
GLOBALISATION FMCG INDUSTRY STRUCTURE

FMCG industry, alternatively called as CPG (Consumer packaged goods) industry primarily deals with the production,
distribution and marketing of consumer packaged goods. The Fast Moving Consumer Goods (FMCG) are those
consumables which are normally consumed by the consumers at a.

As a consequence, it leads managers to underestimate the enormous differences that exist between managing
international operations, a multinational enterprise, and managing a global corporation. The successful global
corporation does not abjure customization or differentiation for the requirements of markets that differ in
product preferences, spending patterns, shopping preferences, and institutional or legal arrangements.
Companies that adapt to and capitalize on economic convergence can still make distinctions and adjustments
in different markets. After over a generation of persistent and acrimonious labor shutdowns, the United
Steelworkers of America had not called an industrywide strike since ; the United Auto Workers had not shut
down General Motors since Their deficiencies have been seized on as evidence of bovine stupidity in the face
of abject impossibility. To sum up the complex economic geography of the automotive industry, we can say
that global integration has proceeded the farthest at the level of buyer-supplier relationships, especially
between automakers and their largest suppliers. The long-term impact on Japanese enterprise will be
transforming. The median is usually money. Political competition The indirect effect on global competition of
government policies that pit one country or region of the world against another. Some inheritances die
gradually; others prosper and expand into mainstream global preferences. The fierce rivalry that exists among
German pharmaceutical companies has made them a formidable force in the global market. What is most
striking today is the underlying similarities of what is happening now to national preferences at the margin.
This overall increase in spending power among the lower and middle class is also reflected in FMCG value
sales, which have increased 7. In approaching this issue, we must focus on the drivers of industry globalization
and think about how these elements shape strategic choice. Because Common Market tariff reduction
programs were then incomplete, Hoover also paid tariff duties in each continental country. A good example is
provided by the semiconductor industry. In global oligopolies with a relatively small number of competitors,
issues such as who owns the resources necessary for creating value and who sets the global priorities take on a
greater strategic significance. They are also relevant as a matter of public policy as governments attempt to
shape effective policies to attract and retain the most attractive industries, and companies must anticipate
changes in global competition and locational advantage. Most executives in multinational corporations are
thoughtlessly accommodating. Which strategy is better is not a matter of opinion but of necessity. Some are
socialist, some monarchies, some republics. This line of reasoning directly leads to a third proposition, which
relates organizational and strategic attributes of global competitors to global strategic choice. Manufacturers
with minimal customization and narrow product-line breadth will have costs far below those with more
customization and wider lines. Nobody is safe from global reach and the irresistible economies of scale. Both
successfully cross multitudes of national, regional, and ethnic taste buds trained to a variety of deeply
ingrained local preferences of taste, flavor, consistency, effervescence, and aftertaste. Due to insufficient
demand in the home market and low exports to the European continent, the large washing machine plant in
England operated far below capacity. Most would consider the oil, auto, and pharmaceutical industries global
industries, while tax preparation, many retailing sectors, and real estate are substantially domestic in nature. It
would seem natural, therefore, to focus on a global strategy aimed at minimizing costs. As the underlying
characteristics of the industry change, competitors will respond to enhance and preserve their competitive
advantage. Several items included FMCG categories, including shampoo, detergents and deodorants. This
broadening of the scope of global strategy reflects a subtle but real change in the balance of power between
national governments and multinational corporations and is likely to have important consequences for how
differences in policies and regulations affecting global competitiveness will be settled in the years to come.
Australia, for example, is naturally suited to the mining industry; the United States, with its vast temperate
landmass, has a natural advantage in agriculture; and more-wooded parts of the world may have a natural
advantage in producing timber-based products. Its role is profoundly different from what it has been for the
ordinary corporation during its brief, turbulent, and remarkably protean history.


