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Rural consumption
boost for FMCG cos
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Mumbai: Noodles, macaronis
and soft-drinks made rapid n-
roads into the rural markeis
driving up growth n the fast
moving consumer  goods
(FMCG) indusiry — 10% by
volume and 12% by value—in
the first ten months of 2011,
The consumption story for
maost partof last vear dispel led
slovwd own fears as Indian ro-
ral households piped urban
counter parts in growth sweep-
stakes, said market research
agency IMRE. Rural India had
clocked a negative wvolume
erowth during 2000 (here vol-
ume growth 1s the increase in
sales clocked over last year
while value growth is volume
growth plus price hikes). The
urban FMCG market, on the
ather hand, grew 4% by wol-
wme and 7% invalue and was
led by categories such as
ready-toeat  mixes,  deodor-
ants, breakfast cereals and
soups, Growth for personal
care producis such as toilet
soaps, shampoos and house-
hold products stagnated com-
pared to last vear, while F&R
space saw a healthy growth,
The IMREB survey 15 conducted
across A product categories,
Sectoranalysissaid the F&R
mariet wimessed hectic action
nrural ndia with players lilke
ITC and Hindustan Unilever
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(HUL) leveraging theirdistribu-
tion muscle to push products in
this category ITC's Sunfeast
noodles and HUL' Knorr brand
of =oups have been able topene-
trate the hinterland leading o
increass inthe category reach.
“In the F&B market we are
seeing the share of rural mar-
kets srows Paclkaged fruit juic-
es have traditionally been a ve-
ry urban market product. but
with growing health aware-
ness among rural consumers,
we are witnessing a marked
growth in demand. To cater to
thiz demand, Dabur has al-
reacy expanced the distribu-
tion footprint forjuices to cov-
ersmaller cities,” said George
Angelo, execufive  director-
sales, Dabur India, malker of
Vatika shampoo and Real fruit
Juice, The FMCG biggie saw its
personal, oral care and heal th
supplements  report strong
growth in the ruralmarkets.
While the low-penetrated
products inthe F&B space wit-
nezsed good  growth, deter-
genis, washing soaps stagnat-
ed volume wise, “Due to lower
rural reach household care
categories such as floor clean-
ers, housshold insecticides are
showing faster growth. But
foods especially staples such
as cooking maida, atta/wheat
which are driving the srowth
in volumes,” said Manc) Me-
non, group business director

at IMEE International. In the
urban market emerging cate-
mories, nocdles, macaroni, ver-
mmicelll grew 20% in terms of
volume, while ready-to-cook
mix products saw a whopping
G4 % growth andsoups orew by
2%, In the personal care cate-
sory which largely remained
stagnant in the urban market,
deadorantssaw a 21% growth.
There have been some con-
CeIns over consumer spend-
ing with price hikes being tak-
en acroes the board by FMCG
companies tooffsat the impact
of rising inputcosts,
“RBecanss of healthy dis
posable income growth and
lower  absolute  spends  on
FMCG products it hasn't im-
pacted the consumption yet,
however if there is uncertain-
tv around income growth
risks of downirading exist,”
zaid Gautam Dugead, an ana-
Ivst at domestic brokerage
firm Prabhudas Lilladhern
Most industry players said
thew haven'ts=enany palpable
signs of downirading vet. “Th-
rectionally there 1= no slow-
down in the market but there
could be some cut back in the
next few quarters on discre
flonary items by consumers,
The impact will be f&lt in the
topeend product categories and
non-essentials,” said Saungata
Gupta, CEQ, Consumer Prod-
uctaat FMOCG major Marioo,
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