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The sector saw subdued demand impacted by food inflation and incessant rains. Rural performance 
outpaced urban, while premium products and q-commerce drove consumer engagement
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Moderate 

revenue growth

Flat growth in 

product prices

Weakness in 

rural demand

Seasonality in 

the quarter

Seasonal quarter impacts sector growth4

Heavy rains impacted 

industrial production

Sources: 1) “India's consumer durables market to be world's 4th largest by 2027: CII”, IBEF, October 2024; 2) Ministry of Sta tistics and Programme Implementation, November 

2024; 3) IBEF FMCG news, November, 2024; 4) KPMG in India analysis, November 2024 5) RBI official site, November 2024; 6) Q2FY25 results - Sharekhan by BNP Paribas, 

November 2024

2.8% 6.0% 4.4% 2.9%

Rural Food Home and personalUrban

Q2FY25 volume growth

Urban growth remains subdued 

while rural demand shows 

recovery3

Personal and home care products 

expanding faster than food and beverages3

Sector was impacted by food inflation and incessant rains; aided by q-commerce boom and 

premiumisation 

Key drivers include4: 

• Rising disposable income 

• Growth in e-commerce 

• Changing lifestyles 

• Urbanisation.

1.5%
Adoption of price hikes 

amid commodity inflation5

India FMCG price 

growth in Q2FY25

9% Y-o-Y
Palm oil

Rising raw material prices in Q2FY256

Smaller unit packs as 
economical alternatives

Preference towards local 

players

94.7 
Marginal increase 

(0.8 points) in Sep 20242

Improving consumer 

confidence

27%
Share of premium 

segments in total FMCG 

sales (2024)6

Shift towards premium 

plus segments

Heavy rains

In Q2FY25, caused 

widespread crop damage4

Supply chain disruptions

33% Y-o-Y
Copra

25% Y-o-Y
Raw tea

Key input prices have seen an uptick in the last six months6

4.1%
Volume growth of 

traditional trade in Q2FY253

Modern trade surpasses 

urban growth

Gain traction, as budget for mass 

segments remain under pressure4

Rapid q-commerce 

expansion into tier-2 and 

tier-3 cities4

Increased adoption of 

price hikes in 

Q3FY254

Expected consumer 

price inflation in 

FY254

Festive demand to 

drive growth4

*Consumer Price Index
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