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COMPANYPROFILE

GCMMF:AnOverview

GujaratCooperative Milk Marketing Federation (GCMMF)is India's largestfood

productsmarketingorganization.Itisastatelevelapexbodyofmilkcooperativesin

Gujaratwhichaimstoprovideremunerativereturnstothefarmersandalsoservethe

interestofconsumersbyprovidingqualityproductswhicharegoodvalueformoney.

AMULmeans“priceless”inSanskrit.Thebrandname“Amul”from theSanskrit

“Amoolya”was suggested bya qualitycontrolexpertin Anand.Variants,all

meaning“priceless”,arefoundinseveralIndianlanguages.Amulproductshave

beeninuseinmillionsofhonessince1946.AmulMilkPowder,AmulGhee,Amul

Spray,AmulCheese,AmulChocolates,AmulShrikhand,AmulIcecream,Nutramul,

AmulMilkandAmulyahavemadeAmulaleadingfoodbrandinIndia.TodayAmul

isasymbolofmanythings.Ofhighqualityproductssoldatreasonableprices.Of

the genesis of a vastco-operative network.Of the triumph of indigenous

technology.Ofthemarketingsavvyofafarmer’sorganization.Andofaproven

modelfordairydevelopment.

GujaratCooperativeMilkMarketingFederation(GCMMF)isIndia'slargestfood

products marketing organization.It is a state levelapex body of milk

cooperatives in Gujaratwhich aims to provide remunerative returns to the

farmersandalsoservetheinterestofconsumersbyprovidingqualityproducts

whicharegoodvalueformoney

MEMBERS:33districtcooperativemilkproducersUnions

No.ofProducerMembers:3.5millions

No.ofVillageSocieties:17000thousand

TotalMilkhandlingcapacity:11.22millionslitresperday

Milkcollection(DailyAverage2017-18):18millonslitres
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MilkDryingCapacity:510metricTonsperday

CattlefeedmanufacturingCapacity:1450Mtsperday

SALESTURNOVER
YEARS incrores

2008-2009 8000

2009-2010 8005

2010-2011 9774

2011-2012 13750

2012-2013 18150

2013-2014 19100

2014-2015 20733

2015-2016 23000

2016-2017 27085

2017-2018 29222

AMULKOOL:

QualityStandards
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 Consistentqualityandamplequantitythroughouttheyearevenduringfestive

andleansession.

INDUSTRYSTANDING

 Market’spopularbrandsAmulandSager.

 No.1marketshareholderinIndiaforButter.

 Presentlymarketingpouchliquidmilkinfivestatesnamely,Gujarat,Maharashtra,

Chattisgarh,Rajasthan,DelhiandMadhyaPradesh
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AMULKOOLBUSINESSDETAILS

WHATISAMULKOOL?

AmulKoolisahighvaluefood.ItsuppliesbodybuildingProteins,boneforming

Calcium,andhealthgivingVitaminsandfurnishesenergygivingCarbohyderate,Natural

identicalflavourgivinganaturaltasteandMilkFatinaneasilydigestibleand

assimilableforHealth.

DIFFERENCEBETWEENAMULKOOLANDGAGAN

Constituents AMULKOOL GAGAN

ENERGY 184Cal. 180Cal.

COLOUR&FLAVOR NATURALIDENTICAL

FLAVOR SYNTHETICFOOD

COLOURS&ADDED

FLAVOURS

MILKUSED TONDMILK DOUBLETONDMILK

AMULKOOL

TONDMILK SUGAR

FAT SOLIDNOTFAT

VITAMINSC

CARBOHYDERATE

CALCIUM

PROTEINS

IRON
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TYPESOFMILKUSED:

TYPEOFMILK FAT% SNF%

DOUBLETONDMILK 1.5 9.0

TONDMILK 3.0 8.5

AMULINDELHI:

.ThemilkwillbepackedatQualityDairyinBallabgarh,leasedouttoAmulforthis

purpose.Amulwillusethesamedistributionnetworkasbutterandcheesetoretail

AmulMilkinDelhi..
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COMPETITORSOFAMUL:

MADHUSUDAN

MOTHERDAIRY

PARAS

MOTHERDAIRY

TypeofMilk MilkFat SNF

DoubleTonned 1.0% 9.0%

FullCream 0.5% 8.7%

Skimmed 6% 9%

PRODUCTPROFILE

ListofProduct:

 AmulProcessedCheeseSpread

 AmulPizzaMozarellaCheese

 AmulEmmentalCheese

UHTMilkRange:

 AmulTaazaDoubleTonedMilk

FreshMilk:

AmulTaazaStandardizedMilk
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OTHERPRODUCTSOFAMUL

AmulButter AmulCheeseSpreads

UtterlyButterlyDelicious 100%VegetarianCheesewitha

sweetdryflavors.

AmulLite GoudaCheese.

Thelowatfatbreadspread
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Amulpureghee

Hastypicalricharoma.

TopSweetendcornrecepies.

AmulGulabJamnus Amulcookingbutter.
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AmulGoldMilk AmulTaazaMilk

AmulFreshandTastyCream

AmulMastiButtermilk,anUltimate

Drinkforanytime.
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AMULKOOL

TheBestFlavouredMilkintheTown.

AmulIcecreams AmulChocolates

CheapestandtheBestIcecream. DarkRichChocolateswiththeBestTaste
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INTRODUCTION

Amulisbasicallyoperatedfrom Anandandit’sonco-operativebasis.Amul

produceslargevarietyofproductrangestartingfrom Milk,MistiDahi,Mozzarella,

CheeseandReadytoeatpizzaaswellasIcecreamsandchocolates.Amulhas

beenthemarketleaderinbutterforlast55years.Nosuchcompetitorstands

beforeAmulbutter.

ThereforeAmuldecidedtoenterinto Icecream fieldin2002.Afteralong

researchinthisfield,anoutputobtainedwaspositive.Thoughofthetough

competitorslikeMotherDairy,HLL,Britannia,Cadburyandmanymore.Amulwas

readytofacethem.Amulwasverysuccessfulandgotapositiveresponsefrom

themarketin2002.Itwasbecauseofitsbrandimage,productrangeandtest

whichweregiventotheretailers.

ThemaincompetitorsinSahibabadandGhaziabadwereMotherDairy,Parasand

Paragmilk.Motherdairywasverystrongduetoitsfacilitiesaswellasithas

madearoom incustomersmind.WhereasAmulhadalsoprovidedadeep

freezeronsecurityonpreferenceoftheretailer.Aparaswasthesecondmajor

competitorduetoitshugeinvestmentsofmoneyonsalespromotionaswellas

Parasprovidesalargevarietyofproductrangeandattractivepackaging.

Amulhadaverygoodadvantageofitsgoodbrandimage.Ithascapturedavery

goodmarketinGhaziabadandSahibabadarea.Amulhasastarttoendrangeof

everyproduct.ConsumersareverymuchattractedtowardsAmul’squality,which

washighestamongallcompetitors.

ThebasicstrengthoftheIndianeconomyisagricultureonwhichseventypercentofthe

populationdependsfortheirlivelihood.AndapartofitistheIndiandairyindustry
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LITERATUREREVIEW.

50yearsafteritwasfirstlaunched,Amul'ssalefigureshavejumpedfrom 1000

tonesayearin1966toover80,000tonesayearin2018.Nootherbrandcomes

evenclosetoit.Allbecauseathumb-sizedgirlclimbedontothehoardingsand

putaspellonthemasses.

Bombay:Summerof1967.ACharniRoadflat.Mrs.SheelaMane,a28-year-old

housewifeisoutinthebalconydryingclothes.From hersecondfloorflatshecan

seeherneighboursontheroad.Thereareotherpeopletoo.Thecrowdseemsto

begrowinglargerbytheminute.UnabletocurbhercuriositySheelaManehurries

downtoseewhatallthecommotionisabout.Sheexpectstheworstbutcansee

nosignsofanaccident.Itisherfour-year-oldwhodrawsherattentiontothe

hoardingthathascomeupovernight."ItwasthefirstAmulhoardingthatwasput

upinMumbai,"recallsSheelaMane."Peoplelovedit.Irememberitwasour

favoritetopicofdiscussionforthenextoneweek!Everywherewewentsomehow

ortheotherthecampaignalwaysseemedtocropupinourconversation."

For35oddyearstheUtterlyButterlygirlhasmanagedtokeepherfanfollowingintact.

SomuchsothattheadsarenowreadytoentertheGuinnessBookofWorldRecordsfor

beingthelongestrunningcampaignever.
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OBJECTIVES

 TostudytheconsumerpreferencesaboutAmulproductsinNoida.

 To find outthe competiative edge ofthe Amulcompanyoverotherdairy

competitorsinNoida.

 TostudydistributionchannelofAmul.

 TofindoutthefactorsresponsibleforincreaseinnumberofoutletsofAmul

dairyproducts.

 PackagedmilkmarketinNOIDAagainstloosemilk.
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RESEARCHMETHODOLOGY

Intheresearchmethodologyitisclearlystatetheproblem statement,whichis

statingthemanagementdilemma,itsbackground,itsconsequenciesandresulting

managementquestion.

Pastandpresentlyeveryorganizationfocusonthecustomersfeedback,because

customersfeedbackismostimportantandeasywaytoincreasebusiness.After

gettingfeedbackweknowwhattheproblem ofourcustomers.Onthatbasiswe

trytosolvetheirproblemsansincreasebusiness. 

A.Secondarydata:

Questionnaire/Interviews

B.Primarydata:

Collectionofprimarydatawasconductedbyvisitingthepeoplepersonallyforthe

preparationofthereport.

METHOD

Toachievetheobjectivewemakebyuseoffiledresearchmethod.

Filedresearchmethods:

 Massobservationthroughquestionnaire.

 Personalinterview
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ANALYSIS

1.NumbersofbrandsofAmulyouhave

 3
 6
 9
 10ormore
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2. WhichAmulmilkismostpopularamongthecustomers?

 Gold
 Shakti
 Tonned
 DoubleTonned
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3. Whypeoplepreferthatparticularmilk?
Becauseofits---

 Components
 Rate
 Taste
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4.WhichtypeofAmulcustomersdoyouhave?
 Permanent
 Temporary
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5.Whichotherbrandsdoyouhave?
Amul
MotherDairy
Other

6.NumbersofbrandsofAmulyouhave
i.3

ii.6
iii.9
iv.10ormore
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7. WhichAmulmilkismostpopularamongthecustomers?

a. Gold
b. Shakti
c. Tonned
d. DoubleTonned

PIECHART
Theabovepiechartshowingthemarketshareofdifferentmilkbrandsinmyarea.

Inwhichitisclearthathighestamongothermilkbrands.FollowedbyAmul,

Paras,andParagandsoon.
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8.WhichtypesofAmulcustomersdoyouhave?

A.Permanent : 25

B.Temporary : 20

C.Both : 25

TherearethreemaintypesofAmulcustomersincludingPermanent,Temporary

andBoth.

So resultcomes that35% ofthe totalpopulations is permanent.29% is the

temporaryand36%isthemixtureofbothtypesofthecustomers.

SoitcanbeconcludedthatamixvariantofthePermanentandtemporaryismore

involvedthanapermanentortemporarytypesofcustomers.



42

9.Avg.SalesofMilk(perweek)

AbovegraphthatMotherDairyistheMotherinthemilkmarketbutasfaras

AmulisconcernedAmulisgrowingveryhazardlyleavingallotherbrandslike

Parag,RamlalandotherlocalbrandsandgivingAmulaveryhealthycompetition

byboostingitssales30%ofthetotalsalesandisfarawayfrom MotherDairyby

onlyby3%andexpectedtocoverthatdistanceverysoon.

MilkBrands : Sales(In%)

A.Amul : 30%

B.MotherDairy : 33%

C.Parag : 7%

D.Paras : 19%

E.Ramlal : 7%

F.Others : 4%
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FINDINGS

a.Generally,Ifoundthemostcustomersusedairyproductsforselfuse

only.

b.Customersaresatisfiedastheygettheproductwithintheexpected

timeandindesiredquantity.

c.Customersaresatisfiedwiththeweightaswellasquantityofdairy

products.

d.Mainlycustomersarefacing problem with thepackaging ofthe

productsfrom mysurvey.Ifoundthatoutof50nearly5customers

werecomplainingaboutthepackagingoftheproduct.

e.Mainlycustomersaresatisfiedwiththequalityoftheproductsfrom

mysurveynearby25% customerscomplainingaboutbadqualityof

productsandespeciallyfortheMilk.
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CONCLUSION

 Theaboveresearchitcanbeconcludedthatamulisabiggestbrandinice

-cream in2012-13duetoitsmarketingstrategiesinurbansectors.

 Itisaprivilegetodealerstokeepamulice–cream intheiroutlets.

 Thepunchline-thetasteofIndiahascreatedagreatimpressiontothe

consumerinruralandurbansectoraswell.

 IthascreatedarevolutionintheproductionofmilkinIndia.

Althoughamulisarenownednameinurbanareasyetitisnotthatmuchfamilier

amongtheruralcustomers.
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RECOMMENDATIONS

Amulasabrandhasvery“BrandEquity”andisacommonnameinIndia’severy

household.Throughitsvastproductrangeandvariety,ithascreatedastrong

presenceindairysegment.Althoughitismonopolyinbuttersegmentbutin

chocolatefielditneedsalotofmeasurestotaketoensurethehighperformance.

1:SeparateButterDivision

ThereisstrongcompetitorlikeParaginthemarketsoAmulshouldalsohaveseparate

divisionforbutter.Theyshouldwatchtheircompetitorsproperlyandadoptstrategies

accordingly.

2:SmallWholesaleDivisioninInteriorRegion

Asmallwholesaledivisionshouldbeestablishedininteriorregionwheresalesarelow

andregularvisitbearshightransportationcost.Insuchareaeitherretailerspurchase

from otherareaordon’tkeepbuttertosell.

3:MarketSurveyatRegularIntervalbyRepresentatives

Company’srepresentativesmustsurveythemarketthemselvesatregularinterval.

4:ProvisionofTargetEvenToSalesman

Inordertoincreasethesale,salesmanshouldalsobegiventargettoachieveandpaid

them asquickaspossibleinform ofcashnotcheque.

5:ProvisionofFridgeatEasyInstallment

Therearemanyoutletswheresalesarehighbuttheydon’thavefridge.

6:DevelopNewMarket

Amulshoulddevelopnewmarketforbutterlikelocalgeneralstore,andconfectionary

7:CustomerCareDivision
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Acustomercaredivisionshouldbetheretotacklethewholesalersaswellasretailers

problems.
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QUESTIONNAIRE

1.NumbersofbrandsofAmulyouhave
a.3
b.6
c.9
d.10ormore

2.Whypeoplepreferthatparticularmilk?
a.Becauseofits---
b.Components
c.Rate
d.Taste

3.WhichtypeofAmulcustomersdoyouhave?
a.Permanent
b.Temporary

4.Whichotherbrandsdoyouhave?
a.Amul
b.MotherDairy
c.Other

5.WhichAmulmilkismostpopularamongthecustomers?

A.Gold
B.Shakti
C.Tonned
D.DoubleTonned


