

35-50 0

50-60 0

ABOVE60 0

TOTAL 30
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HENCETHEREAREALLPERSONSWHOBELONGTO15–35AGE
GROUP

3)WHICHSANITIZERDOYOUUSE?

BRAND NO.OFRESPONDENT

DETTOL 22

LIFEBUOY 8

TOTAL 30
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HENCEMORENO.OFPEOPLEPREFERDETTOLSANITIZEROVER
LIFEBUOY

4)WHICHSOAPDOYOUUSE?

BRAND NO.OFRESPONDENTS

DETTOL 18

LIFEBUOY 12

TOTAL 30
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HENCE THERE ARE MAJORITY USERS OF DETTOL SOAP,ONLY 40%
PEOPLEUSELIFEBUOY.

5)WHICHSANITIZERISMOREHYGIENIC?

BRAND NO.OFRESPONDENT

DETTOL 22

LIFEBUOY 8
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TOTAL 30

HENCEITISCLEARTHAT73%PEOPLEBELIEVETHATDETTOL
SANITIZERISMOREHYGIENIC.

6)WHYDOYOUUSEABOVESANITIZER?

DETTOL NO. OF
RESPONDENTS

LIFEBUOY NO. OF
RESPONDENTS

INFLUENCE
FROM

10 INFLUENCE
FROM

4
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ADVERTISEMENT ADVERTISEMENT

GERMS
PROTECTION

12 GERMS
PROTECTION

4

SELFCURE 0 SELFCURE 0

FROM THEABOVEANALYSISITISCLEARTHAT46% PEOPLE
USETHEABOVEBRAND BECAUSEOFADVERTISEMENT AND
54% PEOPLEUSETHEIRBRANDOFSANITIZERFORITSGERM
PROTECTIONQUALITY.

7)WHICHSANITIZERDOYOUTHINKISMOREECONOMIC?

BRAND NO.OFRESPONDENTS

DETTOL 5
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LIFEBUOY 25

MAJORITY OFPEOPLE THINK THAT LIFEBUOY SANITIZER IS
MOREECONOMICTHANTHATOFDETTOL.

8)WHICHSOAPFRAGRANCEDOYOULIKE?

BRAND NO.OFRESPONDENTS

DETTOL 13
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LIFEBUOY 17

HENCE56% OFPEOPLETEND TO LIKETHEFRAGRANCEOF
LIFEBUOY SOAP.WHILE 44% PEOPLE LIKE DETTOL SOAP
FRAGRANCE.

9)HOW MANYTIMESDOYOUWASHHANDSINADAY?
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NO.OFTIMES NO.OFRESPONDENT

0–4TIMES 7

5–9TIMES 10

10–14TIMES 13

HENCE43% PEOPLEWASHTHEIRHANDS10–14TIMESINA
DAY,WHICHISTHEHIGHEST.
WHEREAS33%PEOPLEWASHTHEIRHANDS5–9TIMESAND
23%PEOPLEWASHTHEIRHANDS0–4TIMES.

10) WILLTHETWOBRANDUSERSSWITCHONEANOTHER
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ONLY22%OFTHECURRENTDETTOLUSERSWOULD LIKETO
SWITCH TO LIFEBUOY,WHILE 62%OF THE LIFEBUOY USERS
WOULDLIKETOSWITCHTODETTOLINTHEFUTURE.

BRAND TOTALNO.OFUSERS USERSWHOWANTTO
SHIFT TO OTHER
BRAND

DETTOL 22 5

LIFEBUOY 8 3
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11) WhichBrandOffersMoreOptionsToItsCustomers?

BRAND NO.OFRESPONDENTS

DETTOL 16

LIFEBUOY 14

HENCEITISCLEAR THAT53%PEOPLEAGREETHATDETTOL
PROVIDESMOREOPTIONSINSOAPSANDSANITIZERS,WHILE
47% BELIEVESTHATLIFEBUOYPROVIDESTHEM WITH MORE
OPTIONS
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12) WHICHBRANDDOESMOREADVERTISEMENTS?

BRAND NO,OFRESPONDENTS

DETTOL 20

LIFEBUOY 10

MOST NUMBER OFPEOPLE THINK THAT DETTOLDO MORE
ADVERTISEMRNTSTHANLIFEBUOY
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13) WHICH BRAND ADVERTISEMENT IS MORE
PERSUASIVEOR ATTRACTIVE?

BRAND NO.OFRESPONDENT

DETTOL 18

LIFEBUOY 12

HENCE 60% OF PEOPLE THINK THAT ADVERTISEMENT OF
DETTOLAREMOREPERSUASIVEANDATTRACTIVE.
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14) WHICHPRODUCTISEASILYAVAILABLE?

BRAND NO.OFRESPONDENTS

DETTOL 15

LIFEBUOY 15

TOTAL 30

HENCEONTHEBASISOFAVAILABILITYBOTHTHEBRANDSARE
EUALLYRATEDBYTHECUSTOMERS.
DETTOL=50%
LIFEBUOY=50%
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15) WHICH PRODUCT OFFERS BETTER GERM
PROTECTION?

BRAND NO.OFRESPONDENTS

DETTOL 16

LIFEBUOY 14

TOTAL 30

HENCE53% PEOPLEBELIEVETHATDETTOLOFFERSBETTER
GERM PROTECTIONTOITSUSERS,WHILE47%PEOPLEBELIEVE
THATLIFEBUOYOFFERSBETTERGERM PROTECTION.
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16) ARE YOU SATISFIED WITH THE BRAND YOU ARE
USING?

BRANDUSERS SATISFIED NOTSATISFIED

DETTOL 22 0

LIFEBUOY 6 2

HENCE 100% OF THE DETTOL USERS ARE SATISFIED WITH
THEIRPRODUCT.
WHEREAS75% OFTHELIFEBUOYUSERSARESATISFIEDWITH
THEIRPRODUCTWHILE25%ARENOTSATISFIED.
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17) HOW OFTENDOYOUBUYHANDSANITIZERORSOAP
ANDHOW MANYDOYOUBUYDURINGEACHPURCHASE?

DURATION NO.OFRESPONDENTS

ONCEINAMONTH 10

TWICEAMONTH 2

AFTEREACHUSE 18

HENCE33%OFTHEPEOPLEBUYSOAPONCEAMONTH,AND7
%OFTHEPEOPLEBUYSOAPTWICEINAMONTHBUT60%OF

THEPEOPLEBUYSOAPAFTEREACHUSE
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18) ISHAND HYGIENEREALLYNECESSSARYIN DAYTO
DAYLIFE?

ISITNECESSARY? NO.OFRESPONDENTS

STRONGLYAGREE 28

AGREE 2

DISAGREE 0

HENCE93% OFTHEPEOPLETHINK THATHAND HYGIENEIS
REALLY NECESSARY IN DAY TO DAY LIFE,WHILE 7% JUST
AGREETOIt.



32

FINDINGS

CUSTOMERSABOUTTHEIRBRANDS:

 Itisobservedfrom theanalysisofboththebrandcustomersabout
theirpreferencesofsoapsandsanitizersthatDettolismostused
brandbyalargeno.ofpeopleandpeoplechooseLifebuoyastheir
defaultpreferenceafterDettol.

 Howeverwhenaskedabouttheeconomiccostofboththebrands,
83%ofpeoplebelievethatLifebuoyismuchcheaperthanDettol.

 MajorityofpeoplefoundthatadvertisementsofDettolarewaymore
persuasiveandattractivethanLifebuoy.

 ThefragranceofLifebuoyislikedby56%ofthepeople,
While53%ofpeoplethinkthatDettoloffersbettergermsprotection
thanlifebuoy.

 Onthebasisofavailabilityboththebrandsareequallyratedby
respondents.

 Wide numberofoptions are provided by Dettolbrand to its
customersascomparedtoLifebuoy.Also95%ofthepeoplebelieve
thathandhygieneisreallynecessaryindaytodaylife.

 Boththebrandsarerecognizedbypeoplethroughtheiroldandhighly
populartaglines.

DETTOL–BE100%SURE.
LIFEBUOY-AAJLIFEBUOYSENHAYAKYA?
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SUGGESTIONSANDRECOMMENDATIONS

ThisreportgivesacompleteofthehandcleanlinessadvertiseinIndia.
Generallytheregularstrategiesincorporatewashinghandswithsoil,debris
andwater,yetthesetechniqueswerenotdemonstratedastheyjustclean
thehandsyettheydidnotsanitizethem.Withinfluencingtimeindividuals
began utilizing the cleansers forwashing hands,howeverthey were
additionallynotsterilebecauseoftheincessantcontacting.Inadditionwas
likewiseconfrontingtheflare–upsoftransmittablemaladies,forexample,
smallpox,swineflu,Ebolavirusandtheongoingcoronavirus.

Itbecame importantto keep ourwellbeing and cleanliness to beat
infections.Henceforththeneedofhandcleanlinessitems,forexample,
fluidhandwash,andsanitizersdevelopedintheadvancedworld.Thehand
sanitizerscomesindifferentstructures,forexample,fluidgel,spray,and
foam based.Theyarelikewiseavailableinnon–alcoholbasedornatural
herbalbased forthe individuals who are concious aboutthe unsafe
synthetics

IMPLEMENTINGMEASURES

Whiletheworldwidepatternwilldrivethemarket,theendeavorsfrom the
IndianGovernment,forexample,SwatchBharatAbhiyan,SwasthaBharat
andsoonwillurgetheindividualstoutilizehandcleanlinessitems.The
Indian hand cleanliness advertise is required to arrive at2159 cores
constantlywithin2025enrollinganaggravatedyearlygrowthof9%.

BothDettolandLifebuoywiththecompaniesofRECKITTBENCKISERand
HINDUSTANUNILEVERLIMITEDarethetoptwobrandsofhandhygienein
Indiacurrently.
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CONCLUSION

Theresearchofmyprojecthasbeenconductedtoknowthelikingpattern
ofthetwodifferentproductsofDettolandLifeboy.Itisobservedthat
overallpeoplepreferDettolratherthanLifeboy.Itisconcludedthatmostly
peoplepreferto buyDettolbecauseofitsingredients,packaging and
performance.
Keepingourhandsliberatedfrom destructivegerms,microorganismsand
infectionsareoneofthemostsignificantworriesintoday’scondition
aroundus.Dettolliquidhandwashandsanitizeristhemostandspecialist
suggested product,thatisimproved with aconfided in germ security
equation to keep ourhandshygienicfora long period.Itisstrongly
suggestedbytheINDIANCLINICALAFFILIATION.

Itisthusconcludedthatmostlypeoplerefertobuybigbackoftheirlong
timeusageproductandsomeofthem goforsimilarsubstitutes.
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