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FMCG firms to stayin
the slow lane this year

Industry growth slipped into the negative zone in Jan-Jun, says Nielsen study
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arket researcher

Nielsen now

projects India’s

packaged con-

sumer goods
sales to shrink or remain little
changed from last year, slashing
its rather optimistic 5-6%
growth estimate made on 30
April on hopes that the sector
would better withstand the fall-
out from the coronavirus pan-
demic.

The fast-moving consumer
goods (FMCQ) sector, consid-
eredrelativelyimmune toeco-
nomic recessions, in India is
now expected to shrink 1% in
the worst-case scenario, Niel-
sensaid on Thursday. Atbest, it
willgrow 1% in 2020 as the cor-
onavirus lockdown has
crimped demand and severelf/
disrupted trade channels.

Nielsen expects the festive
season to boost demand and
help FMCG companies report
better growth in the December
quarter. But the outlook for
these companies remains dim
aswidespread unemployment
and adepressed economy may

weaken consumer demand, it
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PACKAGED consumer goods
growth may shrink 1% in the
worst-case scenario or, at best,
grow 1% this year

THE festive season is, however,
likely to boost demand and help
FMCG firms report better

growth in the December quarter

“The bellwether FMCG
industry, which was trying to
revive fromadifficult 2019, had
a significant hit in the April-
June quarter, with a 17%
decline in sales value as com-
pared to the same quarter of
2019,” Nielsensaid inits FMCG
Q2report on Thursday.

“Severe and extended lock-

facturingunits and movement
of people and goods, social dis-
tancing norms and store clo-
sures,amongothers, have had
a significant impact on the
FMCG industry, so much so
thatindustry growthwenttoa
negative zone in the first half of
2020 (6% decline in January-
June period),” it added.

hold consumption, eveninthe
dairy sector, overall growth
would remain flat for the year
as out-of-home consumption
includingin hotels, restaurants
and cafesremainsnil,” said R.S.
Sodhi, managing director, Guj-
arat Co-operative Milk Market-
ing Federation, the owner of

added.
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dairy brand Amul.

However, some early green
shoots were visible in June
when India eased lockdown
restrictions. FMCG salesregis-
tered 4.5% year-on-year value
growthin June, suggesting that
shoppers stepped out to buy
more goods.

Nielsen said an improve-
ment in demand will hinge on
how India tackles the surge in
covid cases. “We are expecting
some growthin the third quar-
ter, but we are expecting faster
growth in the fourth quarteras
the festive season will fall more
in the December quarter. I

non-food FMCG has alscl)i

wouldn’t be surprised if the
third quarter delivered similar | bounced back. FMCG would
growth to that seen in June,” | growatmid-highsingle digit}’
said Prasun Basu, South Asia | said MayankShah, sem'orca@
zone president, gory head, Par
Nielsen Global : : Products. £l
Nielsen said an
Connect. . . In the threq
India’slargest 'm(frovenger!}lm months to June,
packaged con- remand wi growth in rural
sumer goods hinge on how markets and small
firm Hindustan the country towns outpaced
Unilever Ltd tacklesthesurge thatofmetros. |
reported a 51% in covid cases Basu said rural
Jjumpinitsfoods o will continue to
andrefreshment outperform large
business in the June quarter | cities driven by multiple fac-
driven by demand. tors, including government
“Looking at the way things | welfareschemes..
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