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Retailers import more, irk FMCG cos

Imported Products Offer Higher Profit Margins To Retail Chains, Give More Choice To Consumers

Kala Vijayraghavan
MUMEA

IMPORTED personal care and food products
have started edging out Indian-made ones on
store shelves across the country as retail chains
look to providing more value and variety 1o con-
and extracting bigeer margins [rom do-
mestic producers.

Future Groups Big Bazaar and Food Bazaar,
Reliance Relail, aditva Birla Retail, Spencer's
and Sankalp Retail

s numbers from markets such as
hailand, Taivean and west Asia.

mported productsin personal ¢ I-
eoories such as shampoos, skincare, cosmetics
and soaps and loods such as pasta, chumey,
sauces, chocolates and beverages are estimated

brands in h

getherwithprivate labels, or house brands, these
imported products also help the retail o
stock up empty shelves and olfer product va

s My Dollar Store, among,
others, have started importing (op consumer
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ers and manufacture
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5 an issue betwern retail-
- But we import difl
ands that ofler dillerent values

Fenl

than any other product, incuding private la-
bels,” said Kishore Bi “E0 of the Future
aroup, the country’s lareest retail group.

The modern retailers, especially hypermar-
kets such as Big Bazaar, are unhappy with the
domestic makers of [ast-moving consumers
aoods (FMCG) for their mability to olfera larger
mix of brands, mor iants and multiple pack
t theirsprasvlin

“Gelling inimported brands helps usnot only
strengthen our marging but also ofleroption
constmers. Mostof these imports are personal
care procucts that have a longer shelf Tife com-
|1.1|Ld|n [ood products,” said J|1nn1 15 Varghese,
Jol aditya Birla Retail that runs 640 super-
els under More brand and live hypermar-
s Multmational firms such as Kralt that do
not have astrong direct presence in the country
are happy as their brands get ready outlets and
crucial shell visibility. However, Indian arms ol
multinational nen-durables firms, faced with
crosion in marketshare and revenues, have tak-
ensteps ostop retailers [romimporting products
[rom thewr international porifolics.
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Hindustan Unilever, T'Oreal,
[umes, Dakley Inc, Nivea and Mico, amo
ers, have registered several brands unde
cation Ma 7 of mtellectual prop hits
with the Customs that allows them to stop im-
port of specific products, Some FMCG makers
have invoked the Intellectual Propenty Rights
{Imported Goods) Enforcement Rules, 2
claimin s of business opportunity, unfair
competition and product canmibalisation.

“Tthink imports are not merely done (o im-
prove marging. [0S alsoamove by retailers wo of-
fer variety in their merchandise,” said Saugata
Gupla, CEO of Marico that ovwns brands such as
Farachute and saffola.

While these imported products yield higher
marzins to retailers, the business sirat 5
[raught with risk. “As laras higher margins are
concerned, retailers also take a m brands
thatare imported. 1 the brand does not move,
they will be saddled with inventory which will
pul pressure on bottomlines,” said Kumar Ra-
jagopalan, CEO of the Retailers Association of
India (RAL.




