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Abstract 
A final good or consumer good is a final product ready for sale that is used by the consumer to satisfy current wants or needs, unlike a 
intermediate goods, which is used to produce other goods. A microwave oven or a bicycle is a final good, but the parts purchased to manufacture 
them are intermediate goods The Fast Moving Consumer Goods (FMCG) sector is the key contributor of the Indian economy. This fourth largest 
sector of Indian economy provides employment to around 3 million people which accounts for approximately 5% of the total factory 
employment in the country. These products are daily consumed by each and every strata of the society irrespective of social class, income group, 
age group etc. FMCG sector is more lucrative because of low penetration levels, well established distribution network, low operating cost, lower 
per capita consumption, large consumer base and simple manufacturing processes for most of products resulting in fairly low capital 
investments. 
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1. Introduction 
The industry is highly competitive due to presence of 
multinational companies, domestic companies and 
unorganized sector. A major portion of the market is captured 
by unorganized players selling unbranded and unpackaged 
products. More than 50 per cent of the total revenues of 
FMCG companies come from products worth Rs 10 or less1. 
This has made the proliferation of localized brands which are 
offered in loose form in small towns and rural part where 
brand awareness is low. In last 10 years domestic players are 
giving tough competition to multinationals; infact they have 
outstripped many MNCs in growth and market cap. Between 
2005-2014 the profit of domestic companies increased by 
24% against 14% increase of multinational companies. The 
meaning and importance of marketing to a business concern is 
discussed in this introduction chapter. Of few definitions of 
marketing in the process, the functions of marketing and 
marketing management were been listed out and explain. The 
different business philosophies or orientations, such as 
production orientation, product orientation, sales orientation 
and finally market orientation or the modern marketing 
concept were examined. The study of this nature would 
require a proper grounding of the fundamental concepts in 
these areas-the meaning and definition, the functions and the 
business philosophy. The genesis of the problem, the 
problem, the objectives of the study and the tasks involved in 
pursuing the objectives will be discussed next. The likely 
limitations the study may encounter will be presented briefly. 
The chapter will be concluded with description of the chapter 
scheme of the dissertation. The functions of marketing and 

market management were listed out and explained. Marketing 
as a function in its modern form dawned on the western world 
in early twentieth century. However, it took a long time to 
make its appearance in country like India. India reeled under 
shortages, demand surpassing supply often for several goods. 
Barring certain products and goods used in the households 
such as soaps, salt, grocery items etc. many industrially 
manufactured products were virtually being imported from 
outside during the British era and a little after that and there 
was not much scope for the domestic industry to grow. We, 
Indians, remained mostly exporters of raw materials and 
importers of finished goods.  
 
2. Review of Literature 
• Ramaseshan et al (2013) held a study employing an 

integrated approach to investigate the influence of 
external business environment, strategy formulation, 
validity of marketing strategy and strategy 
implementation on performance. They found that while 
technological change and market competition negatively 
influence the credibility of the strategy, market 
attractiveness has a positive influence upon the viability 
of strategy employed. They also found that market 
competition has a positive influence upon the 
involvement of the marketing manager in terms of 
strategy making. The presence of an innovative culture is 
strongly required in executing strategic plan. Their study 
also showed that the involvement of marketing managers 
in strategy making, which is strongly supported by 
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innovative culture, generates their commitment to the 
strategy, which positively influences strategy viability.  

• Kumar et al (2013) observed that some firms succeed in 
their attempts to achieve business goals in emerging 
economies whereas others fail. The authors conducted a 
qualitative study to understand this phenomenon. They 
interviewed 42 managers of multi-national companies 
from the United States, Canada, Europe, Asia and 
Australia. They proposed a conceptual framework on the 
basis of the insights they gained in the interviews. They 
identified some possible factors that would drive the 
creation of both a profitable and a loyal customer base in 
the emerging economies. The influencing factors are 
categorized as customer-specific variables, marketing 
mix variables, and firm-specific variables. They made 
some advanced research propositions on the basis of 
these factors. One of the observations they made on the 
basis of their study is that multi-national companies 
monitor the suggested factors and assess a degree of 
comfort before formulating strategies in the emerging 
economies. This focuses on the need for sound marketing 
research in strategy formulation.  

• The study held by Katsikeas et al. (2006) addressed a 
long standing debate in the literature regarding the 
appropriateness and performance consequences of 
marketing strategy standardization vs. adaptation. 
Literature often represents the headquarters’ view point 
and broadly assesses the antecedents of standardization or 
adaptation across widely varying markets. Using strategic 
fit as the theoretical platform for analysis, their study 
investigated international marketing strategy for a 
specific product or line within subsidiaries of the U.S., 
Japanese and German multi-national corporations 
operating in the U.K. Their results indicate that degree of 
strategy standardization is significantly related to 
similarity between markets with respect to regulatory 
environments, technological intensity and velocity, 
customs and traditions, customer characteristics, a 
product’s stage in the life cycle, and competitive 
intensity. On the critical question of performance 
consequences, their findings suggest that superior 
performance results from strategy standardization only to 
the extent that there is a fit or co-alignment between the 
environmental context and its international marketing 
strategy choice.  

• Maidonado et al (2012) delved into the co-operation 
among SMEs in Mexico and said that it is a good 
marketing strategy that is characterized by growth in a 
market which is in the process of globalization and 
competitiveness. According to them, the co-operation 
accrues greater benefits to SMEs than they could achieve 
by working individually, since it facilitates the 
interchange of experience, information and knowledge 
among workers. Their data showed reduction in 
purchasing costs, financial performance and innovation 
and have a significant positive influence as a result of co-
operation between different organizations. Civic (2013) 
analyzed the quality of strategic marketing planning of 
the trading companies of Bosnia and Herzegovina. He 
used discriminant analysis for this purpose. He 
established among other things that the marketing 
management of the trading companies does not create 
marketing strategies on a formalized and systematic 
basis. He has also established through his study that the 
possibility for improving business profitability; and 

timely perception of the occurrence of unexpected 
business processes are the two determinants that have a 
strongest effect on marketing managers.  

• Moise (2011) says that an enterprise activity orientation 
in marketing vision imposes, as a must, to utilize a set of 
strategic instruments that are the subject of an extremely 
valuable concept known under the name of strategic 
marketing. In its most general form it reflects the 
utilization of a management system based on marketing 
strategies for the events marketing. After the 
identification of target audience, next step is represented 
by the way in which the event positions itself in the mind 
of the consumer.  

• Defang et al (2013) examined whether it pays to integrate 
sustainability into business processes. By employing 
resource based view and market based assets they 
examined the effect of environmental marketing strategy 
on market based assets. By using survey data collected 
from chief executive officers of publicly listed firms in 
China, they found that an environmental marketing 
strategy contributes to the increase in relational and 
intellectual market based assets, which in turn contributes 
to better firm performance. Strategic productivity 
positively moderates the effect of the environmental 
marketing strategy on relational market based assets.  

• Avinash and Raviprit (2009) used a qualitative research 
design with the grounded theory method to explore the 
multi-faceted nature of sales buy-in, i.e. the sales 
function’s belief that marketers’ proposed strategy is 
appropriate and has merit. Based on 49 in-depth 
interviews with sales and marketing professionals, the 
findings indicate that obtaining sales buy-in consists of 
four key components: 
1. Objectivity and rational persuasion, 
2. Sensitivity and responsiveness to reality, 
3. Involvement in strategy creation, and 
4. Positioning for success. 
 
Their findings also show that three organizational level 
factors play an important role in determining sales buy-
in: 
1. Eliminating inter-functional walls, 
2. Bridging the cultural divide between sales and 

marketing, and 
3. Developing inter-functional relationships. 
 
They further maintain that sales buy-in depends on two 
conditions-hierarchy and strategy absorption time. Helen 
and Adam (2013) in their conceptual article examined the 
relationship between marketing and sustainability 
through the duel lenses of anthropocentric and eco-
centric epistemology. Using the current anthropocentric 
epistemology and its associated dominant social 
paradigm, corporate ecological sustainability in 
commercial practice and business school research and 
teaching is difficult to achieve, they aver. However, 
adopting an eco-centric epistemology enables the 
development of an alternative business and marketing 
approach that places equal importance on nature, the 
planet and ecological sustainability as the source of 
human and other species’ well-being. The article 
examined eco-centric, transformational business and 
marketing strategies epistemologically, conceptually and 
practically and thereby proposes six eco-centric, 
transformational, strategic marketing universal premises 
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as part of a vision of and solution to current global un-
sustainability.  

• Avichal (2012) had high-lighted the concept of ‘speed-
marketing’. He says that most academic studies deal with 
the problem of accelerating the time necessary to develop 
new products in order to gain a ‘time-to-market’ 
advantage. Non-academic papers mainly discuss how to 
cut the time required in developing digital marketing 
strategies. But according to him speed-marketing is much 
more than a time reduction tool. On the contrary, speed-
marketing is a systematic decision making process that 
attempts to deal with unexpected (positive or negative) 
marketing events that can affect the livelihood of a 
company. He proposed a six-step process that can 
provide marketing managers with the tools for operating 
methodically and efficiently under pressure and in 
sometimes chaotic situations in order to solve problems 
and exploit opportunities.  

 
3. Statement of the Problem 
To examine whether the Indian business is trying at least to 
replicate what is being done by the modern business as 
reported in the theory developed based on the Western 
practices, if not innovate anything all by themselves, if not, to 
find out the gaps in the marketing practices of the Indian 
business and offer suggestions for improvement. An attempt 
will be made to see whether there are any glaring differences 
in the marketing practices of companies marketing durables, 
semi-durables, non-durables and services from a theoretical 
and practical stand point. 
 
4. Research Gap 
The most important task is to scan through the theory to cull 
out best marketing practices of the similar business units 
either in the Indian context or in Western companies. This 
will be mostly done by literature review and by talking to 
experts in the field and examining other secondary sources. 
Executives of select durable and non-durable business units 
will be talked to, to know what all marketing practices they 
are adopting are and to what extent they keep the customers’ 
interests in mind while marketing their products. Discussions 
will be held to find out as to what extent their decision 
making is informed one and whether they base their decisions 
on any data collected formally or informally A few consumers 
also will be interviewed to probe into different purchase 
experiences, both good ones and bad ones. Probe will be 
conducted into companies to know whether they are clear 
about the segments they are serving and whether any 
differential strategies are followed to serve these specific 
segments and do these strategies match the segments they are 
serving. It has to be seen whether the demographic 
characteristics of the executives make any difference in the 
marketing practices they adopt while marketing their 
products. 

5. Objectives of the Study 
• To understand the concept of FMCG Products in India 
• To study the growth of Indian FMCG sector  
• To Examine Role of Service Marketing practices in India 

related to FMGC Products 
 
6. Research Methodology 
Sources of Data: The secondary data were obtained from the 
annual reports of the ten public sector banks. Additional data 
for analysis and verification were sourced from 
ww.moneycontrol.com. The data were subjected to certain 
fundamental mathematical operations such as computing the 
ratios, before being used for the analysis. 
 
7. Limitations of the Study 
• The study will be conducted both in Hyderabad and 

Kurnool, the places which are frequented by the 
researcher.  

• To that extent, the sample may not represent the entire 
business Diaspora of the country. The samples may be 
predominantly convenience samples, not involving a 
broad spectrum of business units. Time and costs are two 
big constraints for the study.  

• The study is at best a blanket survey of the marketing 
functions.  

• It is because companies being highly secretive may not 
disclose the specific strategies they have been adopting.  

 
8. Result and Discussion 
FMCG product touches every aspects of human life. These 
products are frequently consumed by all sections of the 
society and a considerable portion of their income is spent on 
these goods. Apart from this, the sector is one of the 
important contributors of the Indian economy. This sector has 
shown an extraordinary growth over past few years, in fact it 
has registered growth during recession period also. The future 
for FMCG sector is very promising due to its inherent 
capacity and favorable changes in the environment. This 
paper discusses on verview of the sector, its critical analysis 
and future prospectus. 
The Indian Fast Moving Consumer Goods (FMCG) industry 
began to shape during the last fifty odd years. The growth of 
FMCG industry was not significant between 1950’s to the 
80’s. The FMCG industry previously was not attractive from 
investor’s point of view due to low purchasing power and the 
government’s favoring of the small-scale sector. 
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Fig 1: Insight Validation 
 

Analysis of FMCG Sector 
• Tax Structure: Complicated tax structure, high in direct 

tax and changing tax policies are challenges for this 
sector. 

• Infrastructure Issues: Performance of FMCG sector is 
very much dependent on government spending on 
Agricultural, Power, and Transportation Infrastructure. 

• Regulatory Constraints: Multiplicity permits and 
licenses for various states, prevailing outdated labor laws, 
and cumbersome and lengthy export procedures are 
major constraints. 

• Policy Framework: FDI into Retail sector (single-brand 
& multi-brand retail), License rules in setting up of 
Industry, Changes in Statutory Minimum Price of 
commodities are barriers for growth of this sector. 

 
Growth of FMCG Sector 

The FMCG (Fast Moving Consumer Goods) or Consumer 
Packed Goods (CPG) industry represents one of the largest 
industries worldwide. As per a study, the FMCG industry is 
well positioned to register a growth of $310. 5 bn between 
2022 and 2026, primarily driven by the rising consumption of 
ready-to-eat food products. FMCGs are sold in large 
quantities, so they are considered a reliable source of revenue. 
This high volume of sales also offsets the low profit margins 
on individual sales as well. As investments, FMCG stocks 
generally promise low growth but are safe bets with 
predictable margins, stable returns, and regular dividends.  
FMCGs have a short shelf life because of high consumer 
demand (e.g., soft drinks and confections) or because they are 
perishable (e.g., meat, dairy products, and baked goods). 
These goods are purchased frequently, are consumed rapidly, 
are priced low, and are sold in large quantities. They also 
have a high turnover when they're on the shelf at the store. 

 

 
 

Fig 2: Indian FMGC Market-2020-2027
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Understanding Fast-Moving Consumer Goods (FMCG) 
Consumer goods are products purchased for consumption by 
the average consumer. They are divided into three different 
categories: durable goods, nondurable goods, and services. 
Durable goods have a shelf life of three years or more while 
nondurable goods have a shelf life of less than one year. Fast-
moving consumer goods are the largest segment of consumer 

goods. They fall into the nondurable category, as they are 
consumed immediately and have a short shelf life. 
Nearly everyone in the world uses fast-moving consumer 
goods (FMCG) every day. They are the small-scale consumer 
purchases we make at the produce stand, grocery store, 
supermarket, and warehouse outlet. Examples include milk, 
gum, fruit and vegetables, toilet paper, soda, beer, and over-
the-counter drugs like aspirin. 

 

 
 

Fig 3: Price Analysis 
 

Types of Fast-Moving Consumer Goods 
• Processed foods: Cheese products, cereals, and boxed 

pasta 
• Prepared meals: Ready-to-eat meals 
• Beverages: Bottled water, energy drinks, and juices 
• Baked goods: Cookies, croissants, and bagels 
• Fresh foods, frozen foods, and dry goods: Fruits, 

vegetables, frozen peas and carrots, and raisins and nuts 

• Medicines: Aspirin, pain relievers, and other medication 
that can be purchased without a prescription 

• Cleaning products: Baking soda, oven cleaner, and 
window and glass cleaner 

• Cosmetics and toiletries: Hair care products, congealers, 
toothpaste, and soap 

• Office supplies: Pens, pencils, and markers 

 

 
 

Fig 4: SOWT Analysis of FMGC 
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FMCG organizations are hoping to put resources into energy 
productive plants to profit the general public and lower cost in 
the long haul. Dabur had plans to contribute Rs 250-300 crore 
(US$ 38.79-46.55 million) in FY19 for limit extension and 
potential acquisitions in the homegrown market. 
 
9. Conclusion of the Study 
The sector saw sound FDI inflow of US$ 16.28 billion during 
April 2000-March 2020. Investment goals identified with 
FMCG sector emerging from paper mash, sugar, 
fermentation, food handling, vegetable oils and vanaspati, 
cleansers, beautifiers, and toiletries businesses worth Rs 
19,846 crore (US$ 2.84 billion) was implemented until 
December 2019. Developing mindfulness, simpler access, and 
changing way of life are the key development drivers for the 
consumer market. The attention on farming, MSMEs, 
training, medical care, framework and expense discount under 
Union Budget 2019-20 was required to legitimately affect the 
FMCG sector. Activities attempted to expand the extra cash in 
the possession of average person, particularly from country 
regions, will be gainful for the sector. Culture is a much 
bigger term than market orientation and marketing research. 
Culture is built up over a longer period and much more 
enduring than orientation or research. After having failed to 
find any positive results in terms of marketing orientation and 
marketing research, it is needless to see whether the 
organizations satisfy us in terms of their marketing culture. 
Still, for what it is worth is examined too. The situation 
almost replicates the findings as in the case of marketing 
research, except that the durables average is more 
representative than any other average with a co-efficient of 
variation of 0.23, while the non-durables has a higher average 
score of 3.8. One plausible explanation for this phenomenon 
of non-durables posting a higher average could be because 
these firms are in day-to-day touch with the consumers. So 
they are able to partly reflect the aspirations of the firms and 
so there is a change in the marketing culture.  
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