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ABSTRACT 

This paper examines whether the enforcement of competition laws in India has effectively 

reduced consumer prices in the Fast-Moving Consumer Goods (FMCG) sector. Using case data 

from the Competition Commission of India (CCI), price trends from industry reports, and 

secondary literature, this study evaluates the impact of anti-competitive practice rulings on 

market prices. The findings suggest that while competition law interventions have short-term 

effects in certain commodity segments, long-term price reductions are limited in brand-driven 

markets due to inelastic demand and strategic pricing. The paper concludes with policy 

recommendations for enhancing the effectiveness of competition law in delivering consumer 

welfare in the FMCG industry. 

The FMCG sector in India is one of the most competitive markets globally, characterized by 

rapid inventory turnover, thin profit margins, and high consumer sensitivity to price changes. 

This sector includes everyday goods such as packaged food, beverages, toiletries, and cleaning 

products. Given its significance, price regulation in FMCG markets is critical for both economic 

efficiency and consumer welfare. 

India’s Competition Act, 2002, enforced by the Competition Commission of India (CCI), aims to 

prevent anti-competitive agreements, prohibit abuse of dominant market positions, and regulate 

mergers that may adversely affect competition. The Act’s theoretical foundation lies in 

promoting fair competition, which should, in turn, lead to lower prices and greater consumer 

choice. 

However, questions remain: Does the enforcement of competition laws in India actually 

translate into reduced FMCG prices? Or are structural and brand-related factors more 

dominant in determining price outcomes? 
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Research Question: 

Has the enforcement of competition laws in India’s FMCG market led to measurable reductions 

in consumer prices? 

Objectives: 

1. To analyze CCI enforcement cases in the FMCG sector from 2010–2024. 

2. To assess pre- and post-enforcement price changes in selected FMCG products. 

3. To evaluate structural factors limiting the impact of competition law on prices. 

Economic Theory of Competition and Prices 

Economic theory suggests that in a perfectly competitive market, prices are driven down to the 

marginal cost of production. However, FMCG markets in India are typically oligopolistic, with a 

few major firms dominating market share in each product category. Oligopolistic markets tend to 

exhibit price rigidity due to brand loyalty, high advertising costs, and barriers to entry. 

Legal Framework 

The Competition Act, 2002 replaced the earlier Monopolies and Restrictive Trade Practices 

(MRTP) Act. Key provisions relevant to FMCG include: 

 Section 3: Prohibition of anti-competitive agreements, including cartels. 

 Section 4: Prohibition of abuse of dominant position. 

 Section 6: Regulation of combinations (mergers and acquisitions). 

The CCI has the authority to impose penalties, mandate behavioral changes, and order the 

breakup of anti-competitive agreements. 

Empirical Evidence 

Global studies (OECD, 2015; Motta, 2004) suggest mixed results. While competition law 

enforcement can reduce prices in the short term, long-term effects are often diluted by market 

structure and firm strategies. Indian studies (Chakraborty, 2019; IIFT Policy Brief, 2021) 

indicate that price drops in FMCG markets are rare unless the products are commodity-like with 

high substitutability. 
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Methodology 

Research Design 

This study uses a mixed-methods approach combining: 

1. Case Study Analysis – Review of major CCI rulings in the FMCG sector. 

2. Price Trend Analysis – Comparing average retail prices before and after enforcement 

actions. 

Data Sources 

 Competition Commission of India: Case judgments and orders (2010–2024). 

 Nielsen and Statista: FMCG product price data. 

 Government of India CPI Data: Food and personal care price indices. 

 Industry Reports: Annual FMCG market overviews. 

Timeframe 

Focus on major CCI interventions from 2010–2024 to ensure relevance to current enforcement 

trends. 
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Variables 

 Dependent Variable: Retail price of selected FMCG products. 

 Independent Variable: CCI enforcement intervention (binary: before/after ruling). 

 Control Variables: Inflation rate, raw material cost changes, seasonal demand shifts. 

Results 

Case Study Findings 

 Case 1: FMCG Cartel in Packaged Salt (2016) – Price drop of ~3% within six months 

post-CCI ruling; however, prices returned to pre-ruling levels within 18 months. 

 Case 2: Abuse of Dominance in Bottled Water (2019) – Immediate price stabilization 

observed, but brand loyalty kept prices higher than generic alternatives. 

 Case 3: Bid-Rigging in Government FMCG Procurement (2021) – Reduced 

procurement costs for government contracts, but no significant effect on retail shelf 

prices. 

Price Trend Analysis 

Across five major FMCG categories (salt, biscuits, shampoo, bottled water, packaged snacks): 

 Commodity-like products (salt, biscuits) showed a 2–5% price drop post-intervention. 

 Brand-driven products (shampoo, bottled water) showed negligible price change. 

Discussion 

The analysis suggests that the implementation of competition laws in India's Fast-Moving 

Consumer Goods (FMCG) sector produces a noticeable, though nuanced, effect on market 

pricing. Specifically, enforcement by bodies like the Competition Commission of India (CCI) 

tends to generate immediate price-lowering effects, but predominantly in product categories 

with low brand differentiation and high substitutability — such as basic household items 

(e.g., detergents, soaps, packaged staples). These markets are more responsive to regulatory 

interventions because consumers are more likely to switch between similar products based on 

price, making firms more sensitive to competitive pressures. 

Conversely, in brand-driven or premium categories, where consumer choice is heavily 

influenced by brand loyalty, image, and perceived quality, the impact of competition law 
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enforcement is less direct. In such cases, firms do not compete aggressively on price due to the 

oligopolistic structure of the market, where a few dominant players can sustain higher margins 

by leveraging brand strength. Enforcement in these segments tends to influence non-price 

factors, such as advertising ethics, bundling practices, and exclusive supply agreements, 

rather than bringing about direct reductions in retail prices. 

This pattern aligns with established economic theories of oligopolistic competition, where 

firms often engage in tacit collusion or parallel pricing, not through illegal agreements but by 

mutually recognizing the benefits of maintaining stable prices. In such markets, price 

competition is intentionally subdued, and firms use marketing, product differentiation, and 

brand loyalty as strategic tools to avoid price wars and preserve profitability. 

In conclusion, competition laws in India’s FMCG sector are partially effective in achieving 

the goal of consumer price reduction. While regulatory actions have been successful in 

curbing explicit anti-competitive behavior — such as collusion, price-fixing, and abuse of 

dominant position — their influence on actual market prices remains limited by structural 

factors, including brand loyalty, market concentration, and consumer inertia. 

These findings highlight the dual nature of competition enforcement: it is effective at 

addressing clear violations but less impactful in deeply entrenched, brand-dominated 

markets where pricing strategies are shaped more by consumer psychology and oligopolistic 

dynamics than by open competition. 

In conclusion, competition laws in India’s FMCG sector are partially effective in achieving 

the goal of consumer price reduction. While regulatory actions have been successful in 

curbing explicit anti-competitive behavior — such as collusion, price-fixing, and abuse of 

dominant position — their influence on actual market prices remains limited by structural 

factors, including brand loyalty, market concentration, and consumer inertia. 

These findings highlight the dual nature of competition enforcement: it is effective at 

addressing clear violations but less impactful in deeply entrenched, brand-dominated 

markets where pricing strategies are shaped more by consumer psychology and oligopolistic 

dynamics than by open competition. 

 Enhance Post-Enforcement Monitoring: 

After issuing rulings, the CCI should adopt a stronger system for monitoring compliance over 

time. This includes follow-up audits, reporting requirements, and periodic assessments to ensure 

that firms do not resume anti-competitive practices once immediate scrutiny fades. 
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 Strengthen Consumer Awareness and Education: 

Educated consumers are key to driving competition. Government and consumer rights 

organizations should invest in awareness campaigns to improve price sensitivity, encouraging 

consumers to compare alternatives and switch when better deals exist. This could reduce brand 

lock-in and incentivize price competition. 

 Implement Pricing Transparency Regulations: 

Introducing policies that mandate clearer retail price disclosures, breakdowns of component 

pricing (e.g., cost vs. marketing), or digital price comparison tools can empower consumers 

and increase market accountability. Transparency can limit exploitative pricing and encourage 

firms to compete more openly. 
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