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Abstract
['here are some s¢ '
are some sectors where 1 ' '

‘ nnovations and inventions are hi :
A ions and inventions are highly susceptible to counterfeiting and
irac) -annot be challenge . - - |

‘ enged due to the very nature of the sector. FMCG is one such sector where
ovations do not last long. Therefore itioni
‘ g. Therefore. product positioning and promotion plays a very important in grabbing
e benefits of new creati ainst this bac : ! F
| creation. Against this background the present research paper tries to analyse product
positioning and product romotion with reference to FMCG s ] ' s
p h reference to FMCG sector. Geographically, the study is restricted to

e city of Mumbai as Mumbai is the financial capital of India and support large customer base for FMCG

tems. The research paper touches the various aspects of positioning strategies and promotion strategies
idopted by FMCG companies 1
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Introduction

FMCG goods are popularl goods. Items in this category include all

y known as consumer packaged
people buy at regular intervals. The most common in the list are
products. shoe polish. packaged foodst

¢ items are meant for daily of frequent

er than groceries/ pulses)
poos, toothpaste. shaving
in electronic goods. Thes

gonsumables (oth
uff. and house-

- ilet soaps. detergents. sham
s and extends to certd i
h return. The fast mo
market siz€ of FMC
oducts is the Jeading s€
ric care (12 per cent) €O
s have been the key growt

FMCG) segment is the fourth largest
om US$ 30 billion in

cent of the

hold accessorie
ving consumer goods (

sumption and have a hig

sector in the [ndian economy- The G in India is estimated 10 grow fr
5011 to US$ 74 billion in 2018. Food Pr
yverall market. Personal caré (22 per cent) and fiab

s, easier access: and changing lifestyle

gment, accounting for 43 per
me next in terms of market share.

h drivers for the sector.
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