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It is said that in the traditionally cowerearing
communities in the north India, in the past, a would be
bridegroon nased to be given special aignifioéno if he was
g00od at cow-rearing. However, as the time changed, this
special asignificance now zoes to those who are good at
sellinz the milk and milk-producta.

Thousk not strictly same but to some extent, some
guch thing is noticed in India's orginised dairy industry.
That 13, a chanze from production orientation to marketing
orientation. Indian dairy industry has now reached a
take-off stage as far as marketing of milk and milk-products
is concermed, Availability of milk has considerably
increased over a years, From a milk deficit economy, during
pravious deocades, the milk glut situation has been created.
0f courgse, it is due to the various dairy developnent
activities undertaken through Cperation “lood, To utilise
thiz gurplus milk mors effectively, the dairy enterprises
gave special importance to the manufacture of milk-produotg.
As such, these co-operative nilk-products manufacturing
urits in particular have the added reasponsibility of social
nari-etinz, That is, the duil responsibilities of assuring
a fair return to milk producer on the one hand, and the
regponsibility of protecting consumer's interest on the
otter, The consumer of milkeproducts is to be taken aa

nacleus o2 all marketing operations. It is in this context
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that the marketing of milk products assunes greater enphasis.

Karnataka :iilk Federation's HMarketing Strategy : Although
consuner-satisfaction is the major theme of marketing concept
but not an ena in itself. It is the means to achieve the
zculs of organisation, (rganisational goals differ from firm
te ‘ira, The aajor joals set-forth by Karmataka iilk

Peceraticn are;

a) to provide 8 regular market to milk producers for
their milk,

b) to provide an increased returm to milk producers for
their milk,

¢) to provide quality milk produots to consumers at
reagsonnble rates, and

d) to gernerate employment opportunities.

The ri:sht way to fulfil these objectivea is through
generating consumer satisfaction, If Karnataka 111k federation's
product plant, lharwad is successful in satisfying its consumers
then it means that, it is providing a resular and remunerative
market to milk producers; it is successful in providing a
quality millk product to its consumers,y it is successful in
creating a good product imaze, a good company image and it is

further successful in enhancing its market perform~nce.

¥ithin the frame work of these broand objectives, the
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marketing department of Karnataka :iilk Federation's product
plant, Tharwad has set its own goals. They are:

a) To establish new markets and increase its performance
in the existing markets,

b) To create a good image for its products and through
it a good imace for the whole organisation,

¢) To create btrand preference nnd brand loyalty,

d) To counter-act competition effectively, and

e) To dbring a social change.

The fulfilment of aforeasaid objectives depends not only
upor: the internal environments of the firm but equally upon
the environments exterral to federation. This necessitates
the develovnient of a proper marketing strategy which enfolds

toth intermal and external environnents,

iMarketins stratesy can te explained as the coaplete
and unteataltle plan for the attainment of the narketing
otjectives. A straitegy by itself has no meaning unless the
ultimate otjective 13 olearly set. The marketing oljective
wil? tell where the firm wants to z0 and the marketing strategy
will provide the design for getting there., The straitegy is
eazentially a2 battle plan. It is no exaggeration to s=y that
the marketinz strategy in several of its features resgenbles

military stratesys In both, foresight and decisive actions
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are supereme; intelligence and experience count a lotj;

timing and resources deployment influence success, 1in more
than one sense, the marketing manager is like the army general,
and his strategy is to take right decisions after tuking

into acoount the various controllable and uncontrollatle

variables- both within and without the department,

ilarketi: ¢ 43 often descridbed as the strateric or
myaterious function of business. The valid reason Zcr such
descriptiocn i3 that: the job of narketing manacer pre-surposes
the proper understanding cf mysterious situztions prevailing
ir the market, industry, economy and also within the orgarisation,
7or this reagon, development 0f a proper marketins strategy is
a 2ust which covers the variables both internal and external
to the firm, "iarketing strategy is the action pl-n that tre

| It 12 based on the

marketing mrnager irtends to follow",
sftuation analysis and the company'a objectives., It is the

way ir which these otjeotives are to be achieved. The variables
- the marketing mwmager works within atratesy plarrin; are of

two types- controllable and uncontrollable, It is the
resporgibility of marketing manager to handle both the seta of
variatles in a most appropriate way. He has to adjust the
controllatle variables with that of the needs of the

uncontrollatle,
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Variables : Jontrollatle ard Uncorntrollable: Hdarketing

- stratery, essentially consist of manipulatins~ those variatles

that oan te cortrolled and adoptiry optimally to those variatles

that cannot te controlled,

Hence, thera are two types of

variatles in a marketing astratesy, namely controlladble and

unsontrollablse,

Controlilatle Uncontrollable
Variatles Variatles
p——— Lemand
FACLUST O\
BRIV ) ¢ - Jompetition

i AdJa \
fiT ATEGY /;__.*_

1 roauct inputs
Hanagerial 3kills
financid resources
Phyvaioal distribution
Legal oonatraints
Technical constralits

Int:}gr::}l\ anhnas
rnaeting
offort . decisio ;i

5xhibit 1 4.1 3 Controllable and Uncorntrolladble Variarles in
anrketiig atmtogy.z

L3

" In the words of Jerome,iiclarthy, an Ameriocan expert on

aarketing, the controllable variables of a firn are a set of

four *r'as :

iroduct strateny,

Flace strateay,

Yromotion strmate~y, ond

Fricing stratesgy.
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48 these variables are from within the firm, they ocan
'be completely controlled, The marketing manager is free to
choose, alter or control thess variables, hence they ars also
known as "internal variables". In each of the controllable

variables, there are several sub-variables. They are:

Produot‘ntratogys The sub-variables in product
strategy are:

Product line and range, quality and features, design

and appearance, size, style, eto,.

Branding and trade mark.

Packing, package type, materials used, labelling, eta,.

New~-product policy.

Place strategy: It consist of the following sub-variables:
Channels of distribtution, policyfor selecting channels,
types and number of middlemen, dealer-principal relations,
design and location of outlets, remuneration, etec,.
Physical-distribution: transport, warehousingz,inventory

levels, order-processing, eto,.

Fromotion strategysy Under promotion stratesgy, following
are the sub-variables:

Advertising: media-mix, budget allocatiocns, etc,.

jales-promotion: instore-displays, window and counter

display, publicity,etc,.

Peraonal selling,
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Pricing strategy; The following sub-variables
congtitute the pricing strategy:

Pricing polioy; levels of prices, discounts, 2llowances,
levels of margin, turn-over commission, sales-quota,

ordering quantity, etec,.

As the marketing manager is described as a mixer of
ingredients, the above variables are to bs systematically
mixed 30 as to suit the market situation which is ever-changing.

The Uncontrollable Variables: All those variables
vhich are external to the firm are known as unocontrollable
variatlea, The marketing manager ias not free to chooge, alter
or control these variables. BExhibit lio-4.1 reveals that the
wncontrollable variadbles l1imit the strategy cholces available
to marketing manager in his efforts to influence a favourable
purchase decision by consumers., Just as the controllatle
varinbles are classified into sub-variables, similarly the
uncontrollable variables are also further classified undar
four heads. They are:

lemand variables,

Competitive variadbles,

Trade variables, and

Other environmental variabdles.

Just as there are several sub-variabdbles ir each of the

controllable variables, so 2lso there are sub-variadbles under
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each of the uncontrollatle variatles, They are as under :

Demand Variable i Market segments, number of custoners,
. purchasinge power, buying behaviour, life style and

naeds,

Competition Variable ; 3tructure of industry, number
of competitors, their size, finzncial aoundne-s,
products and their prices, advertisment and sales

promotional . measures adopted by competitors.

Trade Variable : 3tructure of the trade, type of
intermediaries, their number and strencth, trade

practices.

Other invironmental Variables ; Legal constrainta

about products, prices, packageas eto,.

dconomic or financial controls,
Technolozical levels,

Culture and traditions,

Folitical stability,

Attitude of public and the press.

The action and inter-action of the controllatle
variarles with the uncontrollable variables is a must for the
developument of a long-term marketing strategy. Thus, 1t
provides a blue-print for growth and development of the plant,

To contribute his share in such a development each member of the
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plant should well understand the marketing strategy. It
exhibit the clear picture of where the firm wants to so and
row should it strive to get there. The objectives of the
plant tells "where to go" and for how to get there, it needs

trhe development of a proper marketins stratexy.

Controllable Variables of Karnataka iilk ‘“ederation's

product plant, lharwad,

- Like any other plant, the controllable varinbles of
sarnataka iilk Federation's product plant, Lharwad include

the product, place, pricing and the promotional strategles.
4.1 Ihg Iroduct trategy :

In the planning of marketing strategy, product is
revarced as a controllable variadle. Iroducts ¢ bve improved
to make them more acceptable to the socliety, new nroducts or
new versions of o0ld products can te added to a plant's product
lire, and weak products can be droped out. In a sense,
product decisions nre more basic than the decisiorz on other
marketing variables. A product fhat effectively neet consumer
need3 reduces many problems asscclated with diastritution,
pri&ing, advertising and sales promotion. A pooriy conceived
product on the other hand, creates uany problems for various

daeoision-areas in marketing.

The term 'product' includes not only physical entity
tut also a complex of tangihle and 1ntangible attributes which
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a gonsumer receives or expect to receive while making a

puchase. The sub=.variables under product strategy inocludes:

a) Product, prbductt'lino. standards, zrade, colour,
quality, size, design and nutritive value,
"~ b) branding, trade mark, brand tests, family verwsus,
individual brands
o) Packing, package-type, materials used, labels,
atatutary provisions, marketing significance.

Product stratefgy is concerned with the adjuastment of
these complex variables to the needs and reocuirments of the
market on. one hand, and to the capabilities of the plant

on the other,

The product and product-line 3 "A product is defined
as anything that can be offered to a market for attention,
acquisition, use or consumption that satisfy a want or need.
It includes physical objects, services, persons, places,

organisations and 1deas".3

"A product-line is a group of products that are closely
related, either because they function in a similar manner,
are sold to the same customer groups, are marketed through

the sane types of outlets, or fall within given price rangea”.4

vhen the above mentioned definition of product is
applied to milk products; the milk product, are the products
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nade out of milk, offered to market or prospective tuyers for

sonsumption in satisfying their wants,

Bach type of product is developed on three levels
namely, the core~product level, the tangible product level
and the augmented product. The most fundamental level 1is
the core-product, which answers the questions like what
actually the consumer is buying ? A house wife buying Ghee
is not simply buying a bottle filled with something but she
considers her main need along with her secondary needs. In
other words she will be buyins the quality, deliciousness,
nutrition, flavour, aroma, the purity, the health, all bundled
in 2 single bottle or sachet of Ghee, In the second level,
the product is to be turned into a tangidle nroduct. This
includes such product features as the quality level, alternative
uses, the size, the brand name and the packaging. In a final
stage, the product is to bLe augmented by offering additional
services such as the transport and delivery, sales promotion,

advertising, other allowances, ato,.

Presently, the Karnataka 1ilk Federation's product
plant, Dharwad produoct-line includes the following milk products:
Skimed Milk lowder,
#hole liilk Powder,
flavoured liilk,
Butter, and
Ghee.
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In future, it i3 having plnng to add the following

products to 1ts existing product line :

Srikhand,
Feda,
Infant foods (Malted and baby food)

Casein.

The product plant, lharwad of Karnataka (ilk Federation
is producing these milk produocts strictly as per the prescoription
given in The Prevention of Tood Adulteration (P’A) Rules, 1955
and the quality of its products confirm the stardards laid
down by Indiar 3tandards Institute and ‘*Agmark’,

3kim Milk Powder : The landini bdrand skim milk powder
is a product obtained from cow or buffalo milk or a combination
thereof. The water and fat content is removed through
mechanical drxying process. It contains Calciumechloride,
sitric aoid, sodium citrate, sodiun salts of orthophasphoric
acid and poly-phospharic acid not exceeding 0,%: by weight
of the firished nrodust. The milk fat and moisture content
i3 not more than 1,57 and 5 respectively. The total aocidity
i3 erxpressead to bve not more than 1,5 . The plate count is
.0t more than 50,7970 per zram. The solubility percent of tre
milk powder is as followss

Roller dried Jpray dried

Jolubility percent (Minimum) 85,0 98,5



100

Because of this high and quick solubility, it dissolves
eagily. The contents and quality of Nandini skim milk powder
conforms the Indian Standard- I3: 1165 3 1975 laid down as per
Indian 3tandard Institute, It is a dietary supplement and
used in making tea, coffee, ourd, channa, lussi, pudding,
ice-cream, khoa, milk shakes, milk-beverages, sweets etc,.
Karnatakz Milk Federation's product plant, Lharwad 1s packing
its landini brand skim milk powder in two sizes i.e. in ¥ Ka.
package and 25 Kg. bags.

Whole !i1lk Powder 3 The Karnataka iiilk rederation's
whole milk powder is a product obtained through drying liquid
milk of cow or buffalo or a combination thereof. The water
content of milk is removed througzh a machanical process of
dryirg 1.e. by spray drying or roller drying. It contains
calsium chloride, citric acid, sodium ditrate. sodium salts
of orthophosphoric acid and the polyshposphorie acid not
exceedirg 0,3 percent by weight of the finished product,
and 0,01 percent of tutyleted hydrorxymalsole by weight of the
finished product. Zor improving dispersitility, it contains
lecithin to a naximum 1limit of 0.5 percent. :ilk fat content
is not less than 26 percent and moisture content is not more
than 5 percent. The miximum acidity is not more than 1,2
pexrcent, the plate~count is not more than 50,000 per gram.

The zolubility percent of the powder is as followss
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10ller-dried jpray=-dried
;0lutility percent (minirmum) 85.0 98,5

The sclulbility percent is revealod on each tin-p:ckage
gont :ining whole milk powder. !t confirms the standurde 133
1165« 1975 ag rixed by Indian standards Institute. It is
vacked 1. the sizes of 25 kg. and 10 Lg, bazs, and + K=, $in
It is also a diet ry surplement nu is used in the ~aking cf

milk, lussi, curd, pudcing, cekes, etc, ete,.

"lavoured 1lk : The :aruat ka il PFederaticn's
flavoured milk is a standardised nilk containing nuts (whole
fragmented or sround) chococlate, coffee or any other edible
flavour, edible food colours and care sugar. It is pastuerised,
sterilized or boiled. The fat percentage is lower at the most
a2bout 1=2 percent. It confirms the standard~ 4709 : 1968
as 1aid dowrn by Indian .;tandawis Institute.

Butter : The Karmataka -i1lk Federation's butter is a
nmilk product obtained from churning sweet or sour cream or by
churmirg curd, It contains not less than 89 percent milk fat
and 1.5=3 perdent curd. It is free from other ninal fats,
wax, mineral oils, vegetable oilas and fats, It is 3n enersgy
producing food which furnishes about 3,400 calorles of energy
per pound, It is an excellent source of vitamin i, It is

used in making Ghee, lry aillk fat and in other eatables,




102

It is packaged in sizes of 25 !l g. 570 grames, 250 grames,
190 grames, 20 grames and 10 grames. It confirms the 'Agnwark'
under the Agriculture Iroduce (Grading and Marketing) Act, 1937.

shee : It is a clarified butten-fat prepared by boiling
tutter or cream, The Ghee produced by Karmataka Milk Federation
confirms the 'Agmark' under the agriculture Produce (3rading
and Marketing) Aot, 1937. It is packaged in 500 srames, 15 Kg.
and loose GChee 13 also marketed., In the rreparation of most
o2 Indian foods Ghee nd butter is traditionally used, Henee,

vast opportunities for their marketins are their in India,

Infant Pood : It is a product obtained by drying milk
with the addition of carbo-hyderates, iron~-salts and vitamina,
Its moisture content is about 5 percent; milk fat ocontent is
about 18-28 percenty total carbo~hyderates not less than 35
percent; milk protiens about 20 percent; total ash 1is about
8.5 percent and vitamin i is about 15 i.u/g. It assures a

norunal growth and development of infants.

3rikhand : It is a milkeproduct prepared by sweetening
curd, The curd is suspended in a muslin bag until all the whey
has drained off, 3Jemi~dry mass is then whisked up with sumar,
scent and colour, To preserve and to make use for a longer
period srikheand is dried to make Srikhnnd-vari. It 48 a

delicicus sweet preferred mostly by north Indians.
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Peda : It is a confection prepared from khoa with

sugar, flavouring and nuts.

Chocolates ¢ It is made from wither skim milk powder
or whole milk powder, cocoa and sugar with permissible

flavouring agent,

Jagein : It 1s a milk constituent cortaining 80 percent
of the total protein presert in nilk. Commercially, it is
moat niterogenous conatituent that 1is, phosphé;protein.

Casein is used more for industrial purposes rather than its
ugse as food item., For example, in making lasein-iGlues, Paper-

Coating, plastics, textile etc,.

3tandardisation ané Greding ¢ The various milk products
produced by‘Karnataka Milk Pederation's product plant, Dharwad
are strictly standardised and graded as per the standards
laid down under Indian 3tandards Inatlitute and aa per other Acts.
These standards have been formulated by specially ccnstituted
gommittees having representitives of Federations, manufacturers,
consuners, governnent agencies, research scilentista and
techr0logist., The standard for kandini whole milk powder and
skim milk powder is 131 1165~ 1975 and I3: 1165~ 1975 respectively.
The Karnataka &ilk Federation's Ghee and Putter are being graded

under 'Agmark?,

3radinz of ‘hee and Butter : The gradi g of Ghee and
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Mtter under 'Agmark' is done as per the provisions of
"tgriculture Produce (Grading ard Marketing) Act. 1937; the
General Grading and Marking imles 1937; the Ghee Grading

and Marking Rules, 1938 and the lutter Grading and Marking
iules, 1941, The GChee and Butter to be zraded urnder *‘Agmark’
should ve pure, and prepared only from the milk of cows or
buffaloes. The table No. 4.1 on page 104 gives the grade,
colour, guality, chemical and physical characteristies of the
graded Ghee and Butter to which the Ghee and Futter produced by

Varvataka «1lk Federation's product plant, Dharwad confirms.

The Ghee and butter beirg blological products, their
composition is subject to variation dependirg on the type and
treed of the cattle, feed given to cattle and the climatio
conditions. 4s such in areas where the chemical characteristics
of Ghee nd Butter vary considerably from those prescribed
under the mles, resional specifications have besn prescrited.

In Varn:.taka state it i3 as under :
Table : 4.2 3 Composition of 3hae and Butter in Farnataka 3tate.

Ares or Butyro~refracto- Minimum Percentage of
Aegion meterbreading deichert %A as s0ilsture
. at 40" o, value aleic-naid
(max,) (max.)
Delgaum iistriot 40.0-44,0 26 3.0 0.5
Other areas 40.,0-43,0 24 3.0 0.5

Jource : jtandards of ghee-quality under Prevention of Food
Adulteration fules,
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The ghee and butter produced by Karnataka 'ilk Federation
confirms the specifications of 'Agmark' which indicates its
superior quality. A quality which stands for purity, pleasant
odour, agreeable taste and free from objectionadble flavour,

{n melting the shee becomes clear and transparent. Kandini
butter and ghee with distinct zolden-yellow colour indicates
th:2t the products ire made ocut of predominantly cow's nilk,
procured directly from milk producers through out Karnataka,

wvho themselves ars the owners of Karrataka Milk Federation,

Adulteration of Milk Producta ¢ From the leral point of
view, the purity of ailk products is determined by the standards,
if the percentare of fat and solids-not—-fat (3KF) in ¢11k or
its product falls below the prescribed minimum, it will ve
taken to be adulterated. The Prevention of Food idulteration
Act provides punishment for the sale of adulterated milk
products. aAn article of milk product is considered to Le

adulterated, if:

a) it is substituted wholly or in part by some cheap
substances

b) a chezper subatance is added to it,

c) some of its constituents have been abstracted,

d) it has becoe contaminated or injurious to health,

e) it is insect-infested or contains some putrid,

rotten decomposed sutatance,
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£) it contains poisonous ingredients injurious to
health,

g) it has addition of any preservative, colouring
matter, other than the prescribed one or in excess
of quantity prescribed,

h) the quslity or purity of the product falls below
the presoribed standard, and

1) its constituents are present in quantities whioh
are not within the prescoribed limits of variability.

The following admixtures in milk products isagain
prohitited

a) Cream which has not been prepared exclusively from
milk or which contains less than 25 percent of nmilk
fat,

b) Addition of artirficisl sweetner in the prepiration
of milk products,

o) Ghee to which vanaspati has been added, and

d) Ghee which contains any added matter not exclusivelyr

derived from milk fat.

Testing of Zoo0od amples : The central food laboratories
sre estatlished at four stations- Caloutta, Thaziabad, _ysore
and roona~ serving four different regiors for analyzing food and
milk gamples to certify their purity or otherwise. The objects
of Tentral Food lLaborutory include carrying ocut investigations
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for fixing standards and for standardising methods of testing
foods. The state governments have also notified their
latoratories where the same functions 6f the Central Food
lLaboratory are carried out. They have also notified public
analysts for testing samples and food inspectors for taking

sanples and prosecuting offenders under the Act,

sdulteration and Punishment : The Prevention of Food
adulteration Act, 1954, provides for a sentence of imprisonment
upte one year und a fine upto 8. 2,000 for the first offenoce
and sentence upto two and three years,and fines without any

upper limit for the second and subsequent offences.

Nugritive Value of Kilk Producks

Table lio. 4.3 on page 109 reveals the unparalleled
rutritive value of some of the milk products produced by the
product dairy, iharwad of Farnataka {ilk Pederation. For
healthy and ererzetic growth of a boedy of any age 2%, protein,
carbo-hyderates and minerals are essential., The hum:n body
uze3 fat, proteins and carbo~-hyderates interchanzexbly, as
such the shortage of one can be coapensated by the aurplus of
other, at is the only form in which the body storecs most
of its enerzy requirments. Among all types of fat, milk-fat
is wore easily digested and larger amounts of it can bve
absorbed without digestive disturb:nce. Ghee, Putter and

whole milk powder are rich in milk-fat,
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Table 3 4.3 : Averzze Jomposition and Nutrients in some of the
iiilk-products produced by Karnataka +ilk .‘ederation.

Nutrients Yhole Milk 3Skim ¥Milk Butter Ghee
Powder Powder (25 salt)

Fat . 27.0 1.4 81.1 29,5

rrotein ¢ 26.5 36.4 0.6 0.1

Carbo-

hyderates ¢ 38.4 51.8 0.4 -

Total '

to0lids 98.0 97.0 84.5 99.7

Calories ¢ 503 363 780 306

+sh ;f 6.10 7.70 2.50 0010

23 9 -

¢alciumn8 960 1294 20

Phospho=

rus;g 720 960 16 -

Jource : Dairy Information book "Dairy India" p, 194

*Ter 190 gram.

Iroteins are essential for a proper digestive-system
¢f a person., Lody-resistance to disease or delayed recovery
in case of 4llness is the result of defisiency irn proteins,
The recommended intake of protein i3 about 0.2 gram per kilo
rran of tody weight. NMilkepowder and butter are rich in
protein., Lactose or milk-sumar is the main Carto-hyderate

found in milk, HMuch lactose is used as a constituent of infent
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foods and medicinal products. TFhysicians prescribe lactose
for the modification of cow's milk for infant feeding, in order
to bring 1tg composition closer to that of mother's milk,
Galaotose, which is present in lactose, is needed in the

early stigzes of formation of brain therefors, milk-suzar
rather than other sugars is added to the infant's dlet.>
Phermaceutical industries, Confectioners and bakers use,
lactose in one or the other way in the manufacture of their

outputs,

{iinerals, like ’alcium, FPhosvhorus etc, is helpful in
the formatiorn of teeth, tones, skeleton and mscles, A
siﬁeahle allowance of calcium and phosphorms i3 essential in
the dnily diet of a person. The recommended daily allowances
of minerals is from 0,4 grans per day for a child to 0.8 grams
per 41y for an adult, Iuring pregnancy and lactation of an

wonan a gtill more is needed,

Thus, the manufacture of such richeinenutrition milk-
products in an organised way helps to build the health of
citizens and ultimately the wealth of nations,

In developing marketing strategy for individual products
the managenent has to confront the issue of brai.ding.

Lranding ndds value to products and is therefore a: intrinsic
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agpect of product atrategy. The term '‘brand' has been defined
| as "a name, term, symbol, or design or a combination of then
which 18 intended to identify the goods or services of one
seller or group of sellers and to differentiate them fronm

those of competitors."s

"Brand name is that part of a brand
which can be vocalized- the uttorable".7 The term 'irade mark'
has been defined as "a brand which is given leg.l protection

vecause under the law it has teen appropriated by one soller".a

Thus, a brand is nothinsg btut a name or term or desiam
or A nix of all these. The main purpose gserved by branding is
the identification of products produced by one firm: and the
dififerentiation of thomse products from the pro¢ucts produced
ty competitors. “‘hose brands which are ziven leg:l protection
g0 as to Le used exocluslvely by a particular firm, and which
ganrnot te used by any other firm is known as Trace mark, It
is striotly a legal term. In this way, all trade marks are
brands but all brands are not trade marks, as all the btrands
are rot legally protected. PFurther, the term trand name is
that part of the brand which is uttsrable.

'Nandini' is the brard used by Karnataka 11k Federation
to nane its products and to identify them from the milk

products of other make.

trand Testing : An effective brand is one which
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necesasarily pass the following tests:g

Assoclation tests 3 What images come to mind 7
Learning tests : How easily 18 the name pronounced %
Yemory tests : How well 1as the name remembered ?

Treference tests : Which namea are preferred 7

Let us see whether the brand ‘liandini' preferred bty
Farnataka ¥1lk Federation for its products passes the above

nentioned tests.

Cn hearins or looking to the brand ‘'Nandini', the Cow-
i andini of sage Vasishtha is reminded. As per Kalidasa of
nzhuvamnsga, Handini is the Cow=daughter of cow=-Jurabhi. It is
having such a super power that any desire can be fulfilled

throush its service., The story runs 1like

*¥ingz Lilipa of 3uryavamsa was the moagt officient and
virtuous ruler. He waa bestowed with a lar-e kingdom.
Zach person was happy in his kingdom. <ealth and
welfare was flowing throuzhout the len~sth and width

of kingdom. mut, personally king Lilipa was not harpy
for no issues were there to him to continue his dynasty.
This barrenness of great king was known to all and as
such, irn the naidat of wealth, welfare, ple:sure and

prosperity a sense of wanting was felt in the kingdon.

Lookings to this sad affair of the most idenl king,
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the family~priest, sage Vasishtha adviced him to serve
'Nandini' the cow=daughter of Kamadhenu. Following

the advice, king Dilipa handed over the kingdom to his
ninisters and went to Vasishtha's hermitage along with
wife Sudakshina to serve Nandini. He started serving
Handini in a most disciplined way. He regularly
acgompanies her every morming, after she was worshipped,
. to the forest and back again to the hermitage in. the
evening when she returned from the pasturage. Twenty
one days thus pass away. On the 22nd day, the cow,
wishing to test the devotion of her follower, enters a
cave of the Himalayas, overgrown with grass, for
grazing. As the King's eyes are riveted on the mourtain
scenery, she creates an illusory lion pouncirg upon her.
The king's attertion is suddenly called back by Nandini's
erys and what does he see ? The cow in the grip of a
formidatle lion, imploringly looking at him, Instarly
’tho King's hand passes to the arrow-case, but just as
he seizes an arrow his hard remains fixed there. To
add to the wonder of the already bewildered King, the
lion speaks in human voice telling him that he wvas a
gervant of 3iva, posted there to guird the tress, with
orders not to leave the place, but to live on whatever
oame within his reach, and claims the cow as his

rightful prey. The King finds himself in a fix; it was
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his primary duty to save the cow at any ocost., +hat
was he to do ? He could not shoot an arrows but he
could offer himself up in lieu of the cow, as they had
both entered the ocave togetherp for 3iva's order to the
lion was that he should eat whatever came within his

- Eraspe This the magnanimous King does, After a.long
conversation with the lion he succeeds in prevailing
upon the latyer to eat him up and let go the cow. The
King thus atands the test; the illusion vanishes and
instead of the terribdle leap of the lion there falls
on the King a shower of flowers. The well-pleased cow
confers on the Kins the wished-for blessing, nnd they
return home, In a short time the Jeen 3judakahina

shows signs of pregnancy“.10

Thus, Nandini fulfilled the long cherished desire of
king 1v4lipe. This want satisfying image is rellected in the
minds of people as soon as the brand of rarnataka iilk
Federatiorn’e producta Nandini 4is heared or seen. The term
Randini is easy to pronounce as it is simple and common to
all, It is mcre easy to memorise., Again it canucot te forgotton’
as it is associated with age~-o0ld mythology. The term lLandini
is also praferred for milk and milk products. Zecause, by
marketing ita prcducts under Nandiri brand, the Zarmataka H{ilk
federation intends to exhilit that "it is not iarnataka iilk
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Pederationts milk but "it is liandini's milk and milke-products

are nadoc from the same milk®,

family versus individual btrand : The ter:a Tamily
branding is one in which a firm uses single brand to market all
its produots., Irrespective of naturs, features and snitability
of products a single brand is being used. On the cther hand,
individual branding is one in which each product is marketed
vith different brand, The number of brands used by a single

| Zirm deperds upon the number of producta it producs.

Out of these two systems, Karmataka Milk Federation has
choosen family brand syastem. The same single brand 'Nandini'
is used to market all) of its milk products. The poliocy ot‘
family lranding i3 preferred on the assumption that such
practice leads to a oconneotion in the minds of consumers,
vhich generalise consumer preferences to all products under a
single brand, A brand name linkage acts as a medium through
which consumers spread preferences and loyalties in favour

of family btranded products.

It i3 worth to mention here that Karnataka.ﬁilk
Federation i3 strictly adhering to market its products with
its owm brand and under no circumstinces the dealers are
- allowed to use their personnel brand, The basic idea i3 to
gontrol market. That is, sales promotion activities |
undert«ker. throuzh out Karmataka creates brand praferencs

among oonsumers. This btrand preference by consumers force
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the retailera to keep ir ready stook the lMandini milir produsta,

Xamataka Milk Federation is gairing the following
advantaces by following family-brand gystem

As the same single brand is appearing on several quality
products, it enhances the general image of brand-handini and

of the orzanisation,

As 111 the products produced by Karmataka “ilk
Federation are proceased from same input-milk, tho'mirketing

of all products under sincle brand-Nandiri is more suitabdle,

To introduce a new product, the fanily tranding system
is more econonmical: “irstly, the favourzble itrand image hela by
the existing users o¢f Nandini products influence them teo accept
new products under sane brand more readily thin if the new
products vere introduced urnder seperate independent brand.
Secondly, the amount to te spent upon introductory advertisment
to creste demand for new products will be comparitively leas
zg the loyal customers extend the same patronaze of existing

produgta.towards nevw products to be marksted under kandini trand..

The famil: branding ia also beneficial to cornsumers of
handini products. That is, this system puts a great burden
upon namuucturersa to maintain consistent quality amorz all
procducis, as a sli:gle product of sub=quality will reflect
unfavourably and disastrously on .11 other products, Hence,

quality produots are delivered to consumers,
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fagkaging

It is rizhtly opined that rapid urbtanisation will
corntinue in our country. Cur existing cities will h-ve more or
less doubled their population by the turn of this century and
nearby villages will te turning as sub-urbts thus, opening more
opporturiities for improved marketing,

The marketinz agencles dealirng food items have to
consider not only the doudbling of our consumers btut more atreas
is to te <iven upon distribution system. OCne aprroach towards
a nore rational disfribution 3ystem involves the use of better
control over packing and packaging techniques to prolong the
shelf life of milk products. The time 4is fast aprroaching for
our dairy industry to venture i: to the future so as to te able
to trans’om itself in conjuction with cther phenomena in our
gociety. The pgradual increase in the standard of living of
our peorle 1s forcirg them to afford more nutritious products
in more and more convenient packages. The larce families are
no nore in existence to place bulk-orders, "Iimited family,
linited purchasesa™ or "convenlient families, concenient purchases
in convenient packa~ea" is the order of present day. To
attract this larse number of small buying unitas the products
ares to be placed Ain attractive and corvenient package. It

1= Yere that the pnroduct development and packaze design has to
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cater to this new shapping hatits and to new putterms

of consumption,

Yackazing and labelling : The term 'packaginé' has taeen
defined as "the activities of designing and producin: the
. container or wraprer for a product. The container cr wrapper

is called the paokago".11

There are two levels of packages
adopted by Karnataka Milk Federation, that is the primary
package and the shipping packige. The primary pickage is the

1mquiato paockage of milk products— the bottle or sachet

R ] UMD

- holdingz the Kandini Ghee, futter or lowder. The shipping
package refers to packagzing necessary for astorage, identification
and transportation- a corrugatsd box carryinz two dozen bottles

of 500 grams @ andini Chee i3 a shippin~s package,

Yacksge types : Xarn:.taka 1'1lk Pederaticn's product
plant, Jharwad is using g1 :s3 bottles, sachets, eartons, tins
and bags as contairer-materials to package its milk products.
The table .0, 4.4 on paze 119 gives the type of mteriale

uged as packages for its various products in various asizes.

Iifferent materials used by Karnataka xilk Pederatiou
for packaging its products with attractive printing of
specificitions on them is helpful in differentiating its
products from those of its competitors, Thua, aprt from the
protection of nuality, the differertiation of procucts is the
major role performed by the packaging aysten.
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Table : 4.4 3 iaterials used in packaging,.

Milk products 3ize Materials used for packaging
Nandini Ghee + Kg. Glass~bottle, sachets
handini Ghee 15 kg, tin
handini Butter ¥+ kg tin
handini butter 250 oms, sachets ond cartons
Nandini utter 100 ma. sachets
- Mandirni rutter
chiplets 20 gma. sachet
handini Butter
chiplets 10 gms. sachet
Fandini Skim Milk
Powder 4 £ carton
Randini Skim Milk
Powcer 25 Kg. bags
Nandiri vhole iilk
iowder ¥ Kgo tin
fandini vhole [i1lk
Powder 25 Kg. bags

Source 3 MYMonthly prosress reports éf Kamataka 1ilk federation
March-June 1986,
The zlass-bottles are being used as a container for
500 grams of landini Ghee, Those customers who‘think that
quality ard freshness will be maintained through out the laast
spoon of ihee if it is retained in the sane bottle and also
those who find it uneasy to change the container 1fter taking
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the hee to their homes, do not bother to pay two=to-three
rupees more for Ghee ocontained in glass-bottle. However,

glass-bottles are not economical from the following points:

a) the cost of manufacturing a bottle is more than the
cost of other type of containers,

t) as the bottles are more welzhty and fragile, the
cost of transportatibn is also more,

¢) statutory specifications describinr~ product is to

h te given on each packare. A3 printing is difficult
on glass material, a sepernte latel is to he nffixed
thus, additional charges for printirz labsls is to

ba incurred,

jachets are used as containers for both Ghee :3 well
as butter. uhee of 500 grams is packaged in sachets. As a
prinary package material for butter in the sizes of 500 grams,
250 gramsg, 120 grams, 20 grams and 10 grams sachets are used
along with cartons as secondary packages. 4s cost of sachets
is relatively lowers not so welzhty and statutory specificitions
about the product can 2130 be printed without the need of
seperate labela, hence they are more economical. Thoage
thrifty-natured customers who are congscious to 3ave twoeto-three
rupees ofi + kge. of thee and those who are ready to take troudle
0of changir.z the container after taking the sachet tc thelr

house preifer to purchase shee in sachets.
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Tin-containers are used as packages of all the three
items of Karnataka :iilk Federation that is, for Ghee, Mutter
and for wWhole .i1lk Powder. As tin containers are costlier
nakin~t the final price un-competitive, it is used only to
attraoct an higher inocome segment of the ocustomers who do not

bother to pay more for a more protective container.

Cartons are used as a second container for 500 grams of
skinm milk powder, 250 grams of tutter and for mtten-chiplets.
The skin milk powder, butter and tutten-chiplets are wrapped
first in sachets and than these sachets are placed in cartons.
The handy and attractive carton is being developed by Yarnataka
Milk Federation to pack and differentiaste its skim miik powder
from those of the competitors. No carton of other make is so
systematically handy. It can be carried as bags even by small
children accompanying their mothers while shopping. This handy
nature of carton help in influencing purchases even by those
versons whe come to market without bags or baskets and who got
reninded the need of skim milk powder at the point of purchase.

Bags are used in cagse 0f tulk-packing of milk powder.
The skim and whole milk powder quantifying 25Fgs is being
pecked in bags. The bulk~buying custonmers like hospitals,
schools, government hoastels, etc., whose needs axe more find it
economical to purchase in bulk quantities. And it is for such
bulk-buying customers that the bags of 25 Kges is more suitable.
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Labeling : The term 'labeling' has besn defined "as
a part of packaging and consists of printed information

appearing on or with the package that descrite the produot”.’z

The specifications desoribing the details of product,

the methods of use eto.,, printed either on package itself or

on a separate pmper and affixed the same to package 4is known

as label. The Karnataka ilk Federation is affixing = geparate
label only in case of Ghee~bottles and for all other containers,
the aspecifications are printed on containers only. Hence, no
need of affixing a separate label. In other words, the
contairers are performing the additional role of labels.

Jtatutory FProvisions : In India, the packagingz and
labelinz of milk products 1s governed as per the provisions
laild down in wvarious acts includings the Preventior of Food
Adulteration Act (FFA) 1954, the 3tandards of Welpghts ard
Megaures .ct, 1976 and the 3tandards of Weights and Measures

(paock \zed commodities) Rules, 1977.

irovisiocns to prevent misbranding of food irticles :

" backazing is closely related to lateling and trandin: of
procucta, for the labtel appears on the package nd the brand

is typic .illy on the label. The Irevention of Pood Adulteration
ict provides punishment for the marketing of misbranded milk
products. an article of milk product is taken to be misw
branded,if 3
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a) 1t is not labelled in accordance with the requirments
of Prevention of Food Adulteration Act and/or any
other concerning Rules, prevailing in India,

b) it has been labelled to make it appear as a product
of another manufacturer,

c) 1t is falgsely stated to be the product of another
place or country, or

d) any other artificial colouring, flavourirg or
chenical preservative is added without a declaratory

label to that effect.

The Frevention of Food Adulteration iact 1954, the
Standards of weights and Measures ict 1976, the 3jtandards of
Weizhts and Measures (packaged commodities) les 1877 detail
out the form and contents of the labels for packanses containing
milk products. This assures the purchager,of the correct

description of the products contained therein,

As per the regulations of these Acta/imles, it is
necessary to declare on each package the name and acdress
of the manufacturer, the net quantity containea therein,
month and year of manufacture, ingredients used, method of
use, sale price of the package etc,, As far as poasible,
this information should appear on the priroinal diaplay
panel and shall be parallel to the base on which the
package rests.

GARR. BALASAH AT
IINMUIUN“E&&%AEE%&&EE!&E‘
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The abcve Acts/Rules provides for a sentence of
imprisorment upto one year and a fine upto 3s. 2,000, for the
first offence and sentence upto two or three years and fines
without any upper limit for the second and subsequent offences.
Jometimes, in cases of offences committed for the firat time,
an undertaking i3 taken from the concerned cffenders, at the
department level itself, to the effect that the puirtiocular
offence has been committed for the firat time and care shall be

taken to prevert future recurrence.

significance of iackaging : In recent times prckazirg
L.is become a potent marketing tool, 4Well desizred p.ckages
c=n create convenlience value ‘for consumers and pronotional
vzlue for the producers. The factors contributin~ the growth

of packaglig as a mariketing tool are 3

fratly, an utilitarian and marketing reason lor
packaging a milk product is to protect it on its route from
Kamataka 11k federation's product plant, Lharwad to the
£inal consumer. Iiioreever, harnataka :ilk Jederation is making
an alround effort to protect the products throusgh out their
life wifﬂ the consumers. That is through cortaine;é like
&lass-bottle, tin, carton etc, the quality of product is
protected till the last spoon of their use by cor.umers.
Jfurther, compared with bulk items, packaged goods ger erally

are more conveniert, cleaner, and less susceptible to losses
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Irom evaporation, aspilling and spoilage.

Secordly, an increasinz number of milk products are
s80ld on a self-gervice basis in large retail stores like
super narkets and Janata Bazars. The packaging system now
is performing many of thé sales taskas; it is attraocting the
attention, cescribing the product's features, infusing the
consumer confidence and in overall making a favourable

inmpression.

Thirdly, the consumer affluence is rising, That is,
the present day urban consumers of milk products arc willing
to pay a little more for the convenience, apneararce,

¢ependability and prestize of better packages.

Fourthly, a package is the most significanrt way to
differentiate the products of one make from anotler, Juperior
package gives the idea of superior quality of the product
contained therein, The nost attractive tottles, cartons ete,
of Karnataka i1k Feceration are contributing to instant
consumer recognition of the Karnat-ka !{ilk Federation, its

brind and finally its qu:lity products.

#inally, in a company's distribution syzten, its
dealers and retaillers recognise that effective protective
and promotion features in a package oan cut their costs and
increase sales. At the point of purchase the Earmntaka Milk

'eceration's packaging 1s serving as a silent sales peraon
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and its re-~usable bottles and tins are further making effective
eales appeal.

Thus, it can be saild that Karnataka Milk Federation's
package strategy is performing two major functions- ocontainment
and promotion, lontainment is essential to efficiency in
physical distribution, while the promotion=1 aspects of
packazl 7 operate to influence demwnd., FProblems of containment
tend to bte techniocal and reasonably otjective, such as,
renuirements as to strength, size and resistance toc moisture
and other chemical elements., Iiromotional requirments concern
such things, as the ability of package to arrest attention,
its comparison with competins packages, its adoptability to
rdvertigirs and point-.of-sale promotion, its reflection on

product quality and so on.
4.2  The Flace Strategy_:

The place strategy is concerned with makin-~ products
wailatle to potential customers. It involves the sclection
of paths or channels through the maze of marketing aiddlemen
that composes the distribution structure. In this first
phase of place strategy, the producers attempts tc icentify
thoss channels of distribution that will moat effectively
reach the markets he wishes to serve. Le then tries to gain

the support of those middlemen in the desired chanrel, so
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that they will take on the product-line and move it to market.

Another place strategy decision area deals with the
number of middlemen to be used at each level in the chanrel.
Here, the producer must weigh the benefits of intensive
coveraze of the market gained by using large number of middlemen
versus the benefits derived from using fewer middlemen each of

whom can give the products more concentrated promotional support.

finally, decisiona have to be nade as to how the products
are to be distributed physically, once the channel or ownership
paths have been decided, A level of customer service muast bve
specified, which is consistent with the over all marketing
strategy. Then, different physical distribution systems can te
analyzed to find the one that meets the required service level.
Hence, the following two sub-variables may be said to conatitute
the place strategy:

a) the channels of diastridbution, and
b) the physical distribution.

The Channels of Listribution : A channel of distribution
has been defined as "the route taken by the title to product,
from the place of manufacture to the place of final consumption
or usa"‘13 The physical movement of goods from producer to
final consumer viz., various middlemen and agzencies docea rot

constitute channel., On the other hand, it is the movement of
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ownership from first and original owner of the product to the
last and final ownor, that is the final consumer. In between,
the ownership of products may change various hands. Murther,
the chan el comes to end at & point where the shape of the
product changes. In case of milk products produced by parnataka
Milk Federation's product plant, Lharwad the channel starts not
from the houses of milk producers but from the product plant,
Dharwad where the liquid milk is processed into products like
Ghee, Butter and Fowder. In contrast to the produoct plant,
Dharwad of Karnatska Milk Pederation, which provide products
with form utility, the middlemen in the chanrel create time,
place and possessionAutilities. It 13 not enoush that products
capable of satisfying human need exist. In fact, they do not
gerve any purpose unless consumers are able to obtain those
products when and where they need, Hence, it is the sum total
of chanr.el members who bring the milk products to corsumers

and it is throuzh whom, the Earnatake liilk Federation has to

work in marketing its producta.

Under the channel sub-variatle, the marketing manager
has to decide upon the aspects like, the type and rumber cf
niddlemen to be used in the channel; their remuneration in the
form of salaries, commission, proifits etc; the proper loccation
of outlets; the maintainance of positive relation witkh the
channel membters, eto,. In other words, a proper narketing

policy is to be developed. Lecause, the type and number of
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niddlemen, thelr location, stc., depends upon the marketing
policy. The firm has to decide upon whether to penetrate or
not to psnetrate the market. The market penetrution, again
depends upon the Ffederation's poliocy, the nature of zilk
products, the attitudes of buyers toward products, the market
competition, etoc,, The Ghee and Tutter of Kamataka !i1lk
Federation are coming under consumer food items, conguned
reqularly along with other eatadbles or are used in cookingy
and the milk powder is the btasic staple item with multi uses.
The higher class consumers take these products as essential
requirnents in their diets, but where as, the lower-class
treat Ghee and Iutter as speclality product using only during
festives and for special cooking purposes. The urban middle-
claas use the milk-powder regularly, as in urban areas liquid
milk will be availabdble only during partiocular hours., Hence,
Karnataka Milk Pederation's policy at present, is to have a
fairly limited number of outlsts but, as it will te cleared
from the number and type of chinnels the federation is using
or rlanning to follow,in the long run, the policy of
penetrating market. To implement this policy, it is using
both the direct and indirect channels of distribution,

The Direct channels are

a) 3ale at factory's sales counter,
b) 3ale through Pederation's atalls, and
o) Jale through Pederation's selling-agents.
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The Indirect Channels are

) KeiiePomemmenVo(oiioPo3smm——wonsuner

B) KellePeommnDoCoMoPoUsmmmeV,Coiiel o JomemmJOnsumer

C) Kolie Pomemme.. o By Ao igmmmeOngumer

d) K M, Pommemml i SeAeLomemeniihi0]1883) 6 Twee i8t81 1 wwaCon suner

@) KeilePommmmml o g fbouis Aetuilere—w0: guner

£) KoMy ommw=itholesal @tewwe i6till otem—=Jonzuner

g) KM Pemmm=Rotallen-—-a’onsuner,

(Where E.:i. . astancs for Karnataka Joworerative Milk Froducer's
’gderation, product plant, Dharwad; V.C.M.P.3., for Villaxe
Somcnerative Filk Iroducer's Josisty; U.C.x.F.U, for District
Jo-operative i11lk Froducer's Union and ! .8.A.s. for None

sxolusive ipproved Dealer.)

As market peretration involves, sale of milk products
2t every convenia t point (oonvenient from the point of
corsumer) in convenient sizes of reasonable prices, the
Yarnataka Milk Federation is using the maximum number of
seles-outlets with both. direot and indirect- chanrels in
action, The indirect channels include sale through

asowoperative soclieties alaso,

Lireot ‘hannel 3 It is a chan el used to rarket
milkeproducts directly from Karmmatska Milk Pederation to
final corsumers. Through this method the ultimate consumer
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or user is ensured that there is no middlemen's gshare in

the final price, iurther, as the middloéen are totally
eliminated there is no question of adulteration of milke
products, hence purity is guaranteed, Particularly, in ocase
of Ghee and Futter, the consumers will be reluctant to
purchase £rom the retaller 4if they ecerse that the latter

is shrewd. enough to dupe the consumers. If the retailers
uye known for adulteration of even other products, then

also consumers heaitate to purchase from them. A4iz2ain, the
uonsumers}will u0t 8it quite just by avoiding purchases from
guch retailers but they go on spreading the news to other
oonsuimers. %his acts as a multiplier in the loss of ocustonmers.
Farther, when s final consumer gets an adulterated product,
there are chances of apoilage of brand image. Hence, to be
on safer slde and to satisfy the purity-conscious oonsumers,
Kamataka Milk Federation has retained direct channel in its
distribution aystem, Lirect sale is helpful in cetting the
market knowledge, The direct sale methods adopted by
Rarnataka milk federation are

3ale at Factory's sale Counter : As the plant is
located by the side of Naticrnal Migh way irn the industrial
area of Lharvad city, it is convenient tc the field workers,
employess of neighbouring factories and to the passers-by

to purchase Ghee, Iutter or [iilk powder directly from the
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sales-counter of karnataka 4ilk Pederation, product plant,
Iharwad. The sales counter is kept open from morning t1ll
eveninz, The travellers by sar, luxury buses or even trucks
stop their vehiocles and make the purchasea. It is convenient
for the residents of Lharwad and nearby villases to have
either a morming or evening walk and purchase the fresh

products~ Ghes or other preduota,

sale throuzh Karnataka jillk Federation's sta}ls : Por
the convenience of consumers, the Kamataka Milk ‘ederation
is having plans to open its own retail stalls at iuportant
locations in urban areas., For example near Hus-atations,
railway stations or near thoase places where a8 large-nass
usually gathers. In attractive sale-stall with suitable
displays at vag&ggs places in urban areas serve nany purposes.
firstly, direct sale without middlemen is possible, 3eocondly,
it is possilble to Eggl the pulge of the market., And thirdly,
it is possible t&fcreate employment opportunities,

3ale through bkilk selling agents : In urban areas,
for the convenience of liquid milk consumers, the lLarnataka
}¥ilk Federation is selling its li-uid milk throush ita milk-
tooths opened near various localities. Such milk-booths are
veing operated by its owrn ailk selling agenta. learness to

conpumer’s houses 4is the major benefit of such lootha. RNow,
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KEarnataka Milk Federation is using thease btooths, for the
distribution of milk products also., (nly thing the consumer
hag to do is, while getting milk he has to order for needed
milk product ind in the evening or by next morming he will
be collecting his packet or bottle of Ghee, Butter or Powder.
Altermnatively, if the wilk-sslling-agont is inforced about
their monthly requirments of each proauct, then trouble-fres
daelivery c¢an te given at the booths. Thoss urban consumers
vho do not find time to visit market and those who are having
confidence in the quality and price- reasonableness of the
Karnataka.Milk Federation's products, follow this method.

3ale throuch Comoperative Jocieties 1 4s Karnataka
1111k Pederation is organised on J=tier structured basis, its
narketir~ department is making full use of these village
™ilk producer's Jo-operative joocieties and the District
Sowoperative unions. The channels used to sell milk products

through co-operative societies are

Kille PommmwaV,04iiePe Jomwmm="onsuner 3 Under this channel,
the milk products will be first sold by Federation to milk
producer's co-operative societies organised at villsge level.
These socleties, in turn will be selling to itm memberm as

vell as general consumers.

Ko;’i. i“.““'D. .3.;"..P.U.-——-V.J.?~E.P. 3.——-—-"501’!3‘\13161“ $ Under
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this channel the nmilk products first flow from Karnataka
M4lk Federation to Listrict milk producer's unior, from
uniona to village milk producer's co~operativea and from

there in the hands of final consumers,

In this way, the co=cperative movement ies utilised
by I arnataka Milk Federation rot only fer collection cf milk
but alsc for marketing of ifs producte. As most of the
villase milk producer's co~operatives are orerzting at village
level, the village consumers are freed from the consumption
of adulterated Ghee or Tutter, the kind of which is usually
made available at village vweekly markets. Further, the
quality Ghee and DButter prepared in most hygenic conditions
is made available through this channel to village consumers,
who earlier use to purchase the Lesi~Ghee or Butter prepared

in most un~hygenic conditions,

Sale through Commercial Chanrel : Apart from selling
ite products through direct channel and through co-operative
aocletiea, Farnatakn Milk Federation ias using effectively the
ugual commercial channel, Within the targcet market 2 policy
regembling selective distribution is being followed by
appointing MNon-Exelusive Approved Dealers. In fact, these
dealers are appointed and authorised to undertake the marketing
notivities for and on behalf of Earmataka 44lk Federation.

The approved dealers in their respective territories undertake
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the further distribution through the required type and

" nrumber of outlets, They are free to choose agd appoint

any number of wholesaler or sub-agents and retailers within
their territory. The middlemen who agroohfor the terms and
condition and who oxhibit the agraenent are honoured with

the lon-3xclusive approved dealership,

#ollowing are the terms tc be agreed in between
Karnataka Milk Federation and the distributing agency, bvefore
the latter is recognised as the 'Non—ixclusive Approved
Doalor’:‘4

t. EMF hereby appoints M/8 ceveceecsccso-saceasoncas
313 the hon-3xolusive Approved dealer for the sale nnd/or
supply and/or marketing/distribution of KiF's milk products
and the ‘'Approved Dealer' hereby mcocepts this appointment and
agrees to abide by the terms and conditions of this :greement.

Inastead of excluasive dealership, ! on-Exclusive Aprroved
dealership is followed by K.i.?., This empowers the K.M.F.
to increase the number of dealership if the territory
originally allotted is felt larger or if the market grows
tremendously in due course of time due to population explosion

or industrial development, eto,.

2. The approved dealer 3hall display 1 name boarc with
the following details, or with such other details as the kMPF
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oy prescerite from time to time e

The Karnataka Co-operative .ilk YFroducers'’
Federation iimited.

Approved LO2lOreccnccosssnnssncenes

This erhances the goodwill of approved dealer as the
rame of K.M.F, and its brand ig associated with his trade.
(ther traders in concerned territory will turm to their
respective dealers for their requirements in milk products.
F.emvele i3 also doubly benefitted by display of auch name~lLoard.
Yirstly, the upproved dealer will not change the brand and
gecondly, other corpetitive manufaoturers will not approach

the same dealer for marketing  their produocts.

3'.mtl.'ho KiiP hereby appoint M/8 ...ecev.ceceeces S AP vad
Cealer ..cecccvssnese 1n'the ceessceccesce BtatO 4000 0nnn.
(hereafter referred to as the TERAITORY) whkich territory
ahaii;wzzwtha discretion cf EKdP, be liabi;nforbo cancelled or
curtelled, or in any manner varied for which the Approved
isaler shall have absolutely no objection. 5L.F ahall intimate
the 'Approved lealer' in writing any such cancellation or

variaticfi in the said territory. o

Through this term XK.M.F reserves the right to curtail or
change the territory originally assigned to approved dealers.
Previcusly, it was following the polioy of allotting the whole
district as a single territory. But now it has changed . _
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its policy. Territories a2re now being divided irto rurml

an¢ urtan centres of the districts. For exanple, in Lharwad
district, for Hubli-lharwad corporation area one dealership
is a3signed ard for rural area another. In Bijapur district,
for ijapur and Bagalkot one dealership is assigned and for
remaining markets another dealership is extended. Similar
is the case with other districts. ﬁence, throush this riosht
K MoFs varies the territory orisinally assigned to 2
particular dealer if his abilities or capacities do not match

with the requirments ¢f the whole market,

4, The KNP shall pay to the approved desler such
commission on the vilue of its milk producta sold by the
Approved dealer ag may bve fixed by the YMF from time to time.

5 This agreement shall be in rforce for o:e year from
esssssvesceas $O sevsvesscecses Ut Kisy, may at their sole
deascretion, terminate this agreemnent £f the 'Approved Lealer'
infrinces any of the terms and oonditions of this a~reenent
or for any other reaso: s, including unsatisfactory performance
without ziving any notice whatsoever, The Approved lLealer
nay terminate agreement by giving one month's clear notice

to FH¥P 4in writing of his intention to terminite the Azreement.

Through this term, toth~ the i..M.F. and the approved

deitler~ i3 free to terminate thelr comercial relations*ip.
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EeifaFe will termirnate the agrsement without ziving any notice,
if the approved dealer i1s found inefficient. On the other
hand, if the approved dealer wantas to terninate the contract
than he can do s0 but by givirg a notice of one month in
advarce. Thias rerioé of one month helps Y. M,.F. to [4rd

nother deiler and sarve the market without major disturbarce.

6., This agreement, or any other beinaefits thereu:der,

shll not, without the consent in writing of K:.?, as asalgralle,

This term tinds both the parties to have the igreement
in writing and not in oral, If any particular dealer is
illiterate then he has to take the help of his Attorney and
after fully understanding the ins and outs he has to sign the
agreement bond. The agreemnent in writing help in the easy
settlement of future disputes, if arises,

7. The apnroved dealershall not during the terms of
this agreement, take dealership/azency/distritution or marketing
of =ilk products from any other persou or firm or establishment

or organisation or company.

Through this term, K.M.F. secures the full attention
of approved dealers in pushing its own milk products in the
market. Ffurther, such terms help in increasing the total sales

and the market share.

8., If KMF providea any equipnent or facilities to the
approved dealer, the approved dealer shall then pay to KMF the

HM. BALASAHEB KHARBEKAR LIBRARY

IVAJI UNIVERSITY KOLHamryy,
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monthly rent fixed by KiF on the first day of the month

1h advance. The KMFP reserves the rizht to vary the rent

at its sole discretion by givins to the approved dealer one
nonth's notice in writing of such intended variation in
rent and the rent soc raised shall be bdbinding on the approved
dealer.

9, The approved dealér shall extend all reasonable
facilities to the 1nap§ction ataff of kMF or its authorised
representative/agents at all times for checking and testing
the milk products kept in the premises of the aprroved dealer
and 2lso for checking the account books, and other relevant

records maintained by the ‘'Approved _ealer'.

This term act as a1 check for adulteration and other
mal-practices by anproved dealers. The surprise vieits of
KJi.7. sta’f prohibits the dealer from resorting to such
mal~practices.

10. The approved dealer shall abide by the provisions
of the statutory laws and rules framed thereunder governing
the asale of milk products and shall obtain a licence, if
any, from the competent authority for such sale.

11, The avrnroved dealer shall comply with all the
instructiors concerning sale of milk products that may te

issued by L.:F from time to time.
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12. The ipproved Lealer shall at the time of taking
delivery, check the tottles, crates, sachets, tins, ocartons,
cang etc, once the approved dealer takes delivery of these

Zoods,

This term 3afesuards K./i.”. from the neglirsent and
careless delivery-receiving-staff of the approved desler,
The approved dealer vwill also Ve alert and cautious at the
time of taking delivery.

13. The Approved Dealer shall collect the local sales
tax and pxy it to the tate Government under proof of navment
to 11F. They should get themselves re-istersd under the
local szlea tax z2¢t and juote these numbers for corresvondence

with LIiiF,

The 3ales-Tax kvagion is mace lmpossille ty the
inclusion of this term which is appreciated by both the pudblic
and the state.

14. The Approved Dealer shall pay om tehal?f of the KiF
211 Cetrol termiral and other local taxes, impositiorns, and
obtair reinmbursements thereafter (except sales taz) duly

producine proof of such payment.
This term act as a dealer incei:tive,

15. The approved Lealer shall also maiirtain in and
arourd the shop such standards of hygiene and cleanliness is
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may be prescriied by the Corporation or Muroipal or local
authorities from time to time.

This term enhances the overall image of the dealer
in narket and help in attracting the customers towards his
shop.

16, The M® will not accept return of milk produocts
supplied to the Approved Dealer. The apvproved dealer, shall,
therefore indent only such gquantity of milk products as he

is capatle of selling,

This term creates alertness on the part of dealer to
arasp the market trend and to keep constant touch with the
chan+~es in demand, Ffor, a slizht miatake to eatimate demand
may result in either dumpirg of the product and bleocking up
of cavital or loss of sale and resulting profit for under
eatimation of demand,

17. The KHF may, at ita discretion reduce the nquantity
t0o be sunplied against the indents of the aprroved dealer.

This term prevents E.:.?. from reimbursing the possible
profits to aﬁﬁ;oved dealer in case he has ordered for large
quantities ané‘R.A.E. is unable to supply the same due to
ressons whatsoever it mey be, Por example, duriig festives
heavy demand will be thelr for Ghee and Lutter. i3 guch each

dealer may order for larier quantities, and if il.il.”s i3 unable
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to supply the products in needed quantities then the approved

dealer cannot claim the loss of possible comnmission.

18, The Approved Dealer shall deposit in cash a sum
Of 8¢ sesccesce (RUPBOB .eecveesesees) 28 security deposit.
The 3eourity ieposit may be forfeited, if the dealer violates
any of the terams und couditions of this agrseaent and the

seourity deposit ghall not carry any irterest.

The acceptance of gecurity deposit encourazes orly gsound
£irms to strive for getting dealership. The other side of this
term i3 that it provides, though to a 1imifed extent, financial

gsurport rrom approved dealers to K...r.

19. The K..F shall have the first charge on nll goods
of the ipproved lealer for the unpaid dues payable to the KMF.

For the recovery of the amount due from apvroved dealers,
this term empower K.M.P. to exercise its lien over all the
gooda ir possession of approved dealers whether they are

delivered by L.:.F. or othsrwise,

20, The Approved Lealer shall alone be reaponsible for
any adulteration, and/or deficiency, in aquantity and quality
of milk products delivered to him by'Kd? and he =zhall be
reaponsible for any offence committed under the prevention
of Food Adulteration Act, Packazed Commodities (Regulation)

Crders or under any other enictment or rules framed thereunder.
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This term acts as 2 second check upon the stock taking
ataff to check the containers, contenta, seals, packets eto.,
very carefully, for, the adulter:tion found there nfterwards
the approved dealer himself is responsible and can be punished

under various laws.

21. The Approved Lealer shall not do any act whereby
the ¥MF's Rights in its trade marks/patent may be jeoparadized.

This term prohitits the approved dealer from amelling
Zele™s predﬁcta in his own name, brand or trade-mark. In
this way the 'Nandini' trand is protected till the products

reach the final consumer.

22. The diastritution arranzements will be on clearing
and forwarding terma and not on the corsignment/principal
t0 prircipal terms., lience, the Approved Dealer shall act
as clearing, forwarding and distributing agent.

This term of agreement brings out the relationship
created in tetween the approved dealer and K,il.F. .ccordingly,
the relationship is that of Asent and Prinoipal. As such,
the aprroved dealer has to act for and on behalf of K.li.P.
lie is rewarded with commisgsion for his services and not ty
profits. The ownership over the products is not passedon

to approved dealer but retained ty ¥...7,

23. The Kils shall despatch its products in full truck

loads and in packings of various sizes as manufactured to
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the destinations nominated by the Arproved Dealer within
the territory and intimate to the Approved Lealer the
particulars of the despatch made by it from time to time.

This term ensures dbulk orders from approved cdealers.
A single order should not be lesser than & full truck load.
It will be delivered as per the instructions of approved
dealer either to hias own gtores or t0 any other degtination
withir his territory. The cost of tranasport under such

situitions, ia borne by KeMeFe 1tgelf,

24. Approved vealer shall :

a) Zndeavour to sell a minimum quantity of ithe products
guch thgt the turnover per quarter shall be more than R3, 20
lakhs, otherwise one fourth commiassion on the shortefall of
the turnover will be deducted from the commission payable.
If the Approved .Lealer exceeds the target turmover of s, 20
lakhs per quarter, one fourth commission ashall te given extra
or the turnover exceeding Rs. 20 lakhs,

b) insure that the products are stored in 1 careful
aarner and arrange to obtain insurance againat damige, leakage,
pilferage, fire, flood and other hazards ard the insurance
charges shall be reimbursed by the XM.,

¢) Fominate/appoint atockists/wholesalers/retailers
for the products as per the commisaion structure to be fixked

by the Ki7f. The approved dealer shall furnish such list of
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the stookiats/wholesalers/retailera nominated/avpointed
by hinm,

The turnover commission and the reimbursement of
insurance charges 20t as dealer incentive, which helps in

increasing the gsales and in the wide coveraze of market,

25. The Approved lealer shall i

a) Keep trmue and faithful account of +the products
recelved nd despatched for sale together with clear stock
lists or relevant documents in respect thereof, and furnish
t0 Li4F such detalls as may be specified by the K7 from
ti~e to tinme,

b) Maintair all records and file such returns, challans
ard other statements with any Government Authority or local
Lody as may be required in accordance with the lawas applicable
in the territory and furnish coples thereof to INiF,

c) Submit 2 statement showing the 1list of outstanding
amounts to ve received out of the sales made by the Approved

LUealer on behalf of the KilPF.

This term}help the K.1.?, i assessing the siles policy
followed by its dealers. That i3, sales made on 2ash or credit

bagis, the amount outstanding, the chances of bad debts etc,.

26, The K/} shall te at libverty throuzsh its officers

and agents to inapect aind check from time to tine the nroducts,
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stores, monies received 2nd Yooks and recordz maintnined

by the Approved Lealer,

27. The sellirz price at which the product will be
sold to the consumers and to the traders will be fixed by
the L having regard to Market conditions, The ipproved
Lenler shall, on behalf of the X 'F sel) the product at the
prices so fixed by the KMF and the :spproved Lealer zhall
not have any rizht to alter the sellirz price,

This term provides control of L.M.?. over the resale

P—

price which is having its own benefits viz., price atability.

28, Lelivery of the consignment will te not less than
2 truck load of one or more products or in any comlination
thereof mude by the K .F at the specified storage pcints of

the spproved Lealers.

20, The redistribution in case of small uantities
(f.e. leas than a truck load) shall Le arrangec by the apvroved
dealer for the territory vheresoever necessary at ipproved

Dealer's own cost,

30. The approved dealer shall bear all expsnses incurred
in the performance of their oblisations including postal,

telex, telephore and other costs und charces,

The terms numtering 23,29 and 30 diascour:ges lower

orders from approved dealers as the cost of transport and
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gorresporidence upon such amaller orders 13 to be borne by

approved deiler himself,

31. The ipproved Lealer shall furnish a bank guarantee
for a sum Of RBe sevescconsae(UPEBI enveneeeeqeOrly) valid
for a period of one year, 90 as to cover his liabilities
undeyr this agreement. The szame guarantee may he invoiced
by the ¥iif, 1f the prroved dealer violates the torms and
co..ditions of this agreement or does not remit the amounts

due to LilF,

Throuzh this term the persons with sound market
;o3itiorn orly are made eligitle to seek aprproved uealership
of :.e.ie? In the long run this reduces the risks ariasing

£rom bad detts,.

32. The Advertisement, publicity nd promotion expenses
g3 deemed neceasary by the l.{7 will be borne by the i NMF but
the 'pproved Dealer shall render all such assistance s

covaidered neceiBary.

This ter: assures the approved dealer a guarinteed
market. lie i3 not reruired to shoulder the additional
eiper.zes upon demard creation as the corsumers are made to
;ull the prcducts from market throusgh various sales promotion

nethods bveing adopted by r.li. . itself.

33, 11 loasses whatsoever due to nanufacturing defects



148

in products will be the responsibility of the .7,

This term helps in maintaining good relationship
with approved dealers as they are not unneceassarily taxed

due to the manufacturing defects, if any, of k. ..".

34. The property in the products in possesaion or
wnder the control of ipproved Lealer shall always be deemed
to bt: vested ir the ki.# and the ipproved Dealer shnll huve
rc¢ lier on such property and the approved denler shnll not
hypothecate, pledge, sell or otherwise dispose off the
products or any part thereof or deal with the same otherwise

than in accordarce with the instructions of the ..,

This term, additionally clarifies the relationship
orsated in between K,'i.F, and approved dealer. As the latter
aots ag an agent of the former, the ownership in milk products
i3 not passed on to him., Purther, thias term protects F.i.P,
durirg the extreme adveraity of apvroved dealer. That is,
if approved dealer is declared as insclvent, then 1o other
veraon except k.i.F, can ¢laim the Handini breand products

gtored with upproved dealer.

35. The Approved Lealer shall be liable for 81l losses
due to the mis-delivery, non-delivery, damage or short
renittances of sale proceeds or shortaze of the produots by

reason of any act or ommission on the part of the approved
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dealer or theilr servants/worker/agents whilst the product is in

tre custocy of dealers or under their control.

36. The srant of any credit by the Approved Lealer
to any customer and employees of Ki¥i shall be at his risk
and shall not in any way affect the Approved Lealer's

liabtility to Kid.

This term act as a defence against the bad debts
of approved dealers, In other words, the approved dealers
carnot pass on his risk of bad and doubtful debts over ! ..l.7,
if any, arises out of credit sale of Nandini brended nilk

procucts,

The aforesaid terms and conditions are to be arreed
upo: by both- the approved dealer, and the K..{.7 throurh its
larketin~ .lanager/Adninistrative Director. Thelr sli-nature
and seal are to be affixed with the gimature of two ritnesses

fron each side.,

Thus, it is clear from the terms to be agreed in
between x.il.s and the approved dealer that financial soundness,
market reputation, cash security, trading ability, bank
guarantee are some 0f the features of criteria desisned by

F.eled in sgelecting its approved dealers.

The F.i1.F's marketing channels throush the use of

hon_izclusive avproved Lealers are as under i
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a) Keivo Prmmumii g igAsDymeeaConsumer,
b) KoMy Pomorwal s Bo Ao Uymwmmmiiotall o rmw==lonsuner
C) KeiieFommmmlio Be A oDymmewnub=igent guweeConsuner

4) K MoPrmmmal,sAoDemnm=3ub=igent peeewietail er-——-Consuner,

%ven thousgh the Non-Exclusive~-Approved-dealer is the
agent of K,:il,7s and acts for and on hehalf of K.M.F, without
holding title to produot but he ie included in channel
evclusively for the inevitable services provided by him.

That is, it oan narket its products without the sales force
of its owmn, It oan devote full attention upor the prcduction
of products, further, as K..:.F.'s product plant, Jharwad is
a new venture, it can utilise the experience and high-calibre
of approved dealers for a more efficient sales plan coupled
with its own promotion strategy. In returm, the approved
dealer alao gets a regular source of business,

8) E e PemmmwnB,BeAslommw=longuner : Under this channel
the products move from K.M.F. t0 anproved dealer and from him
to final consumers. The approved dealer, after receiving the
products from K..:.F, sells it diréctly to final consunmers at
his own stores, Although a middleman is there in the form of
approved dealer but the ownership is transferred directly

from K.ﬁ.?. to final cornsumers,

D) KellePommmm]. o EgAolgmmmeiotall oreme=onsumer 3 In this
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ohannel two middlemen are there in between K,.ii.r. and final
consuner, 7The products move from K.M.rf. to approved dealer,
from approved dealer to retailer and from retailer to Zinal
consumer. The retailers of the concerned territories purchase
the milk products from approved dealers appointed by K.M.F.
The middlemen's total commission is shared by'approved dealer
along with the retailers.

€) K ileFommemlioisidelpmmmmubmigent-———Consumer s In this
case, the approved dealer appoints sub-agent/wholesaler to
distribute the soods effectively in all the mrts of his
territory. In large territories like Eijapur, it goes difficult
for a single approved dealer to under take intensive
distribution of Nandini produéta. In suoh cases, K.M.7, has
expovered the approved dealers to aproint sult-agents/wholesalers
within their own territory. For example, the Pijavur approvad
dealer has appointed sub-agent in Pacalkot, to look after that
region of the district. Herein, the commission is shared by
approved denler and sub-agent. ‘‘he sub agent after receiving

the products from dealer gells them directly to final users.

Q) KalieFommmmlio te iellgmmmeRubedgontemeeietall o
-consuner s Under this channel, the kandini Hilk
products move from ir.M.F. to approved dealer, from approved
dealer to sut-arent and from sub-agent to retailer from where

the firal cor.sumer purchase the prooucts. It is the longest
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channel using three middlemen in between K.M.. s and the

firal consumer,

In all the above four channels, the arproved dealers'
service:B is a must. .8 the final market price is controlled
by F.-ieF, the approved dealers' share will be maximum if no
midqlggggwis there in between him and figg}_usor. His share
of commission goes on diminishing as the number of middlemen

~oes on inoreasing.

© e b [P,

As the retailers come in direct contact with the final
consumers, they are to be motivated to push the Nandini products,
Hence, K.il.¥+ 18 maintaining stable margin for retailers
irrespective of their purchase from either approved dealer or

the sub=agent.

The K.li.?s do not deal direotly with either wholesaler

cr retallers, hence the approved dealer is free to choose

any number and type of middlemen within his territory. The
approved dealer,depending upon his sales gquota and sales
territogg: chooses the right type and numggr o{ middlemen,
Althourh, the approved dealer does not hoid title to product
iut he has to tear the risk ol further sales, Hence, the
credit sale is exterded by approved dealer after studying
the financial position, trading ability and reliability of

middlemen,
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The rewvard of approved dealer for such an inevitabdle
service is commission. Thiz commiasion 4is pald in two ways.
Firstly, the direct commission on the sale of each unit of
Nandini products and secondly, the turn-over commission paid
by K.H.F to approved dealers if they exceed the allotted
sales-quota.

The product plant, vharwar of K.M,? is concenterating
its marketing activities particularly in the four districts
of Karmataka state, namely Dharwad, Bijapur, K.Kenara and
Relgaum, #ithin Kamataka, in other then its target market
districts, it does not deal direotlr with either wholesalers
or retailers. In oase, the products are needed in those
distriots,than the products will be distributed through its
sister-plants or through Listrict Unions located in those

areas,

, A brief mention can be made about the marketing of
milk products by K.M.F to markets out of Karnateka atate.
The 'Nandini' brand milk products are known and consumed nct
only wi’chin karnataka but out of Karnataka also. AT places
like ihmedabed, Jaipur, Delhi, Madres, etc., the producta are
demanded and consumed with taste. For sales to such places
the usual commerolal formalities are not followed. DHut the
wholesalers and large scale retallers like Janata Bazaars

deal direoctly with K,.!.F and pici the products directly from
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lmt prenlses on cash tasls,

Uealen-IFrincipal relationship 3 To maintain healthy
relationship with approved dealers, K besides paying ~ood
gommigsion various measures are bveing. taken by K.il.#, periodical
visits rom btoth the erds is entertained, that is, the dealers
ars invited to plart site on =2uspices occasions,for eiamnle,

o the days of launchin~ new products, =t the tins whan the
inportant personalities o dalry development visit the plant

or on the day or vhich gome V.I,i's viasit the plant,

jecondly,the ordered milk products are delivered rot
only it the doors of approved dealers' Godown but, as per his
instractions, the products can te delivered evern at the doors
of particular wholesaler or retaller within the sales territory
of respgggive dealers, This gaves the inggrpgl tranaport cost
of enrrying the products from approved dealer's godown to the

godown of wholesalers,

Thirdly, the delivery of products is not alunys insisted
wmnirast cash payment, A reasonable period is granted for
makinrg payments, This helps the approved dealers to place
orders for products and carry on business even during the

rperiods of firancial stringencies,

Tourthly, the advertisin; ard publicity is being

under taken by ¥, . 2t its own coat, Hence, by creating
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avarness directly among consumers, the ailk producta are
pulled irgstead of middlemen's efforts to push those products.
FHence, without much efforts of nrproved dealer, fast turn-

over is eagsured,

#f1fthly, the losses arising from manufacturing defects
are borne by K.i.f. by getting such defective products returned

tack. This gtrengthens the bounds of trade in tetween,

Lastly, the market standing of approved dealer is
also enhanced for getting the approved dealerahip of 2 reputed

sort g st s

organisation like K.i.d,

The Physical lListribution ;3 This sub-variatle is concerned
with the transport and storage of milk products, The main
elenents coming under physical distribution are; transportation,
warshousing, irventory levels, order processing aré the hygeric

conditions to be otserved in and around the warehouses,

Tranaportation 3 K.¥.F, deliver its products at the
doors of approved dealer's warehouses. In other words, the
cost of carrying coods from L.l.F.'s warehouse to approved
dealer's premises is borned by k.ii.F. At present, ths K.#.F,
is not having its own transport service but 1% 1s hiring the
services of other transport corporations like Trangport
Corncration of India, In case, the dealer is havin~ hia owm

tra:grort service, tlien he is free to use the same ::nd later on
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get the transport cost reimbursed from I .iM.F. Jimiler
npocadure is followed in case of distributing the products
to Liatrict .iilk I roducer's Union and Villare Jo-Operative

.11k :roducer's sjoclileties,

sarehousing 3 At present, L.i. s i8 havirs 1ts only
varehouse at its plant-site. 4s for as, storige of milk-
products at various distributirg centres or consuming centres
is concerned, it is the look out of approved dealer to get
the suitable warehouses constructed., (nce the products are
delivared to approved dealer the further responsibility of
ualntaining the products in good condition is also passed on,
The logses if any, resulting from deterioration in nuality,
ios3es due to breakaze, theft, fire, pllferace etc., is to be
Lorne by approved dealer. Hence, the aprroved dealers are
requested to get their warehouses conatructed as per required
st dards ané get them insured., (f course, the insurance
prenia.will be reimburged by . ..7. Iut, the other ooa£ of
maintaiqggg guch warehouses is to te borpg_by approved dealers

thenselveg.,

Inventory levels and order processins : The (....?7. is
maintaining its owvn inventory in such a way that at ro time
it has to face the adverse situation of shortage, Anticipating
the timings for placing of orders by various dealers its stored-

laevols are maintained accordinclye.



28 far as maintainance of stores by approved dealers
i3 concerned the rule-ofethumb is followed in place of
sclientifioally controlling the inventory. Z2ach cenler is
quided by their guess work in maintaining the atores, ‘or
enaple, the order for fresh products will be placeé only when
the dealer feel that the o}iating stock is nearir s to exaust.
Fe nanases to get his order executed by K.ii.F. before the
shortage of products is felt. The quantity to be ordered
depends upon the market situation. It is not pre-fixed. If
the demand is more, the orders will also be for more aquantity.
Or the other hand, if off season is nearing, then ~uantity
to be ordered will also be less. Hence, iumping of procucts
purch:sed in fixed guantity and tlocking=-up of capital is
avoided,

In ocage of listrict iilk rroducer's Unions nd the village
co=opeératives, thelr requirments are on lower scale, their
order for lower quantity is also soon attended and executed.
“urther, the major busiress of Villave co~oOveratives or Unions
iz to collect milk and the sale of milk products is a secordary
onebir most o the cases it is nil), Thia secondary busireass
i3 manared in the saﬁé premises where the mijor business of
milk collection is undertaken., Hence, the need of maintaining

a saparate atores department is not felt essential.
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4.3  Ihe Promotiona) 3tratezy :

Success of any business firm depends upon its abdbility
" t0 market the products it produce. The ability to market

& product depends upon rational action of management on
questions like product policy, dranding, pricincs, physical
distribution and the sslection of effective channels., Yet
the sound judseuents on th#se fronts will te wastec unless
consumers are effectively led to buy. vhat ia the moast
effective way of leading the corsumers to buy 2 given product ?
For this an appropriate promotional strategy is to be
developed. Ironotional streatesy cannot be formmlated
indeperdently. It is influenced by manzgerent's decisions
on other variatles both- controllable and uncontrollable,

A3 such, after the product has been planned and produced,
the number and type of middlemen selected, the physicel
distribution system decided, the next step is to decide upon
the promotioral variables that the firm wants to follow.

Fronotion has bteen defined as "an exercise in information,
persuation and influence“.15 All these three elements are
inter-related in the sense that a person is to be informed to
get him persuaded and if a person is persuaded, he is
influericed, Iromotion basically involves cormunication, The

cuttine edze of marketing instrument is the message that is
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communicated to prospective buyers throuzh various elements

in the promotional programma'.16

Communiocation through
various media helps in effective implementation of promotional
activities of the firm, If the promotional activities are
sucoessful enough to influence the prospective btuyers, then

it certainly leads to good product imace, brand preference,

Y rand loyalty, increased sales, inoreased market share stc,.
Gettins the desired action from prospective buyers is the
smin motto of promotional activities. In the words of
H,Ronald and ¥.Will, the objectivea of promotion (common to
all firms ircludin- K.:4.F.) may be categorised under three

heads, They are :17

a) Lemand objectives 3 The idea of these otjectives
ias to influence, stimilate, create, maintain and expand

demand for products.,

b) Communication objeotives i These objectives ain
at oreatirs awareness, providing information to the prospsctive
cugtomers and middlemen about the distinctive want satisfying
features of products, from where the products can be obtained,
what the products are capable of doing or achieving, what are

the alternative uses of products etc., and

¢) 3pacific objectives ; The objectives of this category
provide specific information which influence the purchase

decisions of buyers.
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The sub-variables in promotional atrategy includes

a) Advertising,
b) Sales promotion, and
¢) Personal selling.

In determinin~r the bvest way of sellings a product the
basic decision $o be taken 13, with resard to the most
effective elements of promotional strutesy. In other words,
how should advertising, porsonal'aellinz, consuner and dealer
promotional activitiea be conbired into an effectiive selling

mix, The solution of this bagic problean involvea two sub-issues:

i) what promotional methods are to te used from anong
the various alterratives availatle ? and

iiihln what proportions they are tdmﬁé conabined
to zet the beast results ?

dithin the broad framewori of marketins strate-y every
firm prepares its cwn promotional stratery. It 4is not
necegaary for a firm to use all the availidle pro-otional
elaoments, advertlsing may be used as a major method of
commurication with corsumers or it nay be used only as a
supplement to other forms of promotional devices. The
manegenent may choose from among various types of advertising
media (T.V., radio, news papers, mazazines etc.) or it may

have a specific choice available within easch of these categories.
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It all depends upon the features like appeals to be made in
advertisment, readership of media, amount and type of copy,
layout, art-work and so on,

Altermatively, the management may prefer to use more
of personal selling., The sales force may be used in various
ways ir various target markets with various appeals. 1I1t,
axzin depends upon the aspects like rature of product, life-
cycle of the product, financial capacity of the firm, managerial
capacity of the firm, competition in the markets etc,.
Jometines, mznagemcnt has an open choice in tetween the use

of either advertising or personal selling.

Jnles promotion is another smubwvariadble available to
firma in the development of their promotional astratesgy. It
takes n variety of forms and can be used in different dearees
dopendin~ upon the nesds of individual firms. It consist of
such tools as window display, interior displays like counter
display, shelves display, hanginz from ceilinys, wall pusters,

stickers, free-.samples and other dealer aids.

203t of the firms prefer a combination of one wvariable
with aﬁdgger in different degrees. kdvoéziéiﬁg may be
comdined with sales promotional activities or personal selling
may te supported by advertisin~-, As far as K.ii.F., 15 concerned

it 135 conbining its advertisings varizadles with effective sales
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promotional activities. It is relying heavily upon advertising
and sales promotion. Through advertising it is stimulating
the prospective tuyers to pull the products. And through
effective sales promotion it i3 encouraging dealers to push

the products. 4ith regard to personal sellingy K.M.F. is
managing its marketing and promotional activities at present,

without a separate sales force of its own,

Advertising :

The term 'advertising' is derived from the latin word
"adverto®" which is a combination of two words namely, ‘ad’
and 'verto'; 'ad' means 'towardas’ and t‘verto' means 'I tumm’',
Thus, literally meaning of the term 'advertising' is to tum
people’s attention to a particular thing or idea,

The term advertising has been defined wvariously by
various authorities., To enlist a few of them :

e

"Advertising is an essentially form of communication
throuzh such diverse media as hand bills, news papers, magazines,
bill-boards, letters, radio and television broad casts and

motion picturos".’a

"Advertising is mass paid communication, the ultimate
purpose of which is to impart information, develop attitudes
and induce aotion beneficial to the advertisor, (generally the

sale of a produet)"'g



163

"Advertisirg is masgs conmunication of information

intended to persuade buyers so as to maximige profits“«go

"Advertising is any paid fom of non-personal
presentation and promotion of ideas, goods or services by
an identified aponsor".z1

The basic theme in all the above definitiona is to
communicate a large nunber of persons, (maas-appeal) at a
short span of time, with comparatively little expenditure
the message about the availability of produots., The message
may be communiocated throuzh tools like 7.V., radio, motion
pioture, news papers, magazine, letters, circulars eto,.

The result expeoted from such a communication ias to develop
attitudes and induce the prospective buyers to do what is
desired or abstain from doing what is undesired. In simple,

the main purpose of advertising may be mentioned as "the
inorease of sales® Apart from this main objective, k.M,F.

has set the following eas its additional advertising objectives s

1. to oreate awarness of the existance of produots,

2. t0 implant irnformation regarding benefits and
features of its products,

3. to oreate a faveuratle emotional disposition
toward its brand,

4. to build familiarity with =2nd eaasy recognition of

the paokaze and trade-mark,
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6.
7.

8.

9.
10.
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to combat or off-set couapetitive claims,

to correct a false or mis-information,

to establish a reputation-platforn for launching
new products or new version of an old product,

to build ocorporate. image and favourable attitudes
towvard K.M.F,

to control final price of its producta, and

to support its sales promotional activities.

Advertising media ¢ To fulfill the aforesaid objectives

following advertising media is being selected by K.li.-7,

Table 4.5

3 Advertising .edia preferred by K.i.F,

Media Form

{. a) Lewas=papers Laily and weekly news papers with

state and national level circulation
pultlished in unglish and Kannada

languagesa.

., b) Magazires Regional level magazines published
in EKannada as weeklies and fort-
nishtlies,

2, Out-door doad side and high way hoardings-

posters at bus and railway stations-
short metal plates ingide buses,

3. Broad ocast Reglioral level Radio broad-cast.

4. Publicity Movie-slides, vamphlets and road

side poaters in urban centres,

Source : Revealed by Asst., Marketing lanager, K.M.,F, Dharwad
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Presently, K,M.F's Nandini branded milk produci
are being promoted through press, radio, circulars, hoardirgs,
panphlets, movie-aslides eto,. It is giving periocdiocal
advertisments in daily and weekly news papers ciroulated
through out Karnataka like 'sSamayukta Karnataka, Kanrada
prabha (in kannade language) Deccan Herald (4in BEnzlish
language). On national level 'the Hindu' and *Indian Express'
news papers are being used, As far as magazines are concerned
rogional weaeklies and fort-nightlies like 'Prajamatha' *Sudha’
are being used. These tools are helping K. M,P, ir fulfilling
its advertising objeoctives like creating awamess in the
prospective buyers about the avallability of produots,
disseminating information about bcnofifa, features, uses and
f£inal price of its products. Jiuring the year 1985.86 K.M.F,
spent about Rs, 70,000 upon advertisment of its products

throuzh news papers ard magazines,

As far as out door media is concerned it is using
hoardings on high ways, posters at btus stations anéd railway
stations. Short size metal posters are affixed inside the
buges plying within Karmataka., The high way hoardings and
posters reveal the attractive dbrand of K,.ii.,F's milk produots
that is, a bottle of Nandini Ghao'with a baock sround of
healthy cows grazing in green fields. The advertising
objectives like buillding of familiarity and easy recognition
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of its brandj building and devslopment of a favourable
corporate image; enlighting consumers about the availability
of its products in particular localities etc,. During the
yoear 1985.86 K.M.,F, spent about Rs., 12,000 - ron hoardines

ov high ways.

Radio broadecastings is beinz used by K.M.?. for high
lightinz its brand, products in various size and for introducing
new products, The morning break.fast and evening supper times
are preferred to enlight the public stressing the need of Ghee
and tutter in their eatable prepa2rations, In this way, the
prospectives are emotionally pulled towards Nandini branded
products, Further, the public is reminded to purchase the
products only at fixed prices printed on the packet and

wrapper of each product.

Por publicity of its products, L.!i.F, 18 using movie
nlides exhibiting a bottle of rLandini Ghee with its pictorial
brand at the back ground. iamphlets are being circulated
during busy hours on the urban streets. These pamphlets are
printed both in English and Kannada, the regional language.
The pamphlets help to combat competitive olaimsjy to correoct
mis-informations oreated about the products or its prices;
to help in launching new version of o0ld productsy to control
final pricesg to support its sales promotional activities
and to implant informations regarding benefits, features,
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prices and alternative uses of producta, Durines 1985.86
K.M,F, apent about s, 7,000 - on cinema slides and about
Rs. 8'00’0 on panphleta.

Thus, K.M.?, is using different media of advertising
to induce the users of its products to use more for more
purposess to inform and attract the non-users to test the
Nandin{ branded produots, Advertisment is beins used as the
main instmument to support its sales promotion activities,
Frospeotive customers are heing repeatedly informed that early
ir the moming and while going to bed they need 'Xandiri’
whole milk powder to fill the gap of pure liguid milkp to
prepare the items of eatable more delicious and sump#ioua
kandini Ghee and butter is needed; and for making coffee and
tea 1t is landini skim milk powder.

3ales Promotiqg ]

Sales promotion has been defined "as those marketing
aotivities other than personal sellins, advertising and
publiocity, that stimulate consumer purchasing and dealer
effectiveness, such as displays, shows and expoaitions,
demonstrations and various nonere-current gelling efforts,

not in the ordinary routine”,22

This definition beasldes revealing what sales promotion
is, brings out clearly its difference with other promotional
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tools like advertising, personal selling and publicity.

3ales promotion is mainly concerned with consumer stimulation
and dealer promotion. The tools used are window-displays,
counter-displays, shelvea-display, wall posters, stickers
and other point-of-purchase attractives. These tools serve
as major instruments in arresting the attention of prospsctive
consuners at the point of sale. Advertising media reach the
congumers at their homes, offices or while in travel btut they
nay be soon forgotten, lut the sales- promotional devices

3t the pointeof-purchase remind and gtimulate the consumers
to make purchase promptly, on the spot.

Table 4.6 3 Sales-promotional media and forms used by K.M.7,

Media : Forms

Lealer aids Yindow-display, .Jtores-diaplay, W
Sournter-display, jhelves-display,
Hanging from ceilings, 4all-posters,
3tickers eto,.

Jource s Revealed by Aast. Marketing Manager, K.M,F. Dharwad

WAindow~display 1 It 1ia a ayastematic and attractive
display of actual bottles of GChee, Butter 3achets, jowder-
cartons and tins in the Glass-~box. The glass boxes are
erected at the exterior ends on the premises of retallers

80 that the attention of passers-by 13 attracted and imnediately
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they are reminded of their need and they walks-in to meke a
purchase. The posters, stickers and actual produots are so
aystematiocally exhibited that a tasty-mouth-watering desire

is created to make a sudden purchase.

| Althoush, window-displays are very effaective in
impulse-tuyins but in case of milk-products they are just
acting as informers that is, the passers-by are inforned
that the products are not in shortage and are available for
sale anﬁ the needy will go inside tho shop to make purchases.
Thus, the main purpose of window-display ia to convert the
passers-by into shop visitors and purchasers, The dealers of
L.1.F. are usins this tool, but in case of retail trade it is
not possible to use glass~boxes, Only those retailers who
are having sut¢ficient space, additional funds and who wish to
invite the housewives to purchase other products bésidos milk

products are resortins to this tool of sales promotion.

Stores=-display ¢ It is also known as interior display
as the tools of sales promotion are used within the premises
of retailers and dealers. As the passers walks in, the Chee-
bottles, Mutter-sachets and milk powder tins displayed on the
shelves and racks of stores reminds the size suitable for them
to purchase. The reck-displays are most e:fective tools in

case of those shoppers who vigit the shop without purchase list,

’
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To offset competitive actions of competitors and to develop
attachment with and easy recogpnition of packages and brand,
YeMFy 18 devoting its major attention upor the interior
displays of stores through hangings from roof, attractive
stickers, rosters affixed at the salesmen's counter, racka,
walls and other suitadle piacos of store. The foous of
interior display is on the picture of "a houasewife pouring
hee in the plates filled with sweetmeats kept o the dining
table with her hustand and son on each side". 3Juch a copy
ranging in the glaas-box, at the ceilings or affixed or the
glass counter of salesman is enough to remind the deliciousness
of Ghee added to eatables and the result is an immediate
purchase order., “"he 'Chee tottle' and 'a housewife'! is
largely focussed on most of the items of displays. For, Chee
bottle results in mouth-watering desire and housewife is
senernlly the authority to make purchase decisions in case of
milk products.

Thus, the effectiveness of K.M.7's advertising desizned
to stimulate a brand discrimination is enhanced by interior
displays of stores, which re-inforces the advertising message,
gerve as & reninder of a need and encourage an immediate
purchase. The sales promotional activities are enhanoing the
effectivensss of K..i.F's brand advertising, serving as the
additional stimuli needed to comvert a brand preference into a
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btuying urge and thereby adding to the penetration of the
advertising message within a local market.

Push versus pull strategy :

L B [ t
Iush ! Froducer ; ivhole salers, ?Rntailer HEH
strategy | promotes éﬂpromotes ipromotes §~%Conanmor
§ aggreasivelys3aggressively; iaggreasively! !.
‘ ¥ ' 1 ~r '
ull P, iNeB.Ass  §Sube § Lietaileri;- zConsunor!
strategy iPromoteak idealer agent. § P §

T

szhitit 4.2 : Push versus pull strategy of promotion.23

To increase sales, the promotional mix of any firm is
heavily influenced by either ‘push or pull' stratesy. A push
strategy c¢alls for —most aggressive methods of sale. All the
to0ls of ageressive sales like advertising, porsonél selling,
various discounts, free gifts and premiums to middlemen are
uged to push the products., In other words, the producer
rrregaively pronotes the product to wholesalers, the whole-
galer agoressively promotes the‘product to retailer and
retaller aggreasively placeas the product in the Lands of
conguner., Thus, irrespective of the gquality of product, all

the means of pushing the product upon consumers are being
usedby.

K.4.Fs. on the other hand, prefers a pull strategy -

L L 2 2 2 2 4
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which pre-supposes a ory for products by consumers rather

than the product being thrown uporn them. DBasically, the
quality and relatively essential products are beins promoted
through consumer advertiasing tools. As a result, the consumers
are demanding their retailers for K.id.F's iiandini branded
produots, the retailers are approaching either the sub-agents
or lon sxclusive Approved dealers of their territory and
dealers in turn are placing orders with L.H, 7,

Thus, pronotion is one ol the four major cortrollable
variables of the K.i.7's marketins stmategy. To nchileve its
marketing objectives ramely, establishing new mari-ets,
increasine performance in the existing markets, creation of
a goﬁd imagze for its products, creatinz brand preference and
brand loyalty, off-gsetting competitive clainms and tringing a
social ochange, the promotional tools like advertising,
putlicity and sales promotion are being effectively used.

4.4 The Price strategy i

W W MR WM AR GNE WP S D e

Price and price policy is of great significance to all
concermed with marketingz namely, the manufaeturers, approved
dealers, wholesalers, retailers and final consumers. Fance,
Zreat care is taken by firms while formulating vrice strmtegy
for their products. The price at which a product is offered
to market is controllable within limits. The firm may prefer
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to compete on a price bazis and set the price lower in
relation to the prices of competitors. On the othsr hand,
the firm may strive for a highwquality image and foster this
image with a hish price polioy. Discounts may be used to
vary prices with quantities purchased or to achieve different

prices for different clasaes of trade.

¥Yrice stratesy 1s not formulated in isolation with
other variatles of marketing strategy. Pricin~ decisions
canr.ot be made without considerirg how these deci-ions are
related to the other marketing strategy-variatles and to the
over all marketing programme of the firm., uccessful pricing
requires due attention for potential changes in envirornental
variatles, product development, product promotion, market
acceptance ete,. Thus, price~3tratesy can te succegsfully used

as 3 potent promotional inatrument.

Althouch marketing atratezy oan le deacrited as a
process of blending in which managenent comtines vairious
controllable variables to achlieve stated objectives, tut it is
.0t compulsory that all the varliables be uixed at the s:umetime.
Letunlly, quite the reverse is true. (nce the market targets
are defined and environmental congtraints considered,
managenent has to take decisiorns in those areas of strategy
Cealins with the product, its distritution and non-price

pronotion. (nly after these decisicns have beern taken nanagement
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can devote its attention to the remaining variable of the
strategy- that is pricing, |

The sub-variables in price~strategy includes :

a) The price policy : The objectives of pricing,
levels of prices, discount and allowances, turnover commission,

levels of margin, sales-quota and crderirs quantity.

b) The terms of sale 3 Cash or coredit terms, mode of

payment, instalment facilities.

¢). The resale-~ price maintainance ;

a) The rrice Polioy 1 .A polioy for pricing is nothing
but a broad frame-work within which the authority makes its
decisions oconcerning the atove subevariablea, In K.M.P, it is
the top"management who has full authority over pricing. The
marketing manager's role 19 to administer the pricing programme
v{%pin guidelines laid down by top management, However, as the .
pricing of products have such direct effects upon sales volume 7
and profits that the marketing manager cannot be kept away,
His viéws, opinions upon demand, competition, . trends in market,

consumer's attitude are to be taken before setting prices.

Price may be defined "as something sacrificed to get
something". 'It is the exchan~e value of a product or sorvico“.z‘
In the wordas of 3tanton "price is value expressed in terms of

dollars and cents, or whatever the monetory medium may bovin the



175

country wvhere the exchange occurs".25

Thus, price is the value expressed in terms of :upees
or faise needed in exchanze for products. For instance, to
get a bottle of andini Ghee one has to pay is, 23/~, This
exchange value is its price.

iricing Cbjectives 3§ It is the duty of manngement to
decide the objectives of pricing before the prices for their
products are determined., "Irlcing objectives are over all
goalé that describe the role of price in an organisation's
lorg~=range plans".26 ¥ricirg objectives provide suidlines to
top—managenent in formulating price pclicies, planning pricing
strategies and setting actual pficos. The attainment of over
all odbjectives of firm depends upcn the attainment of its
pricing objectives and 1t is the framing of proper price-polioy
which leads a firm towards its pricing objectives and
subgequently towards firm's over all otjectives.

Generally, the most important objective of a large number
of firms pricing policy may be to have maximum profits, The
other goals in pricili g may be

A target return on investment,

A target return on sales volume,

Target sales volume,

Target narket share,

Deeper penetration of the market and finding new markets,
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Target profits on the entire product line irrespective
of profit level on any individual produot,

Keeping competition out/weak/parity,

Fast turn over and early cash recovery,

3tabilizing prices and margine in the markets,
Providing products at prices that will stimulate
etvriomic developaent in the country.

As KJM,7, 18 8 new undertaking with commercial operations
commencing from January, 1984 oannot think of acocummlating
maximum current profits, C(n the other hand, as it is a
co-operative organisation, it may think of optimization of
profits in the long run. Its other pricing objectives include ;

a) Target nmarket share throuch deeper pernetration of the
market and finding new narkets,

b) Keeping parity with or meeting competition,

e¢) Fast tumm over and early cash recovery,

d) 3tabilizing prices and margins in the markets.

Through framing a more effective pricing policy, K.H.F.
i3 making a systematic attempt to reach the aforesaid pricing
objectives. Iy studying the other sub=variadles, 1t will be
clesared-out that how K.M.P's price-strategy is striving to
reach its pricing objectives.

Levels of prices 3 The main products of K.M.F'<¢“"~w.eo,
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Butter and milk-powder which are not totally new to market
but imitative, The 1m1t5tivc products face the problem of
rositioning in the market. 3sSarlier to K.M.F. various reputed
firms are there producing similar products with competitive
quality and prices. Hence, the altermative available to
KeM."s under such a situation is to penetrate the market,
instead of keeping its prices at higher level and skimning
of the market. (A new firm with imitative products and with
the preserce of reputed concerns in similar line cannot think
of market skimming). Through market penetration 3 a higher
quality product marketed at reasonable prices throush maximum
numypg_gé;out lets, K.1.#s 18 trying to cover not only its
targot aarketa but also trying to find new markets. "If its
promotion policy is to pull the product from consumers side
then its price policy is ¢to push the product through dealers
and other middlemen. In other words, by keepins the level of
its prices comparative nearer to competitor’s level, : .M.P.
i3 trying to push its quality products throurh its own milk
selling agents, co-operative soclieties and by aprointing
approved dealers, who further proceed in the market with

retailers and sub-agents.

The obtjective of K.M.F's price-policy is not to attack
agrressively the established competitors like AMUL, VIJAY,
3AGAR eto., but instead it has set its price levels in such a
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wvay that it may meet or at least keep in par with the market
competition. For this, it has maintained its price level

atout rupees two to rupees four more or laess by prices of its

[ESSNRBIE S A

cggpotltors. Purther, inatead of competition based on prices,
it iéviaiﬁuring non-price based competition., That is a superior
quality product- a guality superior to the quality of
competitor's product- is being brought into market. Its
exiating prices of various products are as under

Table 3 4,7 1 K.M.F's products in various sizes with their
respective prices. N

Produots detail price
Putter: 500 zms Rgs. 19=-00
| 250 gme Re. 09-50
100 gms Ra. O4=00
1000 gms Rss 38«00
BPutter chiplets: 20 gms 18 01«10
10 gms is. 0060
Ghees 500 gms bottle Ra, 22«00
500 gms Jachet is, 20=50
15 Kg. tin 18, 66000
Skim Milk Powder: 500 gms carton 1i8s 1650
Whole ilk Powder: 500 gms tin Rse. 23=00

Source § K.M,F's price list as on 25-9-1986,
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As‘K.M.F. is following a going rate policy, which
somstimes will be even lower than its cost of production, its
p£ié;‘rén§o is»juat around the price range of competitérs. Its
exact price-level as shown in table 4,7 reveals the same fact
that priégs are neither too higher nor too lower but instead
it is fixed at either less or more by a rupe¢ or two around
the competitors price line. This helps to flow in par with
market competition inastead of attacking aggrensively and
flowing out of market.

Discount and allowances 3 A reduction in price given
to a middlemen for his position in a channel of distribution
is ocalled "trade discount'. K..i.F., is providing discounts to
approved dealers and in return gaining various benefits:
Firatly, as it i3 a nevw fim entry to a channel is a must
and it is gained by providing attractive rate of disocount.
jecondly, throuch its discount policy, it is stimulating its
approved dealers to provide promotional support for its products
and to perform such marketing functions as holdihg inventory,
distribution within territory, offerinrg credit ete,. Thirdly,
through its discount policy, K.M.F. is encouraging its aprroved
dealers to stick up and not to desert it on account of
competitive pressures. Lastly, through competitive rate of
discount, K.MN.F. is encouraging fast turn over and early cash

recovery from its anproved dealers.
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E.deFe 48 making a cash allowance of Hs. { if the
enpty bottle is returned by consumers after use. This one
rupee is either given on return of empty bottle or a deduotion
of one rupee is done in the fresh purchase of Ghee., This
allowance of 3s, | can be obtained by consumer from any retailer
or approved dealer and not necessarily from the same stores
vhere he has purchased the Ghee bottle. In this way, cash
allowance is bringing dual benefit to K.M.P, Mirstly, by
providing cash allowance on returned bottle repeated sale is
assured, and secondly, within is. 1 an empty bottle is obtained
the cost of manufacture of which is aotually more,

Turn over commigsion : To encourage fast turn over
K.Me?« has made a provision of tumm over commiasion in its
price~-policy. That i3, 1if the turn over of dealers exceed
R8s 20 lakhs per quarter than 1/4th commission shall be given
extra on the turn over exceeding Rs. 20 lakhs., As this
commission is amounting to thousanda of rupees, every dealer
is giving particular attention to market the K.M.Fla produot
and exceed the limit. In this way total sales are increasing.,
Further fast turn over resulting from turn over commission
is having its own advantaggs like, no deterioration in quality,
no blocking up of capital and supply of fresh products to final

consuners,

Levels of margin : "Harketing mar:zin has been defined as
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the aotuii anount received by marketing agencies in the markoting”.27
It is nothing but a share of middlemen in the re-sale price.
Whenever, the final price is fixed and controlled by the
manufacturer the satisfactory level of margin is the best
incentive to retailers to take initiative in pushing up the
aales, Cn the othef hand, 1f the re-sale prices are not fixed,
traders make 'windfall profits'! whenever market prices rise.
Conversely, their margins will be linited or even nil if the
market pricea shows a declining trend. But, both the asituations
are unwanteé‘ The earlier (windfall profits) disappoints the
f£inal consumer and the later‘(limited marsin) disappoints the
middlamcn. If the final consumer is disappointed he may

change the brand and if the middlemen is not rewarded he may
change the manufacturer., Thus, to be safesuarded “rom both
the adverses K.M.F. is fixing the middlemen's marzin and
strioctly adherinz to 1%. The marzin to be received by approved
dealer, sub-azents or retailers on each product with varying
3izes is ficed by EK.M.P. itself, The marzin is fixed afteor
taking into aceount the considerations like the position of
niddlemen in channel, the marketing funotions periormed, the
¢erree of contact with final consumers etc,. “‘he following
tatle sives the level of margzin fixed by Kei.F. t0o its chanrel

members upon its various products i
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Tadle 3 4,8 : Margin of middlemen in K,.i.#!s prices

N.B.A Sube Retaller's PFinal
Products dealer's agent's price  price
‘ price price

Ghees 500 gms bottle 20-50 20=~75 21-00 22-.00
500 gms sachet 19-00 19-25 19~50 20-50
15 Kge tin 63500 640-00 645-00 660-00
1 kg« loose 38.00 3900 40-00 42-00
Iutter: 1 Kg., unsalted 3400 34-50 3500 38..00
500 gms 'y 17-00 17-25 17-50 19-00
250 gms * 8-50 8-60 EaT5 9-50
{ Kg. salted 35«50 3600 3650 40-00
{100 ¢gns ,, 355 360 365 4--00
Butter- 20 gna ”0 0-98 1=00 102 1-10
chiplets
10 gms , 0=54 0=55 0=56 0=-60
Jkim Milk 500 gms carton 15«00 15-.25 15-50 16-50
Powder
Whole- _
il 500 gms tin 2150 21=75 22-00 23-00
Powder
Sweetened 400 gms 11-00 11-20 11=-40 12=-00
»11k( conde
ensed)

source t K.id.F's price list as on 25-.3-~1986,

The table clearly reveals the final price to be paid by

final consumers upon the various sizes of all products of L.M.F,
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as well the level of margin of each middlemen in the channel.
The price ayatem of kL,i.F. helps to achieve its major objective
of providing increasgsed returms to nilk produéers who are its
owners and at the sametime supplying quality products at stabdle
prices. Cut of the final price of each product major share 1is
received by K.d.fs and & reasorable amount is received by all
nwiddlemen a3 a reward for their marketing services., ailthough,
the level of marsin upon each individual item is lizited but

as the sales volume of each middlemen increases the total marzin
also amocunts to huge firure and it is such incentive that
stimulates each middlemen to market i..M.F's products.

For every kilogram of Chee marketed, the approved dealer
receives 50 paise if Ghee 13 s0ld to sub-azent; one rupee, 1if
80ld to retailer and three rupees, 1f Ghee 1is sold to final
consumers. The sub-agent will be receiving 50 paise for each
kilogram of “hee 3o0ld to retailer and two rapees fifty paise
if sold directly to final congumers. Jimilarly, the retailer

receives two rupees as his marzin upon each kilogram of Ghee sold.

In case of unsalted Butter, the approved dealer's margin
i3 50 paise if gold to sub-agenty 1 rupee, 1f s0léd to retailer
(3. 4 1f s0ld directly to final congsumers. The marzin ofsub-agent
is 50 paige, 1f unsalted butter is s0ld to retailer and 3-50 paise

if sold directly to final consumers. J3imilarly, the retailer's
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margin is Rs. 3 upon each kilogram o unsalted butter sold to

final consumers.

In case of salted butter, the approved dealer's share
in final price is 50 paise 4if forwarded to sub-agent; 1 rupee
12 =30ld to retailer, and s, 4«50 1f sold direotly to final
consumers. 7The sub-agent's marzin is 50 paise if 30ld toretaller

and R8s 4‘11 sold direotly to final sonsumers.

In case of skinmed milk powder and whole milk powder
for every kilogram the ghare of approved dealer is 50 paise if
forvarded to subeagent; 1 rupee if s0ld to retailer and 3s. 3
if sold directly to final consumers. The sube-agents' marsin is
50 paise if mold to retaller and Rs, 2-50 4if g0ld directly to
final consumers. 3imilarly, the retailer's margin is is, 2
in the final price of milk powder.

In this way atatle margin of each middlemen in the
channel is méintainad by K.M,Fs Under no situation, any
middleman is allowed to alter the fixed prices. 3trict vicilance
ig kept by E.i.F's marketirg staff throuch surprise vizits to

the premises of various middlemen,

Sales Quota and Ordering Quantity : BEvery approved
dealer is given with s quarterly sales-quota, At present it is
fixed at is. 20 lakhs per quarter. To encourace each dealer to
exceed his total sales more than the given guota, an additional
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commission of 1/45 on sales ercesding s, 20 lakhs is given,
And to those dealers who lag behird and proved inefficient,
1/4% commission on the short-fall of the allotted turn-over
will dbe deducted from the commission payatle, Hence, both
incentive and penalty is awarded depending upon the performance
of individual dealer.

The quantity to te ordered at any single time by approved
dealers should be preferably not less than a truck load. 1t
Goes not mean that the orders for lower guantity will not be
accepted, The transport charges for all thoae orders exceeding
a truck load are borne by kK.M.F. and if the orderincs quantity
is lower, than the dealer himself has to shoulder the cost of
transportation., This policy of E.M.F. quoting same delivered
price to all denlers regardless of their location (Uniform
selivered iricing) is serving as quantity discount and encouraging

approved dealers to place an order in quantities e~ual to or

more than a truok load.

b) Terms of sale : The price atratery of i....7 includes
the subevarialtles like cash or credit sale, mode of payment and

instalment facilities.

A8 far as terms of sale is consermed, K.i.”. is prefering
cagh sale only. Under no circumstances credit is zranted to

commercial middlemen. DBut, to sncourage and maintain healthy
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relations with approved dealers, on rare occaslors, credit

is granted to a limited extent, Ior example, if any approved
dealer has ordered the products~ Ghee and Futter-worth

9. 2.60 lakhg, and if any festival ia fastly epproaching
then the actual delivery of products worth s, 3 lakhs may
tnke place anticipating heavy cry for Ghee and Iutter during
fegtives. In this way, by slight moving away from thelr
established policy and by feeling pulse of the market, the
aprroved dealer is benefited and not put to loss of business
opportunities resulting from shortages perticularly during

fastivals.

In case, the whole 3alersa or retailers from out of
Kariataka state or final consumers and milk selling agents
aprrecach directly to K.Z.F's sale counter, then- however reliable
tle purchkaser may be-~ credit is not granted and sale is made
only ag:inst cash payment.

48 far as, milk producer's district unions and co-operatives
are concerned the terms of sale are both cash and credit. .s
these unions and co-operatives are the owners of'k.m.S. and the
letter is collecting liquid milk froa the former, there is no
risk of bad debts on account of credlit sale, if any. In other
words, : .M.F. can deduct the amount of credit sales out of the
paynent to be made to these unions or co-operatives ior the

purchase of liquid =milk from them,

ARDEKAR LIBRARY
. BALSMER KN kouuarea
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Pa;ment modes : The currer.cy notes, cheques of gcheduled
banka, dewand drafts of scheduled banks are the modes of

payaent usually accepted by K.M.r.

Instalment facilities : K.M.F . is marketins its product
not only té zeneral consumers btut preaticious orders of Indian
Jefence are also obtained and executed. 3imilarly, Flavoured
“11k under Jhild Integrated levelopment Programme is being
supvlied to Government Welfare Agencies. Under such a situation
it cannot press for cash payment. Instalment facllity is bvelng
extended by i.i..#s to both the defence authorities as well as

sovernnent Jponsored Welfare Agencies,

¢) He-sale irice Maintainance : “"Maintainance of price
refers to that system of distribution under which the manufacturer
¢f trade marked or otherwise identified goods names the prices,
at which his products shall be sold and cdistributed by wholeszlers
and retallers, thus controlling the margins realised by distributors

ard the prices paid by consumera", 23

In other words, it is a policy adopted by 1....7. to fix
the sale price at which its products will te re-sold to middlemen
and final consumers. This re-sale price ia fixed after taking
into account the market aonditions like, product acceptance by
consumers and channel members, quality of product, promotional

activities under taken, extent of competition, quality and price
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of competitive products, promoticnal pro.rammes of competitors,
etc,. The approved dealer or other trader should szell the
products at the rrices so fixed and under no circumstances he

shall alter the fixed sale price.

By fixing the re-sale prices, K,M.F. 1s successfully
attémpting to control the middlemen's margin and more important,
the final price to be paid by final consumers, 3Itability in
market prices i3 the main advantage acoruing to K.M.F . from such
a practice. The stable market prices are helpful to both the
middlemen and the final consumner, for both are assured that they
are not over charged. Again, the maintainance of re-sale price
helps Ke.do?e to tuild a positive public image about its brand
and products, Lastly, the advertising azencies are also

gupporting this policy of re~sale price fixation by F.M.F.

The demerits of such a poliey to K.¥“.F. is that it has
to incur additional expenditure upon advertising so that the
Jiral price so fixed is brought to the notice of gereral public.
Secordly, those middlemer who do not desire thelr trading
atility be restricted in any manner and who desire to feature
loss-leaders and cuteprices, eprose the fixation of re-sile

price by E.i.F.
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4.5 The Unocontrollable Variables ;

R WNR GNE TN Nl GEE SR S A L B ]

E.1.,F's success in marketing its milk products depends
not only on its controllable wvariables but also on trends and
developnents in the marketing environment, The marketing
environment repreaent a set of "Uncontrollable forces" to which
KMes must adopt its "Controllable forces" namely, the product,

the place, the promoticn and the price.

In the words of Philip Kotler "a company's Uncontrollable
variables consists of the actors and forces that are external to
the marketing management function of the firm and that impinge
on the marketing managements ability to develop and maintain

successful transsotions with its target customers”.2’

The forces vhich are external to the firm and as such
- the management is not free to choose, alter or control thenm.
They include the following

Demand,

Competition,

Trade Variabdbles
Product inputs,
Managerial skills,
Finanglial resources,

Legal conastraints,
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These unoontrollable variables limit the strategy ocholces
availabdble to marketing management in an attempt to influence a
favourable purchase decision by the consumer, The fimm is
vitally affected by these uncontrollable variables as they are
changing, constraining and uncertain providing new opportunities
and new threats. Further, thease variadbles changs 8o quickly
and unprediotably that major surprises and shooks are being
generated within the firm, Hence, it i3 necessary to understand
the uncontrollable variables amidst which the marketing plan
18 to be e#ocutod. These variables determine not only what must
be done, but what it is possidle to dp.

Demand 3 Demand is the most significant uncontrollable
variable, "It is least known and least predictable, yet has the
greatest impact on what ocan or cannot be done in markating".jo
It i3 claimed that sellers are able, through modern marketing
methods, to induce consumers to buy products they neither need
nor want, This seems to be something of an exoggeration. Many
of the new products fail in the nmarket, inspite of huge expenditure
on marketing., The marketing of products would be the far easier

task 1f a significant control over demand were possible.

Denand is the result of consumer needs and goals, as
milk products can be consumed by all human being irrespective of
their age and sex, the total population of the target mariet
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can be taken as the potential demand for K.4.F's #klk products.
The total population of four distriots of iorth Karmataka
(which is the target market of K.:.F's dairy plant, Lharwad)

as par_19§1 oensus is 93,985,116, Taking the average per ocapita
congumption of milk products, if Lk.M,F. suddenly decides to go
in for production, surely the result will dbe utter faillure,
Because, demand is the moat significant uncontrollatle variabdle
providirg both opportunities for success and threat to failure,
Althoush, the total populatiocn is taken as potential demand for
milk products, yet some segments are to be eliminated from it.
For example, those families which posseass their own cows and
buffaloes prefer home made Ghee and tutter,

The demand for products is constrained by such basic
forces as market segments, number of customers, their purchasing
power, buying behaviour, life style and needs, degree of brand
awareness and brand loyalty, location of brand deciasion~ home
or point of sale, sources of product information, current
awvareness and knowledge levels, who make the tuying decision- malae,

female, children, desgree of use- heavy or lisht, eto,.

The key to such an analysis is to discover the implications
for marketing programmes, For instance, to develop a more
effective marketing atrmategy. K.M.P. has to divide the total
pepulatioﬂ into various segments,such ag on the tasis of income
and life style, the customers may be divided into the higher class,
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the middle class and the lower class, C(n the basis of
geograpvhioal location the markets may be divided into ruml,

urban and sub-urban markets. On the basis of such segnents,

the E.M.F. can focus the light of its marketing plan on those
gegments which can be positively turmed as potential target market.

The decision making authority in a family 49 having its
own impact upon the K.il.¥'s marketing prosramre, If it is female
member of the family then the advertisment about milk products
nay be given in such joumals, magazines which are most read by
fenale, If the decision making authority is a male member then
-other suitable media is to be selected., If the target segment
is unaware about the multiple uses of products and their
availability then heavy promotional programme is to be chalked
out, On the other hand, if the brand awarness is there, then
a diZferent programme i3 to be chalked out to convert this brand
awarnesas into brand preferencse and thereby into brand loyalty,
The location of brand deciasion is again more inportant in
designing a suitable marketing programme., That 1g, if the
decigion to buy a landini brand product is taken at home then
radio, T.V. or home-read-journals can be preferred for gustomer
information., Conversely, if the brand-decision is made at
point-of-purchase then heavy window display and instore display
may be under taken, The purchasing power and buying behaviour

of potential customers influences its own effects upon the design
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of marketing strategy. The higher income group who 4o not
bother to purchase and store in large quantity; for them a
product in large quantity say 1 Xg. and 15 i g. tin of Ghee wmay
be brourht in ¢to market. On the cther hard, for those persons
vho deaire to purchase and use milk products tut their money
vover reatricts them, then a package of amall size, say 10 gms,
@0 gms buttery 100 and 200 gms Ghes may be brought into market.

Hence, due oconsideration is to be given to all these
complex aspects of demand variable while daveloping an effective

marketing stratesgy.

Competition 3 3Ivery company faces a wide ranie of
oompetitors. Failure to evaluate competition correctly is the
common reason for unprofitadble marketing stratezy. If competition
is intense, a different marketing strategy is to be developed
then if it is moderate. Murther, the basis (price/non-price)
of competition, the present and future atate of competition, the
anticipatory retaliation by competitors help to determine the
appropriate marketing strateszy.

To evaluate competition correctly, K.M.7. has to throw
its light of marketing intelligentia upon aspects like:

a) Number of competitors,
b) Their market share
o) Financial resources and promotionnl activities,
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d4) Their products, prices and marsin,
e) Competition from subatitute produocts,

a) lumber of Jompetitors 3§ As the major milk products
manufacturing plants are started on inand-pattern co-~operative
‘btagis a moderate degree of ocompetition is fuced by L...”. in its
target market area. At preaent, L.M.?. is facing competition
from the moat well established and poineer brand in milk products
'Amul' and 'Sagar' brands used by Gujarat Co-operative Milk
Iroducer's Federation 1td, The other competitive brands in
co=-operative sector are like 'Aavin' a brand used for milk products
by Tamilnadu co-oOperative fillk }roducer's Federntiong 'Bounce' a
brand used by uLempo Dalry Industries Ltd,, (a dairy plant of Goan
Government established in Iijapur district of Kamataka state);
'Vijaya' a brard uged by Andhra Pradesh Co-operntive Milk
rroducer's federation; '3neha' a brand used by Médhya Fradesh
so=0operative iilk Producer's Federationy Apart from these
competitors in co~operative seotor, K.M.r. is facing competition
from private sector also. or instance, ‘Indana' and ‘'Angel’
brands used by foremost dairies 1td, Ved Mangion, Jarapath
New Delhis ‘Anik' Gheo'and 'Anikspray! Ixim iiilk iowder by
Hindustan lever limited, Bombay, 'Japan' a brand used for Ghee
by Dalmia Dairy Industries, Bombay,.

b) Market Share : A considerable portion of market is
shared by major competitive brands like ‘'Amul’ ‘'3agar® Aavin,
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bounce, As Amul is the poineer in the field of milk products

it is having a national market. It can be rightly said that

Amul 48 the trend setter in the marketing of milk products.

shat 1s true of whole nation i3 equally true in i orth Karnataka,
That is the major share of K.li.7's target market area is in the
pocket of Amul, 3imilarly, Bounce is ocoupying a considerable
portion of this market for skim milk powder and vhole milk powder.
The main reason for such a sigeable portion of the market shared
by ‘Bounce' is that the plant is located in Asan~7i village,
Jamkhandi ¢aluka of bijapur district with regiatered office at
Bangalori. Hence, its marketing activities have naturally spread

over this region,.

Again, as the Tamilnadu and Andhra Pradesh are the
neighbouring states, the milk products produced by their
Federations are also marketed in Karnataka, The ‘'iavin' of
Tamilnadu Milk Producer's Federation and ‘Vijaya' of Andhra Pradesh
Milk Iroducer's Federation share a asizeable portion of North
Karmataka, They are having their own dealera in each distriot
of North Karnataka, through whom the intensive distribution of
their products is under taken., ™Murther, though linited but
some share of this market is being occupied by private
nanufacturers like 'Indana' Ghee by Fforemost Dairiess '3apan'
Ghee by Dalmiya Dairies; Anik Ghee and Anikspray skim milk powder
by Hindustan lLevers lLimited.
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¢) Pinanoial .lesources and iromotional zotivities
finance is being provided by Indian Dairy Corporation to all the
co=oparative ilk ]l roducer's Federation,as such the shocks of
financial shortages is not felt by any federation, Amongst all,
the ujarat 1iilk Federation top the list as far as financial
reaources are concerned, It owns its own milk sheds consisting
of hundreds of milch animals, As such for procuring gilk, it has
not required to depend too much on milk producers., Ais its own
reliable milk sheds are there, it is collectin: the same quantity
of milk irrespective of the lean or flush szeason.

As far as, promotional activities are concerred, mass
advertisment on national level ia under taken by 'Amul'., Not a
single magazine or journal is printed without Amul's advertisment
copy. adio, T.V. and film slids are all being used intenaively
by Amul, As such Amul is known to one and all, The proaotional
activities of other trands in iorth jarmmataka is to 2 linited
extent, They might have concenterated in their own statos, tut
here in lorth Karnataka only dealer display is being used ty

Aavin, Vijaya and ineha,

The private manufacturers of milk products do not come in
par with federations as far as financial resources are concerned.
But, thelr promotional activities are spread all over the national
market “?%?g the effective.services of Jomnercial .dvertisirg
sgencies, As such, they are most effective in producing effective

busiress results,
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d) Products, prices and margins of competitors :

of milk products are being produced by the competitors.

A varie ty
The

following table gives the pioture of manufacturers producing

< et U

various milk products with their brands.

Table 3 4,9 s Competitive manufacturers with their brands and
products operatirg in North Karnataka,

Federations/
Manufacturers

Gujarat Co=operative iiilk
Iroducer's “ederation Ltd,

Tamil Radu Jo-oOperative
111k Froducer's Federation
Ltd,

Dempo Dairy Industries,
Dempo house, Campal, Panaji.

Andhra Pradesh Co-operative
Filk Producer's ifederation
Ltd,

Madhya Pradesh Co-operative
41k Producer's Federation
Ltd.

Hindustan lLever Limited,

Fforemost lairies ILtd,
New Delhi,
Dalmiya Lairy Industries,

Source :”Dairv Trals 1953,

Brand Products

‘Amul' & Butter, Chee,*3.M.P. TW.M.P.

'3agar' ilk Chocolates, iilk Food,
Cagein, Cheese powder.

'Aavin' Ghee, Butter, *3.M.P.,
Icecream, Flavoured Milk
Cheese,

'Bounce' ¥#3,M,.F. +W.M.P., Infant

' #ilk Pood, lalted 1Milk Rood.

'Vijaya' DButter, Ghee, *3.il.P. TW.M.P.
tlx powder, Butter milk,
Sterilized flavoured milk,
Icecreanm, Khoa, [iilk Candy.

*3nehat Ghee, *3./.Fs, Casein,
Flavoured milk,

- tAnik’ Ghee

'Anikapray' *5..1.7, Iaby food,

'Indana' Ghee and TW.H.P,
*Angel' EBaby Food.,
'Sapan' Ghee, Butter, Taby food,

+W.?‘L.P.
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Oout of the variocus milk products produced by the
compeatitors, not all the products are aarketed in the North
Karnataka, the tarset market area of L.M.?, dairy plant, Lharwad.
Zach 7edaration is havings its own target market, whereinr they
are devoting much of their marketing attention, The orly
exception for this is 'Amul' which 4is coverning not only Gujarat
but the entire national market, However, K.¥,P, in its target
market area is facing ocompetition from both co-operative
federations and private nanufaoturn;a— particularly in case of
milk powder, For Ghee and Putter, the major threat is from
Aml and Aavin, As far as, markets out of the state is concerned
¥, 4,7, 18 facing tourh competition not only from atove mentioned
firms but also from a numdber of other established producers of

milk products,

The final prioces of all milk products marketed by
co-operative federations are beins controlled, As such, the
sele price inclusive of all taxes i1s printed on the packages.
But the private manufaoturers of milk products do not astrictly
follow this practice. as such, alterations in the final price
of their products by middlemen is posaible. As the prospective
customers are aware of this fact they will try to choose only
those milk products which are beings produced and marketed by
co-operative federations. The table numbered 4,10 clearly
reveals the market prices of various prodaucts, marketed under

various brands,
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Table : 4.10 : Final prices of milk products under 4ifferent trands.

Rupees/K2.
Iroducts/  Skim ¥Milk Wwhole Milk Ghee  TDutter .  /
Tyands Powder Towder s
Nandini 33=00 46-.00 44..00 40-.00
(salted)
38.00
(unsalted)
Sagar (Amul) 37=00 47-00 46-00 45-00
Rounce 3600 - - -
Aavin 3000 - 40-00 -
Sneha 42-00 - - -
anik spray 3880 - - -
Indana 40-00 49-60 - -
Glaxo - 52-00 - -

Jource : <oJollected through inquiries with dealers.,

The prices of some of the products is not deiiberately
shown: in the table as they are not narketed in the Northem
perts of ¥armataka, It i3 clear that, K.M.F, is facing price-
based competition only from Aavin. The price per Eg. of Aavin
J.%ﬁ.i‘. iawi{s. 30-00, where as the price of Nandini 3...F. 1is
R8s 3%=00 per K5, Aavin's Ghee 18 sold at Rs. 40-00 per Xg.
where as the Nandihi Ghee is s80ld at s, 44-00 per Kg, Tamil
wadu 1ilk Froducer's ‘ederation is juat attemptings to enter this
narket and sc far, it has appointed its dealer at "1japur only
and not in other three distriota., iWith the only exaeption of
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Aavin, the market prices of iandini's all products are lower
than the market prices of products marketed under other brands,
in case of butter, L.M.i's only rival ia the Amul and jagar brand
tutter marketed Ly Gujarat Milk FProducer's Federation. The

final price of Nandini butter is Rs. 40-00 per Kg, and Rs, 38-00
ver Kz, for salted and ungalted,respectively, VWhere as the 3agar
butter's final price is Rs, 45-00 per Xg, A positive difference
of las, 5=~00 and Rs, 7-00 per ¥g,

In case of milk powder, K.M.F . 18 facing tough competition
from both the co=operative sector and the private manufacturers,
The whole milk powder is marketed by Amul at 33, 47-00 per Kg.
and the Indana and Glaxo at Rs, 49-60 and Rs, 52-00 respectively.
The’market price of Kandini whole milk powder is the least price
that is, As. 46-00 per Kg. In case of skim milk powder more
competitors have concenterated their marketing operations with
attractive market prices. KHerein also, the market price of
Fandini is the lowest one, (of course with the exception of
Aavin skim milk powder) The landini 3,1.P., i3 marketed at
Ra, 3%00 per Fgz., where ags the market price of all other make

is more,

On observinrg the comparative price list, it is apparently
clear that the private manufacturer's market prices in each
itenm is more than the prices fixed by co-operative federations,
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Inspite of this faoct they are able to share a sizeable portion
of milk products market., This is on account of two reasons.
Firatly, more margin is their to middlemen, and secondly, more
advertisments using various media like T,V,, filmereels,
various aagazines eto,,

lealer's and retailer's marzin on all types of milk
producta marketed by various federations is almot same, It 1ig
fourd while extracting informations from the resellers of various
- milk products that the difforencoa ir margin allotted by
different federations is almost negligidble, But, as far as,
private manufacturers of milk products are concerned, they are
providing larce marsine- more than what the co-overntive
federations are providing. This induces the dealers to make
more efforts to inorease the sales of those milk preducts upon
which they get more marein. But, marzin is not the orly criteria
for increasirg sales., The factors like consumers confidence in
retaile r, product guality, oustomer-advertising activities,
revutation of the manufacturer count more in pulline the products

out of retailer's outlets,

Sompetition Irom substitute products : Arart from direct
competition, K.M.F. 1s facing indirect competition from the
subatitutes of milk products like Lesi Ghee, iLesl Iutter,
veretable oils eto,., The traditional minded families and the
raral based families prefer to keep cows and btuffaloes to fulfill

BARR. BALASAHEB KHARDEKAR LIBRAR

SHIVAJI UNIVERSITY KOlLuarga,
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their lioguid milk and milk product requirments, The rural
porulation largely consist of land owners and the land-leas
labour class. Eoth the claas prefer to keep thelr own cows énd
buffaloes, The land owrers will be having sufficient fodder

to feed their livestock plus they are benefitted by their dung
to te used as manure in their fields, The females in the houses
of landless labour class prefer to keep cows and tuffaloes so as
to remain busy and to support to the incomes of their husband.
lience, both these class will fulfill their milk and milk product
requirments within their houses,

Various vegetable oilas are being uged as the major
gubatitute for Chee and Dutter, The rich and hisher income
group can only afford to use full Ghee or Butter in the making
of their food items. The middle oclass and the below poverty line
groups prefer vegetable oils in place of Ghee or Yutter, lerhaps
Ghee ard Butter is used during festives., Those cugstomers who
use UGhee or hutter are again attracted by Lesi Lutter or Ghee
narketed during weekly Razaars of villages, Jome of the city
dvellers do not bother to visit villages on bazaar days and
purchase Futter. They think that simple villagers do not
edulterate the milk productas,

Hence, it 13 clear that out of the establigshed competitors
both from co-operative and private sectors with sound financial

resources, long standing marketing experience, well reputed trands,
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huge expenditure upon mass-advertising and other sales
promotional activities, K.m;F. has to0 place and position 1its
products in 1lts target market, «with better gquality products at
comparative lower market prices, the K.:u.#, has to build up

its own image not only in‘its target markets but also in whole
of the national market, it has to ocover up not only its entire
target market tut has also to snateh the markets (out of

l.arnataka) from the clutches of its competitors.

Trade variabls include those market intermediaries which
help the K.l.?. ir promoting, sellirs and distridbuting its
products to the firal consuiers., They indude a) charnel members,

1) Thrsical distrituting firms and ¢) marketirs service agencies.

a) Charrel iembers : Channel members include those
aiddlemen who help K.ii.F. in finding customers and firalising
sales with them, They fall in two categories- .igent middlemen
and iierchant middlenen, :.H.7's approved dealers are acting as
agert middlemen for, they are forwardirg the milk products to
other resellers without taking title over them, On the other
hand, the retaillers and wholesalers are the channrel members
actines for and on their own tehalf with holding title over
heieF's nilk products., a4a these channel members zre creating
time, place and posseasion utilities, i.M.F. i3 freed from the
firarncial and managerial compexities to operate such an vast

distribution systen,
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Purther, the nembters of chan:el are helping L..M.F. to
over coue two discrepancies between its out put and the customer's
needa, Firstly, the large quantity in which K.!{.?, is producing
@aily and the limited units demanded by individual customer,
Jecondly, it is the assortment discrepancy. That is; K.M.F,
produces only one brand, where as customers want to examine an
agssortment of different brands hefore decidirs to purchass,
Thus, discrepancies tetween the X.M.,F's capabilities and the
narket's requirements forces it to turn to channel membars to

reach and serve its target markets effectively.

The chanrel of distribution is regarded as uncontrollabdble
variable, because, out of various existing channels it is not
always possible to gain access to most suitable channel,
Jometines, the firm have to work hard to get 'shelf-apace' in
the needed type of outlet; the middlemen may dictate his own
terms or else the firm will be loosing a larse volume of market.
Even if, the firm succeeds in approachinz a particular dealer
in a partiocular territory, there is no guarantee that he will
resain loyal throuzh out., for, the other competins firms in
industry wmay approach him with better offers, Ilience, selecting
‘&nd workings with channel members 1s not an easy task, ielection
of some middlemen exoludes the possibility of working with
others. As such, great care is to be taken while choosing the

wentars of trade channel.
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Initially, K.M.F, appointed one single approved dealer
to market its products in each district of its target market.
Put later on, as it found that the effective serving of wvhole
district by a single dealer is not possible, it restricted the
area by dividing each district in between two approved dealers.
i‘enca, now there are two dealers for Iharwad and Xarwar districts.
For "ijapur, at present there is one approved dezler takins care
cf Zijapur and Bagalkot arsa and for the reat cof the distriot
it i3 seriously thinkings of appointing one more dealer. 1t may
e mentioned here that at the start, approved dealership to
rdjamr district was given to a dealer located at Talikot,
a taluka town of Bijapur. But, for his poor performance, his
dealership was cancelled lateron,

b) Physical distributin~ firms : The various firms
providins trarsport services through out the nation assist
L.d.Fs also iv moving its moods from its factory-site to their
destiration. The choice of prorer tranasport carrier affect the
pricirg of milk products, or time delivery and the condition of
products in which they are delivered, All of which in tum
affect the customer satisfactlion. Fhysiocal diastritution system
is rezarded as uncontrollatble variable, as the modes of transport
like trucks and rails are not owned by K.li.F. 4is a2 result it has
to depend upon other private and common carriers. A private

carrier 13 one who owns his own trucks and provide transport
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services from one place to other vhenever cargo is available.

A common carrier is one who provides tranaport gservices betveen
. predetermined points on a scheduled besis and is availatle to
all at atandard rates. Fowever,'out of firm is out of control’,
It may not be always possible to get the most cost-effective
transport service. S3ometimes, to meet the urgent requirments
of dealers it has to work with most unsatisfactory shipment,
which may not be sultable from the considerable points like
safety, speed, delivery date, intermal handlings, cost etec,.

c) Marketing Jervice-irenclies : These include the
avencies like marketing research agenclies, advertising agencles,
media firms, marketing consulting firms etc,. Juch firms agsist
Falieifs iﬂyplacing and promotins its products in a most economical
way. ‘hese agencies are regarded as uncontrollable because it
is not always possible to contact the acency with needed type

of creativity, effectivity, quality, service and price.

—— s wu eee e A

These include such uncontrollable varliatles like product
inputs, managerial gkills, financial resources, leral

constraints etc,,

a) Product inputs s EL.1.7. needs liquid milk as the
major 1np;t to produce its milk products. But liocuid milk-
althoush not yellow=zo0ld but white-silver and still- it is not
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available in sufficient quantity. The milk which remains after
neetins the requirments of urban population is only utilised

for processing inte milk products, Inspite of milk being
procured from all the district unions in Karmataka, it is not
possible to colleot the milk to its full capacity, Its average
capacity of milk handled per day remains at 30,000 litres per day
during lean season and‘92.000 litres per day durir.: flush season.
where as the licensed capacity of L.i.F. to handle milk i3 to the
extent of 1,5 lakh litres per day. As such, raw liguid milk is
not a controllable item 8o as to increase the output of milk

vroducts by increasirg the procurment quantum of liquid milk,

b) Managerial 3kills : The success of any ‘irm 4is
attributeé¢ to the type of management it possesses. Taking of

right decision at the right time needs a right person in the
risht chair. All the departments of a firm includins purchase,
production, finince, engineering, marketing etc., arc equally
inportunt. As such, they are to be equipped with equally
qualified, e:rerienced and specialised persons, To get a
highly qualified and experienced person it is a costly affair
adding 1ts own burden to final price, USometimes, such persons
impose thelr own terms and conditions, 3ven if, at such an
sxorbitant cost 1f they are accommodated there is no guarantee
that they will remain forever with X.!1.?., If some still better
opportunity is offered by other firma, they may shift their
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loyalty and legally, they cannot be restrained from doing so.

g¢) Pinancial Resources : Many firms have been hampered
in effeatively osxecuting thelr marketing plan due to inadsquate
financial resourses. The X.M.F. althouzh satatlished with an
huge anount of 7.2 ¢rores, but still finance is not a controllable
variatle for it. Because, if sufficient funds were avallable then
it could have easily worked out the establishment of its own
retaill outlets, atleast in the urban centresj mass advertisment
cculd have been undertaken; and moreover it could have owned its

own gource of sufficient milk supplies, which is nore important,

d) Lezal Constraints : Often a marketing prosramme deemed
effective and profitable bhut e=annot be fully implemented Lecause
of restraints imposed by various laws of the land, Lemml
constraints are being imposed to protect the interest of
congumers and e?ory fimm 483 required to design its marketing
strateey witkir such frame work, In case of milk procurnert by
Leieis the ministry of Yarnataka fixes the minimum purchage
price, below which the milk producer cannot be paid, This
inoreases the coat of milk procurment and thereby increzses the

firal price of millz products.

fixin~ and controlling of final price for milk products
by E.4.7, 13, no doubt liked by final consumers btut, nay not be
liked by resellers as their trmde practice is affected.
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If the laws of land remain constant for a fairly long
period of time, then the legal variables would not have remained
ag uncontrollable, The laws are likely to change, whenever
there is a chan-ve in parties holding political power. 30 also
the firms have to change and adjuat their marketing strategy.

Thus, the marketing environment provide i .ii.#, a place to
se:rch for oprortunities and to monitor threats. it consist of
all those uncontrollable variables which affect the .l.¥'s
ntility to deal effectively in its target market.

To conclude with, successful marketing depends on more
than effective product policy, distribution policy, promoticn
policy and pricins policy. 1t is essential that, these
controllable variables be 30 integzrated, co~ordinnted and adjusted
with the set cf uncontrollable variables that the over all result

is more than the sum of ita irdividual parts,

It is the role of marketinq function, more than of any
other business function, to assure that economic resources are
allocated effectively to fulfill consumer needs ané vants. If
narketing does not perform this role well, then X....i's will not
attair its dual-responsibility of providing a fair return and
continuous market to milk producers and protectir : consumers by
providing quality products at reasonable ratea. iilarly,

consumars too will loose, if marketing does not perform its role
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well., That is, economic resources will of course be invested
but, consumer needs and wants will remain un-satisfied. Thus,
society has a high stake in the skill with which marketing
executives perform the marketing task. The heart of this task
is the planning of a proper marketing strategy.
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