(X
N0 A

IJARSCT ISSN (Online) 2581-9429

International Journal of Advanced Research in Science, Communication and Technology (IJARSCT)

IJ ARSCT International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal

Impact Factor: 7.53 Volume 4, Issue 7, April 2024

A Study on Economic Growth of India: A Focus on

Copyright to IJARSCT DOI: 10.48175/IJARSCT-17818
www.ijarsct.co.in

the FMCG Sector

Dr. Sheetal Nafde
Assistant Professor, Dr. Ambedkar Institute of Management Studies and Research, Nagpur, India
sheetal nafde@daimsr.edu.in

Abstract: The Fast-Moving Consumer Goods (FMCG) sector, holding the rank of the fourth-largest
segment in India's economy, exerts considerable influence on both the nation's Gross Domestic Product
(GDP) and employment landscape. It serves as a key driver of job opportunities across various stages of its
supply chain, spanning manufacturing, distribution, retail, and marketing.

This paper presents an analysis of the FMCG sector's growth in India, fuelled by consumer-driven
expansion and escalated prices, particularly in essential commodities. As of December 2022, the FMCG
market has achieved a noteworthy value of US$ 56.8 billion. Forecasts indicate a robust upward trajectory,
with total revenue projected to soar at a Compound Annual Growth Rate (CAGR) of 27.9% from 2021 to
2027, reaching an estimated US$ 615.87 billion. In 2022, the urban segment accounted for 65% of the
sector's contributions, while rural areas comprised over 35% of the overall annual FMCG sales. Factors
such as favourable harvests and government spending are expected to be instrumental in revitalizing rural
demand in the fiscal year 2024. Overall the Fast-Moving Consumer Goods (FMCG) industry emerges as a
dynamic and essential component of the global economy, making substantial contributions to both revenue
generation and employment creation.

Keywords: Consumer Goods, Economic growth, employment, e commerce

REFERENCES

[1]. Mallick J. (2011, December 28), FMCG stocks outperform Sensex by 35%, The Hindu Business Line,

Kolkata.

[2]. Bhattacharjee, A. (June 2011) ‘Media Influence on FMCGs- A Comparative Study Among rural and Urban

Households on their Product Purchase Decision’, Indian Journal of Marketing’ ,Volume 41, pp 22.

[3]. Singh, A.K., Pandey S.(2005), Rural Marketing- Indian Perspective, New Delhi: First edition, New Age

International Publisher.

[4]. Singh, P. Nielsen V.P. (2011, Novemberl6), FMCG retail will hit $100 billion by 2025: Nielsen The

Economic Times, New Delhi

[5]. https://www.drishtiias.com/daily-news-editorials/fast-moving-consumer-goods-sector-in-india

[6]. https://www.educationtimes.com/article/job-trends-walk-a-job/70173299/why-choose-careers-in-fmcg-
industry

[7]. https://www.ibef.org/industry/fmcg

[8]. https://www.worldwidejournals.com/paripex/fileview/indian-fmcg-industry--the-changing-
scenario_April 2017 2862718667 3718080.pdf

121



