




Consumers..Consumers..



Distribution of HH’s by MHI : 2006  
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Change in MHI : 2006 Vs 2002
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Growth of the High Income Group – More 

prominent in Metros

2006 2002 Index

Base HHs (Million) 66 56

MHI % %

Upto Rs.2000 17.6 26.6 66

Rs. 2001-4000 29 31.9 91

Rs. 4001-6000 19.9 22.3 89

Rs. 6001-10000 16.5 11 150

Rs. 10001-15000 5.6 5.1 110

Rs. 15001-20000 2.8 1.9 147

Rs. 20001-30000 2.5 0.7 357

Rs. 30001-40000 0.7 0.2 350

Rs.40001+ 0.6 0.2 300

All Urban

Source : NRS  2006

Metros Metros Towns Towns Towns

18 9 6 14 19

45 52 56 68 80

74 74 99 101 105

85 87 92 95 90

154 163 160 142 136

106 147 105 100 97

138 245 129 114 111

350 633 244 220 233

475 800 250 200 100

400 500 133 100 100

Index

1 - 5L < 1LTop 8 Other 5-10L



Conclusions: 
20K+p.m.    (Growth 06 vs 02)

Total (U+R)        = 3.8 times

Urban               = 4 Times

Top 8 Metros    = 4.5 Times

Other Metros    = 6.2 Times

Rural                = 2.7 Times

• The potential for ultra-premium products still 

very limited 

• The “upper middle” (RS 20-40k p.m) has 

grown substantially, but still accounts for 

less than 2.5 mn homes

• Significant improvement in income at the 

bottom of the pyramid, but most branded 

products still out of reach



Market..Market..



FMCG industry gaining momentum 
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FMCG growth driven by Metros. They account 

for almost one-third of the FMCG industry

Source : Nielsen Retail Measurement Service

FMCG Value - Rs. Crore 2002 2006 CAGR (%)

All India (U+R) 49,439   71,288   9.6

All India - Urban 29,989   47,386   12.2

All India - Rural 19,451   23,901   5.3

All India - Metro (23 metros) 12,147   21,253   15.0

All India - Town Class 1 8,654     13,019   10.8

All India - Rest of Urban 9,188     13,115   9.3



Metros and Class 1 Towns driving the 

Durables growth

Durables Value (CE + HA)- Rs. Crores 2002 2006 CAGR (%)

All India Urban 13127 17667 7.7

% %

All India - 23 Metros 32 40 14.2

Population (1-10 Lacs) 37 44 12.2

Population (<1 Lacs) 31 16 -8.5

Source : ORG-GFK, Urban

CE = Consumer Electronics

HA = Home Appliances



Opportunity - Metros

Source : NRS  2006, RMS

The construct :

Potential categories  for 

Metros = Those which 

have grown in 2006 (as 

per RMS) but have a 

household penetration of 

less than 10% in Metros 

(NRS)

Potential Categories  :  Metros

Liquid Soap

Hair Conditioner

Face Wash

After Shave Lotion

Perfumes/Deos

Confectionery

Flavoured Milk, UHT Milk

Tea bags

Ready to Eat Food

Instant Food Mixes

Breakfast Cereal



Durables Penetration

00000111Video/handy camera

00000133
Electric Water 
Purifier

00001233Vacuum Cleaner

00011233Digital Cameras

00001246Microwave Oven

00001256Air conditioners

01022488Toaster

0112361110Cars

1114681112Cameras

3331115202813Air Coolers

01159142225Washing Machine

1011102128374829Any 2 Wheeler

4572130385051Refrigerator

710183239505262Mixer/Grinder

2224252423201712B&W TV

1316254355636976Colour TV

Rural  
< 2000

Rural  
2-5K

Rural 
5000+

< 1 
Lakh

1 - 5 
Lakh

5 - 10 
Lakh

Other 
Metros

Top 8 
Metros% Penetration



Conclusions: 

• The “low-hanging fruit” is still in the 
large towns

• The medium term should see growth 
in all consumer products, but 
especially the mid-priced



Media..Media..
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TV & C&S-A growing Media phenomenon!

Total Homes

Source : NRS 2006 

The no. of TV channels have more 

than doubled!



Fuelling growth in Ad Revenue too!

4 7 . 4 4 6 . 7 4 7 . 1 4 7 . 9 4 8

4 1 . 04 2 . 04 2 . 24 2 . 1
4 1 . 0

7 . 3 6 . 8 67 . 87 . 4

2 0 0 2 2 0 0 3 2 0 0 4 2 0 0 5 2 0 0 6

T V P r e s s R a d i o C i n e m a O O H I n t e r n e t

Source : Industry Estimates compiled by ADEX India, division of TAM Media Research 

16,300 (24)13,200 (14)11,574 (14)10,179 (10)Base in Cr Rs. (Growth 

%)



Top Categories on TV + Print + Radio

Year: 2002 Year: 2006

% Contribution of Top 10 Categories on TV + Print + Radio Spends in 2002 was 25% where as in 2006 it 
was 27%

# based on Industry Estimates and in Millions

Period: Year 2002 & 2006

2002 contains data of TV & Print only



Conclusions:

• Any dramatic change in spends by type of 

media unlikely over the medium term 

(except for radio)

• With increasing fragmentation, TV channels 

will have to reduce rates of ‘premium’ 

programs

• With retail “supermarkets” growing 

exponentially, BTL spends will increase 

substantially
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