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Abstract

India has witnessed significant growth and
transformation in the recent years not only in the
urban but also in rural areas however changing
consumer preferences and taste play a key
challenges before the domestic firms private final
consumption expenditure, gross domestic capital
formation, infrastructure devel opment, ur banization
smart city project are provide positive economic
environment for FMCG sector development. The
purpose of the study is to identify the tools and
technology in the country SMOT analysis due to
new economic policy domestic firms are facing
challenges regarding competition, regulatory
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I ntroduction

Fast moving consumabl e goodsincl udesthose offeringswhich are having short span of lifeand lesstime
to consumeand high frequency of buying and selling on the other hand in the contaxt of suppliersit haslow
price, low margineand high salevolume. FMCG with an estimated size of Rs. 1,300 billion. The sector has
seen tremendousaverage annual growth of about 11% per annum over thelast decade. Thelarge percentage
of which around 9 million are kirana stores. India FMCG sectors’ and low operational cost. India’s FMCG
market valued at 110 Billion US$in 2020, compared to 2012 Market size of FM CG expected to grow to
over 615 billion $. The onlinemarket size (FMCG) in the consumer sector estimated to beover 10billion $
SV $in2023. During coranaviruspandemicin March 2020 online shopping turned into amore relevant
dternativefor offline FM CG purchase.

SWOT Analysis of FMCG Sector in India

Srength
»  Growingdemand; market sizein Indian FMCG sector at usdollar 307.2 billionin 2020.
»  Advertisingthrough digitd toolsgrew toreach usdollar 9.92 billionin 2020.

> Policy support central Government focus on rural infrastructure, connectivity and mobility to create
longtermjob.

»  Total revenueof FMCG market isaccepted to grow at CAGR of 27.9% through 2021-27.
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Weakness
> Lower scopeof investingin technology and achieving Economiesof scale, especialy insmall sectors.
> Lowexportlevels.

Opportunities

>  Entrepreneursarefacilitated in startupsinthefood related FM CG industry dueto huge possibility of
growth.

» Onlineor digita platform are exploring theword as one market and even local market speciaization
areprovided opportunitiesin theworld dueto geographical identification.

Threats
> Afterliberdization global quaity productsof MNCsare creating challenges.
»  Taxation policiesand regulatory structure.

»  Fast moving consumer good (FMCG) — or Consumer Packaged goods (CPG) are products that are
consumed quickly over ashorter period of time. Examplesinclude non-durable goodssuch asgrocery
items, soft drinks, dairy productsand toiletries.

Review of Literature

Of late there has been some special research on rural artsand culture linking it with the business
environment inwhich therural marketsoperate. Henceinitially few reviewsfocuson rura culturefroma
perspective of understanding marketing dynamicsof rura economy:

Johnson, et.al (2019) stated that thisreview of the scholarly and applied literaturewas undertaken
with 2 goals. Weidentified how the cultureartsand, innovation and entrepreneurship inrural and urban area.

Wojan and Nichols(2018) reported theresults of an analysisutilizing anew and novel datasource,
the 2014 Rura Establishment Innovation Survey (REIS). the economic performance of theregion. Keliher,
et al. (2018)inMicrofirmstherura communitiesin foreign sector for insface Canada, irland and theusthe
roleof trustisplayingsignificant role,

TheNational Endowment for theArts(Wojan and Nichols2018; Nicholset al. 2017)studied
innovationsin perfrming artsand uncovering the significant differnecesunder rura and urban portion.

Initsrecent report on rural arts, theNEA (2017a) reported that “while 36% of rural arts/cultural
organizations say they give ‘a lot of civic leadership their communities, only 24% of urban arts/cultural
organizations give that self- reported level of community support” (p. 2) Research is required to see if and
how thiscivicleadership leadstolarger socid innovationinrurad communities.

Acikgoz (2018) stated that deciding ontheright productsto offer to thetarget market isademanding
and crucial task that requires comprehension and knowledge into the customer’s needs, wants and demands.
Thudy, the continuous devel opment of new product strategies can beasignificant determinant of sustained
company performance. Product Srategiesind ude gpart from product mix decisionsproduct life-cyclesrategies
& market introduction of new-product developments (NPD). Since product strategiesare abasic part of
companies marketing mix, there has been attempted alot of conceptual and empirical researchto recognize
theproper product strategiesfor critical successof industrial products. This paper andysesthe discoveriesof
empirical work into the strategies developed for and by industria FM CG companiesfor their products. Itis
the primetarget of thiswork to condense the most significant discoveriesin acompact and structured way
and dsotogivetheoretica indght asto how these product Strategiesare arranged i mplemented and controll ed.

Chakraborty et.al (2015)studied that FM CG sector inindiawith market share of 13.1 billion and
Indias FM CG sector reached asfourth largest sector.Significant fact isthat rura Indiawith morethan 70 per
cent share of thetotal Indian popul ace has devel oped asthe most significant FM CG market. During thelast
2 decades, deregul ation, globalization and liberali zation measures approved by the centrad Government have
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made aworldview changein the FM CG sector. In addition, the expanding presence of MNCsinthelndian
market has constrained the exi sting domestic companiesinthe FM CG sector toreorient ther financid strategies
so asto endure. Against thisbackdrop, the present investi gati on seeksto measure the changing status of the
overdl financial performance of sixteen selected companiesin the Indian FM CG sector during the period
1993-94 to 2012-13. The paper is sorted out asfollowsit reviews the existing literature relating to the
financia performance of Indian FM CG sector, trailed by adepiction of the objectives and the methodol ogy
adopted to pursuethem In thisway, the discoveries of the study are discussed, and lastly, theconclusionis
offered.

Qasim, et al (2015) stated that the aim of this research work is to study the consumers attitude
towardsNonAlcoholic Beverages. Thedatafor theinvestigation hasbeen gathered by performing face-to-
faceinterview with therespondentswith thehel p of questionnaire Thisstudy gathers datafrom 400 consumers
across Delhi NCR This study is begun with objectives of examining socio-economic background of
respondents, ingpecting thefactorsinfluencing consumer preferencestowards sel ected FM CG productsthat
areNon- Alcoholic Beverages, checking the degree of satisfaction of consumersand knowing expectancy of
the consumers Thisinvestigation uncoversthat consumer preferencesare generaly influenced by age, place,
sex, product, price, psychologicd, availability, peopleand brand influences.

Malhotra (2014) It isimperativeto concentrate on how to improvebrand valuefor thecustomersas
many brands are accessiblefor the same categories of products. Another areafocussed in the paper ishow
recess oninfluencesthe demand for fast moving Consumer Goodsand what arethe causesfor these changes.
In such acircumstance, it becomesnecessary for the producers or the compani esto expand theinvestments
inthesebrandsand items so that consumers are attracted towards them..

Agarwal (2014) suggested that consumer behaviour researchisthe scientific investigationsof the
processes consumersuseto select, secure, utilize and dispose of productsand servicesthat fulfill their needs
Firms can satisfy those requirements only to the extent they comprehend their customers. Thediscoveries
affirm the componentsimpacting consumer buying behaviour for tooth paste brands accessibleinthe market.

Per spective of FMCG
From the Consumers’ Perspective

»  Frequent purchase or Daily consumed products.
»  Low involvement in choos ng the product item (except in case of loyalty regarding brand)
» Lowprice.

From the Marketers’ Angle

»  Highvolumes
Low contribution margins.
Extengvedistribution networks.
High stock turnover.

As per astudy conducted by Booz & Company, FM CG sector is expected to grow in the range of
12% to 17% up to 2020 and could touch a market size between Rs. 4,000 to Rs.6,200 billion by
2020.

Conclusions

FMCG sector inindiahasgreat potentid to grow and Government initiativeswith economic policy and
other legidative supports providesaplatform for devel opment astota revenue enhanced to 27.19% on the
other handindian firmshaveto competewith challengeslikeliberdization in theeconomy and competingwith
global firms. Patanjali, dabur, HUL , P& G ITC are playing key rolein Indian market.
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The gap between urban and rural market are narrowing down as urban growth what are you doing
stand at 6.8% and rural sector followsat 5.8% in 2020.

Itisvery important to know that thereis contrast trend asfound s ow down in volumegrowthin urban
market ascompared to rural growth.

Non food category in FM CG show significant increasein growth with 8.7%, however food sector in
FMCG hasonly 3.8% growth.

FM CG sector emphasi zing theindustries adopting and enduring significance.
Therewasamacro model communications processfollowed which consstsof 9 dementswhereDove

(sender) knew what target audiencesit wanted themessageto bedecoded. It used dl the possiblecommunication
toolslikemedia, noise, Advertisements, publicrelaionsetc. in order to makethiscommunication effective. It
hasbeen noted that theinternet ishaving ahugeimpact on the marketing communi cationsprogramsof companies.
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