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Introduction

The Micro, Small and Medium Enlerprises
(MSMEs) play a very cruciil role i the Indian economy, generating around
12 erore employments through almost 634 crore MSME units. MSME
sector has emerged as a highly vibrant and dynamic sector of the Indian
cconomy over the last five decades. It contributes significantly in the socio-
economic development of the country by fosienng entrepreneurship and
generating large employment opportunilies al comparatively lower capiltal
cost, next o agriculiure. MSMEs are complemeniary to large industries as
ancillary units and this scctor contributes significantly in the inclusive
industrinl development of the country.

As per the MSMED Act 2006, the MSME:s are classified into
manufacturing and service enterprises and they are further defined In terms
of investments in plant & machinery. According to that, Micro coterpriscs
are the enterprises having invesiments up 10 Rs.25 lakh in manufacturing
and up (o Rs.10 lakh in services. Small enterprises have invesiments
betwesn Rs.2S lakh 1o RS crore in manufacturing and hetween Rs. 10
lukh 10 Re.2 crore in services. Medinm cnterprises have investments
between Rs.5 crore to Rs. 10 erore in manufacturing and between Rs.2
crore (o Rs.5 crore in services,

A revision in MSME cnteria of classification has been
done in order to be realistic with time and to establish an objective sysiem
of classification and to provide ease of doing husingss which came into
effect from 15t July, 2020. As n result, a new composile classification for
manufacturing and service units has been
notified on 26.06.2020 and from now, there will be no difference between
manufacturing and servive sectors. Also, a new cnterion of turnover has
been added in the previous eritenon of classification based only on
investment in plant and machinery.
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It has also been decided that the turnover with respect to exports will not
be counted in the limits of furnover for any category of MSME units,

Coming o the cantext of GDP, MSMEs contribute around 6.11% of
manufacturing GDP and 24.63% of GDP from service activities.
MSMEs account for approximutely 40% of India’s total exports. Duc to
comparutively low capital costs and their forward-backward linknges with
other sectors, MSME sector plays a vital role in the success of ‘Make in
India” initiative and has huge polential in solving structural problems like
unemployment, unequal distribution of national income and growth,
regional imbalance efc,

Realising the importance of MSME sector over the
time, the govemment has undertnken a number of initiatives to promote and
development of this sector, such as -

i) Prime Minster's Employment Generation Programme (PMEGP) - A
bank-appraised and -financed programime (o generaic employment
opporiuniics

i) CREDIT GUARANTEE TRUST FUND FOR MSEs (CGTMSE) -
Provision of Collateral Frec

Credit lor MSMEs

1ii) Scheme of Fund for Regencration of Traditional Industries (SFURTI)

iv) A Scheme for Promotion of Innovation, Rural Industries &
Entreprencurship (ASPIRE)

v) Micro and Small enteérprises Cluster Development Programme (MSE-
CDP)

vi) MSME Champions Scheme (Erstwhile Credit Linked Capital Subsidy
and Technology Upgradation Scheme) (CLCS-TUS) - Providing upfroni
15% subsidy to facilitate technology upgradation in MSMEs.
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Analysis-

The overall impact of MSME sector in Indian cconomy, including
regional and activity wise disteibution of MSMBEs, role in employment
generation, contiibution of MEME sector to wial exporl and GDP & GV A,
has hbeen discussed and analysed briefly in the previous section.

In this section, we will look into the year wise
contribution of MSME sector in Incia’s GIP. Due to datz unavailability of
recent years, we have analysed the GDP data of last available financial
years. As per the data available with Central Statistics Office (CS0),
Ministry of Statistics & Programme Implementation, the contribution of
MSME Sector in country’s gross value added (GVA) und Gross Domestic
Product (GDF), at current prices for financial year 2001-12 10 2016-17 is as
helow:

(Figures in Ha Crored
Yiar AISME Growth (%) | Towl GVA | Shar ol Tolsl GDF | Share off
GVA MEME in MEME in
GVA (%) GO (b %)
011-12 R3] = FiDon S5 e o
HHE-18 N 5.3 TR 31+ Li0Es .40
200314 (R T in TR EiK ] FEITTEG] 030
[ 2014-1% STORE [ED TISHTTY EET 124579 00
AS- 16 A ETE LT (Rt a1 [(E3 0N 29
B FETIEN wad TIIEeL | LAY | 1A;asia | 3R
ety APLUE Aewia] Rrird 207N 19 GEN)
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Analysing the above mentioned data, it 1s evident that
The MSMEs averagely cantnibute almost 30% share of the Gross Domestic
Product (GDP) and an average of 32% to (he Gross Value Added (GVA).

From the financial year 2014-15, it can be observed that
MSME contribution percentage (o GDP and also the growth rate is
declining year by year. In the financinl year 201314, share of MSMESs in
India’s GDP was 30.20%, whereas in the financial year 2014-15, it
decreased by 0.509% and became 29.70%. Similarly, in the financial year
2015-16, share of MSMEs in India’s GDP was alsu decreased by 0 50%
from 2014-15 and became 29.20% . Although several mitiatives by
government of India were taken in the next years to promote MSMES, As o
result, this gradual decline in GDP share of MSME sector has been stopped
and according to the last available data, MSME contributes 30.74% of
India’s GDP.

Contribution of MSME scctor to GDP and GVA in Indian
Economy is shown in the following graph.

3186 12 36 3LIh
II I
0

2001-2002 J012-2M3 20032014 2014-2015 2015-3016 20162017
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MSMEs' Role in Economic Growth —a Study on India’s Perspective
Dr. Surendar Gade
M.Com. MBA., UGC-NET, Ph.D.,

UGC Post-Doctoral Fellow, University College of Commerce and
Business Management,

Kakatlya University, Warangal, Telangana State, India.
e-mall; dr.g.surendar@gmail.com Mobile; 09966701688

ABSTRACT

India’s Micro, Small and Medium Fnterprises {MSMFg) sector has appeared as a
vibrant and dynamic sector for the economy. It his been recognized as a catilyst in
promoting the growth and development. MSMTs are playing a pivoial rale in creating
a buge amount ol employment ol meagre cost ol copital in companson to large
Industrics_ helping in establishmem of indusirics in cconomically backward regions
and tnmeatimg regional inegualities, promising justifinble dispersion of national
income and wealth, The MSMIE s has steadily enumeraied surpassing progress in
comparisan to the entire industrinl sector. This paper attempted 1o examine the
contribution of MSMES Sector in the nution’y growth and also the areas which are
required to strengthen the MSMEs sector o its continuous contribution to the
developmesst of India. It is found from the study that MSMEs can be boon and a hope
for Indinn ecomomy in near future. The MSMEs are providing uniform development o
the socicty and can be a strong menn o uiihize the natural resources of India. The
MSMEs are very helpful o remove the regional imbalances if it is extablished in the
underdeveloped areas. The MSMEs are providing more employment per unit, I this
contribution 1510 he susiamed, then thetr uniqueness needs to be purtured 10 an ovent
and explicit manner.
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Abstract

In recent years, the mgnificance of MSMI has been recogmzed in the world's
countries for ite major contiibution in various socio-cconomic ahjectives such as
higher cconomic growth and cmplayment, ouiput, nurturing crtreprencurship and
encouragement and support for expons. MSMIE play a vital role in the mdusirial
development of any country, The MSME sector i a backbone of Indian economy for
its contribution 10 growth of Indian ecanomy. The MSME sector can help for
achieving the target of Naticn Manufactuniog Policy that manufacturing should
contribute 25% in India’s GNP by 2022, For that purpose, the government of India has
lnken o good mitmbve of “Make i Indw”™ This paper 13 to focuy on performeince of
MSME & growth and opportunities This sector i large contribules (o the
socioeconomic development of the country. The MSME sector is an importint pilla
of Indian cconnmy as it contributes greatly 1o growth of Indian ccomomy with a vast
network of around 30 million units, creating emplovment of about 70 million,
manufscturing more than 6000 prodicts, contributing about $5% to munufacturing
output and ahout 40% of exports, divectly and indirectly. This sector even assumes
greater importance now as the country moves townrds a faster and inclosive growth
agenda. Moreover, i is the MSME scctor which can help realize the wrget of proposed
Nationol Manufacturing Policy of raising the share of manufactunng sector in GDP
from 16% ar present 10 25% by the end of 2022, (Planning Commission)1 | The
ohjective of paper is to find current status of performance of MSMESs in Indiu also to
examine the major challenges foced by MSMTis for inclusive growth and to find the
opportunitics available for development of this sector.
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Findings-

1) MSME Redelined

The crstwhile ceilings on investment for enterpriscs to be classified as
mucro, small and medium enterprises are revised in 2020 and the
preseni ceilings are as the following-

(1) In case of a micro enterprise, the investment in plant and machinery or
equipment does nol exceed one crore rupees and wurnover does nol exceed
hive crore rupees;

(11) In case of a small enterprise, the invesiment m plani and machinery or
equipment does not exceed len crore rupess and tumover does not exceed
fifty crore rupees;

(iii) In case of o medium cnterprise, the investment in plant and machinery
or cquipment docs not exceed fifty crore rupees and turnover does not
excesd two hundred and Bifly crore rupees.
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SRNO. | BECONOMIC REGISTERED | UNHEGISTERED | TOTAL
. | PARAMETER
L NO, OF 1551 24548 261,01 w33
FNTERPRISHS (5.9 %) (94.06%) (100%)
(LAKH)
1) Mamufectaring | 1035 tL1% 7453 Steeci 1iccy
Enterprises
2 Serviee 518 X130 I86d8 sttt
Huterprises !
|
X EMPLOYMENT uzpd 157 S94.61 110954 |
(LAKH)
1} Manufactaring | 7084 234,22 4,07 camtssinsscnn
Eanlerprises
2} Service 121y 7835 290,54 RSSR—
Faturprise +
3 MALE 7340 1078 A%h.15 H446x
4 FEMALE 164 952 10RLa6 164,91
i AVERAGE =03 108 338 1,78
EMPLOYMENT PER
UNTT (NUMBER)
1) Munufucturing | 7.71 349 408 e N
2) Service 138 154 1.56 i
1 Share in GDP II3% | 3154
(201213
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As per the National Sample Survey (NSS) 73rd round,
conducted by Nanonal Sampie Survey
Office, during the period 2015-16,
there were 633.88 lakh unincorporated non-agricalture MSMES in the
country engaged in different economic activities such as- Manufacturing,
Non-captive
Electricity Generation and Transmission (electricity), Trade and in
other services. The following table shows actvity wise distribution of
MSMEs in the country with the trade indusiry having the lion share of the
sector. The trade industry hod 230.35 Lakhs MSME followed by 206.85
lakhs MSMEs cngaged in other services, manufacturing following
with 196.65 lakhs and lastly Non-
captive electricity generation and transmission with (.03 1akhs,

ACTVTY | ESTWATES  IN  LAKHS | SHARE (Y
CATEGORY | RURAL | URBAN | TOTAL
Nandacing | 1496 | 8250 | 19685 |
Tk | 16N | 12 | M5 | %
OerSenices | 10000 | 10405 | 2685 | 30
By | 008 | oot [om | O
[ TOTAL | x| am00 |6 | 10

(Source - Ministry of Micm, Small and Medium Enterprises Anoual Report 2021-22)
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4] Regional Distribution of MSMESs in India -

The following figure illustrates the urban and rural
percentage share of MSMES. The rural areas have the highest concentration
of MSMEs representing 51% and the Urban arcas
in India have 49% share of the MSMEs in the country. This higher presence
of industries in rural arcas not only creme employment there, but also
prevent rurnl-urban migration, uphift standard of hiving of the rural dwellers,
and help in equal distribution of wealth,

Percrstnge Sharn of Raral nd Urhar MSNES B the Caaitry [mammbor in Libh)

¥ Cron WSMES
Mm
Lia

(Nource - Minietry of Micoo, Small sod Medlom Emerpises Anoual Repon Hi21-22)

51 Emplovment ted by MEs -

The MSME sector contributes about 40% of the 1otal
employment in India becoming the second largest emplover
apart from agricultural. As per the Natonal Sample Survey (NSS) 73rd
round conducted during the period 2015-16, MSME sectar has created
11.10 crore jobs, The follwing table llustrates the percentage share
contributed by the various categories of MSMESs to the employment quota.
Trade
leads with 35% followed by aother services, Manufacturing, and
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Non-captive Electricity generation and transmission with 33%, 32% and
(1% respectively.

Droad Altiyity Catepary

(1)

Emplogaient {n Jakh)

Rural

{lrtan

17386 |

.-r"|1|||

|
Manufscturisg | 1BESh 36041 n
Electricity” 006 00z 07 0
Trade | l06 | 16s | 38008 %
Dther Services Cowes | e | e <)
Al e e1210 | 100 100

"Niwcwplive electricity f)ewerntion apd tnasmision

Table: Bstimated Employment in the MSME Sector (Activity Wase)

Micro sector with 630.52 lakh estmated cnterpriscs
provided employment to 1076.19 lakh persons that in tum sccounts for
around 97% of olal employment in the seéctor, Small sector wath 3,31 lakh
and Medium sector with 0.05 Inkh estmated MSMEs provided
cmployment to 31,95 lakh (2.88%) and 1.75 lakh (0.16%) persons of total
cmployment in MSME sector, respectively. MSMEs have created 55%
employment in the urbin arcas wherens in the rural areas MSMEs have
crealed 45% employment. The following table represenis Distribution of
employmeni by type of Enlerprises in Rural and

Urban Arcas.

(Numbers in lakh)
hector Micro Small Modium Tntal Share %)
Rural 46930 7,68 0.60 497,78 45
Urban St6H8 2406 1.16 612.10 55
All 1076.19 31.95 1.75 110989 100
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6) Contribution of MSME to Total Export -

As per the information of Dircctorate General of Commercial
Intelligence and Stanstics, the share of export of specified MSME related
products to All India exports during 2019-20 and 2020-21 was 49.8% and
49.5% respectively. Export share of Indian MSME during the year 2018-19
stood ot 48.10% . The following table shows the percentage contribution of
MSME:s to the total exports of Indin. It can be observed that the percentage
share of MSMESs in India’s exports has been on
ascendancy, There was a 40% contribution from the MSMES 1o the exports
in 20012-2013, 42.42% in 2013-2014, 44.76% 1n 2014-2015, and 49.86% in

2015-2016 financial years.

YEAR PERCENTAGE SHARE IN
EXPORT

2012-2013 40%

2013-14 42 .42%

2014-13 44.76%

21516 49 86%

2018-19 48.10%

2019-20 49. 8%

20020021 49.5%
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Giross domestic preduct (GDP) is the total monetary or
market value of all the finished goods and services produced within a
country’s borders in a specific time period.

Whereas, Gross value added (GVA) is an economic
productivity metric that measures the comribution of a corporate subsidiary,
company, or mumicipality to an economy, producer, sector, or region, GVA
provides a monetary vilue for the amount of gonds and services that have
been produced in a country, minus the cost of all inputs and raw materials
that are directly attributable to that production. GV A thus adjusts gross
GDP by the impact of subsidies and taxes on products.

Now. MSME sector coniributes about 6.11 percent of the
manufacturing GDP, 24.63 percent of the services, and 33.4 percent of
India’s manufacturing output It's contribution to exports stand at 40
percent. MSMESs contributed averagely 32% to the GVA ol India and an
average of 30% Lo the GDP growth of the country within the same fmancial
years.

GVA of MSMEs (US$
billion)

~EE488EEE

1815 W56 6T WI7IR M-I
{Source - Ministry of Micro, Small and Medium Enterprises Annunal Repart)

13
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e According to the Umon Budget 2022-23, 130 lakh MSMEs are
provided additional credit under Emergency Credil Linked Guaraniee
Scheme (ECLGS) which has (o be exiended up 1o March 2023.
Guarantee cover under ECLGS (o be expanded by Rs, 50000 Crore to
total cover of ®s. 5 Lakh Crore.

® Rs 2 lakh Crore additional eredit for Micro and Small Enterprises (o
be facililated under the Credit Guarantee Trusi for Micro and Small
Enterprises (CGTMSE).

e Ruising and Accelersting MSME performance (RAMP) programme
with outlay of Rs. 6000 Crore to be rolled out

14
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Conclusion

The Analysis of the data gathered alhudes to the fact that MEMEs serves as a catalyst
to the evenly distribution of development and wealth in the country. MSMEs engaged
in Trade activities dominate the industry. As much as 51% of Indian MSMEs operates
from the rural areas wherens 49% openties

from the urban cities.

The sigmificance of the sector is evident from the govermment's numerows
inttintives to boost its growth making MSMES more robust, competitive, and resilient
in the national as well as in the global seenarios. Bxport plays an important mie in
Indian economy, miluencing the level of economme growth, employment and the
halance of payments. MSMEs are playing a very vital role in this efa of
globulized matket. The consistent growth of Indiin economy cunnot be mentioned
without ackrmwledging the contribution of the MSMEs. The MSMTEs scctor
contribules as much as between 40 and 500% of Indiz’s total export

Ohwviously, MSMTs enmes in & package with emiployment
creation, The seotor is credited with ahout 40% of the (oal emiploymenis in the
country. 55% of these created
employments are found in the urban citics whereas 45% cmanates from the raral arcas.
Out of thess, 76% ure male
whiles 24% are fomale.

As per Central Swanistics Office, Ministry of Siatistics & PI, share of
MSME Giross Value Added (GVA) in All Indin Gross Domestic Product ot curment
peices (2011-12} for the year 2015-19 and 2019-20 were 30.5% amd 30.04%
respectively. The share of the MSME manufycturing in All India manufacturing gross
valoe output during the year 201 B-19 and 2019-20 were 36.9% and 36.9%
respectively. Further according 1o, Directorme General of Commercial Tielligence
and Stutistics, the share of export of specified MSME reinted products to All India
exports during 2019-20 and 2020-21 wus 49.8% and 49.5% respectively.

With the help of both state and union government, and public sector interference,
MSMEs has the petential to take India to new heights,

15
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By providing the nght qoality of products with nght quantity at right time and
satislying the end customers, it is expected that MSMEs muy one day overtake stiong
competitor pations in their volume and contribute much higher amount in India’s
Gross Domestic Procuct (GDP) and Gross Vidue Added (GVA). Budget allocation for
the MSME secior in FY22 more than doubled 1o Bs: 15,700 crores (LSS 2.14 hillion)
from Rs, 7,572 crores (USS1.03 billion) in FY21. Finuncial support from state dnd
cential governmanis and favourable policies can push India into hecoming a high-
growth manufacturing-tased economy. India can mest its goal of achieving
msiainable fiscal and socio-coonomic growth through a clesr vision and concrete
plans involving MSMES.
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espectlly Htribisdh €/ zrmmment = Murkatylice (€ieM . owsed and nen by he povemment
“!*ﬁﬂf' ""f_ Dbty ion amd PXLY UMM s midoralings ) souscr Tstir procTreeamt As
OF Mittch'24, 2022 e GeM peomis) b servart 9.43 muflion ocders worth:Ha 11907 | coore
(LS ZN0 Lt tom 4 i sepssmored sellers unil service providhon for 55354
.lﬂ.ry:r tll'gum:wn-.rr_- Viermedic Tnasmess roquires a suoing finsncial sttmili with
catchsiiionnl workiig camisd lmm tnmmnice bilogube [lgmibiry be mmasmtiimmed i bEamess
operation fret the geverimemt and fiusocul mititsee Indian Nier Sanll and Medvm
Enterpmass (MSMEs| are rapidiy Whopmse il paymaines ower cash, winh T2 payTvess
done '}”"'L_'#l' the digial mode comprres witlh 7555 cash anasctions. Tase in degrtal
alopthon! pitevertis pispecas for futher growth i e sctot,

MESME Minidey bas four stanaary bodies nunely. Kiadi and Villsge Tndsieres
Cominigsing 1“’"_’“ 1 ¥t iy rexpomeible for promoting shd dovolopmg kundi ang vidligs
imRHiNtHES 0 pesiiiding employwsont oppanvaiizs i euenl areas, thesehy stvengibenng the
rurdl ecoanmy, Coir Boun) m chimge of promting ovenil devekoprsst of the <oir
fucholry anil wnwovirg living sonditions of workers m this mdusy . National Small
Indiiatries Corpesistion Lititeld INSH) nesponsible fie prommiting. siling am! fistering
gt ol micro and small enterprives in the commry, pesemilly o sommecial ks,
Niibiona) Tstitute far Miveo, Sweill anid Medinm Eaterprices, (NI-MEME) jticbasor of
eitherpting promotiod and ehtrépronaurship developmiine, enshilite eviterprite erestion,
plerformtip disgnostit developmiit studivs for palicy formulsiie, etc sl lsdly,
Wahareein Cundhi Tnstinate for Bural Indierialisition | MOTRT) responsible fir socelisistine
srurel industrinlisition for suxuinuble Wilige ecatiomy, attract professiotizls dad experts b
Gram Sward). empower triditional krisuns, enconrsge isnovation feouih prilot study/fe1d
trinls and RED for ahemative rechnology wong Incnl resaurces. New onhis systom of
MEMEdynen: Kegistration lapnched by the Tmon MSME Minmiry, w e July 0), 20240,
eaccemsfully vegistered | | milfion MSMES until November 2030 1n Jupe 2021, the
Mmistry of Mico, Smatl aod Mednam Eaterpress exteniled the safidiy of Udyog:
Antdlizar Memeorndam from Mireh 31, 2021 1o Desember 31, 2021
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RECE NT DEVELOPMENIS

1 Movember 2024, Ihe Sl Incustries Develispanett Bk of Indlin (STDE]) inked x pact
with Goadle th piilol seetal firpace Jesiehing with finabolal nubisince up 2 Re | aute (US§
137,935,600 st sub Aikived iilered rates o mlsro entefjiriaes. To teinvigorate the Indin
WSML vesttr, Graogle Tndid B, Ll CHIPL, o] Bt & eerpus of USS 15 miltien (AL
110 rore) flie bers enlerprites s o crsly fedibie tehred 1o COVTD=I,

_ 1 November 3021, digital freight forwander Frojuheutly, Uiimehid o aliipient irwekTng

cervive e MSME cxparters and importers based on predictive anillvgii b help
hiusamenses tackle rivks aasoemated with shapmenl dﬂﬂ?l 2l miprove mpp'[yuhun
eilicenvy

i Otaber 2021, Sundarm Firatoe and the MSME Development {atitute ( Chenmii),

provided tatketing sssistunce 1o MSMEs. Entrepronierial iméd mangerin) development of
MEMEs will be done through un cututor scheme, that will give i hlors oppanuIis
o develop nnd nurmire deas for the production of nes prindmets

fey Siplestiber MIZ1| Aciospice Engnoers Mrivato Limited, a Tamil Nathu-basel MSME.
securedl 8 catttract fram Baeing to produce smd wpply sntreal avstioa comparient

I Sepditriber 2021, Wabnart and Fliplort annousited the completion of (e fizss phase of
Iriiming i =2.500 MEMEs undet Viaddhi, ihe supplier development progragisne

n Septerber 2021, Fliplan ftroduced "Flipkirt Boosi™ 1o help digral-firy Consumer
hearsds and empower MAMES

In Seprember 2024, HDFC Bank collsharated witl the Matidal Simll indusines
_I:nrpu-rui'um'-:‘h'.‘itt,‘l ey offer eredhit ot to the wtbero, simafl zmd medimn enforpss
(MEME] secter.

i Augre 20321, the US Apency fis lmermtional Developument LSAR and the U5

isermtional Disvelopment Finaniee Corporation [DFC) colinborated with Kotak Mattindra
Bupl i wuppott MAMEs

1 aigrst 221, Facebook T, i chilibataton with Taihifh, announced *Small Busmess
Lispis Iriilutive’, o i programie o sgipors salLand mechiem busmesses |SMBS) gt

cuiick abeess b credit vin indepenident lendimg prrtoens.

T Augisss 021, ludian Burlk intriddized MSME Pretiima’, i ghime bismesi-menonog
projzrsze for MSMES in Odisha. In FY21, she st {Oiha) secoumed for 5% of the
ioral MSME eredit expeure of fadinn Bank and reconded an imerease f 3% Yol

1 July 200, Amariin Indis nnvitnmeed 1o expand its eaisting nin fulffiment cons) fnd
b sdiitional 1) new centres. This expunsion plan Is expested o oreme daest and
witest job appnrtanites n fndia-and fosher Amamu't foothold in the
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tn July 2021, Bamsepay acquined THRA Finlabs, & jroviser of enthedded finantitiy
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ACHIEVEME

The Minisiry. of MSME nins qumeraus schenics taczeted ot proyidimg eredi] and 'ﬁr|1|uw_!.ft1
I:ISS!:T-I.EII-EI:.E skill development training, infrasmciore dr.‘-'r:lﬂpm::m, markdling asRsance,
m:hnnmﬁr..ni anyd qiiality tppradation nd other seraoes for MSMES across the counmy,
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CONCLUSION

The i gave e tesensz Ao fedge oy MEME comtrihuition L GIDP- 1 ot fo Jearm
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Serurce Sector of MEMES 1 sgrilicams fo the fotal (IDP of the Counitey. The Govt, of
fﬂihﬂﬂﬂﬂ“fml-mn'hpﬂwdpﬁq#“ﬂmﬁﬂf
M, Srall & Medsem Fisterpriees i (b comiry The (ot of [ndin 1 alwo macng
ey o pe-dps A gpreety Wi the NMAM, ' m-*ﬂ"'ﬂ'
the Univerubiion e mibing @ dee (Rl proper rrplimenbation of Govermmental ped
oo smttiag up of MSMES s there & extpepyestins ab properly guided for sraming
westures. Dist stll] MEMES are facing many challénges. The peoblian of unasareeest
sewadh vt imiigcd] sivaiceiiiets cas be tesnived after nnnmg effective Saming anl
al) evelogutient proghatin.

First, | womld liks 1o sk Mits Asibi Banul, ois professoe o £C13 - Entrepremeasstiy
Dievetopment foc grimg o this misessing nssrial project

| weeld ifso fikle {o (hank it peisseipid, Pr. Atuhl Kanghm and oo comrye co-onfisss,
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TOPIC:

AB VISIONS LIMITED WANT TO INTRODUCE A NEW
VARIETY OF GLASSES WHERE THE VISIONS CAN BE
ADJUSTED ACCORDING TO THE USER’S
REQUIREMENT. EXPLAIN ALL THE STEPS IN THE
LIFECYCLE OF THIS PRODUCT.
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INTRODUCTION

The concept of a product 1ife cycle has occupied a prominent ploce in the marketing
litetature, both as forecasting tool md o yuideline foe corporate marketing strategy. In Hs
simplest form, (4 serves an a deseriptive oidel of the Mages bf market actoptance af a
product. There arc severnl factors which can and do affect product’s ife cycle in the market
such as customer's needs, competition, pew technologies aod other aspects of marketing
envirohment. A fivm’s competitiveness increases through effective product and marketing
strategy which involves production 0F a variety of products knd suceessfully marketing therm.

The deep bnowledge of marketing matagement is moat sssential (o improve products life
cyole

WHAT IS A FRODUCT AND PRODUCT LIFE?

Basically, & PRODUCT is ihe object of the exchunge process, the thing which the prodacer
or supplier offers at a potential customer in exchange for sametiing which the supplier
thinks as equivalent or of greater value, The product i3.an important component of the
marketing mix. A produot 1s anvthing that can be offered to o market 1o satsfy o want or
need_ Itinclodes gonds, services, experienced, events, persons, plate, properfics,
organidutions, infurmation and idens

Under the traditional approach, & prodict is scen as (be entire bundbe of uility that is offered
by u niarketer o the morker place. This bundle contams a potential for satisiaction that
cornes in part from a tasgible, objective feature of the product. Satisinction is also derrved
from the tntangible, subjective features of & product.

Those products which ultimate users buy for their final constmption are called comsumer
products, while those bought for resale o {or produciog other itgms mitended for sales are
indstrial products;

PRODUCT LIFE is conlext dependent o weell ar wser-dépendent, E g., for a custiomer the
procuct 1ife is the period of time thil shehe uses it (e, from purchasing until it is disposed
of ). In contrast Lo ths, the produet fife is normally longer for the producing compony; it
starts with the ideas of o product snd concludes with the end of the production with the end
af the service period for the product.

PRODUCT LIFE CYCLE(PLC)

Every product pass throygh s number of stages, namely mtroduction, growth, maturity,
deelime, and nent, These stages are collevtively referred o 5s PRODUCT LIFE
CYCLE! A

—~ Page|1 |




Product like people hiave o certain length of life during which they pass through different
stages. For some the life evele may be as short ay a month, while for others it may last for
quite a sufficiently long period. The examples may be of o trendy dress or an electrical
upplinnee. From the time the product idea is bom, durng it development and up ta the Hme
1t is Winnched in the marked, o product goes through the variois phiases of 118 develapment. Its
life begins with its market introduction, Next it goes through a period during which markel
grows ropidly, Ultumately it reaches manirity stage, after which its market declines and
linally the prodict dies-

The product lifecyele may move through the following § stages:

1. Introductony, pionconing or development stage
2. Growth or the market gcceptance stape

3. Maturity stape

4. Decline stage

5. Abandpnment stage.

It is worth noting that the duration of each stage is difforentamong products. Some products
ke veard to pass through the introdictory siage, while others mity be accepted in tie market
in a Mow weeks, Farther, not all products piss through all stages, some il in the initial
siagzes, othors mmy reach H_fn mameTy stage after 2 Jotg time In virally all cascs decline
and possible shandonment are mevitable beeause:

i the need for the product dissppeirs
i, ahetter of less expensive product fs developed fo fill the same need, Or
iii. wecompetitor does 3 superior marksting job,

FEATURES OF A PRODUCT LIFECYCLE:
The concept of PLC has the following leatures:

i, All products generally pass through the five stages of PLC.
ii. Thete ik no clear-cut demarcation between one stage and the subsequent stags.
iii.  Different products do not have identicul lifecycles
v, Alany given puiiu of time the same product might reach different stages in different
market segments,
y. There is a specific time limit of PLC of a product gr any of its stages,

Page |2




SIGNIFICANCE OF PRODUCT LIFECYCLE:

The concept of produit lifecyele indicates that sooner or later all products die and if
manngement wishes to sustain its revenoes, it must replace the declining products with the
new ones. Thie produst life eyele concept also indicates as to what ean be expected in the
marlet for a new product ot various stages. Thus, the concepl of peoduct |ife cyele can'be
used as a forecasting tool. It cun alert managerment that s product will inevitably face
saturation and decline und the host of problems these stages pose. The product lifecyele is
also useful framework for describing the typical evolution of marketing strategy over the
stages of product lifecyele. This will help in taking sound marketing décisions as different
stages of the product life cycle

Alter & product has been developed. it is lsunched i the marker with the help of venious
promotional devices such as advertising, sales, promoticn, publicity-and personal selling. In
other words, product development (same people call it incubation stige of product life cycle)
rual be followed by the suceessful introduction of the product in the market. For this,
plannimg for introduction of the prodict starts durimg the process of product development
itsell. Every firm makes sale projections during introduction, growth and muoturity stages of
the product life cycle. To achieve the projected sules target, it formulutes promotional pricing
und distribution palicies, Thus, concept of product lifecycle ficilitates integrated marketing
palicies reluting to produdt price promotion and distrbution

THE ADVANTAGES OF FORECASTING THE CYCLE OF A
PRODUCT:

» When the product lifetyele i€ predictable, the mianugement must be cautiouns in taking
advanced fleps before the decline stage by ud:_:ptin & product modification; promng
sirategies, distinctive style, quality change, et

= The firm can prepare an effective product plan by knowing the product lifecycle ofa
product.

s The management can find new users of the product for the expansion of market during
growth stage and for extendimg the muturity stoge.

» The management can adopt lntest technalogical changes to improve the product
quality, features and designg,

» The management can tom the product which is not demanded by the customers,

L . . =




CHARACTERISTICS OF PLC STAGES

[ STAGES TN |OBIECTIVES |SALES [ COSTS [PROFITS  [COMPETTIORS [ CLUSTOMERS ||
e PN
UNIT
Introduction | Product Low Very | Negligible | Few Innovitors
AWNICTICSS hagh
Growth Maximize | Fast lligh |Rising | Growing | Early
kit growth adopters
vafue
Maturity Maximize | Peak lowest | Peak level | Many Muss market
profit and level
refain
murket shire
Decline Minimise declining | low | low declining Loyal
expenditure CUstomeTs
'—--_'__':l W = s




ANALYSIS

SALES AND PROFITS

(in Ra}

Irdroductan|  Growth Mahirisy Deciing Abandarmonl

%/ | Pt

TIME =

Fig, Stapes in Product Life Cyele

INTRODUCTION STAGE:

Praring this stage, i product 1s introduced in the market, Since the produgt i of new variety,
50 competition 15 virtually absent market is limited and prices are relatively high. As sales
are low and promotion exponses are high profits are usually absent. AB Viston Limited will
inform the market ahout the existence and featureés of the prodict. Thie stage is also very
risky becatiee a high pereentage of new produits fall during this perind.

To introduce the product successfully, the following siraiegies muy be adopted:

1.
1L

.

Advertisement and publicity of the product- "Money back” guammies muy be offered
to stimnitlate the people try tha product.

Attrictive gifts to customens,

*Price off’ as-an introductory offer introducing the product at a discount to atract the
Attnactive discounts (o &.:]}n

Higher pn:c uf product 46 eam greater profit during the initial stapes ie., skimming
the: CReArT pri -pﬁiu:}r I there is competition in the marked, the firm may fix lower
price fo the market

Pagc |5




GROWTH STAGE

This stage is chariicterized by increased competition, larger sules and price falls. In this
stage, sales grow mpidly. The firm expands sales by mereasing market share in the existing
markets and by entering into new murkets. Therefore, prafits prow rapidly. AB Vision
Limmited should Tift its promotional focus from “buy my product to buy my brand™ In this
stage, AB Vision Limited may adopt strategies like heavy advertising, expanding distrnbution
channels and keeping the price at competitive levels,

The fullowing steategics are followed by the business firms during the growth stige

I Advertisement and publicity ol ihe product
iL  Inceritive schomes may be affered to stimulate mare people to try the product.

Hi.  New versions of the product are introduced to cater to the requirements of different
type of customers,

. Chennels of distribution are stiengthened so that the product is easily availsble
whenever required.

Hrand image of the product s created through promutional activities,
vi.  The price of the product is campetitive.

‘l

vil.  There is greater cmphisis on clstomer service.
MATURITY STAGE

The product of AB Vision Limited enters into maturity stage 45 complele competition
mtensifies furtber and market gets snfurnted. Profits come down because of stiff competition
and marketing expenditures rise. The prices are decrepsed because of competition and
inovations in technology. But sponer or later, demand of the product starts declining as new
variations in the products-are introduced 1o the market. Product differentiation, identification
of new: segments and product inprovement and emiphusized durin £ this stape.

Tn order to lengthen (e product of muturity, the following strategics may ' be adopted:

L Product may be differentiated from the competitive producis-and brand image of AB
WVisions Limited may-hn-ﬂrmgthﬁ'g further.
i The warranty period may/bé extended.
il Reusable packaging thiay be introduced.
iv. New murkets may be deviloped.
V. Hl:wfwfc'l}_vﬁ'f' the product may be developed.




DECLINE STAG

This stage is churactetized by sither the progduces gradunl displicement by sotme nev
products or change o custamer consumaor buying béhnviour. The sales fall down sharply and
1h.r.‘ expenditure or on promotion hns 1o be eut down drastically, The decline may be rapid
with the produtt soun passing put of market or slow il new users of the product sre found 1o
avoid sharp decline in sales, the following sloges may bé wsed.

I New features may be added 1o the product and it's packaging maybe made mare
altractive
n Ecannmy packs or models may be introduced 1o revive the market.

i f) x - - " . . -
UL Promotion of the product may be done on o selective husis o redule the distribution
COEl

ABANDONMENT STATE

AB Visions Limited sbandoned the obisolste product in onder to'put their resources to better
use. Innovative products are introduced in the market o take place of the shandoned
products. As far as possible, attempts should be made to postpone the decline stnge. But if
the deching 13 rapid, the product tmodel may be abandoned and the new model with unique
features mixy be introdireed 11t i nol possible or there are heavy losses, the manufactiree
may seek merger with some other strong firm

LIMITATIONS OF PRODUCT LIFECYCLE,

The fallowing limitations of the concept of product hifeeycie may be neded:

It is very difficult to determine the particular stage in which a product is.

The determination of length of each-sfage in the life cyile 5 a complicuted process.
1t is not necessary that afl sj::giiﬁrnan bie apphicable to every prodict.

Product lifecycle Wﬂ be devised for markeling success,

v
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| FINDINGS

9

Tk

Drurmg the initial stages m the prodoct life oyele, AB Visions Limited should focus on
correcting product prabloms i design, features, and positionmg so as 1o establish 2
competitive sdvaniage and develop product awarencds throuph advertismg, promotion.
and personal sales lechnigues.

The unpredictalility of a products life span comes from the fact that all the factors that
mfluence the product life eyele are constantly changing. For example, changes in the cost
of producton or @ fall 10 consumer demand due to the launch of aliermative products,
could ssgmificantly alter the duration of the difTerent product life cycle stages.

Stage span fuctuates- the length and pattern of product life cycles can viry significantly
fromy product 1o product. There 15 no reason ta believe that all products inevitibly pass
through all the stages; some might proceed, lor example, straight from growth into
decline because of, say, the introduction of some supetior new product.
Unpredictability='while a product’s life may be limiled, {1 i very hard for manufacturers
to predict exactly how long it iy likely (o be, especially during the new product
development phase. While most manufacturers are very good at making the best decisions
based on the information they have, comsumer demand can be unipredictable, which
menns they don’t ulways goet it right,

- Varying market conditions- there may be 2 varianee i the siles data doe lo varying

markel conditions. Therefore, producty which yre hitin one place, might not be hit in
cither regions or tarmitories due to the differences in consumption patiems of those
IElones.

Mot applicable to brands of servives — Product life eyele is generally applicable o
products only and not applicable (o brands or services, For example — A firm which has
50 many products which have come and gone but this does not mean that the brand of the
fimm 15 10 maturity stage or deciine stage. Some products of the brand are growing
whereas others are matunng or declining

Rate of market aceeptance- I the customers of a country accept & new product very fist,
lhe lifeeycle ofthe produsts i such country will be limited because the customers who
have accepted & product so fast can-aceept another product on next day.

- Esge of entry of competitors- If the competitors car enter into s market very easily, the

product lifecyele will be short becouse the competitors can muke the products out.
Risk bearing capacity- The cumpanies having mare risk besring capacity can keep their
products standing in the market for o long period.

10 Evonomic and managerial strength- 15 in enterprise bas good economic and managerial

strength, the lifecycle can be Tonger.—

11 Protection by patent- 1f the patént of the product is registered, the product lifecycle can be

fairly long.




CONCLUSION

All the products o through the different [ife cycle stoges of development, introduclion,
growtl, maturity, und decline. A product Jife cycle may very last for i few days or conhinie
for veurs. When an organization recoghizes thit a product hiss gone into decline or 18 not
performing as well as itshould, it has to decline what to do. Organizations need to determine
the il evele to sél pérformance godls, such as sales and profit, growth targets, and ke
rescurees allocation decision, sueh s strategic and human resource planming. To mmprove
successfol product dunng ¢ach of its phiase ol {ts cycle, a company st understund how
marketing manngement works for customer, market and competitons.
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TOPIC

“ To make a comparative
analysis of lending
performance of two_
commercial banks in the
past five years with

reference to MSME.”
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Introduction to MSME
T RTLLLION 1o MoME
Micro, Small and Hedlum

Enterprises are better known
by the acronym MSME, MSMEs
are the backbone of the Indian
economy. It contributes to a
staggering 30% to the
country's GDP, and around
45% af the manufacturing
output, and approximately
48% of the country's expors.

el ;..—..-u-""

Additionally, more than 11 crore peaple are employed in the MSME
sector. They're rightly referred to as the ‘Backbane of the country.’

MSME Loans also known as Micro, Small, and Medium Enterprise Loans
are types of loans which you can avail I You own a business or is an
entrepreneur. This type of loan provides you working capital which you
can use for various purposes such as purchasing new Inventory,
buying new equipment, paying your staff their salary, or ald yourself in
expanding your business, There arg rultiple lenders in India who offar
MSME loans to their customers. The Interest charged also differs from
banks to banks.

The definition of MSME was altered, and was announced by the

Government of India on 13th May 2020 as

# The criteria for MSME classification have been changed from
Investment to Investment and Annual Turnover,

* The Government of indlia also Increased the investment Hmit for
classification of MSME units, This means, that more firms and
enterCprises can now avall MSME scherries,

® Critecia for the classification of MSMEs Is now uniform for
Manufacturing and Services Enterprises which Is given belaw in the
table below:

Micro, Small, and Medium Enterprises can avail MSME laans for the

expansion of businesses or for setting up new enterprises. The

Interast rates on M.F:H:_Eh‘ins start at 7.65% p.a. The loan amount

- 1




sanctioned ranges from as low as Rs.50,000 and can go up to a few
crares, On the basis of the sanctioned loan amount, the loan
regayment tenure can go up to 15 years.

Table no. | - updated classification of MSME,
Classification Micro Small Meadium
Manufacturing Investmeant Investment Investment in
Enterprises and inPlant and In Plantand  Plant and
Enterprises Machinery Machinery Machinery or
rendering of ar Equipment!
Services Equipment:  Equipment:  Not mare than
Not mare Not more Rs.50 crore and
than Rs.1 than Rs.10  Annual
crare and crore and Turnover ; not
Annual Annual mare than Rs.
Turnover ; Turnover | 250 crore
not more not maore
than Rs. 5 than Rs. 50
crore crore

C (]

el R A A
The MSME ministry in order to strengthen the backbone of the country
targets to increase its contribution towards GOP by up to 50% by 2025

as India moves ahead to become a $5 trillion economy,

In any economy, banks are considered as the prime source of formal
finance especially for Micro, Small and Medium Enterprises (MSMEs)
though thefr contribution towards MSMEs' financing Is confined to
17.7 percent of total industrial lending.

ina post-Covid- 19 world, there are various Impediments to the
sector's growth, such as lack of formal finance, modern technolagy,
unavailability of skilled workforce, and limited access to global
markets. And they can only be overcome with the concerted efforts of
government as well as financlal institutions.




Features and Benefits of MSME Loan.

¥  Through an MSME Laan, micro small and medium business owners
can use the funds effectively to axpand their business or even set
up an additional arm of their current business, Below are some of
the features and benefits of an MSME Loan

< An MSME loans facllitate extansive credit flow In the MSME sector.

¥ With MSME loans, businesses can upgrade thelr technology o meet
their small business sector requirements.

¥ MSMEs joans offer a comprehensive development competence for
the small scale industries through skill development and training
packages.

¥ MSME loans are offered to all borrowers associated with cmall scale
Industries such as Sole Proprietorship Firms, Partnership Firms,
Private Limited Companies, and Public Limited Companies, Further,
Manufacturing or service-based micro and small anterprises are
eligible excluding Retail traders, educational Institutions, training
Institutions, agriculture & Self Help Groups

¥ The tenure of an MSME loan is for a maximum period of 15 years

¥ MSME [oans are offered as securad and unsecured loans. The
cholee depends on the barrawer his repayment capacity and the
requisite terms and conditions of the bank,

Usage of MSME Loans

MSME Business Loans can be used for a multitude of purposes such
" L

To meet working capital requirements

Enhance the business .

New and Innovative huslngﬁrﬁ'iﬁansinn

Management of Business Cash Flaw

Installation of new equipment and machinery

Frucumnen;.ﬁf business tonols, vehicles and other fixed assets
De-.mTpmém af Inventory, such as raw materials or stock.

b T L T T . T




ANALYSIS-
¢ Importance of comparing the lending pattern to_

MSME by commercial bank at present time-

MSME is one of the mast emerging sector of our nation specially 1o be

caonsidered during the post pandemic limas as

1. At 30 per cent loan growth, the MSME book Is the fastest-growing
vertical for the bank. This is a testimony to our commirment to
strengthen the MSME sector that accounts for about 30 per cent of
GOP and the largest employer,

2. MSME portfolio is spread across sectors like textiles, fabrication,
agri-processing, chemicals, consumer goods, hotels & restaurants,
auto components, pharma and the paper industry, and also Include
the entire selling chain ranging from wholesalers, retallers,
distributors, stockists and supermarkets.

3. mainly boosted by the pandemic-induced ECLG scheme under
which It disbursed over Rs 23,000 crore. The growth is also driven
by a renewed push towards customers in semi-urban and rural
areas.

*+ Com twe analysis of lendin rm of gimmercial
banks rivat a pu nk) in the past five rs with
reference to MSME,

The two banks compared for analysing the lending pattern to MSME :

1. Housing Development Finance Carporation Limited. (HOFC) -
[private bank]

2. State Bank of India (S8I) - [public bank]

¢ Points of significance in comparing the MSME Loans pattern

offered by the two banks, R
The MSME loans offered by HDFC-
I. March 2017 the MSME lepdifg was 74,000 crare
During the petlod - March 2017-December 2019, the bank added
more than 3 lakh clistamer accounts — from 30.74 lakh customer
accounts to-rearly 34 lakh accounts,

L~




® Micro, Small and Medium Enterprises (MSME) advances to the
MSME segment as on March 31, 2019 stood at * 125.976.48 crare
as against * B9,042.1 crore In 2018

® in December 2019, the bank's MS5ME book stood at Rs 1.4 lakh
crare, which has grown by over 60,000 crore ar 30 per cent to Rs
2,011,758 crore by the December 2020 quarter,

The Emergency Credit Line Guarantes Scheme (ECLGS) was Introduced

during the pandemic in May 2020, to provide financial assistance to

the companies hit by the pandemic, and envisaged to provide Rs 3

lakh crore worth of unsecured loans to MSMEs and companies across

the country.

® In quaters of 2021 HDFC'S bank MSME book grew 30 percent
crossing the 2020 year lendings due to ECLG scheme which was
the biggest driver boosting the loan book by Rs 23,000 crore
disbursed to around 1,10,000 MSME custamers.

|providing it a 10.6 per cent share system—wide MSME lending,

becoming the second-largest lender In this segment after the State

Bank of india.]

MSME loans offered bv SBI-

SB! has leveraged on the various opportunities put forward by the

gavernment through their initiatives like Make In India, CCTMSE cover,

Mudra, Stand-up India, formalization of this sector on GST regime, 2

per cent interest subvention 1o GST registered MSMEs, etc. to

contribute significantly In developing the MSME ecosystam as well as

create a bouguet of MSME products offering customization of the

credit requirement of different sectors of MSME units.

® State Bank of India (5B1) has sanctioned loans worth Rs 20,000
crore to over 400,000 micro, small and medium enterprise (MSME)
accounts under the Emergency Credit Line Guarantee Scheme
(ECLGS) past year 2021 quaters.

® In the financial year 2021-22 stood at Rs 1.26 lakh crore, four
times higher than Rs 30,800 crore credit growth in FY20, according
to data fram the latest SBI Ecowrap report,

® inthe financial year 2020, it had 800,000 eligible borrowers under
the credit guatantee scheme where (he eligible amount was

timated at Rs 20,000-30,000 crore _
L] %l’s’EME loan portiolio shrunk by 727 per canl from Rs 2.88 irillion In
rch 2019 to Rs 2 67 trillion In March 2020

5




® State Bank of India was awarded ‘Best MSME Bank Award-Large
Bank' by CIMSME and the "Noteworthy lender to MSE Award” by
SIDBI-ET

® ECLGS was a big factor that improved the quality of SME loans 1o
be maintained by banks and aiso Improved the overall profile of
the MSME sector. Moreover, the government had revised the
definition of MSME In 2020 which brought many large businesses
into the MSME catagory,

» Bad loans scenario of SBI -

® The largest bank in the country, the State Bank of India (SBI),
has written off Rs 17,590 crore bad loans in 2020-21 amid
the pandemic and the total combined write-offs in the last
four years have touched Rs 52,758 crore where the large
write-off amount shows the challenges in recovering bad
loans,

Public sector versus private sector bank loans for

MSME

In the fingncial vear 2020-

Public sactor banks accounted for the largest share of loans disbursed
under the ECLGS scheme under which the government guarantess g
certain amount of loans to MSMEs as comparet to private sectors.

Of the total loan applications received under the ECLCS scheme, the
share of public sector banks is about 47%. While that of privale sector
banks is 44 per cent.

® In the finacial year 2022 - the loan share of private sector
banks to MSME sector has more than tripled in FY22 from the
previous year’'s levels, Private lender's share of loans to MSMEs has
surged to 69.8 per cent fram 18.2 per cent in FY21 and 33.6 par
cent in FY20, after the Covid pandemic,however, they started
lending out more to the ASME sector in FY22 as government
guarantees came in existence as compared to Public sectars.

® while private fenders increased their share in FY22, public banks'
lending to small segments dropped to as low as 19,1 per cent.




Reasons for better lending performance of Private
sector banks -

® Public sector banks with their extensive network operationalized
the ECLG scheme as soon as it was launched. This snabled the
scheme to reach out 10 a maximum number of MSME borrowers
spread across the length and breadth of the country, within a short
time.

® They efficiently channeled credit infusion to deserving MSMEs in a
timely manner by astutely utilizing credit information analytics and
digital drivers.

* According to the central bank's report publit sector banks
disbursed Rs 79,800 crare which Is lesser than Rs 95,700 crore
disbursed by private banks according to Reserve Bank's latest
Financlal Stabilty Report.

| r h to attract 22.65 la
r while te K re ed 67.61 ia
r bo ers u E cheme.

Reasons for comparatively down performance of
Public sector bank.

® factors like technology changes. availability of cheaper
substitutions etc. are to be considerad .

® The positive maximum outreach to rural people with Govt. policies
are correlated to MSMEs growth and would be helpful for growth
and success of MSMEs. g

& The Covi. policy on not Itnpnsmg heavy duty on imparted goods
are v:nrrelaied tnrhn MSMEs growth and higher levy by Gowt.

&
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ABSTRACT

The Grots Daomidtic Prodiies of @ eouniry imficaivs the prosperiiv and wealth of o
country. In the recent past India is beconie i of the fustest growtg cownirier and
completing with the most advemend and iveloped coliniries o severol arens. The
Micro, Small and Medium Enterpeises are ymall VRTINS CXrry anil Phe amdacture
and allived suavities will aloo contribite rigmificantly to GOP, including onethind of
Iridia"s munufecturing anipit. Tn nifia, §2 crores were etmpalervnd throwgh MSMES and
confribute tn 45N of averall sxparts Mist the developed colimriva contritwition
GOP ks more than S0%, amd Conire for Economics il Buxinexr Research, Y8
reporiod thot Indion wondd vverike doth France and UK GEP by 2032 To adcliovw
the counivies amitvition of 5 Teillion ecunemy, theee is an wrgent meed o irenghen the
MIME in India, Therafore, the presinted resirel stugdy ks an exitical amalysds on
the aseistance of Pablic Sector banks 10 MSMTx and it effect un their performunce
The research oonclides thut officient management and enhancement of MEMEs wifl
fwast the empiloyment ond vohance the eunntn' s GOP,
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Impact of Public Sector Banlo Assistancs 1o MSME: A Ciar Sty with Rofarénoe to MSMEs and
their Porformanoe

LLINTRODUCTION
A comiry’s productivity and rating is determined by itv GDP. (ie) Gross Domestic
Products, which conaipts of the value of the goods and services It produies troughout (he
veur. Every native pios b0 radse GDP i onder 1o improve the country wnd its people in onder
ty live with more stability, pedce and weilth, Our mation bas ks become onc of the fustest
ETOWINE Counmies on @ par with sdvaiced and developing countries,

it nation 18 basically agricultire hasod and owr production ol goods and services so par
exeellnce with advanced coustrics enabling more export cirmings. The Govt of India,
vatiols State Govanments, support for achioving highér GDP thre' various sehommes,
notificatives. concsssions 1o cablo big indnstrics mnd also smsll unite o icreiise the outpul
of poods dnd seivices The PSU Banks under the midance of RBI My o vitl ke in
achieving above,

The GDP of India diring 20072018 is around 7% and expocted 1 be TAMN m 7.7%
during 2018-2014. The GDF of Indis consiéts of Contribution of 37% from production of
Eoils, 26% from services wd 1 T% from Agriculivre settor. The GDP ol Indhia has Joubled in
i decwde (Economic Survey 20017-18), While big industrinl hoises produce in o big way, the
MEME viz. Micro, Small wnd Medium Enterprises too contribute for the GDP.

The Indian MSME Sector is the major cantributor 10 the national ceonomy providing it
resilience to wiird off global economic strass and adversities with arownd 362 paiflion units af
MSME acrass Indis. The MSME cantribution is .1 1% of maiifacturi ng GIDF and 24.63% of
GIP of service sector as well as 33.4% of Indiis manufacwring owput (abaut 1:3) and
providing employment 1o 12 crore persons. Further 1t i contributing forty-five (45%) percent
af ovetall expurts from the country. The Centre for Economics and Buxiness Reseinch
reported in July, 2018 mentioned that lndia would avertake botli Britain and Frapce this year
i terms of GOP aod has 1 chance to become the third highest by 2012

The MSMEs play an important role in providing large scile employment opportunitics
with comparatively lower capital cost when conmpared o big ikiness houses. The MSMEs
help enluncing the industrialitation and employment in buckwird sress. The Govettiment hes
lso initiuted the Pradhan Mantm Mudrs Yoiona for development aod refinincing sctivities
relating to micro indutriil units (Eeonomic Survey, 2017-18).

1.1, Brief on MSMFs

Even though we got Independence m 1947, the Guvermmonis were nod Very serious support
the Snaall Seale Industries due tp msignificant vahae individuabicy, luck of collectivencss ELT
spread throughout Indis and henes were neglected both by Ceontral Government and various
State Governmesns. Earlier it wos not pething propes care as it was called “Small Scale
Industries™ and virtually gob igrosed.

MSME mnder able mnd dynumic lesdlership of otr tespocted Prime Mimisier 5t Nareudig
Modiji and ure taking ll positive stcps far prowih of MSME Seetor (MSME. 2019

The significince und cantribution of the Sectne by swccosrhve Govermmens resulis in
provitding the Micro, Small and Miedium Enterprises Developiment Act, 2006 for Facilitating
the promotion, development and fubancing the competitiveness of MSME ond fir matiers
cottiected there with or incldental thereto {Senapathy, 2014,

> :
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1.2 Major advantsges of MSMEs
M Siviadl M Enterprises require legs I poociaies mace yine,
m::“ wﬂf \‘-'nrﬁ:;n and mmwrmmn mninned m yield
ummaginiibie quantum of peosperity and GOP for the cotmtry.
¢ Fpimymisnt generain
* 1T Tuibistives
*  MNiw Inbtlidves
" wnrhﬂnﬂl
* Skl Devrlopment & Training
. hﬁmﬂi’m:hdum

Thiv" MSME Minigery, Development Industries in India 3o Fur 642372 wese
Uritirled and 914634 ;::“I;.l?nmm mmiﬁmqm:mm
mnud'nrm:hiljilgmwmm i,mll[lfﬂlu:lr-m_mlumi

Tahle |. muirm_nrmmn MSME Act 2006 cxs the busis of lnveszmen it Mant and

“Hiﬂ_ﬂ'j-‘lnﬂﬁlﬂlmﬂ
Clssvificstion Manufacturing sector _ Sevvice sector
Miczy Etteprises Upoo B, 25,00 Lakhs Ui 2e 1000 Tanis
Small Enferprasss Over B 2570 Lakin Ower Ra 1008 ekt
Lcwn thati Re S 00 Corwey Lz than Ka2.00 Criees
Madtion Enberprines Oreer Wa, 5,00 Crors Ohver Rs 200 Crores
Lcwn tha B HD I Crowes Lems than s 3 00 Crapes
hﬂmhm“m_mmwﬂmmm
Sonrce: MSME 2019
1.3, MSME and PSU Banks

" ﬁummmuﬁhmmmmwnnmw ne considersd ieleeant fop
the malyiis of the sty

"
/

hq:-ft-rmmmmq @ sdiurg tacme coxn




ternittimnal betitiad ol Cinemerres el Massgsese Beeah

Tnternational Jowrnul of Comueree and Musagomont Ressarch

I55M; 24551627, Impoact Factur: RIIF S22
Revelved: 14-11-2009; Acerpiesd: 1122014
W e nsj] sl cum

Volume &; Iswe 1) Jun 2000: Page Mo, 6164

Role of commercial banks in the devlopment of MSME sector in India

_ . . . Bsplisvendrs SR
Asalationt Profosor, Departmmt of PG Sudies & Research in Commens, Vijnwintapsra S Kridwalevargys Unbvessity,
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Abstraet

Mices, Spnll gud Madiom Entoprses (MSME) pliuys a Soyrtrms) roke 0 he gEnsriton of e

splorymeni. nppenrtunitled In 2

coumtry T these MEMES are silfesing from luck of fiumeisl resiwses. Aniong the sourees of finnos availubilz to MEMTTs
hmﬂnmhmmhﬂtﬁqmﬂymmﬂhﬂiﬂummm;mmhrgiuu!:mdpuﬂhdrlt
wdupusries hal i5 wiyy MSMES st2 e in i poniths 1 gt udeguure boust froem these bamks. Centbenl Govermmen ks reognily
e bl

thae energing Of syniicate bask writh canmr: bivk o

the coming days. A cam study of theee two lank. sy tidon inio

sunaideration 1o know the mis of ifese beiiiky fit the developmeni of MEME sestue I the contry, An athompe hus becn muds: 1w
now W dilfrence & lending by cammercet tanke towands MEMIT sector T sout in uped w Kiiow thie difference bobworn
l.nandl-hndh;:mmbmﬂdiﬁsﬂumuimﬂ-dnuﬂuﬂm.ﬂ:mﬂﬂm m e wvermge bending lowunds
MEME poctor butwesn Clusses Bl ssd Syidiinse Bank found 1 be,

Sigmifican. (5% Jovel of siprifizance) (P=0 000503 | Iypothenis Mo . rejected el 1), sceepand (has thire 16 2
differorice in the Loan disbused by Canre bk amd Syndican: buk oward MEME socior, Cassrs baok codtelbation i
camprmtively e iwards Tepding fas W MSMTH (hoa Syndicuts bunk. They heve W inbudue sams more schems to
MSME mnc.mpmhdnmmbn?ﬂiuhmmmmmimmmﬂuﬁuimﬁm:nm:muu

Keywueds: commetelal haks, MEME com hask, Ssiifinare hunk

1. lmtroduction
Hmﬁrﬁdlnﬂhmmmhmpnu{lﬁhmjﬂghn
derunant  sole 0 the  geosuton  of eyl
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Findings

¢ Constant increament in MSME loans provided by HDEC

=B A ER b

HDFC Bank doubled its MSME book 1o over Rs 23,000 crore

which hiad grown by over 30 per cent from Rs 2,01,758 crore of the
2020 boosting the loan book whereas $8! had an inreament 1o 1.36
lakh crore after a down in 2019 followed by steep Surge.

@ 5Bl has more challenging aspect for recovery of bad loans

The SBI had a total combined write-offs in the last four years

of Rs 52,758 crore as the large write-off amount shows the

challenges in recovering bad loans.

® Private sector made more efficlent channelising of ECLG
scheme because of extensive network operations.

& Private sactor bank(HDFC) has better MSME lsans lending
performance than the public banks sector(SBl)

¢ public sector banks disbursed Rs 79,800 crore which 15 lesser than
Rs 95,700 crore disburséd by private banks according to Reserve
Bank's latest Financial Stabilty Report.

< Public sector banks have managed to attract 22.65 lakh new
borrowers while private banks have recorded 67.61 fakhs fresh
borrawers under ECLGS scheme.

* Private sector banks had better MSME loans lending
performance mainly because

They efficlently channeled credit Infusion to deserving MSMEs in a
timaly manner by astutely utilizing credit information analytics and
digital drivers,

Inference - HDFC bank (private sector) contribution is comparatively
more towards lending loan to MSMEs than 5Bl(public sector) thus they
have to introduce some more schemes to MSME sector, to provide
more benefits to new entrepeneurs in MSME sector for thair gross
development and assistance to avold taking loans from informal
sectors




;

The study of “Comparative analysis of lending performance of
two commercial banks in the past five years with reference to
MSME” enabled me to have an insightful knowledge an the
significance of MSME sector towards our economy, the role of
commercial banks towards development of MSME and lending
patterns to them.
An understanding on distinctive analysis between lending
pattern of Public and private bank sector ta MSME was also
made through the topic.
This topic enabled me to have the knowledge on aspects to be
considered for development and success of MSMEs through
the hands of commercial banks and also the flaws to be
overcome for the ones with comparatively lesser performance.
Thus the topic made us present a clear picture and real
scenario of the lending features of commercial banks to MSME.
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VIARE A CONMIPARATIVE ANATLYSES O
FENIDING PERFORMANCE OF TWO
COMMERCIAL BANKS IN THE PAST IV
YEARS WIHTH REFERENCE 10 MSMI.

INTRODUCTION — A important activity of commercial bank is
lending funds to customers in the form of loans and advances, cash
credit, overdraft and discounting of hills, etc.

Loans are advances that a bank extends to his customers with or
without security for a specified time and at an agreed rate of interest.
Further, the bank credits the loan amount in the customers’ account

which he withdraws as per his needs.

Under the cash credit facility, the bank offers its customers a facility
to borrow cash up to a certain limit against the security of goods.
Further, an overdraft is an arrangement that a bank offers to
customers wherein a temporary facility is offered to overdraw from

the current account without any security.

The limit is pre-specified. Additionally, banks also discount and
purchase bills. In both of these cases, a bank credits the amount of the
bill in the customer's account after deducting discounts and
commissions. Subsequently, this amount is recovered from the
debtors on the maturity Pfﬂhﬁ'fl]sm;unenl.
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OBIECTIVES OF THIS ANALYSIS

Before beginning any research work, it is important to finalize the
objectives because it helps in

deciding the required data and its characteristics. The objectives of
any research work should be

specified clearly, because it saves us from any problem arising later
and also saves our money and

time, The main objectives of the present study are as follows:-

(1) To study the present position of selected Commercial Banks,

(2) To emphasis the growth profile of selected commercial banks,
(3) To study the over view of banking sector in India,
(4) To discuss the various schemes of deposits in selected bank,

(5) To study the various schemes of finances provided by selected
banks,

(6) To emphasis the appraisal of schemes of loans and advances of
selected banks;

(7) To analysis the various schemes of selected banks,
(8) To examine the various trends of selected banks and its analysis,

(9) To identify the various problems faced by the selected banks, and

.‘

|

|

| _'-’_“J'] To suggest a few parameters for the possible improvement in
' selected bank. _—
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pata Analysis of Indian Scheduled Commercial Banks Using
Camels Methodology Capital Adequacy Capital adequacy is an
ultimate indicator of overall financial health of the banking system.
it is measured by the Capital to Risk - Weighted Assets Ratio
(CRAR) and defined as the ratio of a bank's capital to its total risk
weighted assels or said to be a single number that was the ratio of
banks capital to its assets. Its basic objective is to protect depositors
and minimize the cascading effects of financial sector crises which
are unforeseen and erupt unexpectedly by consolidating the soundness
and stability of the banking system. In banking two type of capital
are measured: Tier one capital, which can absorb losses without a
bank being required to cease trading, and Tier two capitals,
which can absorb losses in the event ofa winding up and so
provides a lesser degree of protection to depositors.Capital Adequacy
Ratio CRAR is aratio of Capital Fund 1o Risk Weighted Assets.
It reflects the ability of a bank to deal with probable loan defaults. It
in general determine the capacity of banks in meeting out their
liabilities and other risk like credit risk, operational risk etc. It is
arrived by dividing the Tier I and Tier Il capital by risk weighted
assets. Tier 1 capital includes equity capital and disclosed
reserves. Tier I capital includes items such as undisclosed
reserves, general loss reserves, subordinated term debt.

Table (1)

A capital Adequacy Ratio

BANKS | 2005-2006 | 2006-2007 | 2007-2008 | 20082009 | 20092010 |
SBI T T 1347 1425 1339
Icicr 13.35 1169 13.97 | 1553 19.4]
= - " [
L= —f'_"'|_”':-' ' -\.'- &

Interpretstion: From the sbove tuble it i found that ICICT have beiter Capital adequacy ratio
than other seiected competitive banks in the year 2009-10 and even in 2008-9 which are
19.41 and 15.53 and followed by SBI . [t has been noted that all the banks have maintained
the required CRAR by the RBI according 1o existing noems even they are above to Basel 111
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norms of 10.5 which will be implemented in future for the same. Their higher CAR enabled
them in risk taking capabilities and consolidated them in fcing unexpected loss arising in the
panking portfolio and also provided them edge in negotinting the risk. Further it is found
that, 1o control unexpeced losses selected banks have adopted defensive approach in
disbursement of loans and advances due to which they have higher capital ndequacy ratio,

A Debi-Equity Ratio (IVE): The Debt to Equity Ratio is tool which measures the strength of
banks ability to borrow over long periods of time. Generally, any bank that has a debt to
equity ratio of over 40% 1o 50% should be looked at more carcfully to make sure there are
no liquidity problems. 1t is arrived at by dividing the total borrowings and deposits by
shareholders net warth, which includes equity capital and reserves and surpluses.

Table (2)
(Bunks [ 2005-2006 | 2006-2007 | 2007-2008 | 2008-2009 | 2009-2010 _{‘
'SBI | 12,75 1391 10.96 1281 12.19
| 1CICI 745 9.5 527 442 1391 4
i l‘Il_.

itsrpretation; From the above table it is been found that in the year 200910 debt 1o aqu}l;jf—
rutio of SBI is the highest ac it rolics more on cheaper funds.

B Advance 1o Assetn (ADV/AST) This is the ratio of the Total Advances to Total Assets
which also include receivable and reflect bank's positions and risk taking ability in

lemding funds. A higher Advances/Asset matio shows that the bank is ageressively lending
fund nnd vice versa, In this rtio the value of Total Assets excludes the revalutions of all
the assts. It is generally sdopted that increase in advance megns growth in investmenis which

lewd to profitabilicy
TABLE )
|BANKS [ 20052006 | 2006-2007 2007-2008 | 2008-2009 | 20092010
SBI 0,53 0.60 0.58 .56 0.60 ‘
i 0.58 057 0.56 0.58 0.50 '

A Study of TWO ludian Commercial Bank's Fiimmeial Periamance

Ay The asset quality s 1o ascertain the
percentage of the tofal assets, It also ascertains the NP
in investment a4 a percentage of the fotal pssets .

Net NPAs to Loan given (NNPAs)
TABLE 4

proportion of non-performing as a

A movement and the amount locked up
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oS | 20052006 2006-2067 | 2007-2008 | 2008-2009 | 20093010

=0 :'j 188 1.56 178 IS
e AL 1.0z 1.55 209 (212

R

aeeeliitions THE ICICT bank has the highest mtio that is (2.12) followed by SBI (1.72)

slmagemett Fificicncy:
11 refiers o the efficiency of the Management in .
hank g

Toeal A i sl Deperiits A TATIN

This ratlo measures the cfficiency of the management in
converting the depasits available with the bank (excluding ather
funds. fike equity capital, etc.) into advances.

TABLE 3

e
Total Dt

BANKS | 2005-2006 | 2006-2007 | 2007-2008 | 2008-2009 | 2009-2010
SBI 069 077 0.78 el 079 |
ICIC1 089 08 0.92 100 0.90 |

7o o The study shows the investment of the bank through approving the |oans
aguinst accepting the loan in ICICI has continuously improved year by year from (0.59 in
2005-2006 1o 1.00 in 2008-2009),

e e 1 Y 1 e

Humnmuuwmmm‘ummummmmquﬁty as how the assets are used and also
mm:‘z of the profitability of the organization. This ratio would help the shareholders
determing is the management being able Lo generate additionsl valie for them,

TABLE

(BANKS 30052006 | 2006-2087 | 2007-2008 | 30083009

S 2005-2006 -2008 | 2008-20 2000-2010
£ 15,94 14.5 1372 | 1574 13,89
ICIL 143 13,17 B.594 |7.58 T‘:;'il |
)
| e
AL B ;
-




geenrion: The study found that SBI has tie highest RONW  ihar ICICI.

Liguidiny: Liquidity """’“.“".“‘ {erm means abij
| gflﬁ"u' urdl:ri'lﬂﬂwlhlllly'lupa}r i

oars fhiat 15 gqualitative and quantisative.

iy to realize value in money, the most liquid
cash, the obligations that are due_ It is divided in two

20 105_?-2 . . ey I R
T 62.11 LT S 2002000 SN2 AN0._
o B4.99 19144 9004 |

' eopernror The study rmmummmurc;mhmuummqumiummiumnmm
uneng SBI banks that 15 90.04% in 200910 and followed by SBI.

el | iy Fﬂl‘ﬂ:l:.unlh Eu'n'iﬂ]ﬂn]iﬁgﬁfﬁnigmulmm“'ﬁ“lu BLONOTIC
actiyities. In bank’s most of the income is eamed through non-core activities like Hvestments
Jressury operations, and corporate advisory services and so on and thtis require high degree-
of efficiency in all regards.

P el e B peali e s the percentage change in net profil aver the previous
yeat it which profit afler tax play significant role in determining the efficiency of banks in
using their assets and also how have they pencrated the revénues and could be compared with
Hat of the previous years and with thot of competitors ta detzrmine the trend in the net profit
marging of the buank and its performance in the industry.

FABLE-S

Mercientage Cireravih in Net profit

p

| BANKS 20052006 | 2006-2007 | 2007-2006 | 2008-2009 | 2009-2010 |
SBL T 23T% 237%  [23M%  (231%
200 126.67% 2245%  |3368%  |961%  [710% |
L) DRI {iTpretat o Th!illﬂtj’ tound that all selected hﬂl’-‘ih‘l’ﬁ]ﬂﬂﬂiﬂ‘fﬁmﬁl
et tax in 2007-2008 enerated revenues. -
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gntd’“d interest expanded ps a proportion of sverage total assets. It incliydes
Ipwfni ome and inlerest expanded includes interest paid on deposits, loan from RBI, and
ng]wﬂ" mﬂ]m term loans. The bank NIM normally depends on efficient utiliztion
e e which are consists af all frms of personal and commercial loans, morigages
of Pl mm|ll.ﬁn&sﬂuafﬁnhnwufhmksmdmmln3mmmdﬁmhm;um

Eﬂﬂmm gﬂndﬂiﬂ“

Table &
Net Interest Margin (NIM)
GRS | 20052006 | 20062007 [ 2007-2008 | 200842009 [ 20092010 |
FEL 3.25% 8% (3% 3w
o T L40% 219% 222% | 240% 250%
o Thi study foisnd that the Net Iterest Margin of SBI bank is the highest that s
1329

D (51T Non Interest Tocome messures the moome from
mmummhummlmﬂmgulpmmmgtuﬂml funds and helps us 1o determine the
abilry of the hank to eam cevetiwe from sources other than the core activities of the bank. In
gonerat lending, and borrowing fs the core actiyities of banks supported by other sttivities like
incasary operntions and investment scrivities which have emerged developed over the years,
Harks carming quality refects its profitability knd sustninsbility snd growth which are
easyfed by Mo Interest Income ( Total funds,

Nt Interest Margin (NIM]

]

|

]

J

I

| o Iimtereqt Income merees the income from operations other than lending as » percentge
:' f Total funds and helps us to determine the ability of the bank 10 cam révenue from sources
]
h
I

tthee thais the come activitics of the bank. In general lending nnd borrowing is the core
etivities of banks supported by tiher activities like treasury operstions ind investment
stivisies which have emerged developed over the years, Banks earning quality reflects j1z
prefitibitity and sustainability and growih which sre mensured by Non Interest Income /
Tota] funds
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Ner Enterest Margin (NIM)
.M”"ﬁms-z'um 2006-2007 | 20072008 | 2008-2009 | 2009-2010
|03 0.19 0.14 0.11 0l
S Hr—ﬁ__n 0.1 0.02 0.08 | 0.08
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v INTRODUCTION:-
1. Introduction:-

In nowadays competitive enviranment the role of package has changed
f'UE to Increasing self- service and changing consumers’ lifestyle. Firms’
interest in package as a tool of sales promotion is growing increasingly.
Package becomes an ultimate selling propositien stimulating impulsive
buying behavior, increasing market share and reducing promotional
costs in detergent powder industry. In this context seeking to maximize
the effectiveness of growth stage even increasing sales rate in growth
stage and beyond of washing detergent in market the reasearch of
sélling & it's elements & there impacts on consumer buying
behaviouring different in a relevant issue in personal sell.Fast-moving
consumer goods (FMCG) or consumer packaged goods (CPG) are
products that are sold quickly and at relatively low cost. Exa mples
include non-durable goods such as soft drinks, tolletries, ove r-the-
counter drugs, processed food, soaps, washing detergent and many
other consumables. In contrast, durable goods or major appliances such
as kitchen appliances are generally replaced over a period of several
years.FMCG have a short shelf life, gither as a result of high consumer
demant or because the product deteriorates rapidly. Some FMCGs,
stich as meat, fruits and vegetables, dairy Products, and baked goods,
are highly perishable. Other goods, such as alcohol toiletaries Pre-
packaged foods, soft drinks, chocolate, candies, and cleaning
products(washing d gtergent), have high turnover rates. The sales are
sometimes influenced by some holidays and season.Though the profit
margin made on FMCG products is retatively small (more so for than
the producers/sup pliers), they are gen erally sold in large quantities,

thus, the cumulative profiton such products can be substantial.

5
o
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" FMCG is a classic case of low margin & high volume business.The

following are the.main characteristics of FMCGs
1.The consumers’ perspective

2. Frequent purchase
3. Low involvement (little or no effart to choose the item)

4. Price

5. Short shelf life

6. Rapid consumption

7. From the marketers angle

#. Volumes
9. Low contribution margin
10. Fxtensive distribution networks

11: High stock turnover

ElPage
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" 2.Background.

ir
We are all distinguishable. So the FMCG Company made the

washing detergent according to choice of customer. We kn:wice
every consumer is unigue so their behaviour, personality, ¢ c;_l. h
Coie b iR rant SO it is difficult to make a conclusion upto Nig
level standard, but it is obvious to find the appropriate sales
factors that has a very substantive role o affect the r:unsurn;r
which they display in the time of purchasing detergent powder.

2. Objectives :-

Since the inhabitants are very much eng :
it use in the washing purpose. 50, they frequently purchase

r washing materials. The ultimate oF board
d the role of packaging washing
hing detergent & the specific

aged with different chores &

ane of
detergent powder as thei
objective of this study to understan
detergent & sales promotion of was
objectives are follows:-

A, Find out the effect of packaging of washing detergent on the

buying behaviour.
B. To check the effect of packaging of washing detergent in the

buying behaviour
. To measure the relative impact of each packaging of the washing

detergent on the consumer.

0. To identify the elements which should be highlighted while in the

designing the packages of washing detergent.
E. To study about the growth state of Washing detergent in FMCG.

F The sales & the distribution of washing detergent of FMCG
company. =

-

—

N
-
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"G About the innovative technologies of washing detergent sales in
market.

H. To know about in important competetor of FMCG company:

3. Scope:-

This study will be conducted by FMCG campany increasing s:u:lles
washing detergent on the basis of consumer usage of washing
detergent, But the FMCG company being attempt to bring all the |
necessary materials for sales of washing detergent , but some tentative
limitations might be:-

1. Time limit

2. Unavailability data
Inaccuracy of Data

Lack of Data analysis

In cooperation of respondent
Budget limit e

o bW
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~ T, Y ANALYSIS:-

______..--""
The analysis of a project based on the data collection of growing rate in
tabular format . Simple percentage is use for the calculation to analyse
It. The FMCG sector became more competitive as well as techno=driven
In domestic market. On one hand, changing human living life with
chosen multi-preferences among variant goods, on the other hand
transfer of culture, knowledge and technocrats from wastern to
southern countries. Thus, these are giving much attention to craft
strategic policies and actions by traditional owned businesses in India .
Although it has maintained fine market share in western part of India
and has been continued loosing its grip in other parts. Further it was
not a favored stock chosen by both retail and high net warth investors
in the stock market, which might have due to unaccepted returns. The
unanticipated talks on delisting might gave good returns to long
holding investors and would be glving an epportunity to become free
from regulatory issues. IFwashing detergent go for restructure and
entry in to new capital intensive husinesses, would appreciate its
heritage brand, but in the leng-run it will have to trade on stock
hourses. Though, Indian companies are going global and focusing mare
on the overseas markats like Bangladesh, Pakistan, Nepal, Midd|e East
and the €IS countries, because the similar lifestyle and consumption
hablts would be observed in these countries. The inorganic choices
would Be given much advancerment and enrichment far washing
detergent’s corporate growth as well as sustain its brand value in the
heart of customers.

N T



Very | High | Medium | kow | Very Total | Chack
High Low
1. Brand Name | 76 | 23 11 7 | 3 | 120 | 120
2. Packaging | 21 | 3a | 45 | 11 | 9 | 120 | 120
3. Friends & 78 | 31 5 4 2 | 120 | 120
other refer
4. Last purchase | 89 | 11 9 6 5 | 120 | 120
decision
5. Reluctanceto | 67 | 11 a3 & | 3 | 120 | 120
change bran I
6. Perceived | 14 | 56 33 13 | 6 | 120 | 120
quality -
utility I !
7. Attractoffers | 34 | 22 21 24 | 19 | 120 120
& discounts ——
8. Availability | 22 | 21 31 27 | 2a | 120 | 120
nearness .
9, Adsinfluence | 26 | 31 29 23 | 11 | 120 | 120
on mind
10.Total 477 | 240 | 217 | 116 | 80 | 1080 1080 | -

The above chown factar analysis shows that the date is strong enough
to take up Interpretations on the data collected by the survey

1. The percentages of preferences and distribution shown (32
% high degree + 22 % high) shows that there is a great of
degree of strength in these parameter in influencing the

perception.
2. The values of units or malls are evenly distributed.

10|Page



t e HJ'"dUEtEIn livers show a greater degree of preference

1. . form its consumers psychologically.

@ 8. The correlation between the preferences between different
units are evenly distributed proved by the chi-square tests.

a) Brand name of the washing detergent in market,

b) The packaging of the washing detergent

c) The friends and others references,

d) The last purchase and use of washing detergent

e) The reluctance to change the brand to a new one,

f) The percaived quality in utility of product{ say in the
case of detergents the washing ability Of the
detergent)

g) The attractive discounts and offers for the washing
detergent

h) The availability of washing detergent at the nearest

store or mall /f"
i} The ads influence on the'washing detergent quality

-

N
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(FINDINGS.'- —7 Qj'}‘ﬂﬁ‘;t’ N k
o T ¥

. Sales promotion
22 =P ONs are a super way to your agency to encourage

2:2?;:'21_'{:;51??;? shop for your product{ washing detergent)
< B e i ;;lce. Done nicely, they boost ahnrt-.term
line reviews, and |ead ract new customers, prompt positive on-
like our da?; are u-n..-a , FEFEEt purchases, But It can 150 SN

_ 'errun with sales promotions. Chances are,
your if‘b‘:‘“ s packed with advertising and marketing emails from
organizations supplying discounts, special prices, buy-one-get one
offers, flash sales, and free-transport offers. Today's clients need
an overall enjoy that suits their standards for product( washing
detergent) quality. As distinct State of advertising file clients are
looking for affers which are in my view relevant, and they want to
feel like agencies they interact with sincerely recognize them as
individuals & they need this patron engagement across the whole
purchaser journey — that means marketers need to think
aroperly beyond their conventional domain. Falling brief of
expectations could suggest losing customers, attracting poor
reviews, and destructive FMCG company brand’s reputation.
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Consumer promot;
promoting is supp

NE Is for the not unysyal place consumer, this
orted through advertisements, publicity, direct
Is form of income promoting is entered on the
Mer income promoting is a —pull approach and
‘ IENTS to make g buy price-Off Promotions:it
MAnNEr presenting product ( washing detergent) at decrease than
its regular charge, Company gives both & reduction at the regular
promoting charge of the product ( washing detergent) extra of
the product on the equal charge. This form of promoting need to
be use.d with care becayse the growth in income s received on
the price of a loss within side the income. It draws non customers
and act as an powerful device to counter competition.t is a way
of presenting a reduction presenting. Coupons are the maximum
extensively used Consumier income promoting method. A coupon
Is 3 certificates that gives a charge discount for a few certaln
gadgets to the helder. Coupons are dishursed with buy of a
product{ here washing detergent) magazines, newspapers, etc.A
few examples of coupon distribution may be coupon pasted on a
package deal, or located inner a package deal to inspire repeat
buy. Coupon books are despatched out in newspapers, or
provided with the acquisition of an-object in a given time frame.

quit clients, Custo
encourages the ¢l

—
1-
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qrade P’”“‘;"';‘E SNt alWays marketed and publicised I¢'s far for the
pannel PArticipants, corporation g gives are for dealer, vendors, shops

-!jl: ;

i s a w

£ind dealers handiest 'Mportant reason |s to growth income through
push approach and encourages

_'-E.resgnting incentives tq them. Itis a3 —
he washing detergent. This shape

t%:fh'ﬂ channel participants to inventory t
jof r marketed, as it's far an inner
its distribution community partners.

.‘:%én promoting is typically now ng longe
| ffair @MONg the corporation ang

rrade Buying Allowancé:

Inthis approach there may be brief charge
discount and compensati

_ ‘ﬂﬂ of fees incurred through The sellers in
gomplete or in part. Buying allowance is g brief charge discount

prﬂ"-’ided to the store for buying unique amount/gadgets of the washing
detergent. Such a suggestion acts 56 an incentive to stimulate short-

time period income of the stora and sell new merchandise for the

corporation. It encourages exchange cooperation and stimulates
IEpurchase.

puyhack Allowance: IN this approach, intermediaries are provided a
finan cial incentive for EVEery extra unit bought after the preliminary

deal- This approach goals at stimulating the channel participants to buy
extra pertions of inventory this is over and above the regular inventory,
hecause the financial Incentive they obtain is proportional to the
quantity of extra inventory they buy.Merchandise Allowance:It is an
allowance to dealer for offering favared income promoting and

washing detergent show. Middlemen are typically required to expose
the evidence of the cormmercial executed through them.Free
Merchandise Schemes: In this income promoting method, an extra
quantity of the washing detergent is obtainable with none extra price,
aan incentive to buy a minimal gmramount.

A
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: oles of
” jI cre sel;l;q:.kmn Manager of FMCG company to
sale rowth of washing detergent:-

-y marketing manager js some :
"~ pctics to fulfil company one who uses & develops marketing

Feputation & objectives.
Input, growth, ripeness and de
a product ( here washing deter
marketing position of washing
stage . In each

crease are four different phases of

gent) life cycle. The changes in

Stages diffe detergent is connected with each
FEnt marketing techniques might be

"V & lengthen washing detergent’s life cycle.

a rmarket;i
As keting manager of FMCG company | would take some

EZ?E!EET? fn_r Washing detergent growth in its growing stage , the
major objectives is to ephance Barnings via marketing tactics.

The popular objectives are :-

Enhance the quality of the washing detergent.

Add _addltinln al washing dete rgent characteristics of support
services toincrease the market share.

. The entry of new segments of markets.
4. Maintain prices as h

Igh as Is reasonable to mainitaln strong
demand and good profits.

Increased distribution channels In order to meet increased
demand.

Move from washing detergent conciousness to washing
detergent desire marketing messaging.

Washing detergent prices skimming when company’s earnings are
too low.

I must see to sales, earnings and market :iilam-ﬁim's_t in the growing

phase . Thase opportunities shmul_ibe”r’ﬁaximhed by the above strategies.
. -

-
=
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v CONCLUSION:-

> COnVinced that sales promotion has a brief term

ﬁ..gffECt on client buying behaviour. The most important

fr_;-purp{?SE of the use of such marketing device is increasing

55'_ sales m-shurt run. However, it is believed that sales

. promotions play a critical position in building relationship

- with the clients. Offers and price discounts are most
important tools of sales promotion which influenced
customers to buy FMCG’s washing detergent.
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ATMANIRBHAR BHARAT: AT A GLANCE

Aterusss by (harat Abtivun, whch tramtakes 3 sl ped et Mndin o sell

wllfTichessl Dnidin, is the stnicm iof the P Mmmier o Toabie Narmredra Alodi ud
making nehii o hngper el e st paa af the el ecommeny, Paring

policies chot ane efflcent, competiiive givd reaklieil ] beimg self-mastammg

atil sell- provenating. Ntnaserbbr Bhaot tdocs fud jaest sl -oombulement
'iu-h!-“!{ ahan froun the woeld™ arhemg [H'l'f-hj wmved, The first micnd ol aiF hris
carmie in the forrt of e Agmusipfihir Bhud Abtuvan or Self<Rellant tadoa
Msmon dunng the anmommeetneat G Lacki's CONITY 19 pandente orlmod
econati: package o 11 May 2020 The five pilkars of * Atewanishibar b
are stibed a1 ecotionty, Indmatnuciure. bR driven wtims, vibran

Ja‘mu;m#r;- :I‘hi»li’l't‘-'l-ﬂld

Credit boisd (6 25 ceore larmers through Kisun Credit Cards: So far
18314 Lk applications have been toceived: hanks have issied ROC for L3 144
Lkt eligibie farmens and sapctivnied & limit of Rs | 41262 cores i (4o phiases

Nl (PM SVAN

« 3652 Lakh Joan spplications recoived

o 1378 lakh boars todalling Rs [37] 0 crtes sanichonod.

; ’ A Sam o MEY): Priopenals from
Tweniy-oine (21] Stuies samctmmed ot o totad codd of R 168 ] 31 cromes

.  Working Capital Funding for farmery thro
Mﬂu 25 000 cpvireyhave boctt disbuttsod o of this wpecial Tucdity,




Boost for Employment Atmanirbhar Bharot Roggar Y ojana: osan

h mplemenited in 31 3 2009 W incentivize Tormalizibion nid creation of pew
dnplivimnent
2 =~ Toral benefit of Bs 8300 Crave has been ghven o 152 1800 Faighlishments
y - - convering 1.2 1,649.960) Benefickanes siniler PMREPY
Atmanirhbar Bharat sar Yojana Subsidy support from Cenlral Govt:
= 9 Anmounced ax part of the Aarmonirbbar Bhart Ablyyiam, The seheme i
extenilisd Il 315t March, 2021 Folly guorannesd aod collptecnd free
..b P * Schene update as on 12.11.2020
- Rs. 205 lakh crore sanctioned to 61 lakh bormowen
-
4 I Rs. 1.52 lakh crore dishursal
. Atmanirbhar Manufpcluring Production-linked incentives for 10
Y Champion Sectors: Rs 1,46 Takh crore boost was given 1o Atmanirbhar
X ; 2 manufacturing — Prodiuction Linked [hcentives for 1M hampon Sectors o give
- a significant boost 10 Economic Growth mnd domestic employmient. Thisse
1"-‘ SCCTOTR. e
- Sagtor | Estimated Expenditure on new PLis (Rs. Crora)
I Advance Cell Chemistry Battery 18,100
L::l Flectrodiie/Tachnology Producs 5,000
B Automobiles & Auto Components 57,042
. Pharmaceuticals Drugs ‘ 15,00
‘ Telecom & Netwarking Products | 12,195
- Taxtile Products 10,683
r‘ Food Products 10,900
Hign Efficiency Solar PV Modiles 4,500
| White Goods [ACs & LED)] 6,238
k : | speciabty Steed 6,322
. mt ‘t“!m' i '”‘
o Yooy e
PM Awnas Yojuna (P —Upbyan: 1t is an intive by the Government of ™

Indiz in which affordable housing will be provyided (o the urban poor with a

warget of building dffordable Houses.

—Rs IBA00 crores will be provided over the Budget Extinuites for 2020-2] for
Prime Minister Awans Yopuna — Kibun (PMAY-L) through additional

SRRE
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allucation and Extrn Budgetary Resources, Thin will help 12 lakhs houses to be
pronnded and 18 lakhs 1o be completed

National Investment nnd Infeastructure Fund (NITE): Tt wos founded o
provide infrrstrnctore investment for masimizing the economic fmpact ol thie
commmzreintly avmlniie projects

R 110 1kl ervive Platfoees Gor Tefra Db Financing angd 1s 6000 crotes
Equity infusion in NITF Debt Pligfoom.

support in el sector for subsidived Fertilisers: Ks 65 [0 cromes
being provided 1 envare adequate ovailability of lerilisers 1o farmen o enable
tmely availabilily of fertilisers in the upeoming crop seuson,

-Inceeased supply of fertilisers at subsidised mates will help | 40 miflion farmers.

Prime Minister Garib Kalvan R CRY ) will help in the
bioost of rural development and necelerate growth of rural empioyment.

v Prime Minsster Ganb Kalyzn Roagar Yojuna is also in progivss o 116
districts. Rs 37,543 crores spenl.

» MGNREGA was provided with Rs 61,500 crare in Budget for 2020-21
v Rs. 40,000 crure was additionally provided in Atmanicbhur Bhurat 1.0%

v As on date. Rs 73,504 crore has been relensed under MGNREGA and 251
crome person-days af employment have been gemernld.

« Further additional outlay of Rs, 10,000 erores will be provided for PM Ganb
Kalyan Rozgar Yojans in thee current financial veir.

Boost for Project Exports:

« Be 3,000 crores will be teleased to EXIM Bank for promation of projest
exporis through Lines af Credit under IDEAS seheme.

« Exim Bank exterds Lines of Credit (LOC) on behall of the Government of
Indii. us sesistance o developing countmes under IDHAS scheme,

» Promotes Indian export by mindoling recipient Counines o mporl 75% value
of the LOC

« Supported projects cover Rablways, power, trsnsmission, rosl and transpor,
aiito and SULO CONTPONEALS, SURAF projects el d

Capital and Industrinl Stimulus: 1.
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R 10,200 erore wdiitionil hudiser aittay will be provided towirds Capital i
mndustnal expemidivure

* Domiestic defence equipment

* [ndustrial ingentivies

* Indlustrial infrastrsctyne

* Lireen cOTEY

R&D grant for COVID Vaccine Developmant:

R 900 grivres provided for Covitl Surakcha Mission: for Hescarch and
l-}rl‘ ‘ihm“w“l I“I I“'d"l“ L..||\.i.|.! "Ml:lﬂ[' (1] [M[iﬂﬂltwlll '1l E!”“ﬂ'h““h}g}

o The Guverninent, fo ensure better health for the citizens hus ullocated Rs.
3 23,846 Crore in the Health sector. The Umon Budget dlso privvides
impentance 1o public healthcare institution at the villige, hlock and
Puriizhayil level unier the newly launched PM Astmanithhar Swasth
Bhurmt Yojunn Stuting with Rutal and Urbun Health Wellness Centres,
integrated public health Tabs, in all districes, pdblic lealth mits will reach
b the bloek level, critical heudth care hospltals,

e Provision of Rs 35.000 crore was made for Covid-19 vaccine in the
Union budyet. To steengthen the nunidonal imfake of children acniss
India, the Government has mesged the Supplenientary Nutrition
Programmse ani the PoshianAbhivan which will develop practices that
will nurtmre health, wellness and immunity of children

e Eniuritg India's witer security and providing access (0 safe and adequute
drinking waler to all Indiuns, the 1ol Jeevan Mission (Urban) has been
allotted Rs, 6905302 crare, o provide tup whter (o every household,

o Cunlay of Ks. 1,185,101 lakh crotes for Ministey of Ruad Transpat and
Highway. The Buadget also providid i recond s of Rs. 1, 10,055 crores,
for Railways of which Rs. LO7,100 crores for capital expenditure. A new
woherme luunched s wcostof Ba 18000 grores 10 suppor augmentation
al public Huts transport services.

a  Ministry of Pawer has been alloned Rs. 15,322 00 ¢raited Lor improving
the transmission fines, and for imitiatives like Nutiooal Hydmogen Encrgy
sdjusinit, for generating hydiogen {rom green power sources and o
reduée petrolisinm use, greanhouse grs emibsiong and air pollution




o Thi Agriculiure Ministty has beervallocated Rs: 13153119 crore. With
the Launili of SWAMITVA Seheme dnd the enhancement of Bural
Infrastruetire Devebopment Fund lein Rs W00 grores o Ba 4000
craves, the Micm bemgateon Fromd, seith Rs S 000 Croges ity et ¢redited
and union hodger praposed o domble 1, by anather Rs 5 I8E) crones

o The bdued Nundopal Besearch Foumdition il addisd it the WNRE onthuy
will be 6f R, SO000 crones, aver S years, T Will enstime Tocos on tationnd
prvoney st s Furthe, it woudid abo sontribiite 1o thiust feward
e mition™s ccomomy, enhanoe its secunty, promote well-heing and
wocietal progress, aiud proaw Tndiii ‘s pocition ok o plohul fester

U - IN 2022
®  The Malional Highways nedwotk will e T expanded by 25 000 km 1n
2022-2% aml R 200000 grone will be mobilized thmugh innovitive wiys
af fimamcing o complerent the public resources.

o Ken-Betws Link Project, st s estimated cost of Rs 44,008 crore will be
taken up aimed @ providing irigation beogfits o 908 Lakh hecue of
frtmers " lamds, drinking water supply for 62 lakh people,

* An allocanon of Rs SL000 crore 1o cover 3.8 crone households i 20.22-
23 tor Har Ghar, Nal Se Jul

o 202223 80 lakh houses will be completed for the identified eligible
benelicianes of PM Avas ‘l"f:-jnnn.' hoith rurpl and urban and Rs 48 000
crowe 15 allocaied far this purpose.

o PM GunShak, an injtiad allocation of Rs 1500 crore will enable
iwelihoodd activinies for youth and waomen, filling the gaps in vanous
SeCiors

o Chutlay for the "Scheme for Fintneinl Assstance o Sites for Capital
Investment” from Re [0,000 ¢rare in the Budget Estimates 1w Bs 15,000
crore i thie Revised Estimates for the curment year,

o [ordeveloping ndia specific knowledge in arbin plunning and design,
and 1o deliver cestilied training in these weas, op o [ive existing
pcatdermie instiutions in diflérent regions will be designated s centres of
excellence. These centres will be provided endowment fonds of Rs 250
crore e¢sch
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Vision of ‘ATMA Nirbhar Bharat' Role and Significance of
MSME
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It has been a wonmderful learning expenience for me and while
warking on this project, it belped e recapitulate things that T learm
during my college davs, This project took me throwgh the vanous
phases of project development and gave me real insight inte the
world of budget allotment of Atmanirbhor Bharat, A biy’thank you
eack and evervone who aided this journey,




«.
\

BIBLIOGRAPHY

» B, B Syt N Swodhir. The Rl of Atsanishbsar Bliarat Abbiyis i
Ictiun Fconomy Trmsformanon thioogh lmweanon amesry 4, 2022)
Prexcepdities of the [iestliiounl Caiilichoe otf Advanoes in Mangement
Praciioes LICAMY 2021
SRRN hitos ( ssmcnme abstract= 00746 o |".'t|] v el mme 1L T wsr
AT 0

o Liwhi V. Panigrabii, A, Pitke, M, Vikion of ' ATMA Mirbhar Hhamt Rok

wl Significance o MSMIE (December 7, 2020). THE MANAGEMENT
ACCOIUNTANT. DEC 2020, VAL 35, NO., - |2 PAGE - 2447, 1535
o (NTAS2E SSHN: hupsyssmecomdabyimct 37439 4
L= o bigpd Ohimesofindia iadinn e com/blugs vites hudgol-=02 | -o-skep-
mwands~atmamrt bt
o hpscismatic pit gov. i WiiteReadData oserfiles MUE. pdi
o Hifps osntic pibs gy i WiiteRiaiDatunerfiles SUMMAR Y2022 pdi

T "
I.._ ke . LR f"
-~ - Y Tl
IF F 'r!‘- . n G- '-:I | k
Yo or | W0y
" L ™ '-' L]
?I - L = F = '-
i N "n,__l 1
2 e g o
| P S

g Chiniln | W . S ol i

rriid 1 oy =L LS (Sl

L

S ® © & 8 ¢ 0" & & & 8 & s & & " v ¥ vE




T T T w - & 8 s L C L

Evergreen Cosmetics

Roll no : 193013-13-0018

Registration no : 013-1211-0295-19

Paper : CC13

Subject : Clinical Nutrition and Dietetics (CNDV)




P LLULddelbbiédddeiéiéitissiés

/
L7

@ v Vv e 0

Fi

UK B g1 0 0V o)

ACKNOWLEDGEMENT

| would fike o express my special thanks of gratitude to our principal Dr.
Atashi Karpha as well as o our professor Mrs. Pratyusha Agrawal of
climcal nutrtion and dietetic depanment, and mostly ourcc1¥,
Entrepreneurship Development ma'am Mrs. Atiba Batul for quiding us in
entrepreneurship field and giving us the opportunity 1o work in a topic like
thes.

We all researched a lot for our given topic which helps us to enhance our

knowledge.



VUUUJIIUbdde6bodbbddddbioddddillllidldll

NAME OF THE TOPIC

Evergreen Cosmetics is planning to launch a new range of anti-wrinkle
creams’in the Indian market, they conduct a market survey and found
potential competition from Remain Young, Since they are targeting the
higher strata of society, the cream is being priced much higher than their
competitors. They plan to use the television as a media to advertise this
anti-wrinkle cream as oppased to print media. Explain the pricing strategy
that is being used by evergreen cosmetics and also about the qualities of
the sales man and his sales promotion.
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INTRODUCTION

Cosmeceuticals are th
Lot @ latest addition 1o the heatth industry and are
cosmetic products with drug. ; f
mate knowl drug-like benefits, With the rise o
E"’Qﬂﬂﬂﬂ. WEHI“['" and h‘ﬁﬂl\.l ,

CONSIM . ly-conscious class of urban

o eceuticals have come a lang way in recent years to
become one of the fastest - i .
sechnol growing cosmetic options. Advancements in
he 00y and emergence of new ingredients have further contributed to

progress in the commercialization of cosmeceutical products

Wﬂﬁﬂ\'ﬂi#. The market that reached 1o the mark of US$ 31.84 billion by
2{1_15 s *!“’1’ 1o augment &t a rapid pace in the coming years with anti-
aging skin care taking the top spot in revenue pattemns, reported as pef
—~Global Casmeceuticals Market Outiook 2016, The cosmetic industry is 3
profitable business for most manufacturers of cosmetic products. This
industry has not only grown anly in the United States, but alsa in various
parts of the world which have become famous for their cosmetic precuts.
Some of these inslude France, Germany, Italy and Japan. It has been
estimated that in Germany, the cosmetic industry generated sales of EUR
178 billion at retall sales in 2012 which made German cosmetic industry

the 3¢d in the world, after Japan and the United States.

The industry encompasses manufaciurers’ segment revenue related to
beauty care products. As per the study, increased awareness has resulted
in higher demand for luxury products, especially cosmatics. Providing
quality products at a low cost Is a challenge for manufacturers, Skincare,
the largest segment, represents good growth prospects during the forecast
period. Increased demand for multi-feature products such as moisturizing
cream with sun protection and anti-aging or anti-wrinkle properties are
likely to drive market growth. The cosmetics segment also has growth
potential as demand is increasing for premium cosmetics in the expanding
middle class in developing nations. Regulatory bodies are glso ensuring
that consumers have full knowledge about the ingredients of products and
hence focusing on labefing.Our report hias also evaluated the emerging

—
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tnale grooming segment as more and mare men are becoming concerned
ahout their locks and appearances

Objectives

[1] To understand the consumer behavior in purchasing cosmeceuticals
with context 1o Anti Aging creams.

(2] To perform the four P Analysis of Anti Aging creams manufactured bY

various companies.

o i ious
13] To review the existing promational and marketing sirategies f;; :fl'ﬂ'“
cosmeceutical companies and how they design effective and &
marketing strategies.
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differentiation-pricing strai-egles on consumer choice

ANALYSIS

The desire to maintain a youthful image combined with an emefging global
market with disposable income has driven the development of many new
Industries. The cosmeceutical industry i1s based on the development and
matketing of products that lie between cosmetics and pharmaceuticals
Today, there are over 500 suppliers and manufacturers of mmﬂﬂ“ﬂﬂj
products, and the industry is estimated to have a CAGR af 7.7% between

2012 and 2016.

NE. consumers more likely to purchase an ftem frorn anassortment inwhich
optionsare priced at parity or from an assortment in which options vary in

price? Thisresearch examines the influence of parity-pricing and
and identifies

eschoice, 85 well as condit
In a series of three

conditions In which parity pricing facilitat lons In

which choice is facilitated by differential pricing.

experiments, the impact of assortment pricing on choice isshown to be @
'pmfgmcesand the

function of the uncertainty assoclated with consurmers

cansistency of these preferences with pptions’ prices.
ral ability 1o feel as other people doin

arder to sell them a product or service; a buyer who senses a salesperson’s
ampathy will provide him with valuable feedback, which will in turn facilitate
the sale. They discovered flaws in the established methods of selection
and revealed the two basic qualities that any good salesperson must have:

Empathy, in this context, is the cent

-empathy and ego drive.
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FINDING SITES

To launch 8 new product in the market, firsily the most important part 18
market survey,

Market surveys are a way in which companies obtaln information about
their customers and non-customer consumers of businesses, and how
these customers or consumers view a company's products-and Services
versus competitive products,

There are several methods of doing a market research : Surveys, 0cUS
groups, Qualitative interviews, Social media listening, Observations, Field
trials, Competitive analyais, Public data, Purchased data, Sales data
analysis. A company may use focus groups when they are developing 3

new product or service and wish to ask questions that are difficult to ask of
answer in written form. For example, with a new product, the company may
have the participants begin the session by using the product and then ask
them questions about the product. The focus group environment aliows the
participarits to gain experience with the product, helping 10 ensure that they
base their responses on firsthand knowledge.

Marketing strategy comes from marketing mix and analysis the 4Ps.
Evergreen cosmetics should have an idea about the 4Ps, thie marketing mix.
Which will help the company to know about the market value. Marketing
mix, deseribes the basic set of stralegles and approaches that marketers
use to identify and reach their target market,

4Ps of marketing strategy includes : Product, Price, Promation, Place.

The advantages of using a differential pricing strategy,such as cost-based
pricing, are evident: linking prices tocosts allows managers to achieve
more consistent profit mar-gins, and linking prices to consumer demand

allows opti-mizing profitabllity. In fact, there has been virtually no em-pirical
evidence documenting the dw of usingdifferential pricing. In this
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context, this research takes aconsumer's point of view and questions
whether individualsare more l“’lﬂ'l}' 1o make a purchase from an assoft
whenthe products making up this assoriment are priced at parityor when
their prices vary. Conceptually, this question raisesthe issue of the role of
differentiation and parity in assort-ment pricing and its impact on the
overall purchase prob-ability from a given choice set.

Building on prior findings, this research examines the roleof differentiatio

pricing and parity-pricing strategies inconsumer choice. It argues that the
impact of pricingstrategyon cholce is Influenced by the degree af
uncertainty asso-ciated with performance of options on ponprice
attributes. Thus, when consumers are uncertain about the relative at
tractiveness of choice altematives on nonprice attributesprice-based
differentiation reduces this uncertainty by of-fering price as a diagnostic
eritetion fer making a choice.In cantrast, when unceriainty about the
preference orderingaf choica options on nonprice attributes is law, the
impactof price differentiation on choice is & function of the degresof
consistency of consumers’ preferences on price and nor-price attribuies,
such that consistency of these two types ofpreferences increases the
overall choice probabifity whileinconsistancy decreases It The theoretical
rationale leadingto this prediction and the empirical analyses are outlined

inmore detail in the following sections.

Company will be using a price skimming stralegy when introducing a new
product. especially when the product is a newer technology. The objective
of price skimming s to set a high price initially ta help recover the costs of

production and advertising.

- Penetration Pricing ; A company entering an existing and competitive
market may use a penetration pricing strategy. The goal of penetration
pricing Is 1o set low prices early 1o attract lots of customers. A company
will then strive to product high quality products and offer excellent

customer service 1o retain thes omers. Ultimately, the company uses
penetration pricing to rapidlf iIncrease market share, or the percentage of

v
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otal sales it holds in the market. From there, the company can build loyalty
among is customers. Eventually, a company will need 10 raise prices
pacause profits margins are toa minuscule in penetration pricing.

- Return on investment Pricing :A company will ofien have @ target
E | mmﬂmwmmeamuﬂapmdum.
herefore, the company may spend lots of time analyzing the costs 111 go
into making the product and projecting sales figures-
‘cing: Geographical pricing is more discretionary in nature.
Companies realize that the cost of living is higher in certain markets in the
U.S. in addition, people may earn more in certain araas of the city o state.

Therefore, the company may use 3 geographical pricing struclure
its prices higher in certain markels. Consequently, pricing can become
extremely complicated, so the company may need to decentralize
marketing and finance departments ona mofe regional basis. That Way
each region can track product sales and make pricing changes as needed.

prafit

man must have at least two basic

Our basic theary is that a good sales
gualities: empathy and ego drive.

ant cantral ability to feel as the other fellow does in

Il him a product or service, must be possessed in

large measure. Having empathy does not necessarily mean being
sympathetic. One can know what the other fellow feels without agreeing
with that feeling, But & salesman simply cannot sell well without the
invaluable and imeplaceable ability to gel powerful feedback from the
client through empathy.

The salesman with good empathy, he senses the reactions of the customer
2nd is able to adjust 1o these reactions. He is not simply bound by a

prepared sales track, but he functiong'in terms of the real interaction
between himself and the ¢ ﬁ-’é;. Sensing what the customer Is feeling,
he is able to change double back on his track, and make whatever

v

Emgpathy, the import
grder to be able 1o se
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oreative modifications might be necessary 1o home in on tha target and
close the sale.

Ego, The second of the basic qualities absolutely needed by 2 9009
salesman is a particular kind of ego drive that makes him wan! and need 10
make the sale in a personal or ego way, not merely for the maney tobe
gained. His feeling must be that he has to make the sale; the customer I8
there to help him fulfill his personal need. In effect, to the top salesman, the
sale—the conquest—provides a powerful means of enhancing his ego. His
self-picture improves dramatically by virtue of conquest and diminishes
with failure.

The salesman's empathy, coupled with his intense ego drive, enables him
to home in on the target effectively and make the sale. He has the drive, the

need to make the sale, and his empathy gives him the connecting tool with

which to do it.
Sales promotions are designed for different purposes and different target
Retailer promotions are affered

audiences: retailer, trade and consumer.
5 for the Item, category of store.

by retailers to consumess (o inCrease sale _
Trade promuotions are offered to members of the channel distribution

(called the trade) and are designed 1o stimulate the channel members 10
offer promotions 10 CONSUMers (retailer promotions) or the channel

member’s customers.

-
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CONCLUSION

As far as promotion of various products in the marke, the increase in
promotion and marketing of products has lead fo a chaos in the market.
is known fact that people tend to stick 10 a product if they find it satisfying
and are content with their cholce of product Same was infefred and
showed that 36% women agreed that they used same product out of nabit
and the satisfaction level. 26% disagreed with the point and hence, the
product has to prove its worth to remain in competition of antl aging
cream's market. We all love trying new prodiicts, but the same is not the
case when skin s the matter of concern. A similar concen was Showr by
the survey and 26% customers did not approve of trying new products.
While12% women showed their spirit in trying new products but the averall
result favored in depicting that women are less experimental in trying new
products concerned to sensitive issues like skin. Hence, it can be
concluded that the product is price sensitive as well as the consumer
cholce is driven by the performance of the product. As regard to the price
of the product, It was clearly visible that the product is price sensitive and
wormen consider that cheap products are as good as expensive, I grder to
inerease the market share af there product the company should focus on
customer retention and customer loyalty programs. The campanies should

tap the Innovators who are likely 10 purchase a new product & should

emphasis on the clarity of communication as many CONSUMErs finid that [‘
the range of products and brands present in the market are copfusing. -
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INTRODUCTION:

Entrepreneurship i execution of ey proposed by entrepreneur with the help of his knowledge, hardwork,
shills, abllity 1o operate the bl ksoess, generating smployement for the sotlety as witll as geeerating & reveneu
feire himapll

The entrepreneur B deflrpd as somedne who has the ability and desing 1o establish, administe
and| sutcond \n @ startup venture ajoog with nsh entitled 1o @, to make profits,. The beat exarnple of
entrepreniurhip s the starting of o new busingss ventune. The entrepeeniurs are aften known as 2 souce of
aow Ifeds o inncvators, and Bring new ideas in the market by replacing old with a new inventi

Importance of Entrepreneurship:

» Crestion of Employment- Entrepeeneurship generstes employment. It provides an entrpbevel (job,
reguited for galning experlence and training far unakilied workers

*  Innovation: itk thi hub of [nowvitian that grovideds pew product ventunes, market, technoloigy and quality
nflnnrdl. 2ic., and Increass the scandarn nﬂmnl of people.

; 1 pt- A society becames greater if the employment base

11 lrll'l;l.- el diersilied. 1t h|1|1u:. Al Lt rhnrrgrl. bre soveiledy fredd prormntes Bacliinies (ke higher sapengdituie op

education, petier winitation, BEwedr slumy, o higher fevel of bomrowneobip. Thetefore, eotreginnaurhip

ey the orgraniation Towardd o mofg §rable and Frgh gualmy of chmmunity [

» increase Standard of Living- Entrepreneurship helps to improve the standard of Iiving of 3 permon by
sncrEasitg the scome, The stardard af Ihing means, Increase n the comumption of witlous goods and
servlies by a housebald tor a particutar perlad.

¢ Suppoils research and development- New prodics and services need to b ressarchod and tested
tmmfare laurching in the masket Therefors, an entreprensur alio diypens=se finence for ressarch and
deitlopment with ressarch metitutions and wnivenitics This promotes retsarch, gonerad congtruction; and
dawtlopmant in The sconomry

MARKETING STRATEGY :
_ Marketing is an umbielia term given to thowe activties that companies used to identify comumerd conyetr
thwrn drrtn biyers for the purpose of achlving profits

MARKETING M|

Marieting mix 1§ describes a5 basic sot of grotegios and spproaches that marketers uted to rach thelr target
market. thore are 7 components In the marketing mix

4 pre relatad to products and 3 are relntad to sorvice.

the 4 compornants are-
= product
= prleing
& pramothon
*  place
ethinr 3 are -
* people



o physical envlronment
* Doy

Pricing Stratogy

Pricing urategy nefers to methen] companins uss 1o price their producs of sodies
The grice of the prodocts and services ane sot an tha Bakis thelr expehues. They add on'd (enrtiin

poTchniage o0 they can ke & profin

Eactors of pricing det instiof
Lo
demand
compEtioT
guality and service
buving motves
promuobonal strategy

Promation

Lalws promotions are madketing cammunicrtons activities that sl inulste 1hort tarm behmviors| reamonies from
cantumgers, the trade |reseller support), ar the company’s owrn sales toree in order 1o encaurage the trade
gndfor shd customes to purchase or 10 t3he other relevint sotion By dffecting the peiceived value df the
product being promated,

Sitles peomotians are short-1erm incentives dusigned to simulite purchase among consumers an trade

Thuige @



ANALYSIS OF THE TOPIC:

WRINKLE:

Wirmkle noa amoll ridige o furrow aspscinly wihen formed on b sufoce By the shrinking or comraction of a
smooth substance: crease speciflcally onn n the shin espeoally when due 1o age, wormy, or latigue.

Wrinkles are caused by a combination of factors - some can be control, othins

can'ts

» Afe ; Asapemen gt oldar, the shin matually beoomes fess elastic and more fraglle.
= Expotiite to ultreviolel (UV] Night

& Smoling

» Rirpoated facal expressinm.

REASONS OF USING ANTIWRINKLE CREAM:

antl Wrinkle creams often e mainurisess sith active ingredients that offer additiangl bepefits. Thess sdded
Ingredients dre intendied to lmprove skin bons, teituns, fine lihes and welnkles. The effectiveiseds of thewe
progucts depends in part on pour skin type and the active Ingredient or Ingredients

it temporanily plumgs the shin, making lnes and whinkied less vislble, Molsturiers are lotons, creams, gels and
sorums made of water, olll #nd athar Ingredients, tuth g proteing, wass,givierin, lacsis) wiga

Pricing & pricing strategy:
Maaning of Pricing:

Pricing iz a process of fiking tha value that a manufecturer will receive in the akchangs of services and gaods.
Pricing method i oxorcised to adjust the cost of the producers offerings wuitablo to both the manufacturer and
the customor. The pricing depnnds on the company’s avarage prices, and the buyer’s pereeived value of an
i), as coniparnid o ihe pergelved walus of corpetifon grodicct,

Every butinmapecion starts & busimess with a motive and' miention of sarmng profits, This ambiltlon can be
acguired by the pricing mothod ol a firm, While fxjng the cost af 3 préduct and services the fotlwing poing
should be Condiderod:

Thie mntity of the goods anc sovices
The coat of similar poods ond servicks in the marbat
®  The target dudience for wham the goods and services are produces



The total cost of production (vaw mdtertal, lalrour cost, machlmery calit, tranalt, |inentory cont stcl
External elemints ke povernment rules and rogulations, pelicles, économy, et

Objactives of Pricing:

Survival- The objective of pricing forany compary i to fiv & price that b reasonable lor the consumers and
glao for the groduoer ta wanvive in e markel Every compony B in danger of gerting ruled out from the
market because of ngorous compettion, change n coptomer's preferences and tasts. Therefore, while
datarmining the cost of & product sl the utisbles snd flepd ot should he taken ivte consideration Onee
theAlirvial phase 18 over the company can strivi for satra prolits

Espanzion of current profite-Rost of the company Iriss to enlage thir profit margin hy sssluating the
demand antd supply of sarvicet and goods in the market. So the pricing s eed according to the product’s
damund and the substtute for that product, If the desnand & high, the price will also ba hgh.
Ruling the market- Eirm's Impose low figure far the goods and services 1o get ol of lange market size. The
techngue helps b increase the sale by increasing the demand and eading to low production cost.

A market for an lnnowvative idea- Hore, the compiny :hm'p:a Kigh price tor their product and services thin
are highly innovative and use cutting-edge technolagy. The price 1y high becouss of high pruﬁum oot
Mobilsphone, =lectronic gidgets dee b few esimples

Pricing Stategy

Pricing stratefy is 8 technigue thit s compary apply 1o evaluate the gost of thilr products. This plocess b the
maost chaflénging challenge ancountered by & company, 25 the price should match the curent market structre
and atso compliment the axpanses of a company and gain profits. Alsa, it has 1o ke the comperitor's product
oring It consderitan sa, choayng the cottect pricing method i essentaal,

iR TN o

Coat- Matafud prices ave cout of productinn & distpibation plus the proflt mergin,
Demand - Thi nature Bile of demand In velation to the supbly & another imp factor. Pride & demand
are invorsely ralated .
ptica Increase <3 demand decraase
Competitions - prices charged by compiztiton act as a guide. n pricing decivion, A butiness man tends - to
yoied =elling bolouw the market price = it may lead booprice war and sollice abeowe is diffioult .

Quality & Service- Good guality products are bought 3t high prck on the other hand I the product |4 of
towy Guality the lower prics will 2lso not he of any dgnificance .

Buying motives- Soma products are afso purthased, for siatus or predigs.

Promaotional stratogy - intensive techniquos of sales promotion: may, inorease the pnoe = govt. control -
phices of certain products are regulsted by thee govl

gz B



Different pricing strategies:

akimming the cream prichng - & vary NIEh price s se1s0 that in the el stagas the cream.of deman

oy b akleriredd & thie mestment miade is quickly realissd, Ths pticing (& effective due ta High prive in the
initlal stegey will provide Tunds for sxpamdein ind the manulactufes can restrict demand 1o the level which
f== can st by settiisg Initis] prce-al high Ll

Panatrating pricing - This stratugy Invoalves seiting 2 kv price (o the nitial stage <0 25 (o make (he prand
gulckly popldar & to maskmice the rmarke) share, This pricing 15 dedimble whon thome i arong poténthal
competitecn i thie market and e public (3 ey 1D accopt the new preduct ae par) of theor daidly |ifo
Cot plys pricing - S¢lling poce 10 Total cost = The profit mangne or markup e, added 1o the cost diffars
from finm @ frendt gnaites (u)| coverape of cost & helps in achieving reasamsable 3 Uretym an ceplkal
employes It fally to g reBlect competition Inthe mmrket & |gnores the rature ldvel of demiindg

Park cing - Il imechvies charging according to what cutfomm ape [ K an charging, Wwonat compaiibors ane
charglnge appropoate strstepy whon price loadesship wall essablished chamging ofcarding te wiat
competito arg tharging than it s saie,
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sales promotion:

Sales pramation ts @ part of the pramotion mix that @ boesitess wset for stimulating the demand for praducts
and services and giso 10 incrpaw brand awaneness of thy prodict or the seevice,

Sales i :
1 For intreducing new products to the existing market
2 To increase the sabes of grnoernting product

3 To introducs 3 product to @ few morket

1 it i usad for spreading Infarmistion about the brsnd (o thio dustbmeia in the markoek

2 1t ks wsetul in stabilitng siles vollime and alse reguired to lncreae shart tarm siles of the products ar
wevites,

3 1t is helpful In stimulating the demand fora product in the ot term by mahking the product appear as a
et deal for the custarmer.

1 Sales promotion i wed 1o create & market for new prodiicts. IF can be achivved by using the techinues of
offering dacounty, penetration pricing, et

& It ks wsed by companies for competing with the marketing strategies of the competitars

3 It i helpful in gaining trost of the' deslers by increasing thid sates of the products which resd it in an Hcmaze
in irvcarma of the desdes,

4.1t ean be Used for launching o product inka & new market. Salis promation strategies can be wied to propel
custormers to iy oul the hew product.

5. It seeves 25 @ great wiey of imoressing B iwteness about the prodict i0 the markst and aming
clslnrer,
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FINDING SITES OF THE PROJECT:

THE STRATEGY THAT IS BEING USED BY EVERGREEN COSMETICS:

Skimming the cream priclog - & very high price is o1 so that (n the intiaf stages the cream of deman
vy bm akbimimed & thie investment made i quildkly realised. This pricing |8 affectioe due to High price in the

inutlal staged will provide funds for papaminn und the manufacturer can restrict demand 1o the level which
k& can maect by setting (hitlal price ot Kigh levals

Advantages of Price Shimming

Perceived guilivy: Prce skimming belps buld a high-guality imoge avid perception af the produc
Cost recuperation: it helps a fiom quicdy recover its costs of development
High prafitabiliy: 0 generabes & Righ profit msargin for e camping

Parity pricing - 11 invalves changing acoording 1o what cestormers are It 5 an charing, what competion
ane chargings appropriste strategy when price leadership wall established charging ofcording to what
competite soe charging then it b sale.

Marity priee relert v proe sl that seta bwib sdets or seelrlthts
equal W value o oope another 10 §oconcept that s used Inosevarsd marsets, inclyding feed income,
egurtles, commmoditien anr cornmrtibile btincds

Adwin of i

athvantage al Using this method & Yo cloulate the advertising ang brandingl exenditure is that a businets
wiill not be too lar sway from competitors. The spending will match that of the competitors and the visibility
of the brand and ity expdgure 1o potential Gistomen will match that of the compatitors.

THE QUALITIES OF A SALES MAN AND HIS SALES PROMOTION:

QUALITIES OF SALESMAN:
Good Personality

Perzosality s o midture of many [zaits e Bhysicsl oppedrdsncs, dressing-ub, way of tilkliag mannerz, pitch
of valce, habits etc. Penonality of o salesperian should be such that the moment hefibe comes in contact
withy the custamer, befshe Sioks armlibile with whom the customes bt leash ready (o start 2 conbersathon,

Mental Qualities

& salmperson mid hive the gUality of aloriness, imagination, foresightedness, empathy nte, He shouid
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have the ability to resd the tustomes’s mind and behave sccortingly, There may be certain doubts or
apprehentions n the ming of the customer regarding the product. Only 2 salagperan wdth thess mental
cualitiEs will Be able to sohve the custormer's probleme A good waledpemion diould be able to milch the
product with the customess need snd abliity 1o pay.

Good Behaviour

A saistpacion should te g well behaved pereon Faving ahility 1o jntersct with peopie comfortably. Hefihe
should be cooperative so that ha/she can hilp peapie in making up their minds by patiently answering all
thetr guestions. Patience sod humilicy will help himm/hir I nit only helding the attention of the astomes
but also in' getting them intanested ih purchasing the produtt.

Knowledge

While buying a television set normally we ask the salesperson 8 number of questlons gbout the features of
the latent miadel, If the salespation Fails to arswer our guetes o i weo do not sathfy with the reply, we miy
ipave that shop and Vst anather shop where all of our queries are ansvwired by the salespersens. This is
pussible only when i sil=pernon bas detallsg knowledge about the produc. He/she shauld bnow sy
drtall reliting to the product and ihe company Hefshe |8 repmnenting Knowledge about competiton’
product 1 alao a munt 30 that the Slespanon cm expliin the aipariority of his/her product.

Ability o Communicote and Persuade

It & salesporson can communlcate properdy and effectively then he/she will be able to dear the biggest
hurdle of malung the prospective customer fiston 1 Rimjher, The salesperson murt sposk confidenty.
hrarty and audibly, Good cammunication ability koufilad with geod hnmhd;: bt the product helps the
saledperson in persusding the customer to buy,

Fﬂﬁmﬂﬁ

Thee wlesperson must know the art of perslstence It requires & senee af determination to canvince the
customen o buy. Helshd mist oot g up emlly Without biing offestlve, hefshe miuvt perssade the
custoimer 1o finalesr the purchase with B sense of satisfaction.

P A

All promothonal sctivizies ather than sdvertisiag, salesmansti and publiclty which help o Incressieg the
markiet domantd ol the product arg Gelled sles gromation. IE B d conrepetitive and  onetine
communication process. Arcording to Amgrican Marhoting Aszouaton "Salss Promotion inchedes thoge
marknting activities, other than personal seliing. adwertislhg and pubilicity that stimulate conjumar
purchaing and dealpr effectivenes weh a5 diaplaye. shows and axhibitions, documontetlos and varlous
monrscurront solling efforts not in the ordinairy routine”

£ etements of a promotion pix :urh a3 personal selling, mivertising, publicity |s used
to intorm people abeut the availability of & product, its characte!|stics and festures and to croate désiee ip
the mind of the people to buy the product Sales promotion s on efort In the seme dirsction and i3
ahather importint elisment of the pramotion mlx which iocludes displays. frve s=miple. tade fale
exhibitions, discount coupons, deferred payment plans, efc
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__DIFFERENT TYPE OF PROMOTION:

LR RN

Advertising.

It hesbis T outspread o word of swarsness, promoln sry nesdy lngnchild sdidice, goods ar an ongandeation
The campany uses oduestiving a o promotional tool as it reachies & mass of people inoa fw seronde. An
adwertivement Ik commuonicated through mamy traditional media such as radio, telavivon; outdogr
artyertising newipaper ob welal media. Oihes contemparary madia that supporty advertiement are wcial
media, blogs, toxt mossages, snd webiites.

Online Promotion-
Thitinicludes almost all the slemeEnts af the promotian mbl-Stairting: {ram ths anlineg promotion with pay
por chick adverising. Direct marketing by sanding. newsleiiers or omails,

Eey Pdlnts of Promotion . It is & commumiation tool thal |morporates all the dlements Yied o spresd
sgwareness god conyinee tustomars o buy pood and sen/ices

It Is applicable only for short term sales

i1 ane of the vanables of the marketing mis

Thie effect of promation |s short term
Tha tewilt ar cuteomin af Lha prometion ' immaed | nte

1 it an ecomamic markoting tool as compaced 10 adwdriemg

i1 can bo used for ail sos of busnesses 1rrspnmufn‘umt. brana of a company

P mme or nsored ram

It ia type of tatecast whore a story, ploy, a ﬂlrn Is spanicred by the advertiser wha pays for the time. He
takes advartage of thiy and pdvertises his produet or service.
Thie tetits of spohsored gragiamnes arn:

It buildy an tmege for the advertiving house and it products

The prograiite cin he tesigned 1o At the sporsad and his product.

Announcement-

Annoincemient 14 a lind of telegat whitch (6 prolentid o the audiencs betwesn thiy gponsdned geogrimmnie
and Thi eation break, Hare, the sdvertisor paye only for the duration of adyert=ment. 2= ho |s nol paying
for the sponsored period. Majarity of the adwrtisers go Ir for this type.

The adusntepes of apnauncements are-

1. bt wery economical.

2.1 i moesk flewide; and

3.1t b effective for advertisements that are bitlef These televiion carmmert s con be of 10,15, 20 and 30
weranis duration,

Thu more familiar your aualmcn huﬂ i wiﬂ'l. |,._r:|u1 orand, thie mione tnw will trust and losk forward to
vour bopinesi's announcaments and contont; Lot's take a look at same siles promotion ideas to buld and
strergthen poul brand sty

Eree shipping;

i nddition 1o coupans, which we discussed esrlier, what's snother vure foe & ton of abandaned shopping
carie Feor worde: Free shipging. Free returns, Free shipping eliminates one af the latt obatackes that could
provent people from completing their arders. This is key because hesitation can be present even when a
customer hm done husiness with yom before m_'-d fikes what v offer.

On the othdr hand, Tree shipping efminates thie anticlipation ol the hasle that & paying for return
shipping. By getting nd of both forme of fnction, you can gncourage mae epeat purchases from your
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proaduct based builnes.

Vouchers and coupons

You can offer vouchers aml colpons W emal your wetsite. of print materlily such as produc packaging
ratalogs, and 1o on. They ard a grest way to thank your current cuitomerns and (o encoorage (o continge
doirg busingss with you,

Onee way to roafly got poogle excited about ther nent purchase with you is to offer a mystery coupon. Mot
anly 14 11 interactive, but 1t alse males customers foel a2 i1 thiy're playing A game getting morm than just ar
the-mil digeoumt.

Flash sales and discounts

A flakh 'sale creates & seiie of urgehcy among vour customer base to buy now. So especially If you Havie 2
bupiness that does & ot of onling sates, flash sales may be oneoof the more effective @je promotion
stratagies for youl.
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CONCLUSION:

sast of the indls people inaity wamen use anth wrinkle ceam. now days in the yuung spe peopls Haye to
e antl werinikde cream , Froaune the maturity of theskin s now maors-fastir '

difaren reayont are there for unlng eeviwrinkle crsam.

in the market these are o many Brantds and companles, salling antl wrinde craam,

dliffpront :n.manﬂu Have thel swn pricing trategias |n terme of susrgreen campany wieps the skmming
thie cream and parity pricing methoda

sates mar are- playing an important raje to ncregse the consumer. Thelr knowledee, good behoviour,
commumication qualltes sre main companeits to sttract the mmdumen.

there are difersant technigues to prompte the crednt. malnly telsvislons see ussed foe promollon enline
promotion, sponcess sre sdded the walue
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TITLE OF THE TOPIC:-

In the context of a Project Report, what shall I consider as a
checklist of documents which are necessary for submission of an
application for approval of a project report in setting up a micro
level industry having plant and machinery valued below Rs3
lakhs and why,
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INTRODUCTION:-

A project report is a document that contains the information about the
proposed project and all the details of the project. It details the project
proposal in order to assess the feasibility of the planned activity. It is
related Lo a particular investment or a project. It consists the evaluated
data on economical. technological, financial. managerial and
manufacturing issues that may or may not happen while the project is
been build,

Every project report starts with a solid project report objective. A
thorough understanding of the objective will help in writing the report
and make the purpose of the report clear to all stakcholders. Few
objectives are:

> Requesting approval for a new project
» Tracking the progress of the project
> ldentifying and managing risks

» Managing costs and budget



# Requesting financial assistance.
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COMPONENTS OF A PROJECT REPORT:-

1. GENERAL INFORMATION: The General Information must
provide information on the industries history. current stale,
challenges and luture prospeets. It must describe the products
demand in the local market as well as in national market and in the
global market. It should clearly define business altermatives as well
as the motivation for starting a business.

2. EXECUTIVE SUMMARY: This report must consist the overall
picture of the company which must be in terms ol capital that the
company holds, operations going on in the company. operating
methods, business execution, assumptions and risks that are
common in the industry.

3. ORGANIZATION SUMMARY: It must speeify whether the
company is & sole proprietorship, a partnership or a joint-stock
corporation. It must provide hiﬂgfﬂ'plﬁcal information abut the
promoters and financial stability.

e




4. PROJECT DESCRIPTION: A brief overview of the project

must be given which includes the following:
2. Place of the project where it was being built
b. Raw material requirement
c. Targes of production
d. Area required for working
c. Requirement of electricity
f. Fuel requircment
2. Walcer requirement
h. Skilled and unskilled labour requirement
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i. Technology selected for the project
i- Production process
k. Pollution trentment plants requirement
If the company is service aoriented, it must specify the services and
should provide a detailed description of how customers will be served.

5. MARKETTING PLAN: It must specify the selling price at which

the commaodity can be offered and should include the tactics that
will be used to win the markel. It should also include the
following:

a. Type of customens

b. Target markcts

¢. Nature of market

d. Market segmentation
¢. Future prospects ol the market

. Objective of the sales
g. Cost ol marketing

h. Market share of proposed-venture

o



i. Demand of the product in different markets
i Identification of potential product buyers and distribution
networks,

. CAPITAL STRUCTURE AND OPERATI OST: It must
specify the source of funding as well as the extent of the owners
own and borrowed funds, Working capital specifications must be
specified and the source of supply and also a breakdown of the
funning cosis.

7. MANAGEMENT PLAN: It includes the following:

a. Information about the business promoters
b. Management team information

¢. T'eam members role

d. Current staff requirements
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¢. Management methods
f. Plans for re-cruiting and training
g. Management programs and policies.

8. FINANCIAL ASPECT: This portion covers the accounting
system and inventory management system that will be used, The
financial and economie viability of the company must be stated.

9. TECHNICAL ASPECT: A project report contains details about
the project’s technologies and strategic aspects. It includes
information on the chosen technology, manufacturing processes,

pollution control plants, etc.

10. PROJECT IMPLEMENTATION: It must specify when
the activities associated with establishing the business will be
completed. Time line for project planning and execution is seen in
the implementation schemes.

1.  SOCIAL RESPONSIBILITY: These are based on socictal
inputs. It makes a significant contribution (o society in terms of
jobs, revenuc, e ris and infrastructure and business information,




SEQUENCE FOLLOWED FOR PROJECT
REPORT:-

Below is the sequence of standard format which should be
[ollowed while preparing new business projeet report:
Background of the business
Customer's profile
Liong and short term Corporate Objectives
To perform a viahility asscssment of the proposed new business
ideas in terms of marketability. technical feasibility, financing and
authorities
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To be able w prepare a relevant business plan

To recognize fundamental startup issucs

Market Analysis

Brief discussion on the type ol market, chief influencers, players,
ete

Market description

Reasons for starting business in a particular market
Target clients

Advantages of the services offered by the new business
Markel consumplion palierns

Pas{ and existing supply location

Production pruspects and limitations

Fxports and Imports

Price structure o

Flexihility of demand-~



Client behavior, purposes. intentions, impetus, approaches,
inclinations and needs
Supply network and marketing rules formulated by the government
Government and technical limitations imposed on the promotion of
the product
Financial Assessment
Investment expenditure and value of the entire project
Methods of investment
Anticipated productivity
Money flows af the project repart
Investment value evaluated in context of different points of merit
Estimated financial ranking
Marketing Assessment
Product
Page no.- 5

Place

Promation

Price

Operational Plan

Business models

Production of goods and services

Financial Plan

Management Structure

Business structure (Ownership, stall gic)

SWOT Analysis |
Significanl Success aspects depending on Strengths, Weaknesses,
Opportunities and Threats to be faced by the firm in future
Appendices

Break-Even Assessment

Profit and Loss Synopsi

Fund Flow Sumiary



PREPARATION OF A PROJECT REPORT:-

e steps to prepare & project plan includes:

.

Create and analyze busingss case: The business case is the reason
why an organization needs 1o carry out the project. It should
outline the problem such as lack of repeat customers or a day
longer supply line than competitors and describe its solution and
lh‘-"m“"f‘ﬂtﬂf}' benefit that the organization, should acerew once the
project is compleled,

- Identify and meet stakeholders for approval: Identifying project

Elﬂ]-:'.t:h[ﬂdl‘.‘l‘:i means listing anyone who will be alTected by the
project that includes the public and government regulatory

agencies, For the project planning phase however, it should only be
Page no.- &

necessary (0 meet those who will direetly decide whether the
Project will happen or not.

Define project scope: The scope of project is an outline of what It

is and is not, sctting out to achicve. It is necessary to define the
boundaries of project to prevent scope creep, i.¢., the resources
going towards something that’s not in the project goals.

Set goals and objectives: Goals and objectives for project will
create on the initial objectives outlined in the business plan, At this
step one will give finer details to the initial broad ideas and set
them in a project charter as reference points for the project as it
proceeds.

Determing deliverables; Deliverables are the concrete results that a
project produces. One of the most important project planning steps
is 10 decide on what these deliverables will be and who is
responsible for both producing and receiving them,

Create project schedule and milestones: Project schedule is very

important thﬂm/ullil/.lcs when different tasks of a project are due 1o

¥



hegin and e :

hcﬂ%;:ihrridb:lj:r;,g r;w,lh m.ajnr measurement milestones. 1t should
' casuring project progress. It will be available

to all stakeholders and should ]

7. Assignment of tasks: Wi 3 e D-lmwcd sl B JORLE
thels tole o gt ..Wilhln thl:: leam everyone should know what
eofoatiha | Who 1s responsible [or dilTerent elements of the

Ject. Assigning tasks clearly should remove any uncertainty
afmut mlcs_ﬂnd responsibilities on the team. ‘

8. Carry out risk assessment: Having a functional risk management
plan mfﬁﬂﬂﬂ performing a strong assessment at the planning stage of
the project and likelihood of oceurring.

Page no,-7
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ess plan is a written statement ol what an

éntrepreneur proposes to take up. It is a kind of guide frost or course at
hopes to achieve in his business and how is

action what the entreprencur
he coing to achieve it. A project report serves as i kind of big roadmap
to teaching the destination determined by an entreprenour. Henee a

project report can he defined as wealth. an evalved course of action
devices to achieve the specificd objectives within a specified period of
time. 1t is like an operating document. Project Report for Small Scale
Industry helps in identifying the product line and target market of the
sector, besides evaluating the level of skill and accuracy,

A project report or a busin

-

-

~
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r'.l.l'l COIFCPTENTUT 1S a person wha creates something new and assumes the
risks and rewards associated win that innovation. The entreprencur is
'u.w.u:.lll} S.E': LAs an Innovator, a soyrie of new idn-ﬁ. gouds, services, and
busines& 0T procedurcs, Smiall businesses ans either services of retail

aperations like grocery stores, medical stores, tradespeople. bakerics and
smull manufacturing units,

ITe preparation of the project report is of greal significance for un
entreprencur. The praject report serves 1o cssential purposes. The first is
the project report is likely  rondmap., it describes the direction the
enterprise is going in, what it goal is where it wants to e and how is 1l
get there. While prepuring the projeet report for small scule industry
ulways keep in mind tha the arithmetical figures are not dis::numginF
for the promoters. The project valuation should encourage a sense ol
practicality among them,

Page no.- §
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FINDINGS:-

The micro

-Seale industries ¢ €quire these documents for approval:

l. A completed Application form 1
businesses that h

2. A copy ol both (]
association

3. Share Certificate for each sharcholder of Applicant company.

4. Company business plan, '

to bé submitted in duplicate by all
ave been in operation for more than | year.
e certificate of incorporation and the articles of

Page no.- 10



cONCLUSION:-

n this FTJE;: :::TI qur;l how a project report is prepared. and what are
(he steps K owed, We learmnt how a micro | { equipments
e 5 Taklis s Gosiated iero industry of equip

small :—*ﬂﬂl"’ i"f_f”f"“'i’fﬁ (SS1) are those industries in which manufacturing,
Pm_w.ridlng services. productions are done on a small scale or micro scale.
For example, these are the ideas of Small scale industrics: Napkins,
{ig4LIES, chocolates, toothpick, water bottles, small toys, papers, pens.
gmall scale industries play an important role in social and economic
Jevelopment of India. These industries do a one-time investment in
machinery, plants, and industrics which could be on an ownership basis,
hire purchase or lease basis.

fssentially the small scale industries are generally comprised of those

industries which manufacture, produce and render services with the help
ofsmall machines and less manposwer. These enlerprises must fall under

(he guidelines. sct by the Government of India.

the economy, especially in developing
ndustries are generally labour-intensive, and
hence they play an importam role in the creation of employ ment. SSI's
are & crucial sector ol the economy hoth from a financial and social point
of view. as they help with the per capita income and resource utilisation

in thie economy-

The SSI's are the lifeline of
countries like India. These i

The project report is a document prepared By experts that contains all
information regarding the propos rojeet, It s served as a blueprint of
all operations. The praject report i< (he business plan of action and

Page no.- 11




objectives, It helps i orming the
it . ; o ps in transforming the
husiness idmf "l"“_‘ a Fmdflc‘twu renture without any confusion as it
Jefines strategies for project execution,

Project FEPOTLS arc imponant tols to bath project teams and
stkeholders. Through these reports, we track the earrent progress of the
project and compare it against the original plan. They can identify risks
carly on, and 1ake corrective action, Reports estimate all costs of
aperations and possible profitability of the proposed project.

Page no.- 12
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Introduction

Small scale industries (SS1) refer to those small entrepreneurs who are engaged in
preduction. manufacturing or service at s micro scale The tarm microanterprise,
aiso known a8 a microbusiness, refers to o small business that employs few
Peaple. A microsnterprise usually operates with fewer than 10 people and is started
with a small smount of capital advanced from a bank o olber crganization, Most
Micreanierprises specialize in providing goodd or services for thair locs| areas.

Smal| scale industries play 8 focal rols In the econamic and social development of
India in the post-independance era. Small scals Industries constilute the backbone of
a developing economy with its effective. efficient flexible-and inngvative
antrepremneunial spint.

Characteristics of Small Scale Industry

* Ownarship: They have a single owner. Spitis also known as @ sole propristorship.
* Management All the managemsiit works are cantrollad by the owner,

* Limited Reach: They have restricled ares of operstion. So they may be a local
shop or an industry located in ana area

* Labor Intensive: Their dependency on technalogy Is very little becausa they are
dependen! on labours and manpowes

* Flaxibillty: Because they are small, they are open and flexible 1o sudden changes,
unika large Industries,

» Resources: They utiize local and immedialsly available resources. They do bstier
ulllization of natural resources and Iimited wastage.

Establishing & micro business enterpnse requires deiajisd project report so that
promolars can understand mat in how many years the endowments can ba forfsited.
Froject Report for Small Scale Industry helps in identitying the preduct fine and
targel market of the sector, besides evaluating the leve! of skill and accuracy. Hence,
a small scale Industry project repart must contain 5-7 years evaluations in context of
revenues, expenditures, cash flows and ouifiows, balance shiet of legal
responsibilities and asssts in hand, and reimblirsemeant agendas of working capnal
and lang-1arm loans, ete, In this way the endorsers can make use of the estimations
provided by the firm in e project reparts and compare it with the real performance
and accordingly take remedial steps against the negative disparities.

The promaters establishing iheir commercial entesprisas without considering the
project reports are laking & big risk as ma;am'ﬁfqulpp-uq with any measuring Units to
assges he irm's performance. In the coripetitive market ambiance, Industrialist
Must not make a foray into & new sector an setup & new business without preparing
Froject Reports. P



Whille preparing the project repon fr small scale industry, always kep (n mind that
the statistical figures are nat discouraging for the pramolars. The project valuation
should encourage a sense ol practicality smong them.

The tiny industies where the investments in plants and machinety for small
businesses should not excesd Rs.5 lakhs requlre a project report. S$SI includes
decenirabsad and informal sectors such as handioom and handicrafts, Small scale
INAusiries In India include Agarbatl making Chalk making, Sugar caridy
manufacturing, Wood making, Toys making detargent powder making, bakeries and
$0 0N

The other users who could require the project reports are industralists, Fimanciers,
banks, Financlal Analysts, merchants, chents, cerbifying authoribes. Management
Accauntants, ale

A micro luvel industry project report differ from cther project reports as It glves a
small summary aboul what project is golng be about and must include all key
information regarding project so that one can get prolect approved

It rainly foolses on defining outling of wnat project is geing (o be about and it does
have a specific lormat factors affecting project pruposal include competition
teamwork prgject capabilites, cullure, size etc berefits nclude cofvince
slakeholders io executa projsct, cos! estimaton, give infarmabon regarding
résources required, act as projact bjueprint afc its:mam objectve is 1o fighlight how
project is going to begin l.e. that is commenged sa that project can be intiatad or
exgcuted. it includes introduction start and and date, objectve and goal,
requiraments descripbon etc. iLisgenerally submitted to supervisor. stakehaolders or
sponsors. It is less difficult o understand and handie than project report types of
projact prepesal Include formally solicited, informally salicited, ranewal, supplemanta)
alc -~

=



Analysis

The standard format for preparing a project repin Tor o micre level industry and wity
this are required -

* The General information munt provide information on the industry's history,
current state, challenges, and future prospects
I the propesed company is'a manufacturing unit. it must provide details about
the product to be produced as wed as the reasans for choosing the product
The Genera! information must describe the praduct's damand in the local
markel as well as in natlonal market, and in the global markets. It should
clearty define business altermnatives as well as the motivations for starting a
buginess,

* An effeclive execulive summary gives slakeholders a big-picture view of the
entire project and Its Important points—without requiring them 1o dive ints all
the detalls. Then, If tney want more Infarmation, Iney can access tha projact
plan ar ravigate through tasks in your work managament 1ool,

» Organizaton Summaty-The project repart should Indicate the organization
siruciure and pattern proposed for the unit. It must state whathar the
JWNarship 15 based on sole proprietorship, partnership or joint stock. 1t must
provide information about the bio data of the promotars including financial
soUngness.

* Project Description -t helps the entreprenewr to get an exact idea abaut the
Initial inputs requited for the business Project Report is an important
document far bank laan including business plan, projected financials, viability
study. lechnical analysis, etc, for availing of the loan,

s Marketing Plan-Having a marketing plan can help us fo: \dantity our target
market and How our product or service can banefil it identity how we might
attract new cuslomers, encourage our existing customers to continue
purchasing our product or servics

* Capital Structure and Operating Cost- )t prevents over or under capitalisation.
It halps the industry in Increasing its profits in the form of higher retums to
stakehoiders. A propar capital structure helps in maximising shareholder's
capital while minimising the overall cost of the capltal

* Management Plan -a 3 management plan is Important because i ensures what
Is baing datn.-ma;! 8 rlphl and will deliver raal value against the businbss

pppantunity. 3



Al the time of risk [t will ensure that the project part of that realigniment
it angures there's a proper plan for executing on strategic goals.

& Financial aspocis - In order ta judge the profitability of the business a
projected profit and loss account and balance sheel mubt be presented in tha
project repart
it containg data on the basi of which the project has bean appraised and
found faasibie. It consists of information an economic, techrical, inancial.
managanal and produciion aspects. It anables the anlreprenaur 10 kKnow the
Inputs and heips him lo obtain loans from banks or financial INSATULONS.

e Pros and Cons of the business-SWOT analyss In project report helps you
plan out our project and cansider faclars that may help or hinder Its sutcess.
The purpose of SWOT Is to identity nsk areas as wall as controllable faclors
that you need |o pay altention to and maonitor throughout the project

= Conclusion- it provides closure for the readar while reminding the reader of
the contents and importance of the project. It accomplishes this by steppng
cack from the specifics in order to view the bigger piclure of the document.

This document should focuses on MEME cperations and development and
capabiiiies, Itis concluded that tnis sector makes & signidicant contribution to
employment, exports and output The continued grawth of the Indan econamy
canndt be overstated without acknowkedging the contribution of the MSME. The
MSME sector sccounts for 40 1o 50 per cent of India's total exports,

Includance of project regon in this industry:

» Step 1:There are things yol are strong in as wall as things in which you are
waak, You can either produce or sall a product or 8 service that works well
with your strong peints and has good relums.

» Stap 21 you prafer products 1o sarvices, you agaln nead o decide whethar
you wan! to start a manufacturing firm or a product retail ftm, You will need to
conaider financial implications, humarn fesource and markel dynamics on
declding betwean product and service industrize.

= Step 3 Do soma industry analysis and dentify a need in the indusiry that can
sarve as a doorway for entry. An exarmple of a gap codld be consumer
dissalisfaction, an imbalance between demand and supply, or unavallabllity of
a product or service In the marked.

« Slep 4 Laslly Look al the current market trends and make predictions of future
dyhamics. Develop stralegies thal will sustain you aver the next several
dicades. ' 4



Findings

Documents required for registration- for exampls if we take a micro level
incusiry like opening a Woodwerking manufacturing unit
The following licgnce! registralion are requirad -
* Company Reglstration- based on the size of the business, based on
canirel, basad on number of members oh the basis of lability.
* Trade license from the municipal carporation.ll Is official parmission by the local
aulhorities 1o cperate the busingss |n the parnticular [ocality.
* Need a No Objective Certlificate/NOC) fram tha siste and central Paflution
Control Bosros,
* Need No Objective Certificata (NOC) from the fire departmant.
Centilication from the Bureau of Indlan Standards.

IEC ragistration In the avent this business LNt stiatagizes to entir the export
market

General information
* Infermation about the detalls of the industry to which the propect
belongs 1o,
« Itmust give information about the past expsriance, present status, problems and
future prospects of the indusiry,
It must giva Information aboul the produst to be manutactured
and tha reasone for ssiscting the product f the proposed business is
a manufacilring unit.
* |t must speil out the demand for the produict in the jocal. national and the gickal
markel.
It should clearly wentify the altematives of business and should clarify the
reasons for-starting the business.

Executive Summary
= Froject report must state fhe objectives of the business and the maihods thiough
which the business can afiein success.

* The overall picture of the business with regard 1o capital operations, methods of
functioning and exacution of the business must be stated in the profsct repert.
* It must mention the assumptions and the risks genetally involved i the business.

- 5



Organization Summary
* The project report should indicate the arganization structure and pattem

progosed for the unit.

* limust state whother the ownesahip (s based on sole proprigtarship, partnership

ar joint stock company.

» It must provide information about the bio dats of the pramoters including financial

SOLNANeES,

Tha name, adidress, age quallficalion ano expenance of the proprwtors or promoters
af the praposed business must be siated in the projact report

Project Dascription
A brief description of the project must be staled and must give details about the

fallowing:

Lecation of tha gits.
Raw mataral requiremeants,

Target of production,

Area required for the work ahed,

Power requiremanis,

Fuel requirements,

Water requiremants,

Employment requirements af skiled and unskilled labour
Technology selectsd for the project,
Production process,

Froectied produation volumes. unit phices,
Failution treatment plants reguired.

If the business 1s service onanied, fnen it must siate e type of sarvices rendered 1o
CUBTOMGME.

Marketing plan
+ The project repor must clearly state the lotal expected demand for the product.

It must siale the price at which the product can be soid in the marksl

Il must aiso mantion the stratagiesto gﬂ.ll‘nplnrau 10 capture the market If any,
afier sake service is providsd [hat must also be stated in tha projsct

It must describe the mndg_niﬁilrﬂ:&mun of the product from the production unit

to the market. L~



Project report must state the follewing.

Type of customars,
Targe! markets,
Mature of marke!

Markst segmentation

Fulure prospects of the market,

Sales objectivey,

Marketing Cost of the projeet,

Market share of propossd vanlure,

Demand for the produst in the local, ratisnal and tha glabal market,

Capital Structure and operating cost

The project report must describe the tota! capital reguiraments 6f the project

It must stale the sburce of finance.

It must also indicate the extant of owner's funds and bomowed funds.

Werking capital requiremeants must bs stated and the source of supply shoulg
ilso be ingicatad in the project.

Estimate of total projsct cost must bie broken dawn into land, construstion o
buildings and civil works, plant and machinery, miscatianeous fxed ass=ls.
preliminary @nd precperative expenses and warking capital

Froposed financial structure of venturs must indicate tha expected sources and
terms of equity and debt financing.

Management Plan
The projedt repont should state the lalipwing.

Business expanence of the promaoters of e business.
Dutitls about the management team,

Duties and responsibllitiss of team members.

Current perscnnel needs of the crganization

Methods of managing the business.

Plans far hiring and lruh‘ulgg.pum" nrel

Programimes and Eujiﬁﬂ-ul‘ the managsment



Financial Aspects

It must show the estimaled salss revenue, cost of preduction, gross profit and net
prafit uh?el:r 10 ke eamed by the proposat unit,

In eddition 1o the above. 3 projacted bialance shasl, cash flow statemant and
funds flow statement must ba Prapaied every year and af least for a pariod of 3
to 5 years.

The incoma statement and cash flow projections sholld inglude & thres-year

summary, detsil by manth for the first year, and detail by guarter for the sscend
and third years:

Break-gven point and rats of returm Gy
mvestment must be siated In tha project report,

Tha acsounting system and the invantory cantrol system will be used le generally
addressed In this section of ina project reporn.

The project ROt mList state whether the businsss is firancially snd
economically viable

Project Implementation

L]
L ]

Every proposed busingss unit must draw a time table for the project.
It must indicate the time within the activities invalved in-estabitshing the
anlerprise can bs complaled



Conclusion

A project report is Wsually past cf g smpll-scale moustry business plan our small-scale
industry will be venturing into a business nichg that others have entered before. It is a
preject report thal will guids you in devalaping strategies on now lo bacame ihe best

lasily, @ preject report eutlines tuture strategies 1o snsure the Business's survival amid
boin expected and Unaxpacied challenges.

Microanterprses are small businessas that are financed by microcredit. a gmall loan
available to pagple who have no coliateral, crag) history, savings. or aemployrmant
histery. The modast oans are oftan sufficlent o gel 3 small local Business off the
ground

These businesses serve a vital purposs in improving the quality of Me for people in
developing countries, and ganerally provide-a product or service in thair Commiumities.
Micrcantarprises nat orly help improve the quality of life for business GwTIRrs, but they

S50 add valus to tha local sconomy, Thay can boost purchasing power, improvs
ncome, and creats jobs.

Far running a successhil business and ﬁfﬁfmal of thal project raporn all he anlisted
Fotuments ara to be corectly Includsd hence the project repart will help an
#nireprensyr lo measure and-Svaluate ths performance af his entErprse, It also halps
an entrapreneyur in liljpgrfamsmﬁr corredtive actions.

J'l ;’/
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INTRODUCTION

Uindertaking a bisiness venture is a blg fovestment requiring adequate planming. Just as
myestment oppartimities are many s diverse, products or services options fot an enlreprencur

are uneountable. However, the selestion of required produet or serviee is the first step (owards
FITCSS,

Indeed, products provide the business with the most important and visible contiet with buyers .

Products (o the consumers represent psychalogical symbols of personal sitribules, goal and

A product is anything that can be offored toa market for pequisition, Use or ennsUMpHn.

CONCEPT OF PRODUCT SELECTION

Prodict selection i a decision process, in which the leam gelects one or few product coneept for
farther development,

An ettreprentur estublishes a business unit with o modest investinents in w simall scale level, a5
he senses business epportinitics frm the changing environment, he keeps en adding,
improving and dropping different types of product. A small businessunil progressively
hecomes large through additional Investments.

I'he new prodiel investmenl areas are a8 follows:

() Dntroduction of new product.

(i1 Expansion of the existing product.

(i1} Diversification in o bew line of product by, an alreody existing o,

(iv)  Business integmtion investments- the business is o step-hy-step ond sequential
einversion of taw material into findsh product. E.g nraw cotton is conyerted into
finished cloths through spinning. weaving. nnd procesaing.
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Product scleciion refers to the process by which, as a whole. ohe can select, evaluate amd
ultimately procure the products that will be used and consumed in service defivery. A key
eleinent of the logistics cycle, product selection & directly linked 10 serving cusiomers by
defining whit products are procured and used and the range of produicts that 8 customer GA0
receive. One of the key elements of product selection is stundardization. which enables
programs (o make decisions regarding severnl pspects of the products in question leading fo
the schieverment of best value and the avoidanee or proliferation of similar products.

The ability 10 select products enables the development and implementatich of a national
coordinrated logistics system, and allows for thie redistribution of prodiets throughout the
svstem. Produt sebection can provide coonoties of xcale, thereby facilinfing reduction of
cost for some supplies and nocess o more dffordable commodities. Selecting progducts 15 0
prereqiiisite o quantification simee i identifics the products that should be quantified.

Selection ts an integral part of the application of the concept of value analysis Value
analysis is the systematic and organized application of recognized technigues aned criteria to
identify the benefits derived from the use of 8 specific profduct. The process seeks 10 enhance
the benefit by providing the performance needed ul the lowest overall cost, Product selection
therefore leads 1o the efficient use of tesourees, reduces the opportunity for error, and
increases custormer-centercd outcames.
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IMPORTANCE OF PRODY

CTSELECTION

II'I Changes in Business Risk
L ]l‘.l Changes in Financia] Risk
Lkia)

Uhanges in the Fx;

" shiftg Produetion Svst
[1v] Uimges g

I existmg mprket,

e 2 Sy siem necessitating chanzes in channels of sales and
distnbumion

I.*'_"I L‘:Imnlgﬂs In organization strenire and personnel pasitions

“_!f L apping the new souress wl raw musterinls anyd other lvpes of mputs

Wit Chonges in e competitive markel

i) Product Positiog

STEPS TO BE TAKEN IN SELECTION OF PRODUCTS

In Selecting o product for business yenbure. e follewing factors mut be taken jnin
consideralion:

* Produet Concept

Toplan wad outline the product idea which incliide sketehes ai
explunation of what the produet will be and How will

s Markel Research

notes in addition to
it be uked by consurmer.

It is o erucial fackor which includes thorongh marker researeh on eurrent demands, wnv similar
product op competing product already present o the market.

s Design

The praduct should we user fifendly md include the T, ollawing points:

Lo Fanction of the product
o Mow will it be gyed?
i What will i be made of7
iv.  How lone custoimers will pse?
v Wl i require sy wananty?
vii Wil the product mpke prodi?
vik. Manulacluring Cost
vit,  Packoging Desipn
e Hesouree Mangemen




* Fumd

[he size of the funds that can be mobilized 15 an Importan factor, Adeguate fimd le eeded to
develop. produce, promote, sell and distriblite the product selected, One must caleulate the fund

requiremmien) and eost (o acquire them, annlyze all the wavs of srnging funds and Agure out the
best Tor the business. |

*  Availability and Access (o Raw Materials

[Jiffﬂ_‘m" products require different raw materiaks. The source quality and quontity. of the raw
materinls needed are factors 1o be sericusly cansidersd. 11 is important 10:-have proper supply of
raw malerials for manufacturing the product and easy aecess of the raw materials and the

resources eequired to formi the product, as it can help to avond miseellancous and unnecessiry
expenses and fl(iiimg demand,

= Technical Aspects

The production process for the produet needs (o be considered, There 18 a need to know the

technical Implications of the selected prodict on the existing production line, available
technology, and cven the labar force.

The choice of a particular prodict may reguire eliher acquisition of the machinery or

refurbishing ol the old ones. The product iteel! must be echnically satisfaclory and acdeptable
to the user, )

* Manufacturing

This includées manufachiring cost . prcing stmiegies | area where the product will be
manufactured and Ume taken to mannfacture the product.

» Profitability/Marketability

The primary goal of nny business is to earn profits. Good prefits help o nun the business.

smoothiy and alse aid for expansion goals; hence the aelected prodyct should help one to eam
o prafit over the production cost

Most ofien, the produet that has the highest profit potential is ofien sclected However, n
product may be selected on the bosis of its ability to utilize idle capueity or complenient the saly
of the existing products, The product must be marketubie,

o Availability of Qrualified Personnel

Gualificd persommel to handle the production snd marketing of the product must be usvailable,
The cost of producing tle produet ot be kepl o the smbium by reducing wastnpes, This s
achievable through competent hands. This also includes the estimation of cost ol the workluree,




o Copsuwmer Dremnnd

An important eriteria b, 10 figure out if the selected product las a mijor demund in the market,
q*I""ﬂ:l'l'-' entreprencirs are known (or ereating a demand for their product, while some pley safe
with a product that already has o demand. However, the endpoint is o memsure or analyse the
intemsity of damand for the selected prodoct.

 Competitive Market

1t is tmportant to identify whether the selected product bebong in the game of competitive
markel or it it lesser known among the people. It would be unwise 1o choose a prodisct or an
industry which is heavily competitive. as it would decrease the chanie of standing out among
oiher well-established entreprencurs. Unless one have a good marketing strategy or some
niquencss to go with, stepping into o competitive market s risky, it's better (o select a markct
where the competition is less or pverago.

= Objectives and Goals
As an entreprencur, it is manditory 10 achieve some personal.ns well as public objectives and
goals. Personal objectives are for self~satisfaction and achievement, whercas public goals are
very important as it pertaing one’s organization image 1o the soclely. Hence, the selected
product should match this criterion as well, Few examples of public goals could be the safety of
the environment, the prodisction process of the product o the product itsell should cause no
harm to the environment al aty stage and the other example are (he govermment rules and
objectives which are to be fulfilled strictly. 1t it sdvisable to choose o product sccordingly ns it

is imponant to maintain one's image and goodwill,

o Affordahility and CGuality
Thie producs as a whole should be affordable for the consimers, as (he price is an impartant
fuctise which can overtam the demand of the consumer itsell. A high price can cut the tanget
audience belonging 1o » middle-cluss family whereas the opposite can gain a wider amfimee.
Product should be affordable for all, slong with the quality. Stepping in consumer’s shoes, helps
ane realise that the quality of  produst should never be compromised that is wiry affordability

and quality count as an mporian criterion.

s Safety
Somie hazardoos products or products which see 1o be handled with core can cause o kot af
disadvantage for the business in an unforeseen mantser. In some clrcumstances. it could also
result in & form of demage o the consumer, which can be harmdul. It is recommended to deal
less i such & catepony ol prodicts, as ihey could tm o be risky and o proliahle,



= [nnovative and Unigueness

The produet selected should be wnigue. it should have an clement thar sets i apary fromy other
products ouit there iy fhe market, A stand-out product would alve build u reputation for the
business. There should always be room for innavation, an the future is alway uncenain, the
product selected hould adapt with e ever-increasing and changing demand of the consumers.
which would hielp the business in the lm; i

* Testing
One need to st and sulve the ermves befire finalizing the product. This alio fieludes
considering trget market and selecting eustomers 11s tet the produtts mnd finding 0 whethier
the product fulfiils the demand snil needs, how il is differens from competing prodies snd will
they buy it post launch,

* Product Layonch
When the finished product start selling and making of profit Involving mintketing siratejles.
This inclodes product mrketing and sdvertivetiert needed to gain atthiglion and ged in front of
larget sudience, Henee, it will inclode marketing or sdvertising ciost.

Onie can also create E-commerce website for produci promistion and hisske et shopping o
aviid going oulside and therefore aan receive iis product while stsying at home.

* Government policy and tan rates
Cme can never eamn profit in a coumly whose govermment policy in againsd their progluct, So il
becomes mrore and mare critical for am entreprenear to properly ssalyzs government policy and
bk rales il e wants (0 selain his product in the market for an eaended penod and cam p Totof
profits (rom i
Also, tax rates play & vitul roke in pricing s product, A new entreprenenr shiuld choose o
product with a fow tax mate hevause a highar tax rate meany & higher price and bigher funds
regairemet. |1 s dillicult for o new enlreprencur to allogate fiunds and sell 2 product 1o lis
custoaner with a gher price tag.

» Break even point
One cannal ezm profil from the first dey of business: One needs to fand theis own business
from their side 10 kegp it going in the nitial yeurs ps most probably they will Mske losses ot

initial stages

So' it s necersary to sceurarely estimate the break even point o estimate the Qtire fmids
reguircimicit. Hreak even ts simply the end of the loss period dr the tio prafit ao loss situstion of
o ikiness. Th simple waeds wheh the net profit or busindds incomg less expenses 1h sz it

means it i jn hreak even poinl



St bysinesses gt ther break even pon i momhs whnic e oiier ke years 1o achicys o
Beeak even pornt s highly depembent on the enmeprenci unid i prodiey. Cos should thnk
winvely 1o acomniiely estimume thie break even pom sl i o uiter long doeation then b he
reaudy B @ Joog aned a i Mieult listie o changd e produet

PLsiing, for & Wnssiness requines & fope mvestment g imnwnse dedication and el A
pevshiet et s the rosd o any bosimess and i1 also accounts m the only tmgible value o
et hotween a busmes and a cousimer, henee o acts as the finst step of succos for iy
wrganization. | he above factors can belp ome noalyze and seleo! product acoondingly. .
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FINDINGS

Honey has heen wsed 25 2 nitural sweetening asent and in the preparation
af cnafectionarics. |t hay vast spplication in the pharmacestical {ndustey,
and i 1 alxo considered s a medicifie by Ayurvedn. 1t i popularty used as
A household cure for cough and hience used a3 vehicle for medicines o
miany popular beands of Cough Syrup. 11 s & preforrod consumable for
peaple on dicting. Honey is also used in cosmetics. However, I (s mostly
sold i glass Jars as pure haney In bottled haney . natmally maisture content of hooes 15
reduced. Good quality honey has high demend m the intemational market and it has the
poiential (o gencrate shsantial foreign exchange for the country

MARKET TRENDS
Honey w produced for export bocuuse it 2 low-lech, low capital business. Tmports of homey

into foreign countrics have o barpe eflect on the price of bonoy reczived by domestic honev
producers.

The Nuttonal Honey Bourd in the honey industry are trvitg i find & marksting niche for honey
I e years 10 come. One ares that they have focused 2 great denl of sdvertising on i patential
health promoting effects of honey. Thete is reszarch being contucted currently that is
cximining honey's role as » bum wemedy, weer medication, and antioodant, lnxative and as a
wound healer. Honey is also popular with some peogile in the sliormative medicine arena md
with people who are interested in organic food Some people belicve that honey is good for
allergies o they believe that consiuming the wax from the comb promotes overnll geperal
hiealth Somie people even anempe 1o treat nervous system disorders, muscolar disordery and
arthritts with bee stings Even though the sverall trend i toward an aftemative type of
medicine, it does not appear that this trend will incresse demand for haney very msch pver the
next few years, Without some kind of solid scientific study by Food snd Drug Administrazion
confirmmy aty possible health benefits of eating honey, it would scem that the imdustry should
comcentrate on promoting homey 25 o narural food or o it tante

JARGET MARKET

The key target would be:
o AvurvedePharmaceuticals
¢ Food processmg industries
o Cosmetes Industry
®  Expuirts
o Dromestic retil markes




QUALITY CONTROL

Quality control and standardization of honey wre essential for selling in the internatmnal marked
a5 well as domestic market.  For expon o other couniries, it's mandatory to control the level ol
pesticides amd insccticidal residuoe in the fintshed product. Further, the product must have valid
cettiliention that 1 is unadulterated and imcontamimated and heither preparcd umsclentifically and
in an unhygienic manner | else it will deteriorate and rendérs the product unfit for exports mid
consumption. ' '

Huney s & major consmmable in intemational market as food ifem as well s ased in industries
such as Phamuceuticals, Copmetics and Confectionery. The dermand s especially high for
refined, high quality honey free from pesticides, insecticides and other agro-chemijcils.

In the domestic market very litte amount of hotey is use for personal consumption, while
majarity is utilized by the phurmacestical and confiectionary. indutry. With changing lfestyle
and increasing health consciousness, honey is been increasingly consumed as health food. This
is likely 10 drive the domestic demand b furure,

ERODUCT IDEA

The istiness iy associated with bee farming. It & ane of the cesicst business idea that can be
started with low cost. Honey is also I great demsind In the market including exports. It can ulso
be & home manifacturing busines.

LOCATION

The unit shodd be set up in land sres near pollen yielding plants. The unit should be dry and cool
#8 moisture can ruin the quality of honcy . The selection of the location should be done in

consideration with the various feverable sipects reloted such o
»  Row material availshility
« ConneCtivity
Linksges with markets/procurcment center
Aviilsbility of infrastructure such s waler , electrity
Availability of munpower

UN
Sell - gthiered funids of K. 25 lakhs fo start the beniness. No bank loars. o mongages



RAW MAT . ARED
¢ Honey
o Packaging materiats such as honles, lids and labels

MACHINES REQUIRED
o Honey processing plant
s Storoge lunks
o Bottle washing. drying and filling thachine
» Honey handling equspment
« Office furniture, computer and printer

LABOUR REQUIRED

Unakilled labaur { bee keepers)
Technical sindl cum operator

» Manager cum Accountant
Sales supervisos

Stare keeper

! i ' : lamt
Hooey collected from bes-keepers are lested and fed into homey processing pland 111:_11‘
MMMMMWhMmyh!dmiﬂm.mpmm s
immediately bouled in clean wide mouthed boltles. It is then scaled by polypropylene caps.
Betiles are wiped dry and lsbeled. Filled, sealed & |nbeled bottles ure then packed in labeled

cardboard boxes.
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| ~ Particulars M | Quantity  Saliry/mounth
[Boehespens 2 o R000*2 =[6,000

Mandger cum Accountant | 14 000

Store kecper I 9,000 |
Sales supervisor | 10.000
_ Technical stafT cum operstor | 2 9,500%2= 19,000
l TOTAL 68000
ELANT AND MACHINERY COST

Particulurs Quantity Cost

_ Honey processing plant I 10,00,000

Siorage tanks | 150,000

Bottle  washing.  drying | | 100,000

machine
Honey handling equipmest | | o000 -

Computer and printcr | 50,000

(MFice furniture As regitired 50,000

TOTAL 14,30, 000

All the machines and oguipments are availsble from local manufcturers. The enlreprencur needs
ta ensure proper selection of peoduct mix und peaper type of machines snd looling to have mipdem
and Ihm'ﬂlc designs. It may be wonhwhile 1o look at recondivioned imponted machines and
WxHing.



CONT

Partieulars | Cont
Land and Bullding ( includes | 6.00000
tent ind mnintenance)
Planis and muschinery 14.30,000
Water and Electricity charges | 80,000
Labour 68,000
Raw munerials 1,04, (i
LabTesingcharges |95000
| TOTAL 23,73,000 I

The remuining funds af Rs, 1,27,000 will be wsed as waorking capital,

GOVERNMENT AFFROVALS
The following permits und registration are required to set up the unit
» Registration of fims
o Trade license
* F55A) hoonse
o GST registration

* Prevention of food adulieration (I'FA) license / Burews of Indian Standards (BIS)
prist ol

COMPETITIVE ASI'ECT

The main ohjective is (o provide best quality honey with natyral composition and zero sdultctits
as well as atlractive packaging o galn sttention from cmsumers, One may perform the hatiey
quality test Le., pure honey, when exposcd 1o any kind of hem or flame should remain unbarmed
This will esure 100% pre honcy provided o customers when compared with markey
competilons |



SALES

Marketing and sales peomation is i muost essenlial purposs of every Business: After processing
honey, one need tesell thew to earn profits. There fore ideitification of wrget market, mmid_enng
both retall dnd industeial idarket 15 impartant. One can also employ different marketing lactics 1o
uitrnet customers such as providing affers. promoting business in the local markel e,

SUMMARY
The bisinese cin have o Tot of scope and opportunitics (o grow in the sector dug.ts d-:mafnd.
remidial propertics, exports, providing employment | Source of income, developing
entreprencurship imong youth ete. |
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SAMPLEINTERVIEW QUESTIONAIRE FOR THE SELECTION OF THE KEY
JERSONNELUN THIS PROJECT

o
-

I What are your qualifications and previous experiences?

2 What s your greatest strengl i o wWeakness?

As key personnel in this role, how wild vou Kiep vaursell motivated (o run the shiow?
o tewm member is performing his ar her job inef ﬁci:nllyn what dor you dao”

. How can vou handle 2 dispule between youn teum members?

6. How would vou justity your salarv in this role?

7 Wh':.r should we hire you 7 Why do you want this job?

B, What will be your contribution towards the company ¥
A1 you are offered the jub, haw quick you gan join the company?

10 Why do you want 1o quit your current job? L



ANALYSIS

Relerence puper 2 < EVALUATION OF PRODUCT SELECTION METHODS UISING PPM
TECHNIQUES

This paper s aimed to evalinte and estiblish the application imensity and maost widely used
seleetion methods in selecting producs with reference lo strategic planning ond comparative
methods of Project Portfolio Management as part of production plinning and control. t presents
the research findings along with a comprehensive view on selecting projects in the praject
portfolio perspective.

Reference paper 3 —LAROUR MARKET IMBALANCES AND PERSONNIIL.
RECRUITMENT

The aim ol this article is 1o investigite the relanonship between personne! recruitment and job
market imbalances in the various developmental conditions of the macroeconomic enviramment
Research findings show that employers tend to adopt more active, formal, competitive, targeted.
and selective search behaviors in the positive cycles of the economy and smployment.
Converscly, in downtumns of the econamy and employement, employers tend Lo be more pussive
nnid defensive, relying on mfarmal refationships and, in some cases, institulional intermedinries.

15



CONCLUSLON

h!w,lmﬂ IEW ﬂ £t I'"!JTJ‘:H:T 15 Mecessary 1o sustiin in highly volatile markel ebvironment with
the given limited availuble resources such iy limited budget, time, and humim resolirees,

Cine bas wo selegt the right products aceordng 1o the suitable eriterin us well as custaimer

dmﬂnn:l-, and market tronds. Tt s important W maintain uniguencss and innovation In a product
to ollE “ e ”I’L‘ mrkc: ﬂ]]d l“:hiﬂ\.’f Illrgl:l E.UHL‘ ) }'itlding rl'rﬂ-ﬁ:m.
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- e N INTRODUCTION

n Mmmw: A marketing strategy refecs W o business's mtl' game plan for

rawehing provpective corsumerns and turning them into customens of ther products of
1 services. A marketing strategy contams the company’s vilue proposition, Ny brand messaging.
- divta on farget customer demographicy, and other high-Jeuel ilsments

- Marketing Mix: The marksting mix refers 1o the set of actions, o thotics, that o company
uses to promote It brand or product in the market.

— A thutaugh marketing strategy covers “the seven Ps* of marketing while each of these
can be part of a company’s marketing mux, the: first foon relate more th produtts: Product,
Price, Place, and Praomonign. The remammg thrée refate more 1o services: Physical

- environment, Process and Feaple.

M *  Product: refers to the item actuaily being sold- The product must delaer a minimurm
level of performance; otherwise even the best work on the other slements of the
marketing mix won't do-any good
- *  Frice rebers to the value that i put for o product. it depends on costs of produition,
segrent taegeted, abllity of the market o pay, supply - dernanil and & host of other
ditect and indiect factors. There can be severil tynes of pricmg strateged, each fied n
= with an averall business plan. Pricing can also be used o demarcation; to differentiate
e and enhance the imapge of a groduct
*  Ploce: refers 1o the point of sali- Ih every industry, catehing the eye of the tonsanies
dogd muaking it easy Tor ber 1o buy i i the main aim of 8 good distribution or ‘placs’
strategy. Metailers pay & premium for the right lecation. In fact, the mantra of a
l successiul retall business s Yocation, location, lncation’,
o Promotion: this refers to #l the activities undertohen to make the product of servics
- known to the user and trade. This can include advertising, word of mouth, press jepons,
Inconthves, commistions and awirds to the trade. It can whao lodlude consuimes sehames,
direct marketing, contests and prises.
¢ Phyical envirpiment: convey value theough atmosphises
*  Process bulld trust through efficent procedures

* Proply link Company to customers,




Importance of the marketing mix

o Allthe glements of the marketing mix influsnce sach other. They make up the business
phan for a company and handled nght, can give it great success, But handied wrong and
the business cauld 1aks yaars 1o recover,

« The matketing mix needs a lot of understanding, market research and consultation with
several people, from Users to trade to manufactuning and several athers,

o The marketing mic serves as ink between the business firers and s astomens. it
focuses attention on the satisfaction of the customer.

s Marketing mix lake care of needs of the Customer, It helgs in increashng saids and

wirning highur profiis.
*  Marketing mie provides ah opportunity to analyze cost benefit elasticity.
¢ Marketing mix helps In mestmg ervironmental changes P
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LAUNCHING OF NEW MOBILE PHONE

This is a tutorial prowct report on “Modern Ways of Marketing 1o Launch s New Mobile Phans”
v rucal and semi urban areas of india by # Netherand based sami conductor B, They provide
the tacilities fike—MP3 player, FM radio and o removable tiash memory catd. The firm has
launched 3 pew ungle chip calutian, They offer the price of the product i about Rz 200/

The 4P’s of the Marketing Mix

Eroduct: The product is ther center of the marketing mix and the othet thiee P's are based
around it. Consumars purchase goods and services for 5 variety of Individual reasons and a
company must oware of all these when selling a prodct (that bs why they conduct market
research). This Netherlandl's on does exactly the same and comes up with innowvetive phongs
The new phones that the fem launches have some new feature ar price difference, thus
appealng to the consumers.

Compaongnts of Praduct bie-

i Packaging: Packaging implles placing products in suitalile pathages tor sate, safe and
ey handling, Alvo packaging involves designing and producing appropriste packages
tor products. A package ks mars than simply o carrier of the product. In fact, in itself it
his bacirme a brand snd ldustry 1o secure better results.

b labeling: Label rmay be o part of the package or directly attached 1o the product, it b
used to communicate the beand, grade or athiy mformation about the product,
Featuties of good fabels pre—

*  Mame and address of the company that Isunches the mobile ghotie.
*  Weight af the phone with other detalls b mentioned.
« Directlon of proper use & mentioned.

Wiarranty permod of the phonae,

Mmamum retail price including local tares.

Product life cycle strategies: The product life cvole contains four disting stages:
Intreductiaon, growth, maturity and decline. Each stage is associated with rhanges in the
product’s marketing position. You can use various markenng Strategies in each stags 1o try 1o
prolang the lite cycle of your products.

Introduction stages

*  apid shimming - launching (he product ot a high price and high pmmuhlm:glﬂ_ lgvel
*  Slowskimming - launching the praduct at o high price and low POmpHnna hevel
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* Rapid penetration - unching the praduct at a low price with significant peamation
« Slow penstration - launching the product at a low price and minimal promotion.

During the introduction stagee, you should alm 1o

« Estabhsh p clear brand kdentiry.

= Lannect with the right partners to promote your product,

= Set up condumer tests, or provide samplees of trinly 10 key target miarkets.

»  Frice the product on service & high s you belteve you can sefl i1, and 1o reflect the
quality level you are providing.

You coultd siso try to limit the product of service to a speafic type of consumes - heing selective
an boost deimand.

Product growth strategies: Marketing strategies used in the growth stage maink aim to.
incrense profits. Some of the conmman strategies to try me.

» improving prodict quility
 Adding new product features or support services to graw your market share
»  Entering new markets segments — . ——
*  Keeping pricing os high ay is reasonable to keep demand and profits hijgh

» Incredning distribution channels to cope with growing dempang

*  Shifting marketing messages from product awareness ta product preference

«  Skimming product prices if your profits are too low

—

The growth stage Is when you should see rapidly rising sales, profits end your market share.
Your strategies sthould sewk Lo masimire thece opportunites.

Product maturity strategies: When your sales peak, vour peoduct will enter the maturity stage.
This often moans that your market will be saturated and you mey find that you nesd 1o change
your miarketing tactics 10 grolong the iife cytle of your product. Comman strategies thit can
help during this stage fall under one of two categories:

*  Market modification - this Includes entering new market sspments, redefining target
markets, winning over competitos’s customens, converting nonuters
= Product modification - for example, adiusting of mpoving your product’s features,
quality, pricing und differentiating it from other products in the marking
Product decline strategies: During the end stages of your product, you will see declining saiey
and profits. This can be Eaused by changes in consumes preferences, teshnological sthvances
and aitermatives an the markst At thi stage, you will have tn decide what strategies to take. If
YOu wani [0 save Money, you can: .




= Reduce yout promotignal espenditure on the products

= Aeduce the number of distribution outlets that sell them

o« lmplement price cuts To get the customers to buy the product

« Find another use for the product

= Malmtain the product and wait for compatitons 1o withdraw from the market first
«  Harvert the produc or servics before discontinuing i1

Angther option is for your business 1 discontinue the product from your offering. You may
chaase to!

o Sell the rand 1o another business
« Signiticantly reduce the price to get rid of all the Inventory

Many businesses find that the best wtrategy s to modify their product i th maturity stage to
weoid entering the dedine stage.

Pricest Price is a key factor in th seffing of o product, and is utusily the one that i open Lo
most hange based i different pricing stratagies, for sxample, competitor based, penetration
or akimming.

Factors of Price Determination

Cost: Retalled prices are cost of production and distribution plus thie profit s gin.
Demand; The nature and site of demand |n rslation 1o the supply i another knpostant
factor.

= Campetitions: Prices charged by competitors act-as a guithe in pricing decitkai. &
husingssman tends to avoid selling below the market price os & may bad to a price war
and sefling above i veey difficult.

o (luality sl Service: Goud quality producs are hought at high price. On the other hand
f the prodilct s of fow quality the lower price will alsa not be of any sigilicance.
Buying otivirs- Some products are alto purchased for stetus or prestige
Pramotional strategies: Intensive techniques of saled promotions may increase the
PriceE.

*  Gowt, controt Prices of cartiin product are regulated by govt

Differant Pricing Strategies

*  Skimming pricing: A very high price i 5=t 6 that in the initial stages the cream of
demand may be skimeed and the vestamem msde 5 quickly reakmed. This pricng i
affactive due to high price in the initial stages will provides funds for exparision and the
manufacturer can restrict demand to the level which he can mest by setling inlal prive
a1 nigh fevel,

_.-l""...

- »

-
) I




Pedetration pricing: This strategy invalves setting a low price in the inflial stage so & to
ke the brand quickly populer and to maximize the market share. This pricng s

-Gesirable when there is strong patential competition in the market and the puliic i

likwrly 10 accopt the now production ns a part of their daily life
Cast + Pricing: Here selling price = total cost per unit + desiced profit per unit. The profit
margn of martk up that s added to the cost differs from fiem to Dirm, it ensures full

Covergge of cost and heips in acheying a reasonatile réturn on cipital inwestment. 1t

fails 1o reflect competition of the market and ignores the nature and level of demand.

~Parity pricing: it myolves charging according to what customerns are charging, what

competiton are charglng s an appropriate stratogy when price ieadership i well
estoblished charging sccirding to what competitors are chasging then i 5 safe.

Llgee: it reters 1o chosen outlets for 8 product or sevice, for 3 product to be succassful it must
bt easy to sctess. Nowadrys mobile company oullets, speclslived outiéts [mobile stores),

Distrhution of products 5 an important elernent of marketing mix, it Involves the choice

of distribution channe! through wihich the product shall How from the manulacturer to gitimate
users and physical distribution comprising transportation and storage of goods.

A gond of distribution reorecents thres typis of flows—

A product flows downwar i from the producer to the consumiéy,
Cosh flows upwords from consumiers 10 the producers 85 payiment for products
Marketing information flows in Both directions.

Consumer products are distributed through the following channel—

" & & @& @&

Manufacturer —Consuries
Manufactures— Retallor — Congumer

Mamnitacturer —Wholesaler —Retailer —Camumer
Mtanufarturer —agent— Ratailer —{ angumer
Manufociu'e: —Agent — Wholesalér—HRetailpr— Consumes

Factors determining choice of distribution channe!

3. Product cansiderations: Natute and type af thn product have s important besting on

the cholee on distributive channel
s charactéricties ane—
*  Umit vatue: Products of low unit value and commen use are generally sold
nrouith middlemen ac they cannot bear the coats of direct caliing
s Perichatility: Peeishable products like fruits, vegatables, bakery items stc have
relutively short channgh s thiey cannot withstand repeated handiing
*  Dulk and witight: Heavy atid bully products sre distributed directly.
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¢ Standardization: Nen standardized products usually pass through short channels,
standardized and by anded goods are chipnefized throdgh middlemen.
* Technical natire: For products requlring dempnstrution, instailation ete, nnd
maore middiamén are required.
b, Market considerations: This is refated o the maiket,
= Industris market: Goods purchased for industnal uses are suslly sold diesetly or
through ngents.
= Number and lecatan of buyern: in case of small numiber of buvess and Nented
market area direct sellmg i eaty and economical. In case of large number af
buryers and wide market area, wholesaler and retaflers are hecome necessary
* Sire and Ireguenty of otder: Oirect sefling is convenient in case-of large sized and
mfrequent orders. Middiermen i reguited If goods are purchased traguently and
in gkl arder.
& Buying hablty: Amcunt of time and effort custamerns are willing to spend s an
important contidecation
¢. Company consideration:
»  Market stanchng: Well established companios with good reputation acs in a
better posttion to eliminate middiemen.
* Financial resgurces: Firms with sufficient funds can astablished i awn revall
shops 10 sell directly to consumars
*  Managements: It the management of firm s sufficient knowledge and
experienue of dwtribution it may prefer direct seifing
*  Value af production: & Big firm with lerge output may se1 up its own retail
outlets throughout the country.
* Desive for control of chinnel: Firms that want to Save Oose Contiol over the
distribution of their prodicty ute a short channel,
d. Middlemen consideration:
o Avallabiiity: When desired tyoe of middiemen i not available 2 manidscticer
mary have 1o establivh his own distribution networks.
= Attitudes: Middiemen who do not like firms macketing policies may refuse 1o
handie s products,
*  Senices: Lise of those middlemon 1 profitable who provide finsncing, starage,
ptomotion and after sale services.
*  Sales potenttal A manufactorer generatly prefers a dealer who otfers the
Freatest gotential villume of sales

Promotion: This involves providing ieformation regarding the product to the custumer
through varicus medin platforms lke Pring Advertising, Outdoor Advertising, Covert Agwerting,
Surrogare Advertaing, Ceiebrity odvertising, and Sroadenst Advertising, The Promotion alio
mfarms the customer about various offers and discount which s offered. Advertisement stiould
be made i such a way that it appeals to the psychology of the custamer and help them 1o
recall the product hrand while the porchasing 15 dane.




CONCLUSION:

While preparing this tutorial project | learned about the techniques or
strategres used to do the marketing. | got to know about the points to be keptin
mind while doing the marketing mix. Also learned about the importance of “Four
P's of Markering” This project enlightened me with the factors which cian
enhance or inhibit 3 products environmaont, it can be a good influence or a bad
ane tor the promotion of the product. Thus | can unplicate my project here with
the given information provided in the tutarial project,
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TOPIC

Soan you could get 2 colourad maebile handset which offers a Mp2 playar, FM
Radio & a removable memory card for about Rs. 800, Netherlands based semi-
conductar firm has launched a new single chip solution that promises to make
this happen, The company is targéting the rural market In Indiz, The firm would
like to fulfll the aspirations of first-time handset users: by offering the next
experience in multimadiz among rursl & semi-urban areas,

» Write down the modern ways of marketing this product.
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INTRODUCTION

Entrepransurship refers to all those activities which are to be carried out by 3
person to establish and & run the business enterprises in accordance with the
changing sotial, political and economicenvironments.

The American Marketing Aszociation [AMA] defines marketing as "the
process of planning ang executing the conception pricing, promotion, and
distribution of ideas, goods, and s=ervices to create exchanges that satisfy
individuals. Thess mar.keﬂng activities require scannping the envirepment,
analysing market opportunities; and deslgning. marksting strstegies, and
implementing and contralling marketing programs.

Cragting, delivering, and communicating valus 1o customers is at the core
oithe marketing functian,

Additionally, it Is also used te manage relationships with customers to
achisve profitability and create value for tﬁe grganization and its:stakehoiders.
Conventional marketing is a thoughtful and systematically arranged process. As
a concept it operates as if identifying astomer needs, regquires formal research
to maet these nesds, The firms planto creats and organize a structure Tor new
products and service development.

Traditional marketing meaans a deliberate, planned process of formal
market research as iis-toundation. Prior to creating any product or service the
markster needs to properly assess the cansumer needs in arder to correctly
respond to the customer’s desires.

Ingremantal
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MARKETING

Markating deals with identifying and meeting human and zocial needs. One of
the shortest definitions of marketing & —meeting needs profitably, The
objective of all business enterprises i o satisiy the needs and wants of the
society, Marketing i5, therefore, 3 basic function of all business flrms. When a
salesperson sells washing machines, a doctor treats a patient or a governmaent
asxs people to take their children for getting polio drops. each s marksting
something ta the targets.

» NATURE OF MARKETING

Studies of marketing using the scientific frameworks of the natural sciznces have
found favour with followers of the pasitivist apgrosch. This halds that, from
ghservations of the real world, it s possible to deduce models that are of general
applicability. On this basis, models have been developad to predict consumer
ehaviour, the profitability of retail locations, and price—valume relationships,
amang many athaer phenomena.

The graat merit of the scientific approach is its clalm to great objactivity,
inthat pattermns and trends can be Identified with greater confidence than IF they
were basaed on casusl observation. Many markstars have appraciatad the value

of this scigntific approach.

& regression modsl can ba developed which shows the significance of
each specified factor in explaining sales success, To many psople, marketing has
no eredibiiity if it does nat adapt 3 rigaraus, scientifie methad of ingulry. This
method of inquiry implies that research should be carried cut in 3 systematic
manner and results should be replicable.

A niodel 'of buyer behaviolr should be able repestedly to predict
consumers "actions correctly, based on 3 sound collection of data and analysis.
In the scientific approach, dats are assessed: using tests of significance and

madels are accepted or rajected accordingly.
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» SCOPE OF MARKETING

The scope of marketing can be uUndesstood In terms of functions that an
entrepreneur Bas to perform. These Includs the following:

1. ‘Functions of exchange: which include buying and assembling and seiling?

2. Functions of physical supply: includs ‘il;ﬂﬂﬁpﬂl.'tﬂﬂﬂﬂ. .sturage and
warehousing.

1. Functions of facilitation: Froduct Planning and Devalopment, Marketing
Research, Standardisation, &Grading, Packaging, Branding, Sales
Promation, Financing.

= MARKETING COMNCEPT

The marketing concept holds that the key to achieving organizational goals
consists in determining the needs and wants of target markets and delivering
the desired satisfactions more effectively and effidentiy than competitors,
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= ASPECTS OF MARKETING CONCEPT

The important aspects of marketing concept ara:

1. Creation of demand: Marketing tries:to create demand through various
means. The producers first ascertain what the customers want and then
‘produce zoods according to. the needs of the customers. There =3
systematic effort to s=ll goods and services according to the neads of the
customers,
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2, Customer Orientation: Marketing Invalves undertaking 3 range of
business activities directed stthe eraation of customersatisfying products
and services

3. Intagrated Markehng The customer onentation alane Is not ensugh an
the part of management. To be sffective must be backed by an
‘appropriate sat up within the country. The respansibility of marketing
department s to ensure coordination of the various departinents of the
company i.e,, finance, purchase, research and development.

4. Profitable sales volume through customer satisfaction: Marketing tries
to resllze long-term goals of F-I'Eﬁﬁ'tﬂhuil"g’, growth and stability thrm_agh
satisfying customers ‘wants. All the basic activities of 3 company are
planned to maet the wants of customers and still making reasonable
prafits, Madern marketing thus begine with the customer and ends with
the customer.

» DIFFERENCE BETWEEN MARKETING & SELLING

Marketing vs. Selling

Markating Salling
v Focuses on Cusiomers nesds v Focuses an saler s nesas.
¥ rur"r.rr*n'r nr,];l.,rr supeme ilnp;r'ﬂﬁl_‘r_- s Froduct AL LYE SLOMEME Inportancs

« Cofwerting customar's needs inlo «  Converting priochucl into ¢ash
ploduct +_ Profits through sales volume
» Profits through cstomer satisiaction. |+ Emphasis (s plaend o o1 sale of
*_ Efn;.h.i, 15 15 qwen i product panning petdlicts almady ploduced
and develepmerl 10 match products with | » Fragmanted appioach 10 =sling s
I priacml i ,“__I skl
* Integrated approach e matketing s » The grmclpte of caveat smptor (let the
ot Beficed buver beseare] ls lollowed
* The pimciphe of ciiveal vendof (lat the -
s&ller beware) = folowed
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IMPORTANCE OF MARKETING

1. Sincea markeling Is consumer oriented, it has a positive Impact on the

business firms. [t enables the entreprenzsurs to improve the guality of
their goods and s=rvices. Marketing helps in improving the standard of
fiving of the people by offering a wide variety of goods and services with
freadom of chalce, and by treating the customer as the most important
persan,

Marketing generates empioymert both In production and In distribution
sreas. Since a business firm generates revenue and earns profits by
carrying out marketing functions, it will engage in exploiting mare and
mare economic resaurces of the country te earn more profits.

3. A large-zcale business can have itz own farmal marksting network, madiz

campaigns, and sales force, but a small unit may have to depend totaily

‘on personal efforts and resources, making it Informal and flexible,

Marketing makes or breaks 3 small enterprise. An enterprise grows,

stagnates, or perishes with the success or fallure, as the case may be, of

marketing.
MARKETING MIX

Marketing mix refiers to the primary elements that must be sttended to in order
to praperly market a product ar service. Marketing mix i the combination of
seven elements: Product, Flace, Price, Promaotion, Pecple, Physical Evidence and

Process. They are called the —Seven Ps of the marketing mix.
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1. Product
Before making a product; the company should focus on what customers want

and need and then accordingly, they snould develop a product to mest the need

of the potential customers.

Let s consider, the compatitor s products offer the same benefits, same
quality, and same price. In such 2 scenario you should differentiate your product
with the following:

a) Deslgn

b) Technology
c] Ussfulness
d] Eonvenience
g] Cuality

f] Packaging
g Accessories
n) Warranty

2. Price

A product is only worth if a customer is prepared to pay for it. Therefore, the
companies Tous on various pricing strategies while pricng their products:

« Premium Pricing: Thiz strategy involvas using high pricing where there s

unigueness about the praduct or service: This approach i& used where 3
substantial competitive advantage exists, Such high prices are charge for
luxuries such as Crulses, Luxury Hotel rooms, Designer products.

» Penetration Pricing: It is the strategy of entering the market with 2 low initial

price to capture greater market share.

« Price Skimming: The practice of price skimming invelves chaming a3 relatively
hign price for a shorttime where a new, Inmovative, or much-improved product
Is launched into a markat. The prices are set high In order to atiract least price
sensitive customers to genarate high profits:
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« Competitive pricing IF your product i sold 3t the lowast price regarding all

your competitors; you are practicing competitive pricing. Sometimes,
competitive pricing is essential. For when the products are basically the same,
this strategy will usually succeed. Etc.

3. Promotion

This-is the way in which you communicate £ your potential customers about
your product. It Includes the various ways of communicafing to the custamears
of what-the company has to offer. it Iz abowt communicating the features/
venefits of using a particuiar product or service.

o Advertisement: |t takes many forms like TV, radio, internst, rewspapsers,
yellow pagss, Leafiets, Posters etc,

» Sales Fromotian: Buy One Get One Free. Gthers include couponing, money-off

promotions, free accessories {such as free blades with 3 new razor), and
introductory offers (such as buy digital TV and get free installation) and so on,

o Persondl Selllng; It I= an effective way to manage personal cusiomer
relationsnips. The sales person acts on behalf of the organization.

4. Place

It refars to the place whers the customers can buy the product and how the
prioduct reaches out to that place. This is done through different ehannels llke:
Retails

Whalgsals

Intarnet

Mail ordsts

Direct Salas

moa M oo

5. People

An essantizl ingredient to any ervice provision ls the use of appropriate staff
and people. Recrulting the right =taff and training them appropriately in the
deiivery of their sarvice Is essential i the organization wants to-obtain a form of
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competitive advantage, Staff should have the appropriste Interpersonal sklilis,
attituds, and service knowledge to provide the service that cohsumers ars

paying for.

b8, Process

It refers to the methods and processes of providing service which helps the
customers gat what they want. Always keep customers informed. This can be
done at the store or through faxes and emails.

7. Physical Evidence

Thls is particularly Important In services marketing as it Is the only physical item
that s customer will see and so it must reflect the image that the service istrying
to project. It inciudes some of the following:

= Internet/web pagss.

e Brochures,

= Fumishings.

= Signage (such as thosa an aircraft and vehicies).
Uniforms.

il

. Businesscards.

g- The building itself {such az prestigious offices or scenic headguarters).

Example: if you walk Into 3 restaurant your expectations are of a clean, friendly,
hygianic environment which will want you to visit again.
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MODERN MARKETING

Moderm Matrketing The peried the human saciety is goirg through s new
reflacted in various spacialized works by names that express its traits In
comparisan with pravious perinds: the new economy, the knowledge economy,
stc, In the new Sconomy, 2ach sgience redeﬂn&_: its nh{_a:t, methad, and
scientific tool. Marketing is no excepgtion to this trend, it contents being
continuously redefined and refiected in the framework of some concepts that
reported in previous stages of marketing development are grouped in 3.new
concapt, called modern marketing.

Maodem marketing traces its origin to the primitive forms of trade. As
peaple began to adopt the technigues of work spedialization, & need for
individuals and orgahizations to facliitate the process of exchange emerged. We
can trace the development of modsrm marketing through tnree stages the
production ara, the Product era and the er2 of the sales.

According ta Philip Kotier, marketing includes = competing concepts That
the recent 2 concepts are the most madern compsting concepts and modem
marketing is integratad of them, These 5 concepts are:

* Production Era:
The production era, one of the oldest In business, holds that consumers prafer
products that are widely available and inexpansive. Mansgers of production-
onented businesses concentrate on achieving high production efficiency, low
costs; and mass distribution. This orientation makes sense in developing
countries, whera consumeds are more Interested In obtaining the groduct than
in s features. It is also usad whan 3 company wants to expand the markst.
Texas Instruments is a leading exponent of this concept, it concerntrates on
ouilding production volume and upgrading technology in order-to bring costs
down, leading to lower prices and expansion of the market. This orientation has

aleg been a kay strategy of many Japanese companies.
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» Product Era:

Other businesze< are pgulded by the product concept, which holds that
consumers favour those products that offer the maost quality, perfoermance, or
innovative features. Managers in these organizations focus on making superior
privducts and Improving them over time, assuming that buyers can appraise
quality and perfarmance,

» Selling Era:

The salling ers, another common business arientatiGn, holds that consumers
and businesses, if left atone, will ordinarily nat buy enough of the arganization’s
products, The arganizstion must, therefore, undsitake an aggrassive selling and
promotion sffort This concept assumes that consurners must be coaxed into

buying; so the company hasa battery of selling and promaotion tools tostimulate
buying.

* Marketing Era:

e marketing era, based on central teneis r_rﬁl;!ﬁzed inf the mid-1950s,
challengas the three business orlentations we just discussed. 18 The marketing
concept holds that the kay to achieving organizational goals consisis of the
company being more effective than its competitors in creating, delivering; and
communicating customer value ta its chosen targat markets: Theodore Levitt of
Harvard drew 2 perceptive contrast between the selling and marketing =ra:
"Selling focusas on the needs of the wller; marksting on the neads of the buyer.
Salling is preoccupiad with the seller’s need to convert his product into cash;
rarketing with the ides of satisfying the rieeds of the cistomer by means ofthe
product and the whole cluster of things associated with cresting, delivering and

finally consumingit.”

The marketing era rests on four pillars: target market, customer needs,
integrated marketing and profitability,

The selling ers takes an inside-cut perspective. It starts with the factory,
focuses on existing products, and calls for heavy seliing and promoting to
produce profitable sales. The marketing ara takes an outside In perspectiva. It
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startz with 2 well-defined market, focuses an customer nesds, coordinates
activities that affect customers, and produces profits by satisfylng customers.

w
. II .
i

+ Societal Marketing Era:

Some have questioned whether the marketing concept i= an appropriate
philosophy in an age of epvironmental deterioration, resource shortages,
explosive oopulation growth, world hunger and poverty, and neglected social
services. Are companies that successfully satisly consumer wants necessarily
acting in the best, longyun interests of consumers and society? The marketing
concept sidesteps the potential conflicts among consumer wants, consumer
interests, and long-run societal welfare. Yet some firms and industries are
criticized for satisfying consumer wants at society’s expense. Such situations call
for a new term that enlarges the marketing concept. We propose calling it the
<ocietal markesting concept, which haids that the organization’s task & o
determine the needs, wanis, and Interests of targset markets and to daliver the
desired satisfactions more effectivaly and efficiently than competitors in 3 way

that preserves or enhances the consumer's and the society s well-being.
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FINDING

According to the research the medern ways of marketing a coloured maobile
hands=t which offers 3 Mp2 player, M Radio & = removabls memory.card for
about Rs, 800 is:

1. FAIR:

A fair denotes a gathering of people who assemble at regular Intervals in certaln
fiwed places—generally around shrines or other religious institutions. Although,
by farthe largast number of falrs have a3 religicus background, there are some
which owe then arigin to puraly Ecenﬂrﬁlc consideratio ﬁE. .

The purchase and =ale of goods, etc. The Important fairs draw people naot
only from:surrounding tracts, but also from very distant places. There are about
1700 falrs.organised In different parts of the cauntry invalving produce and also
livestock. There are a few falrs which are attended by 3 few lakhs of population
and thereare others which are attanded by a few thousands.

On an average, the attendance per fair works out at 3bout 16,000, The
petiodicity of fair varies from one fair In one state with that of anethar In other
States also from ane region to another within the State The timeschedule of 3
fair may vary betwean 1 dayto 7 days.

This will bring the product very close to the public. The concept.can be
axplained ta the public & their feedback can be received at the same tima.

2. PERMANENT RETAIL SHOPS:
Theseshopsare deveioped asthe population ot villages increased, their incomes
improved, the demand for goods and that too on daily basis Increased. The
traditional fairs, weskly markets of peddiers were not able to mest the situation
and this led to the amergence and growth of permanent shops.

Permanent shops were =2t Up 25 3 rasult of the demand of the rural
inhabitants primarily of the same village. The number of shops, their various
forms largely depend upon the size of the populstion of the village, their
Incomes, purchasing power, thelr preferences, et
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In the Indian contaxt, the most sophisticatad types of retsil outiets
comparadie to that of western countries are found in metropolitan cities, while
in rural areas (with population less than 10.000), only the traditional
independsant general stores or small-seale retailing are prevalling.

As these shops are located In the locallty of targeted popuiation these
shops will directly Influence the peoalas’ concept about the product.

3. ELECTRONIC MEDIA:
It o significant to create awargness about the product In the minds of the
customers. The mass media for reaching rural people should bs chosen
carefully. it should be kept In mind that even today the madis reach is lower in
villages.
Television ownership ks very iow In villages and viewership is mitad to.door-
darshan channels even for those who watch television.
Amang electronic media, radio and cinema have 3 comparatively wider
coveraze In villages. Advertisemants in regional languages broadcast on local
radio stations will influence consumar thinking.

4, OQUTDOOR ADVERTISING:
Outdoor advertising options like banners, biliboards, wall paintings, posters, etc.
can be ussd successfully in rursl areas, Advertisements should b2 in local
languages so that people can easily understand them. Hindustan unsilear makes
use of strest performers |lke magicians, singers and dancers to promote its
products.
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CONCLUTION

Madern marketing in rural & semiurban areas is a new concept that
represents the needs and values of costumers and society, not just corparate
and benefits. Companies sesk thair advantages and they do not care about
batic principla that whst kind of goals and values individuals and socisty have.

Therefore, companiesshould be familiar with thiz modem and stratagic
principal and we must draw their attention to the aims and interests aof the
people living in these areas and net just company’s. it is pessidle by expansion
of modem rurzl marketing concapt and encouraging comezsnies to replace it
rathar than the traditional way.
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Soon you could get a colour mobile hand set
which offers MP3 player, FM radio, and a
removable flash memory card for about Rs-800/-
only. A Netherlands base semi conductor firm
has launched a new single chip solution that
promise to make this happen. And the company
target the rural market of India. The firm would
like to fulfil the aspirations of first time handset
user by offering the next experience in
multimedia among the rural and semi urban

dreds.

Write down the modern way of Marketing of this
product,




INTRODUCTION

What Is a Market?

Tu_hmn ly speaking # markst is 2y place whete two or more parties can miest 1o
SMRURE In an economic transaction —aven thass that don't involve legat tender. &
market transaction may invalve goods, sendces, information, currency, or sny
cambination of theie that pass from one party to snotker, by short, markets are
arenas in which biyers and sellers can gathar and interach.

What is Marketing?

Marksting i an umbreella torm RIven to those activities that companie: use ty
identify consumers and convert them |Hita buyers for the purposes of achieu ng &
profit. No matter the size of the =ntefprise, marketing lays the faundstion for how 5
company reaches and serves its target customers '

What is Market surveys?

Mirket surveyy are & way in which companies obtain mfarmatian about theis
customers and non-customer consumers of butinesses, and how these customers or
EONSUMTErS ViEw 3 company’s products and services versis competitive products,

What is Marketing Mix?

Marketing mix, describes the biasic set of strategies and approathes that marketers
use to dentify and reach their target market
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ANALYSIS
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FINDINGS

Qoportunities of Rural Marketing
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CONCLUSION
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Doglir Dyl Kirpha,
Greeting !
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DATE- 06/04/2022
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UNI. REG. NO. - 013-1215-0291-19
SEMESTER- 6TH

DEPT- CILINICAL NUTRITION AND DIETETICS
CLG- GOKHALE MEMORIAL GIRLS' COLLEGE




HISTORY OF TAJ BENGAL

The Indian Hotels Company (IHC) is the parent company of
Taj Hotels Resorts & Palaces. It was founded by lamshetji
MNussrwaniji Tata on December 16 1903. Currently the Taj
Hotels Resorts and Palaces comprises 76 hotels, 7 palaces at
52 locations in 12 countries & employ over 13000 people.
Additional 18 hotels are also being operated around the
globe. The Taj Hotels are categorized as luxury, leisure. The
Taj Hotels offer a wide range of luxurious suites with modern
fitness centers, rejuvenating spas, and well-equipped
banquet and meeting facilities. The Taj leisure hotels offer a
complete holiday package that can be enjoyed with the
whole family. It provides exciting range of sports, culture,
environment, adventure, music and entertainment.

The Taj Bengal Kolkata was founded by Jamshetji Nussrwaniji
Tata on 1589, located in Belvedere Rd, Alipore. -
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Training visit

In Taj Bengal firstly we visit chocolate room; all the chocolate
works done here. In this room should maintain 16" to 18"
temp, else chocolate are melt. Then we knew about

Allergence section; it is a different section here egg, nuts etc
are kept. Then went to cold kitchen, temp of this kitchen is -
5°c; here they kept all the pastry & also the lamination process,
how they made butter layers in between the pastry. Then
visited to Bakery section; learn about lots of baking machine
& equipment which used in the kitchen, that machine are
describe below- -

e Work table & trolly — A trolly is a small tale on wheels
which is use for serving drinks & foods

e Minifridge — A small size fridge which is used to store
baking essentials

* Dough mixture — Use in bakeries to stir dough
ingredients together

¢ Bread cutting Machine — Is an equipment designed to
cut bakery products already prepared into several slices
automatically

e Freezer — Use to preserve the different bakery product

e Weighing machine - It is used to measure thebakery
ingredient properly

» Dough sheeter - Is a kitchen machine that’s rolls out
pieces of dough to a desired thickness

e Bead trolly — A trolly is a small table on wheels which is
use for serving & carry breads.

[
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o Cookie trolly- Table on wheels which use for serving
cookie.

Spiral dough mixtur Vertical mixture




Type of bakery product

In this training visit they mainly describe 3 type of
baking products cookie, breads, cakes, They describe
various cookie like cheese cookies, nan khatal, how
dough are made; [earn about laminating layer how its
formed & most important the temp of baking. After that
in cold kitchen; how they stored chocolate & pastry,
what temp maintain in cold kitchen and described the
lamination technique shortly.

Next come to the bread making ; here we see the dough
machine how its work, learn about the rest chamber,
why rest chamber is important. This whole thing we
learn practically.

The whole bakery things, kitchen detail, baking
procedure describe by Tanushree ma’am. Then the
presentation which is an absolutely amazing describe by
Mr. Anirudh Bhattacharya sir, learn and development
department of Taj Bengal.

The Topic of presentation

1. The topics presentation was very interesting 1% topic is
Demystify Macaron; here we learn

What is Macaron: This is a meringue-based confection
(sugar based). Meringue — made from egg-white or
castor sugar, there are some mare addition icing sugar,
granulated sugar, almond mell, colours, filling, egg-white.



Where are Macarons from: Originated in Arabia way
back in 8" century. The Arab troops took their dishes
made with nuts to sicily for the trips which they used to
called Maccarruni (meaning products with ground grain).
Currently eaten to celebrate the zoroastria new year
(Nowraz) and from there it became Maccheroni to
Maccarone which later on were defined as fine biscuits.

How Macarons becoming popular: The answer is the
macarons is traditionally held to have been introduced
in France by the Italian chef of queen Catherine de
Medici during the renaissance period. She also was the
queen of France from 1547 until 1559, by marriage to
King Henry Il. Macarons become popular during French
revolution when two nuns sold macarons to fund their
housing so they were selling them day in and day out &
hence become popular.

-
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Macaron/Macaroon:

Macaroon:
¢ Coconut based made with shredded coconut egg
white & sugar
e Easyto make
e Crunchy & chin texture



Macaron:

* Almond based made with almond flour egg white &
sugar

o Difficult to make

e Delicate meringue texture

3 ways of making Macaron:

French- French meringue is used which sugar and egg white
whipped together to get a stiff peaked meringue

Italian- Is used with is made via cooked sugar syrups till 118°
c & egg white.

Ingredient:

Almond flour- 600 g
lcing sugar-600 g
Castor sugar- 600 g
Water- 150 g

Ege white- 440 g

Egg white powder- 10 g

Method:

e Mix almond flour and icing sugar together, keep aside.



, o Mix water & castor sugar together, take the mixture to
118°c
o Put egg white & egg white powder in the bowl (200 g of
) egg white)
e Which it a bit & add hot sugar syrup
o Make a stiff Italian meringue
¢ Mix almond flour mixture with 220 g of egg white and
make a paste
e Fold the paste with the meringue and mix until glossy &
spreads
o Pipe and bake 160°¢c for 15 mins and macaren prepared

L”
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2. Then the 2" topics Bread making here we learn about
classification of yeast dough:

e Lean doughs (low in fat & sugar) — Its hard crusted
& whole grain breads. Example- baguette and
fougasse, breadsticks, ciabatta.

® Rich doughs- rich dough are rich in fat and sugar.
Example- Brioche, Panettone, Stollen, Hot cross
buns.

Roll in Doughs: Doughs that have fat incorporated in layer by
method of folding & rolling

Basic 4 ingredient of bread — Flour(structure), yeast
(leavening agent), water (dispersing & moisture agent), salt
(slows down & stops growth of yeast)



Other ingredient like butter (provide moisture), sugar (food
of)

12 basic steps in yeast dough production: -

1. Scaling ingredient
2. Mixing & kneading
3. Bulk fermentation
4. Punching

5. Scaling/ portioning
6. Rounding

7. Blenching

8. Make up & panning
9. Proofing

10, Baking

11. Cooling

12. Storing

Step-1

o All ingredients must be weighed accurately

e Liguid ingredient must be weighed by volume
Step-2

e Mixing incorporating the ingredients to make the dough
e Kneading: working the dough to develop the gluten

3 steps of mixing

¥ Straight dough method
» Modified straight dough method



» Sponge method/ yeast stater

Step-3

e Rest dough at a warm 27 ¢ & humid environment

e Yeast feed on sugar and starch

» Carbon dioxide and alcohol is produced

* Slow in cold & less humid regions

* Gluten becomes smoother & elastic during fermentation

old dough
Step-4
Method of deflating the dough
Expels carbon dioxide
Redistributed the yeast for growth

Relaxes the gluten
Equalizes the temp through out

.- & & @

Step-5

e Use a weighing scale
» Divide the dough into equal portions according to
requirement

Step-6

e Shape into smooth round balls
* Rounding simplifies of the dough
o Helps retain gases produced by yeast

Step-7

e Rest on the bench for 10 to 15 mins .
* Relaxes the gluten and makes 5I_f}_g|:m' '

e



Step-8

¢ Shaped into loaves or rolls

e Placed in pans on baking shuts
Step-9

e Continuation of yeast fermentation
¢ Increase volume of the shaped dough
e Proofing

Wash:

» Water used for hard crushed products
» Egg wash gives a shiny brown crust
» Milk wash gives a darker shiny brown crust

Cutting or scoring

# During baking dough expands and crust cracks
» Before baking score are make for expansion

Step-10
e Production and expansion of trapped gas occur
* Leads to rapid rising in-the dough called even spring
» Coagulation & gelatinization of starches
* Formsfir p’fﬁd 2 cnold shape
* Forms browning of crest

Oven temp:

Large unit- bake lowered temp

Rich yeast doughs- baked at lower temp 19" to 21°c
Lean yeast doughs- baked at high temp 22" to 23" ¢

-



Steam:
Hard crusted dough
Low fat & sugar content

Baked
Step-11

e Removed from pan, cool rapidly

¢ Escape of excess moisture & alcohal from fermentation
e Rolls baked apart are left on the trans

¢ Adequate air circulation

e For soft crusts, brush fat before cooling
Step-12

e Leave on rack for use within 8 hours
e Longer storage cooled moisture free and frozen

e Hard crusted breads not wrapped unless frozen or crust
will soften '

onclusion:

It was great learning opportunity for us. Obviously it gives
the both practical and theoretical knowledge. Also learn
about the proper uses of the equiprnent. And the power
point presentation by Mr. Anirudh Bhattacharya sir, is also
the part of our syllabus it's very much helpful for us.We really
loved this session and enjoyed our leraning.
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INTRODUCTION:-

Tuj Hotels is a chain of luxury hotels and a subsidiary of the

Inidian Hotels Company Limited, headquartered at Express Towers, Nariman
Palnt, Mumbal Incorperated by the fvunder of the Tata Group, lamsetji Tata,
i 1903, the company is a part of the Tata Group, one of Indin's kirpest
business conglomerstes. It has been considered one of the finest hotels in
the East singe the time of the British Raj.

The five-star deluxe hotel, Taj Bengal in Kolkata, was apetied in
the year 1989, Taj Bengal Kolkata is an abode of sheer comfort. Rakesh Sama,
MD and CEO of The Indian Hotels Company, on his vision for the Taj sroup &
T} Bengal. The huxury hotel in Kalkistz has 229 grand rooms and suites that
symthesise old-world charm with modemn-day conveniences. The branches of
Tu) Bengal are Vivanta and The Gateway Hotel”

.10 TAT BENGAL, ROLKATA
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BRIEF HISTORY OF TAJ HOTEL :-

Jamsetji Nusserwanji Tata, the founder of the
Tata Group, opened the Taj Mahal Palace, a hotel
in Mumbai (formerly called Bombay) overlooking
the Arabian Sea, on 16 December 1903, It was the
first Taj property and the first Taj hotel

In 1974, the group opened [ndia's first
international hve-star deluxe beach resort, the
Fort Aguada Beach Resoit in Goa. In the 15705, the
Taj Group also began its business in metropolitan ﬂjif1mz‘ﬂ';m‘lﬁ_w
hotels, opening the five-star deluxe hotel, Thj s G
Coromandel in Chennai, in 1974, acquiring an
equity interest-and operating contract for the Taj President (now Vivatita by
aj — President). 2 business hotel in Mumbai, in 1977, and opening the Taj
Mahal Hotel in Delhi in 1978, The group has been converting roval palaces in
India into luxury hotels sinee the 19708, The first palace o be converted into
a Taj xury hotel was the Lake Palace in Udatpur, in 1971 Other examples
include the Rambagh Palace in Jaipur, Umaid Bhowan Palace in Jodhput,
Falaknuma Palace in Hyderabad and Nadesar Palace in Varanash Tn 1980, the
Taj group opened its first hotel cutside India. the Taj Sheba Hotel in Sanu'a, in
Yemen ard the late 1980s, aoquired interests in the SU lames' Court Hotel
(now comprising Taj 51 Buckingham Gate Suites and Residences and Sp
Jumes’ Court. A Tuj Hotel) in London. In 1984, the Taj group acquired. under o
license agreement, the Taj West End in Bengalury, 'Taj Connemara, Chennsl
and Savoy Hotel in Ooty. With the opening of the "Fa) West End in Benpaluru,
the Taj Group made its foray into Bengalur. The five-star deluxe hotel, Taj
Bengnl in Kolkata, was opened in the year 1989, and with this, the Taj group
became the only hotel chain in India with a presence in the six major
metropolitan cities of India, namely Mumbai, Delhi, Kolkata, Bengalury,
Hythembad, and Chennai, -

e



DATE: (07,/04 /2022
TIME: 3:00 PM.-5:30 PM.
PLACE: TAI BENGAL, KOLKATA

We 19 students of Gokhale Memorial Girls' College visited Taj
Bengal, Kolkata. We were divided into two groups. The first group of 10
students went on 6th April 2022 and the second group of 9 students
went on 7th April 2022, The purpese of visiting the Taj is Lo develop the
concept of materials used, machinery. technology involved, production,
packaging, and shelf life of the bakery products, We hope to learn many
things from our trainer, Mr Anirudh Bhattacharjee during this training,

We, the second group of 8 students, including our Bakery Science
teaiher Tahirk Robab entered at Taj on 7th April at 2:30 PM. We fist
checked in there and after that, we all sat in the guest room for a while
until our trainer has come.

After our trainer has come, we all went to a classroom. At first,
our trainer introduced himselfl and then he gave us attendance. After
that, he showed a presentation about ‘"MACARON!

MACARON:-

It is a sweet meringue-based confection E’i _H
made with egg white, icing sugar, granulated
sugur, almond meal, and food colouring. The |
macaron s traditionally held to have been
introduced in France by the talian chef of queen
Catherine de Medici during the Eenaissance
Since the 19th Eenf._uﬁ'_if."é typical Parisian-style

macaron is presented  with a  ganache,

e
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buttercream or jam filling sandwiched between two such cookies, akin
to a sandwich cookie.

MACARON & MACAROON:-

Both cookies are made with egg whites, sugar, a few drops of
vanilla and a pinch of salt, However, macarons are typically made with
finely ground blanched almonds, while macaroons are made with
sweetened flaked coconut. Macaron has a dellcate meringue-based
texture and is difficult te make while Macaroon has a erunchy or chewy
texture and is easy to make.

e
-

METHODS OF MACARON:-

There are two main methods [or making @ macaron - the "French’
method and the "lalian® method. The difference between the two is the
wity the meringue Is made.

e In the Erench method, egg whites are whisked until stiff-peaked
meringue forms. From there, sifted, ground almonds and
powdered sugar are folded in slowly until the desired consistency
i reached. This process of knocking out air and folding is called
macaronage.

e The llalisn method involves whisking the egg whites with a hot
sugur syrup to form d meringue. Sifted almonds and icing sugar
are also mixed with raw egg whites to form a paste. The meringue
and dlmond paste are mixed 1o form the macaron mixture. This
method is often deemed more structurally sound yet also sweeter
and also requires & candy thermometer for the sugar syrup.

e Either Italian or French meringue can be combined with ground
almonds.

A macaron is made by combining icing sugar and ground almonds into a
fine mixture. In a separate bowl, egg whites are beaten to meringue-like
consistency. The two clemients are then folded together until they sre

'n.,..-"'“



the consistency of "shaving foam”, and then are piped, left to form a
akin, and baked. Sometimes, a filling is added.

He explained it this way.

Alter that, we went to the bakery
section of Taj Bengal. There we saw all
of the machinery, materials, and
technology which is involved in the
production of bakery products. There
a chef was explaining everything to us,
She showed us a cold room where
ditlerent types of foods including ice
cream were kept. She also showed us
how chocolate is muade. Thers are
different types of CHOCOLATE including ;

o Dark chocolate:- also known as “plain chocolate® ar "hlack
chovolate’, is produced using higher percentages of cocoa,
traditionally with cocoa butter instead of milk.

o _White chocolate:- is made of sugar, milk, and cocoa butter,
without the cocoa solids.

o Compound chocolate:- it is made of cocoa with vegetalile
fat. usually tropical fats and/or hydrogenated fats, as a
replacement for cocoa butter,

» (:olden chocolate

Rubv chocolate;- it s made with Cocoa butter; Cocoa mass;

Milk; Sugar; Citric acid -~

Flg L Ohef s expladning 1o oe

cle, o

She also explained to us about TEMPERING,
TEMPERING:- it is heating and cooling chocolite to stabilize it for

making candies and conlections—giving the chocolate 2 smooth and
glossy finish.



Alter that, she showed vs various types of ‘BAKERY EQUIPMENT
inchuding-
o WEIGHING MACTHINIE:
Raw midterial mneasurément

» FLOURSIFTER
it will aerate the flour and other ingredients for
getting a better volume of finished products,

o SPIRAL DOUGH MIXER

Used for making large quantities of veast
dough.

o BREAD DOUGH MAKING MACHINE
Helps in making dough

o DOWGH DIVIDER
Divides the bulk dough into desired sizes

Flg Lio-Whighsng Credil Shailoe

5

o DOUGH SHEETE

It rolls out a portion of dotgh into sheets of =
uniform thickness : |

T
L

e BREAD ROLLING MACHINE
uses rollers to flatien the dough into sheets. Plig L 7= Dot Steeter



FROVING CHAMBER

COOKIE DRAWERS

O .

It is 2 large oven into which entire racks
ull' of sheet pans can be wheeled for baking, — Figt® Rotany Rk Oven

DECK OVEN
Product trays or moulds are placed on the oven floor. There
are no racks because they sre stacked on top of one another,

-

Fig 1.9 Grogp photy of betclunates wloog sith our tesches s cliof of T Bengal



After completing the visit part, we took a little break and had tea
~and eoffee.

After I.]mt,.um' trainer showed us the next presentation which is
related to ‘BASIC PRINCIPLES OF BREAD' He described the yeast

dough,
There are three types of yeast dough including:

e Lean dough- low in fat, examples are breadsticks, hard-crusted
bread etc.

* Rolled-in dough- examples are croissants, Danishes and puff
pastry

e Rich dough- rich in fat and sugar, for example, Hot eross buns,
Brioche, etc.

Then he also described the essential ingredients of bread

including

¢ Flour- provides structure

& Fat- provides moisture

e Yeast- leavening agent

» Sugar- food for the yeast

o Salt- slows down the process of over fermentation

» Water- dispersing agent

After that, he described the "BASIC STEPS OF BREAD MAKING™:

Steps are
» Sealing ingredients
» Mixing ol

e Kneading




Bulk fermentation
Punching

Scaling
Portioning
Rounding
Benching
Panning

Proofing

Cutting and scoring
Baking

Cooling

storing

Bread is one of the most essential produocts. [ is the most nutritious food
obtasinable at low cost and an essential part of every family's daily food

requirement.
That's how he finished the presentation part that day,

CONCLUSION:

It wias a gresit experience to know all of these. We have learnt about
bakery equipments and how these work. We also learnt about macaron
and the basic principles of bread. Hope to know more, Moreover, [ want
to thank our respected traiper, Mt Anirudh Bhattacharijee for this
valttible training
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