
A big difference exists in export strategy for SMCG (Slow Moving Consumer Goods) and companies committed to FMCG Brand
Building (Fast Moving Consumer Goods). Either model is okay. Many companies are en route between SMCG and FMCG.
Alignment between aspiration, investment, and perspiration drives realistic outcomes.

Export Journey: SMCG to FMCG
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SMCG FMCG

Aspirations Niche Participant Mass/Leader

Consumer Homesick Upscale Local

Research None Nielsen Consumer

Portfolio
Best sellers from 

home market
Best sellers from 

home market
Tailored to region 

or country

Packaging Standard packs stickered Multilingual
Local language label 

and pack size

Factory Corporate HQ Corporate HQ Offshore

Pricing Super Premium Premium Competitive

Marketing None Sampling, Digital
360 Plans 

TV, Digital

Trade Spend None 10-20% Discount
Ad, Display 

20-30% Discount

Route to Market Niche distributor Mid -size distributor
Mass distributor or

subsidiary

Country Focus
Adjacent 

Homesick Expats
Mid-size countries

plus USA
All countries 

USA, China, Brasil

Channels
E-Commerce 

Homesick Expats
Supermarket 
E-Commerce

All channels

Oversight 1 visit/year from HQ Regional manager Dedicated country manager

Complexity Low Moderate High


