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ABSTRACT

The Fast Moving Consumer Goods (FMCG) sector iskine contributor to the Indian economy. This fburt
largest sector of Indian economy provides employrmearound 3 million people which accounts for eppmately 5% of
the total factory employment in the country. Thesslucts are daily consumed by each and everywstraif the society
irrespective of social class, income group, ageugroetc. FMCG sector is more lucrative becauseowf penetration
levels, well-established distribution network, loperating cost, lower per capita consumption, laogasumer base and

simple manufacturing processes for most of the yetsdresulting in fairly low capital investments.
KEYWORDS: Social Class, Income Group, Age Group, Low Capitaéstments

INTRODUCTION

The industry is highly competitive due to the prese of multinational companies, domestic comparaes]
unorganized sector. A major portion of the marketaptured by unorganized players selling unbraraedunpackaged
products. More than 50 per cent of the total reesmf FMCG companies come from products worth Rerll@ss1. This
has made the proliferation of localized brands Whace offered in loose form in small towns and thel part where
brand awareness is low. In the last 10 years, dien@ayers are giving tough competition to multinaals; in fact they
have outstripped many MNCs in growth and market &giween 2005- 2014 the profit of domestic compsumcreased

by 24% against 14% increase for multinational canigs.
OBJECTIVES

* To understand the concept of FMCG

» To present an overview of Indian FMCG sector

METHODOLOGY

The research design is used for conducting thdystlihe objective of this study is to provide aeboverview of
the sector and critically analyze it. The study@&sed on secondary data which is collected frorsigheeports, books,

journals, periodicals and newspapers.
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SWOT Analysis
Strengths

e Low operational costs: One of the important strergdtthis sector is low operational cost.

» Presence of established distribution networks ithbarban and rural areas. A well established andewi

distribution network of both MNC and Indian FMCGngpanies increased access for consumers.

» Presence of well-known FMCG brands: The Presens#rofig brands in the Indian FMCG sector not oabkuits

in increased sales but also provides an opportimitye future.
Weakness
» Low scope for investing in technologies and aclmgveconomies of scale, especially in small sectors.

e “Me- too products, which illegally mimic the labeté established brands. These products narrow dbpesof

FMCG products in rural and semi-urban markets.

» Less innovative abilities and systems: the IndidiCIe sector, especially small players are laggingirm in

adopting innovative approaches for fulfilling needshe consumers.
Opportunities

» Untapped rural market, changing lifestyle: An umpiag, huge and fragmented rural market is an oppibytéor

FMCG players. The Penetration level for many FMGGdpict categories is very low, especially in theatarea.

e < Rising income levels, i.e. increase in purchagioger of consumers: According to Mckinesy Globatitute
report, in next two decades income level of Indiansumer will almost triple and India will becomend’s fifth
— largest consumer market by 202510.India’s miditss size will increase to 583 million, or 41% thé
population. Extreme rural poverty has declined ff@4#6 in 1985 to 61% in 2005 and is projected tpdm26%

by 2025. This will result in the increased purchggpower of Indian consumer.
Threats

» Large domestic market with more population of medige 25 years: India has a large young populdiié8s of

Indians are under 25 years of age. A rising pradegtopulation fuels growth and drives personalstmnption

« High consumer goods spending: The rising inconressiting in high spending into consumer goods.oiding
to a Nielsen report, the spending on consumer gset® triple to $ 5 billion by 201511.

» Export potential to neighboring countries like Biagsh, Pakistan, Srilanka.

« The entry of MNCs with liberalization: In the pd#ieralization era Indian market has become highly

competitive. Many multinational companies have mtténto the Indian market.
e The removal of import restrictions resulted in thplacement of domestic brands.
* Rural demand is cyclical in nature and also depepd® monsoon to a large extent.

e Complicated, changing and uneven tax structur@ésad the major threats for the FMCG sector.
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» New packaging norms made mandatory for all comataiesell products in standard size packs.
FINDINGS & DISCUSSION

Indian FMCG sector has almost tripled in the ldestade, much faster than the past decades. Evémein
meltdown years of FY 2008 and FY 2009, the FMCGusidy witnessed sustained growth rates of 14% atfb 1
respectively this sector was relatively recessimnfi2. This growth in the FMCG sector is due tarmrease in demand,

developments in the supply side and favorable aemimgGovernment Policy.
CONCLUSIONS

Today, Fast Moving consumers goods have becomategral part of human life. This sector is recasgoof
and created huge employment opportunity in Indémcle becoming one of the key pillars of the Indidaanomy. FMCG
companies should encash opportunities like incngasonsumer income, changing consumer lifestylgjriag rural
consumer, consistent economic growth by utilizingit strengths. The competition from the unorgediizector can be
overcome by increasing brand awareness and by ireggost through sharing resources such as disiwitbunetwork.
Favorable developments happening in demand sigglysside and systematic drivers shows that thisosenas a very

bright future.
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