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ABSTRACT

Indian FMCG sector is a fourth largest sector in the economy. The scope for the sector is very large. and it has
efficiently captured wrban. semi- wrban and rural market for its products. Today majority of the FMCG
products have become the howsehold need. In this research paper, m-—»,--«m.-u—-
resource branding (HR Branding) and its role in FMCG with special ref to ing
sector.
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HR branding. In this expl ry research, h _bwbmdﬂlb-hn.
strategic HR tool and its applicability in FMCG ing sector . With this concept of HR branding HR
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core business rather than focusing on HR issues prevailing in the rv. For the of the study,
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INTRODUCTION

Fast-moving comsumer goods (FMCG) can be defined as packaged goods that are consumed or sold at regular
and small intervals. The prices of the FMCG are low and profits eamned are more dependent upon the volume
sales of the products. Fast Moving Consumer Goods sector has a very wide scope. This market can be broadly
categorized as Personal Care, Household care, Food & Beverages and Others.

INDIAN FMCG SECTOR

(ASSOCHAM & TechSci Research, 2016), s per thes report on Indsan FMCG sector, this sector sccount for
the fourth largest sector m the economy with a total market size of USD49 billica in 2016. Growing population
of the country, increasing ncome level and changing lifestyle of Indian consumers are some of the reasons for
2 rapid growth rate in thes sector, as all these growth factors are definitely going 10 accelerate m comng future.
this sector definstely has a very good prospects in conung fsture. The sector = projected to grow at a CAGR of
20.6% to reach USD103.7 ballion by 2020.

As FMCG products are daily consumed by each and every strata of the society irrespective of social class,
income group, age group, the sector = extremely wide 1n scope taking the market size mnto consideration. On the
other side FMCG sector is more Jucrative because of low penetration levels, well established distnbution
network, low operating cost, lower per capita consumption, large consumer base and simple manufacturing
mhﬂdmm-hﬁb‘uﬂdm (Pand, 2016)

Though every product line of thes sector = a separate business m stself. Food & beverages sector accounts for
the largest share in India’s FMCG market. The changing preferences of the upward muddle class families from
the urban areas gave importance to food & beverages sector and thus, fuclled the growth in the last few years.
The food processing industry 1 one of the largest mdustries in Indsa and s ranked fifth in terms of production,
consumption. export, and expected growth.

Today, Fast Moving consumers goods have become an integral part of human bfe. This sector s recession

Indian economy. The sector = not only due 1o its market size and huge product lme but af the same
time st provides employment to around 3 mullion which accounts for 5% of the total
factory employment 1n the country.

INDIAN MANUFACTURING SECTOR

In this research paper, the cher = mare d about FMCG Manuf; sector and its HR mssues.

Let"s see the road map of it. Accordmg to Indian Brand Equity foundation, Manufacturing has emerged as one
of the high growth sectors m India. Thes sector has the potential to reach USS | tnllion by 2025 and India s




