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PERSPECTIVE S OF FMCG BUSINESS

There is no doubt that India is a high-growth market. The key challenge facing an FMICG is to grow its market. Considering the sea
change that social and economic landscape in India is undergoing, and the competition looming in to grab this opportunity,
having sustainable strategies to grow the market by increasing penetration and consumption and holdingon to it is an FMCG
companies’ key challenge.

Onone hand, there are urban consumers whose spending power is growing very rapidly and who are becoming quite discerning
in their taste about the products and brands they use which is why FMCG need to make sure their brands remain attractive and
relevantto alarge number of changing consumers.

Onthe other, there are rural consumers which represent 70% of the population. The key challenge here for the FMCG is to ensure
their products are available to these rural consumers even though they might be living in the remotest of the villages. The
coverage of these markets has to be expanded by the FMICG to bring a larger percentage of rural population under its ambit.

FOCUS OF SPECIFICFMCG INDUSTRY INITIATIVES

India’s market for fast moving consumer goods is highly fragmented considering a large percentage of population still buys non-
branded non-packaged home made products. This presents a golden opportunity to branded product makers to lure this section
of the population to branded products. But this opportunity presents its own difficulties. India has over six million retail outlets
and there are very limited departmental stores/super markets/hyper markets. That makes logistics very challenging especially
when the FMCG companies are breaking new ground.

SOLUTION OFFERINGS OF MAPMYINDIA

FMCG is one of the key verticals for which Mapmylndia has provided GIS services since its inception. Thus Mapmylndia is very
deeply conversant with the challenges faced by the FMCG companies and consequently has armed itself with map, data
repository, services portfolio, and solutions for FMCG companies that help them further their business objectives in a user-
friendly and easy to use manner.

The challenges faced by FMCG companies are many. To give a perspective, where is their customer base located, how their
distribution network is spread out on ground, where are the competitors present, what are the gaps related to coverage, how to
get the information of uncovered and under-utilized area, how can the distribution network be optimized for enhanced sales,
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