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CHA PTER 1
INTR()DUC'I‘I()N

ing is indeed i )
Marketmg N ancie
nt at:
1t has been practiced in one form or the

others
function in the world of business

since the duya‘ of
S J‘\d'll'l'l {
L an Tve vita
'ld LVL lndny. il Il'l \ bcuomc th most it ]
ias > ¢ mos

What is 2 market?
oncept: a1 :
{. Place € a marketi
Ng may be considered as a convenient meeting

ce where buyers and
la sellers gathers for exchange of goods e.g., @ spot

cash or physical market.

Area concept: it i i
2 A P s the economic concept. Any area providing a set of

i aking for
price m = ces may become a market: we need three conditions: (1)

unmet wants.

3. Products to meets this demand .(3) means of interaction OT
can interact to

mmunications that forces of demand and supply

interco
face meeting of seller and

determine the pric
buyer. We have now even global
n have national and global ma
rmediaries are there toO facilit
necessary; it is a matter of co

es even without face- to
means of communications at our disposal.

rkets for many products. Of

Hence, we ca
ate all marketing

course, money and inte

operations. The meeting place is not
uch central meeting place.

nvenience

only. Money has no s
otal demand.

t is equated with the t
hasing

4. Demand concept: Today @ marke
oup of people having unmet wants purc

Hence, market means a gr



&

to make their de
ower mand cfYeeti
d the will t
o spend their income to

|| those wants. Chis is consi e
~ . Ll)l‘s‘( N
lered o good approach to define a target

fulﬁ
ﬂ]ﬁrkc
Under keen competiti
on.
n, a marketer wants to ¢
s to create or capture and
mix

tora market segment

%in the market (custome -
4 r demand) through an appropriate marketing

ffered 1O a target market.
o The market offering (supply) must meet fully

demand. i.e., u
. 1.e., unmet needs : .
ceds and desires. Under the, markcr-oricntcd

customer

ch (marketing ¢ .
approd ( g concept) demand concept of market assumes unique
importaﬂce.

n features:

[n short. the three concepts of marketing reveal the following mai

THE MARKET (EXCHANCE PROCESS)

/o{ MARKET COMMUNICATION‘SJ/

PRODCTS




. Buyers (demand) ang sellers (supply)

are .
the two sides of the markets.

nts the my,
1¢ market g conduct exch
ore Mportant

5. The circle of exchange represe

3. The meetings of minds g anges.

: ) an face-to-fac the §
order tO creatc a markets Wherein We b C-to-face meeting in

AVe one singl ;
. = Crs ST . ~ [ c rlcc r() duct
getermined the free play of demang gie.p r a pro

and supply,
4. In the free mal‘kct SySth], priCC i di

jemand and supply.
5. Factors affecting the exchange process are -

(a) Demand and supply

termined by interaction of forces of

(b) Price,
(c) Market information with sellers and buyers

(d) Legal control and regulations to ensure fair price.

6. Feedback information point s outs buyer s post purchase experience. If

buyer s expectations are fulfilled, seller will get repeat orders. If

dissatisfied, buyers will switch to rival brands.

7.Under markets driven approach, consumer service and satisfaction become

the focus around which entire enterprise is centered and through demand

' etition.
satisfaction profit is made even against keen comp

TYPES OF MARKETS ' | | Tacs
(1)On the basis of selling arca we have local, national and internation
n the basis .

markets.



On the basis of article
of tra
le, we have product markets, e.g tton
arkets, e¢.g., cotlc

2
mafk‘:t‘
(3)011 the
£ future or forward market.

@ On the basis of nature of good
ds sold, we have consumer goods market

pullion market.

basis of nature of
Bl BN (" cxt‘l" %
ange dealings, we have e — e
. or cash ma

adin dustrial goods market.

On the basis of period w ‘
G - ¢ have short, term and long term markets, ¢.£

ov market for short-term funds B SR
\on€) term funds and capital market for long-term funds

he basis of nature :
\ and magnitude of sclling, we have wholesales

(6 Ont
KINDS OF GOODS

There are three kinds of goods :

(1) Manufacture goods

@) Agricultural goods

ufactured goods may be consumer go
onsumers or industrial goods needed for

gricultural goods may be in the
oods for immediate consump

ods needed for use€ or

Man
use by producers

consumption by ¢
in the process of production. A

for industry of consumer g
Is are the gifts of nature and t

form of raw

materials tion.

Natural raw materia hey are the taw materials of

industry.
d three-fold classification of consumer

Prof ‘M.T.Copeland develope
al buying habits of
modities. The thre

consumers: how, when and where

S

goods based on typic

consumers usually buy com

e categories of consumer

goods are:

(1) Convenience goods
(2) Shopping goods

(3) Specialist goods.



TYPES OF GOODS

PRODUCTS

.|

MANUFACTURED
GOODS
A
A CUNSUMER
INDUSTRIAL =00DS
C%Ng’gglsER GOODS




(IND OF GOODS C¢
,mzaaaag "

—Fraquent purchases

5" High replacement

ratc.

IMPARED

Shnppina 20ods

> -

. Demand e

N centry) markets

| .’ ___“'"_'-—'“""'—-—'—-—-—-—-—-‘____.. S —
‘< Purchase can  be
|

' Postponed

2 purchase in small

quannu cs

-
I

|
|
b
I
|

arch efforts | 1. Goods have unique |

—

Specialty goods I

|
I
|
I

—

features.

e

2. Unusual behviour :<|

-,

needed i

' 3. Demand ¢valuation and

comparison on the basis of

quality, style,

price,

suitability

3. Special purchasing effort
is required for preferred

brands.

4. Demand minimum
: effort, tme and

shopping for purchase

4. Do not need numerous

shops.

4. They actas important life |
[
styles and images |

—

5. must be available at

Nearest store

5. Fashion and service

goods.

5. They are costly luxury

goods.
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orketing methods |

KETING MANAGEMENT

R

Anrketing
M Keting methods

m— outlets

Marketing methods

PR

1. Limited outlets

1. Limited outlets

mb turnover.

]

9

- Medium turnover

2. Low turnover

/_ ~

3 wide spread sales 3. Selective distribution | 3. Exclusive distribution
_/_—————-__ .

7 Sale through | 4. Direct sale to retailer | 4. Direct sale to retailer

wholesaler and retailer

._—--"-.-._.—._._.__ -
3. Sales promotion and

advertising not very

important

5. Sales promotion and
advertising very

important.

5. Sales promotion and

advertising necessary

6. Packaging as a silent

sales man

6. Packaging has a

minor role

6. packaging has no

promotion value
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e 13 tHE distinction between o _
Notes N convenience and shopping goods is clear

casily understandable

HBu & ehbaibinit :
and A i i U the distinction between shoppingt and
alty cods 18 ot quite clear
P & \ clear. Many products are classified in both
mlﬁ?"ﬁﬁ'
“

. Novelties have s -
2t N ¢ shopping characteristics. Later on these may become

Ly goods, when ¢
q..._ﬂa“} g customer develop brand preference and loyalty as
acil as ctore patronage habits.

The term market  originates from the Latin noun  markets which
neans 3 place where business is conducted, A layman has somewhat
Gmilar commutations of the word  market  which brings to his mind the
vista of place where the buyers and sellers personally interact and finalize
jeals. However, for the students of marketing-it has a wider and deeper
;mplication of exchanging goods and services for money. In this context,
philips Kotler has defined the term market as. an arena for potential
exchange.

Wwilliams J. Stanton has defined marketing as  a total system of
interacting  business activities designed to plan., pride, promote, and
distribute want satisfying products and services to present and potential

customers. Not only does marketing deal with goods and services but in

also focus on ideas, issues, concepts and principles.

A few examples
e European exporters in the Banana wars
e Asia s currency Crisis
. Japanese exporters when the yen rose
e Oil companies in Iraq

' And so on and so forth




P

o Thus, sOMetinmes comp

AMeEs cannot be do a thing

. Stll GE, Microsofl, Sony, Tov ;
V. Toyota Continue tom excel  how?

come jnternal envivonmental factors

o The sct ot tactors mside the marketer & value chain

. Thatcaninfluence marketing success

Origin of Marketing

Hundred years of age, most firms were production oriented, i.c., the
manufacturers focused on production of quality products and then looked for
people 10 purchase them .With technological transformation, the emphasis
chifted t0 an effective sales force to find customers for their growing output.
after 1950, the shift to marketing was so emphatic that the manufactured

their goods accordingly.

Marketing has come a long way from being recognized as a function 0S
an organization in India. Marketing is such a type of function which is used
by all types of organizations. Marketing 1s used for customer satisfaction and
customer service play a vital role in the economy. The following persons

contribution to the development of Marketing thought:

1920 -Cherington
1951 -Alderson
1954 -Druker
1956 -Hensen
1960 -Levitt

1960 -Mccarthy



P —

-Kotler and levy

lOﬁg
l 080 -porter

sal of hiter: o
A pcn: al : t literature shows various marketing theorics, which were
eed 0 vanc :s organizations: Ford (model on distribution system), General
\i¢ ,mr\‘(mqr cting segmentation), and . B.M. (model on training to sales
force With high Sc"“’lCC quality), and marketing strategies and their utilities

The Anu?ncan marketing Association defines marketing as the
proCess of planning and executing the conception, pricing, promotion and
gistribution of ideas, goods and services to create exchange that satisfy
individual and organizational objectives.

Paul Mazur defined marketing as the creation and delivery of a
standard of living to society. This definition catches the real spirit of the
marketing process. It has consumer orientation. It duly honors the marketing
concept, which indicates a shift from product to customer _orientation, i.€.,
filfillment of customer needs and desires it emphasizes the major function
of marketing, viz., satisfaction of customer and social demand for material
goods and services. It includes product planning and development. it makes
business firm a fill fledged marketing organization . However, it is too

vague, general, and broad and lacks descriptive tone in marketing.

MODERN DEFINITION OF MARKETING
Marketing as a total system of business, an on going process of :

(1) discovering and translating consumet needs and desires into products and

services (through planning and producing the
products and services (through promotion and

r demand (through planned physical

planned products) , (2)

creating demand for these

pricing), (3) serving the consume

10
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A sales context is the ¢ : -
AS 1S the content for sales people or dealers to motivate

, increase their sales perd
them 1€ I sales performance over a given period.Sales content

motivate and recongizie good company performance.

‘w\.dop the Sales Program

The selecting the type of promotion to use, marketers must make several
other decision in designing the full sales promotion program.First they must
Jocide on the size of the incentive.A certain minimum incentive is necessary
;fthe promotion 1S to succeed a larger ipation.

Evaluation is also very important.Many companies fail to evaluate their
cales prornotion program.and other evulate them only SupefﬁCia“y'th
narketer should work to measure the returns on their sales promotion
;nvestment just as they should seek to assess the return on other marketing
activities. The most common evulation method is to compare sales customes
or more purchasing from current customer.Can we hold on to the new

customers and purchases will the long run customer relationship.

SALES PROMOTION

In a specific sense, sales promotion includes those sales activities
that supplement both personal selling and advertising and co ordinate them
make them effective. Such as displays, shows demonstrations and other non-
recurrent selling efforts not in the ordinary routine. This is the definition of
sales promotion given by the American marketing association.
In simple words sales promotion can be defined as an activity taken up to
boost the sales of a product. It can include a host of activity like running
advertising campaigns handling public relation activities distribution of free
samples, offering free gifts conducting trade fairs, exhibitions and

competitions offering temporary price discounts, launching door to door

16



¢) will be formulated ynq in
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( MARKNFTING AN

.
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~ 1
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\ |
; \ ]
. \ -
rRODUCT ' \ PLACKE
Py [ | - L |
T w3t Varely — \ Charns| s
.“-‘ al1ld l \Rl ;FT ""‘.'0_?1‘\*
e IET . 'i\'.\kl\"["]‘ ; \ Assortments
pesh €S f e \ Locations
grand NATE ] \ Inventory
rac kRO e \ transport
Sures PRICE
SermCes - , T‘RO.\[I_')TIQN
1S LASL PriCe Nay
e " Dhscounts vales Promotion
T " = dw .
Rew Allowances :“\?l“'ﬂmr.g
Payment period ;a es Force
Credit terms ublic relations
Direct Marketing

objective of customer satisfaction and profitability.

PRODUCT_PRICE_PLACE_PROMOTION

\farketing 1s 2 system of integrated business activities designed to develop
«rategies and plans (marketing mixes) to the satisfaction of customer wants
of selected market segments or targets.
Wwe can evolve a planned system of action dealing with the problem of
moving large volume of products, by looking forward to ultimate customers
and backward to suppliers, and by thinking customers and suppliers together
ina sequence of proper steps.
Notes:- 1. the definition under systems approach stresses managerial aspects
of marketing in an integrated manner.

2. It honours customer or market or demand oriented approach and

stresses the marketing concept duly.




3. 1t indicates th
: at mark
Cting
is
ceveral inte an on
ning racting and interrelated going or dynamic process
€d activ
ities,

e
4 it pomnts out that th
¢ ¢ntire
marketi
| ng
~ing which can assure full programme must give market
customer s &
ervie
< of socicty) and ce and satisfact hich
e ;m'n ¢ then only t) ction (which in
1¢ busi
alcs aver the long run. iness firm can expect profitable

rons among the con S

o ponents of a marketing systems. Integrati d

- "r'?c‘. e Py Sys s. Integration an

pordi ness activities provide a new perspective fi lvi
ective for solving

marketing problems.

HE EVALUTION OF M. ARKETING

! Marketing Ers . | Sales era Production
—#/-—————* .

1930 1950 present
N\ature of marketing

ompetitors oriented.

h consumer oriented and ¢
fying their needs.

1. Marketing is bot
2. It starts with consumers and en
t important function
rketing is profit max

ds at consumers by satis

3. Marketing 1S the mos of management.

4. The long-term objectives of ma imization.



TYPES !
S OF PROMOT 1ON

ate four DasIC WPes of promotion
s

hey 8T

. cples m-pmolion

*

. Nmaﬁa! Sclling

_msﬁ‘ﬁsing
1t is any paid form of
- of non_personal presentation and promotion of

aaods.or senic ; . .
ideas.gv ce by an identified sponscr.its three distngushing
egtures arc that the time or space devoted to it's p

-one selling it identifies the

aid for it uses a set format

o carry the message rather than personal onc-on

sponsor of the message .

publicity
jt 18 MVO
person in the media.

on about a company,product.or

Ive placing Nnews worthy informati
is to build an proper

The principal function of publicity

image.

personal Selling

1t occurs when 2 sales re potential client for the

presentative meets with a
f transacting a sale.Many sales representative rely on a squentiak
ypically includes nin

rt of the sales process.

purpose O
sentative

sales process that t

e steps some sales repre

develop scripts for all or pa

Sales Promotion
| mix.The primary elements in the

Itis one of the elements of the promotiona
ising, pcrsonul selling,direct marketing and

promotional mix arc advert

publicity are public reactions.

14



jor calcs promotion Tools

.1 {‘onsumﬂ‘f promotion Tools
, Trad® promotion Tools
P promotion Tools

yevelop the Sales Promotion Programs

., ( .Ci‘- .

Ccons ales Promotion
The cons

17€8

miums.s-pccialitics.patmna y _—
ccpstakes.gan ge, display, advertising, demonstrations and
s gt ICS-: % v
some samples are free,for using these from tO

coﬂtCSL SW
O:hcrs_thc Compan}’

10 othCI'.

charges a
£ small amount to offer it might be delivered.

otion Tools
towards retailer and

r to carry @

Trﬂdc prom
It manufactures directly
wholesaler than to final consumers.It €
e it shelf space,promote ‘t in advertising,and
arce these days that manufactures often ha

antee.

more sales promotion dollars
an be persuaded reselle
push it toconsumers

prand.g1V
ve to offer the

Shelf space is so sC
allowance and gur

price off and
Tools

ses Promotion

Busines
Companies spend billions of dollars each year on
customers.It 18 used tO generat€ business leads,stimulate the
Purchases,rewards, customers, motivate salespeople.Businncss promotion
of - the same tools used for cunsumers on trade
motion

ness to use pro

includes many
al major busi

promotios.Here,We focus O
rade shows,d

n two addition
nd sales contests.

tools convection and t

19



gting 29 telemarketing ete
¥ red to any other ¢
comP clemeny of
! ) of tl
oriente ‘¢ pr
gction riented. It helps in sy PrOomotiong|
Stimuly o mix, sal
« Sales promotion is

mo
ting the

Custome
of sales pr omers to buy a produc
I-,“rpost‘ promotion products.

' p ’OL‘L &'l \;alL ; l)l ’ ’
'll I l" ‘. ( n‘t ll‘c \. ll ]
. . E C\' ('

The M
demand 1.c., both ¢

consumer dep

1

a products by

O
Creatm}_-
o the performe and as
1pr0\0~“ nance of mji as well as tr
of middle men and b

~ising and pers RIT
gdvertStis personal selling, Icts as a supplement to

1 promotion -
gales PO also helps in achieving the foll
ollowing
, Encourage the custon g purposes
g ay a new prod
leading Telugu dailv i uct. For example Eenadu, a
—_— — 1 o o ?
or a month when it was launched in Hyderabad paper,

Attract new ¢
ustomers, for example when HLL extended its Rin

detergent bar
iai brand to detergent powder, it distributed free sachets to

house holdy.
« Encourage the customers to use the product of service and make them

brand loyal.

« Counter competitor S pro
otion:

motional activities

Importance of sales prom
ce new product

g through a r€

n the market.

s are new brands 1
customer

e Seller s introdu
cessionary phase,

e When an economy is goin

rice sensitive.
jor of the

reasuring t

become p
he impulsive buying behav

e The seller aims at t

n from its retailers.

customers, _
co operatlo

e A company S



et audience

characteristics like size, wait, etc and the to £

prodt

cteristics like their geographic location demographics etc.

ConsumeT sales promotion. This type of sales promotion is targeted at

ard
ch®

the end consumers.

Trade sales promotion. This type of sales promotion is targeted at the

distribution channel.

C onsumer sales promotion methods:

omote the existing brand they can use a number of sales promotion tools to

use sales promotion to introduce a new product Or brand OfF

st their sales.

boo
A coupon pasted on package, or placed inside a package to encourage

repeat purchase.

» Coupon books sent out in news papers, or offered with purchase of an

item, allowing customer to redeem coupons at a retailer defined time

period.
« Coupon printed on the back of receipts.

Free gift / samples
Free sample of a new product are usually given to customers

purchase . It still offers a pack of free shampoo and small gift like a nail

Gift with

clipper or a mirror with this pack.
* Subscription based product

* Consumer luxuries



reft mnds at Facture d

yl‘('.‘

1d rebates:
- . H nu
o of mone fund the customer receives specific M4

Y :
g o8 qu"l"““ make multiple purchases.
r LS

|
‘\{\‘ﬂ“c

t user incentives:

lwquw archases may be stimulated by frequent user incentives hence:
R:reﬁ'f:r incentive schemes to reward their loyal customers-

s €

point 0 fpurchasc (pop) displays: s
oop displays are being lived to serve as a silent sales force. They 11'10‘1.
:-,do\x displays wall displays; displays racks dangers balloons outside
‘ . The encourage the retailer are store the product in his store, attract the
g <tomeT about product.
pstallment offers:

d the

ffer products at a down payment an

pfacturing as well as retailer o
allments basis.

\fan
mer to pay the remaining amount on an inst

Jlow the custo

" Consumer contest:

" This method of sales promotion is
er sales of a product customer take path in small

carried out when a marketer aims at

ncreasing the retail
wmpetition on the basis of their creative on the analytical skills.

Consumer sweepstakes:
In th
s ' ' .
type of sales promotion customer are require to S TS

%included in a draw for prizes
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rade shows:
. A ke
coup of retailers or manufacturers conduct exhibition and shows to ma

\ &
ms.

.ustomers aware ot the pr oduus offer by carious fir

rade sales promohon methods:

cial trade promotion methods to enc
t a number of the di

ourage resellers

\{.mut;u urers use sp
scussed

e retailers 10 promote their product they migh

. chows premiums, sales contests, etc.

el

Buving allowance:

guving allowance is a temporary price red

~urchasing @ specific quantity unity of the product.

uction offered to the retailer for

Buy back allowances:
ember are offered a monetary

1 this kind of sales promotion for channel m
mulating the

itional initial deal. This method sti

incentive for each add
purchase additional quantities of stock that normal stock, monetary

channel
£ additional stock they purchase.

incentive is proportion amount 0

Merchandise allowance:

In this form of trade promo
of money for promotion. The company S

tion a manufacturer agrees to pay the reseller

certain amount product through

advertising or displays.

Free merchandise:

Free merchandise is a sales promotion technique in which an additional
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amount of the product is offered without any additional cost, as an incentive

to purchase a minimum quality.

Dealer loader:

A dealer loader is a reward or gift, which is usually a part of the display

merchandise. The obtain specific quantities promotion this over.

Scan back allowance:

A scan back allowance program is aimed specifying are retail outlets.

Retailers are rewarded on the basis of the number of unit and moved through

their scanner or hand held wants during a specific time.
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CHAPTER-N
OBJECTIVES AND METHODOLOGY

OBJECTI\'ES OF THE STUDY
5. To present theoretical framework work relating to Sales Promotion.

, Topresent the profile ot Industry and Company

To know how the sales of bharathi soaps arce going on in the market

To Kknow the promotion strategies  tollowed by bharathi soaps

company.

“\ 3 . Yo ~ ¥ e -
To offer findings, suggestions and conclusion about the study.

j\[ETHODOLOGY OF THE STUDY

;; may be understood as a science of study how research is done by
methodology 1S a Way 10 research problems systematically.

Scientifically in it we study the various steps that are cenerally adopted a

research in study his research problem along with the logic behind him.

Source of data collection
This section explains how the data is collected either from primary and

secondary. It explains what method is used to collect.

The data which instrument is used for collection and what is the sample

plan. The survey is dividend into two parts.

a. Primary data
b. Secondary data

8]
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RY DATA:

R]\[a’\
. data is obtained fro
1 \

rﬂ’““' ¢ 4 N the survey conducted | I

»f the company _ J cted on sales of the

qotion ¢ any is in G :
r\l untur City ;
with the help ‘
of structured

. snnairc o sclect first he

<t and informati
que formation from the customers

(CONDARY DATA

data collecte
gecondary d from source which have been already created for

e of first time
the ¢ UrPOS use and future uses. The secondary data collection
volves less cot fame and efforts some times more accurate data can be

brained only from secondary data. Such data are collected for some other

rpOSGS the data is related to bharathi soaps company put limited 1s

]]ected through annual reports of the company and some other details

co]leCted from books magazines journals and internet.

NEED FOR THE STUDY

ed of the study is to analysis the sales information 0
ghout the liquidity or short conclusion about
pvt ltd. To know different

ns. To allow

The main né f bharathi

soaps company pvt Itd. Throu
lvency of the bharathi soaps company
it shows impact on different organizatio

a relationship among drawing conclusion about the performance strength &

them SO

sales analysis and how 1

weakness of the company.



RIMARY DATA:

F )
ata 1S i
mm—y d Obtmncd fl‘Om the

pri S
\ll Al
'VEy conducted on sales of the

3 f the co i
otion © mpany is i
Y 18 in Guntyr city with the help of -
elp o structure

: ire to sele X
jestionnd ct first hand informat; o 6
rom the custome
rs.

(ECONDARY DATA

secondary data collected from source which h

the purpose of first time use and future uses Tzzesbeen L -for
involves less cot fame and efforts some times moi(;o::::y td at; Couecnzn
obtained only from secondary data. Such data are collecte;afzr sa:;:a;hej
urposes the data is related to bharathi soaps company put limited is
collected through annual reports of the company and some other details
collected from books magazines journals and internet.

NEED FOR THE STUDY
e study is to analysis the sales information of bh

hroughout the liquidity or short conclusion
fferent

arathi

The main need of th
about

s0aps company pvt ltd. I

them solvency of the bharathi soaps company pvt ltd. To know di

mpact on different organizations. To

sion about the performance streng

allow

sales analysis and how it shows 1
th &

a relationship among drawing conclu

weakness of the company-



PE OF THE STUDY

pe of the study is to Rive

sCO
The $€@

an insight
g : : : mto v
nd distribution and sye ;

I ‘ arious aspects related to the
v as face

ey q
-qlC> ¢

dv i hich infl i

1V TS 5 uenc ‘ }
.\-tcnSI\C smuday 1s done on the sales trans cing the same. An
Lo % ans

actions ¢ i i
Ctions and sales information of the

1 soaps company r -
bh“mth 3 Pany pvt Itd. The study covers the historical sales

_ewymation of the comps "
informa pany to find growth StiEpth anil wedlriesses of the

ny. The study covers >
compa all the transactions of the bharathi soaps

av in the sales and i
~ompany promotion analysis. The study covers the

measurement of profitability of the form and its operating efficiency

LIMIT ATIONS OF THE STUDY
1. The study is confined to Bharathi soaps company Pvt Ltd
2. Customer to whom I approach in Bharathi Soaps to know the services
provided by them.
3. Some of the customers promoted in soaps with the services but not
some of them were not be into express their view.
4. the study is made secondary data and the collection of various

promotions of the information in the reports of the company.
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CHAPTER - 11
Industry Profile

History of detergents:

Though the beg;
cCoin y -
ginning of detergent industry is not shrouded in the

veils of history as were the s :
he start of S$oap industry, it is nevertheless not easy to

find when the detergent j
1
gent industry, ag such, came into existence. An important

issue is to decide exa I
ctly what is being termed as a synthetic detergent as the

term itselt leads to :
f t confusion. In the United States of America, the word

surfactant or syndic i , 5
yndic 1s being used, while in Europe the term 'ten sides' (for

tension-active material) came into fashion

Th : .
e chemistry of soap manufacturing remain primarily the same until the
year 1916, when the first synthetic detergent was developed in Germany in
response to the shortage of fats for making soaps during the World War L

Commonly known as detergents today, synthetic detergents are non-soap

washing and cleaning products, which are put together chemically or

synthesized to produce a variety of raw materials.

alf of the detergents were based on

Between 1950 and 1965, more than h
nzene (PT benzene), but

ylene tetramer conjugated to be
se in eutrophication in lakes and streams as they

hosphate). Although the problem has not

some countries there has been an

the formula of a prop
later they were blamed for a ri
ates (from Sodium tri p
ed in some Cases, in
es of phosphates how

contain phosph

been completely resolv
ever in countries where 1t 1s

agreement for reducing the us

o such action has been taken.

not a big issue n
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Since those e ' i
arly dlscovenes in the chcmi‘;try

i _ and technique of detergents
and builders, developments haye been contj : :
nue

: d that focuses ieving more
efficient and easy to yse daie on achi g

rgent o :
gent products, Now the manufacturers give an

| afety for consume
Given below is a brief summ

jmportant consideration tq S
rs and the environment as well.

!‘ al. " . ¢
Aty ot important inventions over the years of the

history of detergent.

1950s

» Liquid lg i i

q 'l-undry. hand dishwashing and all-purpose cleaning products
» Automatic dishwasher powders
» Detergent with oxygen bleach

» Fabric softeners (rinse-cycle added)
1960s

» Laundry powders with enzymes

Y

Prewash soil and stain removers

» Enzyme presoaks

1970s

» Fabric softeners (sheets and wash-cycle added)

» Multifunctional products (e.g., detergent with fabric softener)

» Liquid hand soaps
1980s

> Automatic dishwasher liquids
> Detergents for cooler water washing

> Concentrated laundry powders
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19908

super concentr
» Ultra (sup entrated) powder and liquid et
g L R0
» Automatic dishwasher gels crgents

» Ultra fabric softeners

» Laundry and cleaning prodyct refills

(ndustry Overview:

The soap and detergent industry includes companies that are primarily
ngaged in manufacturing soap, synthetic organic detergents, inorganic alkaline
jetergents, and Cru_de and refined glycerin from vegetable oils and animal
fs. It is an international industry, and during the early years of 1990, world
demand for its products has increased 1 to 3 percent every year.

Many of the participants in the industry competed on a global basis.
According to analysts, there is a firm correlation the standard of living of a
nation and its usage of soap and detergent products. The analysts are expecting

the industry to continue to grow in both the industrialized as well as developing

nations.
Security Tenders:
According to recent trends, liquid cleansing products are outpacing the

raditional bar soap and powder cleaning products. In addition to environmental

and health considerations, societal transformation has propelled the changes in

the soap and
Size:

The industry includes about 700 companies with combined annual revenue of
thout §17 billion. Major companies in the consu
P&, Unilever, and Dial. Major companies in the co

Us Chemical and divisions of Ecolab. The industry is highly co

mer sector include divisions of
mmercial sector include

ncentrated with

t.
e 'op 50 companies holding almost 90 percent of the marke
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pdian Detergent Industry progy,,

Detergents:

The Ind1an fabric wash market consists of
bﬂr&p

Synthetic detergents, Comprising

owder, and liquids and o;
< ll-baSed ]'111

Although the pe i
PEr capita Consumption of deter ' di 7k
a) 1S comparable to some countriec I I
r ries like Indonesia, China and Thailand (around
i , it is low ' ’
) ke pas) i T;r than in others such as Malaysia, Philippines (3.7 kg) and
s .
the USA (10 kg). The Indian detergent market js expected to grow at 7-9% pa in

volume terms.

The synthetic detergent market can be classified into premium (Surf,
Ariel), mid-price (Rin, Wheel), and popular segments (Nirma), which account
for 15%, 40% and 45% of the total market, respectively. The product category
is fairly mature and is dominated by two players, HLL and Nirma. Nirma
created a revolution in the market by pioneering the concept of low-cost

detergents. Currently, the market is highly segmented with the differential

between the premium and popular segments at almost 7X.

Growth:

High consumer awareness and penetration levels will enable the market

nnum with slightly higher growth in the rural

to grow at an average 8-10% per a
pularity of low-cost detergents. Hence,

areas. Higher penetration stems from PO

capita consumption, there is tremendous scope for

besides increase in per | .
nd P&G are the major players in

ectively. While HLL dominates

Movement up the value chain. HLL, Nirma, 8

%, and 12% share, resp

the market with 40%, 30
s the leader in the po

pular segment.

he premium segment, Nirma 1
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different tYpes P B s
nd faces. These products help us keeP fit
from our homes

and

a
a1ine and removi ¢
re killing moving harmful bacteria and
a and germs

zed into four

alt
pe? es. Household Cleani
lac Cleaning Products can be categori

r Cleaners
» F |00
ass Cleaners

Toilet Bowl Cleaners

> wood Cleaners

it washing Products:
pishwashing products are cleaning agents that are formulated to wash
other kitchen utensils. These products are available for

Jean dishes and
fferent water,

and €
h as well as mac

hand Was
mperature,
ito four main types -

hine wash and are made for di

nd usage conditions. Dishwashing products can be categorized

, Dishwasher Liquid
> Dishwasher Powder
» Dishwasher Gel

» Dishwasher Tablets

g detergent

akes

Detergent Cake:

A detergent cake 1S
th : :
at comes in the form of 2 cak

dre
generally meant for hand washin

rpose laundry cleanin

generally an all-pu
nient to use, detergent €

o. Easy and conve
g of all washab
¢ and widely used
nerally formulated

le clothes and fabrics.

detergent products

Dete
rgent cakes are one of the most pOP‘v‘]a

nt cakes ar€ ge using one Of

f[)r l
aundry cleaning. Deterge

3()



tants tO improve their
urfac cleaning
£ pe

rformanc
o in hard water conditions, lance and make them good

lat10ﬂ°

cakes arc fi
o ¢ ()Il]llll; ted (8]
usm;_, b'llCh or L()I'Illllll
a Uus process o S04

Tl ese cleansing products ¢
ontain different ingredients th
nts that are used to

. their cleaning performance. The s N
urtact

at :
ant play an important role in

.--ﬂpf“
i g the cleansing action
™ i of detergent by reducing tf fe
1¢ surface
,qmd thereby improving the wet ability of washab| fab S
able fabric.

p

lﬁ('rtdlents.
f the .im
me ©O portant ingredients of detergent cakes include

So
_ctants, detergent builders, b
s oosters, brightening agents, synthetic
- oranCess colors,

ues

rgent Powder:
rgent powders are laundry-cleaning products that are made using a

the metal fatty acid salts, which are used in

o sold as laundry powders,

é[)ete
Deterg
:mthetlc surfactant in place of
powder form, these detergents are als

seps. Made 1n
brd surface cleansers, €tcC. Majority of the powder detergents has s
asically function more as a foam

zvure of ingredients; however they b
than as surfactant.

oap in their

Cepressant
asy to use and

The main advantage of detergent powders is that they are €

r environmental pollutants with

tmove the dust, dirt, grease, oil and othe
for hand wash as well as

e and effectiveness. Detergent powders can be used

Mach; ) .
hine wash applications.
king powder detergents

enzymes, detergent

I“gredients:

at are used in mé

The most common ingredients th

1 brighteners, fabric softeners,

"~ Surfactants, optica
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1ders: bleaches and Compoungs, Synthetic - [
pu! CHC perfumes and fragrances, anc

more:

aps & Detergents — Ingredients.
So I "
Along with surface active agents, which

{\tcrg_clﬁ. soaps and detergents are m
et

are prime ingredient in a soap /

ade using a variety of ingredients that are

v these products i _
;;ddcd in th p 10 give them Specific properties and characteristics.
coaps & detergents are cleansing products

Essential to public and personal health, soaps and detergents contribute to

3 good personal hygiene; reduce the Presence of germs, which cause infectious

jiseases; extend the useful life of tableware, clothes, linens, surfaces and

rumishings; and make our homes and surrounding more pleasant.

properties & Functions:

These different ingredients impart different properties and functions in
soaps and detergents and their addition or usage depends on the action or
characteristics desired in the end product. For example, toilet soaps may contain
antimicrobial agents to kill or inhibit bacteria, which can cause odor or disease.
Some personal cleaning products may be made using abrasives for removing
stubborn greasy dirt.

Important ingredients that are used in making soaps and detergents are —

Alkalis
Glycerin
Surfactants or Surface Active Agents

>

>

>

> Detergent Builders
> Detergent Boosters
>

Detergent Fillers
> Rinse Agents

32
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sonal Cleaning Products
pe
personal cleaning product
S are clcuning

ands, face 4 ‘
our h ace, body, and gents that are used to wash and

n .
cled air, Tl
. These
; ansers, face w product .
_id cle ’ ash, s s ma :
o help us '»hampo()& and condji y include toilet soaps,
e ; nditi
oducts p remain clean and itioners. Personal cleaning
calthy by removing dirt, oil, and

L,n\-ironmental pollutants from our bog

1 g : y. Per
“ﬂcggnzed into two main types - e
catv=

al cleaning products can be

» Skin Cleaning Products

» Hair Cleaning Products

Laundl‘y Cleaning Products:
dry cleani ‘
Laundry cleaning products are detergents and surface active agents that

- manufactured to wash and clean our laundry items. These products come in

ous forms, such as detergent cakes, powders, and liquids and are formulated

vari

1o meet different requirements of laundry cleaning, such as stain and soil

removal, bleaching, fabric softening and conditioning and disinfectant
r, and usage conditions.

e varying temperature, wate

requirements under th
be categorized into five main types -

| Laundry Cleaning Products can

» Detergent Powder
> Detergent Cake
» Fabric Softener
» Laundry Liquid

» Stain & Odor Eliminator

pProducts:
homes to

Household Cleaning
. ¢ we use in our

roducts are cleaners tha
plastic

hold Pmd
29

s furniture, glass,

Household Cleaning P
such a

rent hous€

ucts,

Wash and clean diffe



» Film Removers
» Lime & Rust Removers
» Emulsifiers
» Dry Cleaning Fluid
» Conditioning Agent
» Bleaches & Compounds
» Ammonia
petergents and health:

Detergents a > i
g re houschold chemical cleaning compounds used for

laundering and dishwashing. They contain wetting agents and emulsifiers, based
on non-soap synthetic surfactants. Synthetic detergent powders consist of
«urface-active agents, builders, and fillers. A study done to understand the
Indian consumer’s knowledge of harmful effects of detergents on health and
environment showed that 77.6 percent of respondents had experienced some
kinds of skin irritation due to detergents.

Of these , the majority comprised of dhobis and rural women.
Conventional laundry detergents leave chemical residues on the clothes. These
residues enter our bodies either through the skin or through the lungs. They

cause many common health problems including allergies, skin infections and in

rare cases, cancer.

Detergents and water pollution:

Most laundry detergents in India
ution that has become the direct cause of 42 per cent

are phosphate based. Phosphates are a

major source of water poll

of human and animal diseases. In India, per capita consumption of detergents in

1994 was 2.8 kg per annum This is projected to rise to over 4 kg/capita by
as 2.8 kg p . 1K

of detergent bars is expected to grow 7-8 per cent

2005. In rural areas the usc

annually,
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. figures arc of conce i .
The figurcs arc « I concem because high quality detergents have as mm,ll

+« cont STPP in the el 4 X
L ¥ hem, A““"""R to Prof Narinder K. kmmh”‘-

" am problem s th . |
the main problem is that of phosphate-based detergents promoting

1mrhicnlimi of aquatic environments."”
cul

“,mnal jmpacts:
pun-off’ of phosphates into water streams is not only duc to detergents,

it 350 due to fertilizers and manures. Findings show that during the dry
easons when the run-oft from agriculture is virtually zero, and manure run-off
. down 10 one fifth of the total annual rate, detergents are responsible for
jjditional loadings of rivers by about 7.3 per cent which poses significant
~rophication impact risks. In India, it is not uncommon to see ponds, lakes,
ond part of rivers choking with algae or other aquatic plants. In the Indian
~ontext. this is a grim situation since these water bodies are the primary sources

of water for a large section of the population

Regulations:
India has addressed the eutrophication problem only at the level of

ewage treatment plants (STPs). The ever-increasing demand of phosphate-
laden detergents in rural areas will increase eutrophication of the local water
hodies that serve as the primary water resource. Even metropolitan cities like
Delhi, Calcutta, Mumbai, and Chennai are partially skewered. More
specifically, only 43 per cent of class I cities and 12 per cent of class II cities are

skewered. Of this only 37 per cent of sewage is partially treated in class [ cities

and 5 per cent in class II cities.
Prof. Kauschik reveals that in Canada, and in many states of USA, public

pressure has led to the regulation of phosphates in detergents since early 1970s.

According to him these countries have spent $8.5 billion in 1970s to upgrade
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eatment pla
owage I plants to removye CXxcessive phosphate
I [ 8

? s. Canada successfully

_jemented the appropria -
nplem Priate regulation to control phosphates cmission into

stems by limitin ‘
water Y y g the amount of phosphates in laundry detergents to

0.5%-

ngrcssive labeling requirements — BIS:

The Bureau of Indian Standards (BIS) has separately laid down the

ards for eco-labeling of detergents in India. Based on the quality, safety

ond performance of these detergents, a

stand
set of general and specific requirements
for an Ecomark have been established. The specific and general requirements
laid down by BIS for ecomarking of detergents states that they should not
contain any phosphate. They also stress that the surfactants issued in the
manufacture of household laundry detergent powders should be readily
biodegradable and the products be packed in packages made of recyclable or

biodegradable materials.

Eco-friendly household cleaning powders:

An environmentally superior detergent is the one that makes use of lesser
chemical ingredients. The toxicity of detergents decreases by non-addition of
additives like perfumes, color, and brightening agents. Minimal packaging can

also reduce environmental harm substantially. Synthetic surfactants may be

replaced by non-petrochemical surfactants or vegetable oil soaps; builders like

phosphates can be replaced by sodium citrate and sodium bicarbonate; dyes and

fragrances can be eliminated or minimized.

Future Qutlook:

Factors such as demographics, environment, globalization, and economy

Continue to shape the soaps and detergent industry. The effect of demographic

factors can be seen in different sectors of ind
8lows old, the demand for cosmetic product
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r e

ulations, and the treatme :
nts for aging skin incrcases. As the consumers

e better educated and j
¢ Infi .
ormed, there is ket for

form
becom
: a fast growing mar
. rcally based so: ! g g
scient! Y Oap and detergent orsuits b : o
medicate and beautify, , ch at the same€

Vlergers & Acquisitions / Globalization:

Duf“l‘ o Sf?turatmn of traditional markets and in order to tackle the slow
growth 10 domestic markets, organizations now days, are creating sophisticated
- frastructures and rationalizing their production so as to make the production
process centralized in fewer but larger plants. This has contributed to
smndardizatiOH of the soap and detergent ingredients across the globe.
Manufacturers are striving to adopt basic formulations for all consumers all

scross the world, which can be varied by the addition of some ingredients t0

satisfy the trends in local markets.
lization of brands

d, which is

Another major consequence of M&A trend is the rationa

in order to realize cost cuts in marketing and branding. Another tren

aresult of M &A’s, is the standardization of production process.

Competitive Land scape:

Population growth, especially households with chil
in economy drives demand in the

dren, drives demand in

the consumer sector, while growth

ctor. The profitability of individual companies depends on several

commercial se
ive sales and marketing.

nt operations and effect
in domains like buying,

factors, such as efficie
ave scale advantages

Large companies h
panies can effectively

marketing. Small com
rmulating specialized pr
ocal market. The industry is capital-

rker more than $ 7,00,000.

and

manufacturing, distribution,
oducts, offering

compete with large companies by 0

e, Or catering a l

Superior customer servic
| revenue Per wo

intensive with average annua

Research & Technology:
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eed to meet enviro :
The 1 nmental regulations across the globe various research

offorts was undertaken by the soap and detergent industry during the early
1990s- SOdiu'm carbonate, Zeolite, sodium citrate, and sodium nitrate acetate
were under investigation as possible builders to replace phosphates. Other
questions that were being addressed, include - water quality, product safety,
chemical disposal, the ability to wash and clean in unheated water, and indoor
air quality-

Although several technological developments and an increasing
expanding understanding of the chemical processes had improved the ability of
industry to restore soiled garments and other objects to their pre soiled
condition, available soaps and detergents still failed to achieve the desired
results. Chemical scientists, therefore, continued to work on developing and
formulating innovative cleaning and laundry additives like new enzymes and

oxygen bleaches.
Company Profile

Sri. A. Manickavel, proprietor of BHARATHI SOAP WORKS, came to
Guntur on 1980 with Rs.2000/- cash and brought some Detergent cakes cases

from Chennai by train and he sold the soaps by rickshaw canvassing door to

door.

He had very good response in Guntur. Then he planned to start factory at

Guntur with an initial capital investment of Rs.65000/- and started business on

Maya bazaar, Guntur under the name and style of

8-7-1981 at pothuri-varithota,
red under SSI unit

M/s BHARATHI SOAP WORKS. The company was registe

with District Industries Centre, Guntur.

e. he ran his factory with 12 workers with manual

In the initial stag )
nd shifted to D.No.67/B-1

lbour, Later with his hard work, he earned 2
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ntla village, Guntur .
Gord ! Mandal.in 1985 in his own factory premises With
power motors In Guntur for the first time

The then brand na ;
mes were Blue Diamond, Bharathi. The main objective

is to sell gt?o quality detergent cakes to middle class and lower class people
with low price.

Initially the products were sold at Guntur and Prakasam District only. But
qow his hard work and maintaining quality, he has got very good market
reputation all over Andhra Pradesh by appointing sales agents at different areas.
Through its good management and organization, it acquired a good position in

the detergent industry.

Vision:-
The company is planning to introduce quality blue and toilet soap in the
short period. He can also to do sellers of detergent cakes washing powder

chemicals, dates salt other general goods. This firm is providing employment to

nearly 100 families.

Mission:-

Sri .A.Manickavel came to GUNTUR in 1980 and started business with j

y day improvement he decided to give quality soaps

very low amount and day b

low price to middle class people.

He is a popular social worker and philanthropist in Guntur. He directly
and indirectly helped the need ty institution. Home for

e aged and men challenged !
Dakshinya). Preside

y like mission and chari
persons. Orphanages, home for the aged and
nt of TAMIL CULUTRAL
Mentally challenged persons (

ASSOCIATION.
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He is also helping through Liong Club

: and ‘ Tube i
ye testing camps, Medical o d Rotary Club; by conducting

e E 4 ¢
fre Mp, and Blood Donation camps ctc. He has

nated to Natural Calamity f
Jlso do Calamity funds to all the states in India regularly

((juj arat Earth Quakes, AP Cyclone

nd Tamilnadu states).

and recently Tsunami in Andhra Pradesh

; ear | :
Every year he has been donating educational funds for books, cloths,

fees etc to poor children directly and through Bala Bharathi in Guntur. He is
4ls0 interested to participate in the spiritual, cultural and sports activities in the

city and entire AP and donating the funds to the organizers

walk Foundation (Welfare Artificial Limb Centre)

Sri.A.Manickavel, who is the President of WALK FOUNDATION and he is

providing monitory support to this association to provide freely artificial limbs to the

handicapped poor people.

Tamil cultural Association:
Sri A.Manickavel is the Hon. President of TAMIL CULTURAL

ASSOCIATION. The association’s main activities are to arrange and promote

cultural programs to their association members and social services like

distributin g free Note books, Uniforms to the poor students. This association

also contributing the cyclone relief fund to the Chief Minister of Andhra

Pradf:sh etc.
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\,3dﬂrgal Nunnetra S’mgnm:

gri A.Manickavel, who i
. ( NADAR C(;“ IS the president of the Nadargal Munnetrd
5““‘"‘] in the name and s MMUNITY) in AP, This sangam is running a
«choo and style of KAMARAJ PUBLIC SCHOOL at Tadepalli,

ir Dist.( A.P.). This s . .
Guat school is providing very good education to the poor

cudents.
Growth and expansion of Bharathi Soap Works:

\(s. Bharathi Soap Works is expanding their day to day production capacity
ond supply of goods from time to time. Initially, M/s. Bharathi Soap Works

capital investment is Rs.65000/- but now the investment reached Rs.64,

08817/, hundred times.

With M/s. Bharathi Soap Works good marketing and promotional
activities its present turnover reached to Rs.8.71 crores for the year 2006-2007

when compared to Rs.24 lakhs at the initial stage.

M/s. Bharathi Soap Works initially manufactured only medium quality

onomy quality products.

w manufacturing Premium and Ec
competition, it started

products. But no
market share and to face the

With the increasing
y maintaining different style

introducing new brands b s of packing to suit the

desires of the consumers.

rathi Soap Works is to supply quality products

ant than profit.
quality of the products

The main aim of M/s. Bha
0 its consumers. Quality is MO

Slccess of the company- 1he comp
e motive

re import It is the key for the

any stress upon the

earned huge market at all places

father than its profit margins. Th

' Andhra Pradesh.
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ﬁ’ﬂrkers of Bharathi S()ap Works-

At present 75 workers are at Production dep

artment and 5 em . at office, 2
employees at canteen and 1§ . ployecs a ¢

m :
oS, Somnl ‘ ployees as motor transport workers. The
compe2’ ® piete facilities to s workers and employees. As it

sdes complete assist; -
pro\'de P stance  and facilities 1o the employees, workers

dedicatedly contributed to increase its market share. The working environment
prings about a pleasant atmosphere ang enables the employees work
Jedicatedly, and also he is providing employment for more than 1000 families
directly for marketing his products all over Andhra Pradesh.
future planning of Bharathi Soap Works:

The company is planning to manufacture and sell quality Blue detergents
and Toilet soaps with in a short period.
Trading Company: M/s. Annam Traders:

Sri A.Manickavel is the Managing partner of ANNAM TRADERS. The
shove firm was established in the year 1990. The main activities are selling of
Detergent cakes, washing powder, Chemicals, Dates, Salt and other general

g0ods. This firm also providing employment directly and indirectly for more

than 100 families.

Quality policy of the company:
“Satisfying the costumers by providing cipality PrOdUCts RO, seryices and

St : i ”
Sriving towards continual 1mpr0vemer1t5 .

Quality objectives:
> To improve sales compares 0 last
> To improve the customer satisfactio
> To reduce the wastage in production

> To update the knowledge of the emplo

year.
n level.
process.

yees.

.
> To continually improve the proces
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V s

1 SOAP WOrks s '
nhaﬁ“h' - Ths is Promoted by a young, dynamic and outstanding

i A. MANICKAVEL with hic s _ :
ool L With his visionable & dynamic leadership. the

. has carved a niche for itself;
apany ha oritselfin the market.

Bhamlhl soap works was emerged as one among the leading company in
o marketing segments ot its products. Bharathi soap works has grown rapidly

+< inception, and ines :
nce its WCEP today its business operations have spread too many

Pt

e

The company had bagged “The Best Entrepreneur of the State for the
wear of 2005 received on 26™ Jan 2005 and the prestigious award “ Indira
-Cx:ndhi Sadbhavana award ™ in 2005 received on 21% Nov 2005. And also
gwarded “GUNTUR DISTRICT BEST INDUSTRIALIST”.

Bharathi soap works is a medium scale organization with a growth rate of
more than 100%. Bharathi soap works had started as a small scale unit and with

= 2 short span of time has grown into a medium scale, providing employment to

more than 200 employees.

Certification:-
Bharathi soap works is an ISO 9001:2000 certified organization and

kaving other certification from MOODY international certification and

UKAS quality management certification.

Quality Maintenance:

~ The main aim of M/s. Bharathi Soap Works is to supply quality products

to its consumers, since quality is more important than profit. It is the key

for the success of the company.
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» The COMPany stress yp, the quai
a

: : Y Of the e
margins.  This motjy,e e ¥ 0f the Products

ither than its profit
WEe marke

ameq )

pradesh. Lat all places in Andhra

mpan i... S N v \
> The company is stricyly .uiopnng Quality pref:

Y preference
Cry of f
never COMpromise w

» Quality assurance demangs

raw materials, as wey only in purchases of

as deljy ‘

Wished goods and they assure
ith quality at a1 stages.

A degree of detail

customer that they

it
implemented at every step. 1 order to be fully

» Planning, for example, ¢oy)q include iny
c

. . stigation into the quality of the
raw materials used ip Manufacturing

: the actual assembly, or the
inspection processes used.

The Checking step could inclyge customer feedback, surveys, or other

marketing vehicles to determine if Ccustomer needs are being attended or
not. If not, what are the sreasons?

A V4

Acting could mean a total revision in the manufacturing process in order

to correct a technical or cosmetic flaw.

‘!

Competition to provide specialized products and services results in
breakthroughs as well as long-term growth and change.

# Quality assurance verifies that any customer offering, regardless if it is
new or evolved is produced and offered with the best possible
materials, in the most comprehensive way, with the highest standards.

# The goal to exceed customer expectations in a measurable and

accountable process is provided by quality assurance.

apacity:
e after thorough quality check in the

r supervision at all levels, and

Products leave factory only

laboratory with qualified technicians under prope i
It g all do bet ching to market, so as to satisfy the customers and they
ne before rea

f " .
cel Proud of customer satisfaction.
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pany has an exee
The company has an excellent Production
cap

g g B " acity. The present installed
mdllcuon C{lpllCll_\ 18351 040 TOI\.\‘ of De ‘ l

tergent cakes per day and 20 Tons of

3 ing po\\’dCf per dil}’. Thc machinec .
ash! Chines are operated according to the demand in
he Inafkct.
Bharathi g
rathi Soap W orks — Products
-\ | ROD
S 10, S RODUCES BRAND NAME
* BLUE DIAMOND
e TRIPLE-X ( XXX )
 DETERGENT il
AVANI
L. SOAPS e MAGIC
¢ GREEN DIAMOND
e THREE DIAMOND’S
e SAREGAMA
¢ XXX SILVER FOAM
DETERGENT e XXX SILVER LINE
2 POWDER e XXX HI-POWER
DISH WASH BAR e XXX RUF & TUF
3.
| ED
o BATH SOAP + XXX LAHARI (AYURVEDIC)
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pe

IAMOND PR, R e of detergent cakes are being mnnufucturcdc Jage
. of '
e iﬁrnorld-lzsgms'* and 150 gems. and Green Diamond of 150gms only:
e

r s under Triple-X (XXX) brand, -17. types of detergen
ll

( cakes arc being

Triple-X More washes (Mini) ~ : 100 gms.

Triple-X more washes (Medium) : 200 gms.

Triple-X More wash : 150 gms.
Triple-X More wash : 300 gms.
Triple-X More wash : 350 gms.
Triple-X Easy wash - 125 gms.
Triple-X Easy wash : 250 gms.
Triple-X ( Rose) : 200 gms.
Triple-X (Rose) : 125 gms.
Triple-X ( White ) : 250 gms.
Triple-X Pink Super wash : 300 gms.
Triple-X Pink Super wash : 150 gms.
Triple-X Gold : 200 gms.
Super Triple-X (XXX) : 150 gms.
Triple-X Action Soap : 250 gms.
Triple-X Raja Soap : 350 gms.
Triple-X Raja Soap : 175 gms.

Under MAGIC brand, -2- types of detergent cakes are being manufacturing i.e.-

Magic-125 gms., and Magic-200 gms.

1 ; ;
Under SAREGAMA brand, -3- types of detergent cakes are being manufacturing, i.e.-
§

“egama-15() gms; Saregama-200 gms; and Saregama-300 gms.
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r

bars arc being

e CRIPLE-X (XXX) RUF & TUF brand, -2-
o fle TRIPLE- ‘ and, -2- types of dishwash
e X RUF & TUF-150 gms; and TRIPLE-X RUT & TUF-
008 oms:
Sﬂ"" arlys under Triple-X (XXX) brand, -13- types of detergent powders arc being
manufﬁCl‘Unng ;
They are: Triple-X Silver Foam . 1150 gms
Triple-X Silver Foam -1 Kg.
Triple-X Silver Foam . 850 gms.
Triple-X Silver Foam . 550 gms.
Triple-X Silver Foam : 250 gms.
Triple-X Silver Foam - 125 gms.
Triple-X powder pouch 1 15 grms.
Triple-X HI-POWER . 1 Kg.
Triple-X HI-POWER - 500 gms.
Triple-X HI-POWER - 200 gms.
- 3 kg.

.Triple—X Silver Line

Detergent Cakes:

TRIPLE-X (XXX) Brand Detergent Cakes:
Product Name Triple-X (XXX) More Wash
Type Detergent Cake
| Brice Rs.20.00
- Net Weight : 350Grams
Rs.5/- worth XXX Washing powder sachet Free

Offer



ad prand Detergent Cakes:

piam?
¢ Name :
I’rﬂduc Three Dinmond!
) . Detergent Cake nd's

: ‘TIL

s ) . Rs.12.00

pct

rejght :
et weigh ‘ 350Gramsg
. 0 . v - .

. (_'HT‘-T . 40% Extra Free with S()ﬂp

|

. .oic Detergent Cakes:

| Mag
oduct Name :  BlueNewMagic
| e Detergent Cake
price Rs.7.00
\et Weight 200Grams
offer 50% More Quality

Bhavani Detergent Cakes:

Product Name Bhavani
Type Detergent Cake
Price Rs.5.00

Net Weight 150 Grams
Offer

Binka Detergent Cakes:

Product Name SupchowerBinka
Type ~ Detergent Cake

ice :  Rs.5.00

NetWeight ;  150Grams

Offer TriplexMoreWashSOaP
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V

gama Detergent Cakes:
gl

S;If

Produi-’l Nam¢ : MagicSaregamaRich
fype Detergent Cake

orice Rs.10.00

et weight : 300 Grams

m"""'“"‘ Powder:
gjver Line Detergent Powder:
ysage: 1 S€OOP for bucket wash and 2 scoops for machine wash. Suitable for top
| joading machines. Soap for 30 minutes before washing. For superior results

wash in warm water.

XX was gives you not just “whiteness” but also “freshness” the power of blue

«+hiteness up your cloths For every wash your clothes look and smell as fresh as

new

product Name 3 SilverLine

Tvpe :  DetergentPowder

Price : Rs.185.00

Net Weight 2 3 Kg.

Offer : Rs.60/-worth of Plastic bucket Free with this pack

Silver Foam Detergent Powder:

scoop for bucket wash and 2 scoops for machine wash. Suitable for top loading

machines. Soak for 30 minutes before washing. For superior results wash in
Warm water, XXX was gives you not just “whiteness” but also “freshness™ the

Power of blue whiteness up your cloths. For every wash your clothes look and

§
mell as fresh as new.

Pro
duct Name : SilverFoam
TYPe

DetergentPowder
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price : Rs.40.00
ioht ;
Net weig : 1.2Kilograms

ffer :
5 200 Grams More With This Pack( Free)

i - power Detergent Powder:

- 1 scoop fi
Usage ‘p or bucket wash and 2 scoops for machine wash. Suitable for top
loading machines. Soak for 30 minutes before washing. For superior results
wash 1n warm water.XXX was gives you not just “whiteness” but also
«freshness” the power of blue whiteness up your cloths. For every wash your

clothes look and smell as fresh as new

Product Name : Hi-Power

Type DetergentPowder

Price Rs.50.00

Net Weight 1.00Kilograms

Offer 200Grams Medium More Wash Soap
Dish wash:

Ruf And Tuf

Product Name Ruf&Tuf
Type . DishWashBar
Price . Rs.10.00

Net Weight 300 grams
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CHAPTER-1v

DATA ANALYSIS AND INTERPRETATION

| How may years you have been using bharathi consumer care products?

— particulars

No. of Respondents Percentage

-""'—‘-..——.__5

70 70%

20

10 10%
Total 100 100%

B

—

R

100 ‘ -
%_

20

15 Total

Interpretation

From the above table 70% of respondents using bharathi consumer care products

from 5 years onwards, and 10% of respondents are using bharathi consumer care
from 10, 15 and 20 years.
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y EEEE—

ou frequently purch :
). Do y ase bharathj consumer care products?
{ ducts’

particulars No
. of Res e
Spondents Percentage

_— Yes
No . e T "
_— Total : _—“-'-———1—0— 10%
100 100% i

Interpretation
From the above table 90% of respondent
of respondents are not using fre

s are frequently using bharathi consumer

care products and 10% quently.
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ons to purch
) eas ase b i
hnralh: consumer care i ?
are proc ucts’

Particulars\’N\
0.0of R
promotional offer_s_“"“._____________fi‘iondcnts Percentageé
- ) 60 -
Discount offers — 60%
30 0
Range ofitems | 30%
' — . 5%
Location of the store |
> 5%
Total
100 100%

100 -

Promotional  Discount offers Range of items  Location
offers store

of the

Total

Interpretation
From the above table 60% of respondents at
of respondents are attracted by discount offers and 5

by range of items and location of store.

52

tracted by promotional offers and 30%

9, of respondents are attracted




4. How do yoy co
me tg |
nNow

 Particularg ——
Trough advertisemcm
Through friendg

and
relatives

/_-\
Through hoarding ——-—_

| Nororre——

aboul b
harathi consumer care products?

0.
of Respondents Percentage
70 70%
10 10%

newspaper 10 10%
e —
Other medium ) S
— 10 0
| __-_-_-—-_-_'_'_""'—-—
| Total L 10%
L— 100 100%
—
0- .
Trough Through friends Through Other medium Total
advertisement  and relatives hoarding
newspaper
Interpretation

From the above

advertisements and 10% of responde

relatives, through hoarding or newspaper and oth

table 70% of respondents are come (0 know through

nts are come to know through friends and

er medium.

53




5. Rate the .';1ttractive,»“3.SS o

Ilchni
. se
Particulars “

of bharathi consumer care products?

WWW Percentage
~—  Less attra::_t-i;g““"““\% 90%
~ Not at all attractive 0 10%

Totaﬁ& 0%
b 100%

1001 |

80 -

60 -

40 1

20-

0+
Very attractive Less attractive  Not at all Total
attractive

Interpretation

From the above table 70% of respondents
care advertisement and 10% of respo

consumer care advertisement.

are very attracted by bharathi consumer

ndents are less attracted by bharathi



6. DO you think offers are clearly Presented through displ

ays in bharathi consumer

care ProductS?

: LS Y Lot
mmrs No. of Respondents Percentage
| =T e 90 90%
=" Nb 10 10%
L—" Total 100 100%
TR |

Yes

No

Total

Interpretation

From the above table 90% of respondents are said yes offers are lestiipasnie

through displays in bharathi consumer care products and 10% of respondents said

10 offers are not clearly presented through displays in bharathi consumer care

products.
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7. How do you rate the CUstomg
rs

11 gl WO

chemec ¢
hemes of (e company?

Particulars e ¥ OThe o A
% of Respondents Percentage
\
Average \90 90%
S 5%
\
5 5%
\
100 100% =
\

Average Poor

Interpretation

From the above table 90% of respondents are rated the customer scheme of the

company is good and 5% of respondents are rated the customer scheme of the

company is average and poor.
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~ What are the major g

Q

P]'Od uc tS?

alcq p :
: romon stivits (4
on activities of bharathi consumer car

~— particulars

No. of Respondents

" Discount

Percentage

90

90%

— Free gift sample

10

10%

L
Coupons

0

0%

—
Money refunds and

rebates

0

0%

——  Total

100

100%

Money Total

refunds
and
rebates

Free gift Coupons
sample

Discount

Interpretation
From the above table 9

sample only the major sales

products.

0% of respondents are selected discount and free gift
promotion activities of bharathi consumer care
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Wwhat are the maj
g WA jor sales
promotio :
n activitie
s of bharathi c
onsumer care

products?
— particulars N
0. of Res W
— Discount pondents Percentage
—— 90 e
Free gift sample - 90%
Coupons - 10%
0%
Money refunds and 5
rebates 0%
Total
100 100%

s

Interpretation

From the above table 90%

sample only the major sales

products.

.Discount Free gift Coupons

Money
refunds
and
rebates

sample

Total

o el e

57

of respondents are selected di

promotion activities of bha

scount and free gift

rathi consumer care




, satisfied with the promoyj
on

yo al
al activi
ﬁmﬁ No ___"‘““‘-———:I—Iii“r bharathi consumer care
/-»-{,.g* .of R&;spondcnts T Percentage
///I\T(T 18 90%
10%

— Total
100
100%

Interpretation
bharathi consumer

From the above table 90%
of respondents are no

dents are satisfied with

of respon
¢ satisfied with bhrathi co

nsumer care

care products and 10%

products.
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r

displays « :
0. pes the dispiay and promotiong offers inf
S nforme

_—particulars

d in the store will attractive

—
No. of Respondents

LT s

—_—

Percentage

90

Lt NG

90%

10

10%

— Total

100

100%

Yes -

Total

Interpretation

From the above table 90% of respondents
of respondents are said not attracte

products and 10%

products.
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1. which type of promotioy

al activig
= ties wil .
| pParticulars w)m g

f N()_ of R
/Ww \ Percentagt
40
— Extra offers _—_"““--————T \
— 1+1 offers 0 \
— Advertisements 5 \\
/"'-_-—__
Total 100 \

| ot

| ipte s

100 -

DiscountE

Interpretation 7
m customers tor
From the above table 40% of respondents ar¢ ore atracted bY (1€

' y extra
discounts and 1+1 offers and 10% of responde

nts are more attracted b

offers.

60



2. poes the sales Promoig, |,
nade

‘cti\’ili ‘g N
“S OF bharathi consumer care products |

yot. purchase the Producyg again?

{0

i 0. " ——
(

L—" No __““"‘\)0 90% ]

10 10%

100 100%

Interpretation

From the above table 90% of respondents

activities with bhrathi consumer care products and 10% of respondents are said not

are attracted by sales promotion

atiracted by sales promotion activities with bhrathi consumer care products.



- overall shopping eXperiene

yor C of g
3- -\t‘les .
| 7 Promotion of bhrathi consumer
8
1 _-.-_-—.-__‘-“—_—_‘-‘_-_‘_“‘
/;‘T.Eallars NO. e
| P of RLSlmn(lcms e e—
/,G_&d e entage
90 S— e
/’H{:Tagc ‘5\—— 90%
B 0
/—T’EJ:' i 5%
: 5%
/’/faal o ()
- 100%

Total

Average Poor

Interpretation

From the above table 90% of respondents have shopping experience and 5% of

respondents have shopping experience.
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r

may varicties of bharathi consume

teare products that are available in the

3 B
nw"kct?
__mrs No. of Respondents Pcrcentar
5 70 70% ied
Lo 10 ° 10 10%
15 10 10% e
— 20 10 10% A
— Total 100 100% K

Total

Interpretation

From the above table 70% of respondents are said that

available in the market, 10%

available in the market.

5% of the products are

of respondents are said 10, 15 and 20 products are
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(5. HOW Hogon feclighil Purchasing
" lar,

athi consumer ¢
//'E\
particulars No. of Rer
_— Great | ents Percentage
6
_—" Good ] Y 60%

— Not satisfied “‘1\0 30%

_—" Total S 10%
= — 100%

are products?

1007
90
80
70
60
50
40
30
20+
10

Great Good Not satisfied Total

Interpretation
From the above table 60% of respondents are feel great to purchase bharathi
consumer care products and 30% of respondents are feel good to purchase and

10% of respondents are not satisfied with the arrangement of bharathi consumer

care products.
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FINDINGS:. FINp

CCH*‘\PTER-V
N
AND SUGGESTIONS

LS 0 .
using bhrathi consumer care products

consumer ¢q, Y of : -
4 care py,. i ' the respondents are purchasing bhrathi

. Majori : regul;
LY. of the respondg arly,
Cnts are

Uctg, attracted by promotional offers to

purchase the Prod

. 70% of res
POndents
s now
Majority of 0 the produycts through advertisements.

I‘eSpondent

. S are :
bhrathi consume, care p Very attracted by the advertisement of

. 90% of respondents are saiq

scheme.

. 90% respondents are said that the discounts are the major sales
promotion activities of bhrathi consumer care products.

. Majority of the respondents are satisfied with the promotional activities
of bhrathi consumer care.

10.90% respondents are said that the promotional offers and displays
information in the store will attract the customers.

11.Majority of respondents their overall shopping experience of sales

promotion of bharathi consumer care is good.
12.70% respondents are said that above 5 products are available in the
market.

13.Majority of respondents are feel great and good while purchasing

bharathi consumer care products.
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cUGGESTIONS

]

2

LIS

i

it is suggested to offer mope discounyg

: S
and offers to the customer 1
3 : ‘o eyt only
[t 1s suggested to Mprove the Promotional activities not

advertisements byt cdium,

also other 1y
[t 1S sug

o -

ow the
gested to conduct the Survey on the market to kn

competition in the market.
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ANNEXURE



X l » -ry
1. How many Years Yo Q 1estionnaire ; roduCIS'
)5 yeure Ve beey using bharathi consumer carc P
ars Stng bharathi cont 0 cars

¢) 15 years
2. Do you f‘l‘L‘qu
) rchnen
o e chase blhiragh consumer care products?
b) No

3. Reasons to pure I car
3. 5 pu (.hase bh!‘ahli CO“SUIT\
(] care

S

a) Promotiong) offer products?

¢) Rage of items b) Discount offers

¢) Location of the store

4. How do you come to knoy about bhrathj
i

) consumer care preducts?
a) Through advertisement p

: b) Through friends and relatives
c) Through hoarding or eWspaper d) Other media

5. Rate the attractiveness of advertisement of bharathi consumer care products?

a) Very attractive  b) Less attractive ¢) Not at all attractives

6. Do you think offers the customer schemes of the company?

a) Yes b) No

7. How do you rate of the customer schemes of the company?

a) Good b) Average c)Poor
8. What are the major sales promotion activities of bhrathi consumer care

products?

a) Discount b) Free gift sample ¢) Coupons
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a) Discount b) B
Are : Tee gify ¢
9. YOu satisfje

§ i ample ¢) Coupons
¢ Wity the

. : Coe cr
care? Promotional activities of bhrahti consum
a) Yes b) Ne

. Does the displ.
10 ¢ displays M promo . : o will
attracts you? Otional offers informed in the stor
a) Yes b) No

11. Which type of Promotiong] activiti

a) Discount b) Extra offers ) 1+] offe;'s d) Advertisement

12. Does the sales Promotion activities of bhrathi consumer care products
made to you purchase the Products again?

a) Yes b) No

I3. Your over all shopping experience of sales promotion of bhrathi
consumer care?

a) Good | b) Average ¢) Poor

14. How may verities of bhrathi consumer care products that are available in

the market?

a) S b) 10 )15 d)20

15. How do you feel while purchasing bhrahti consumer care products?

2 Great  b)Good  c¢) Not satisfied .

N
N
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