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1.1 General Overview of Indian Industry

The Fast Moving Consumer Goods (FMCG), also known as Consumer Packaged Goods are those products that have a quick turnover and relatively low cost. Consumers generally put less thought into the purchase of FMCG than they do for other products. Items in this category include all consumables (other than groceries / pulses) people buy at regular intervals. The most common in the list are toilet soaps, detergents, shampoos, toothpaste, shaving products, shoe polish, packaged foodstuff, and household accessories and extends to certain electronic goods. These items are meant for daily of frequent consumption and have a high return. A major portion of the monthly budget of each household is reserved for FMCGT products. The volume of money circulated in the economy against FMCG products is very high, as the number of products the consumer use is very high. Competition in the FMCT sector is very high resulting in high pressure on margins. The Indian FMCG sector is the fourth largest sector in the economy with a total market size in excess of US$ 13.1 billion. It has a strong MNC presence and is characterized by a well established distribution network, intense competition between the organized and unorganized segments and low operational cost. FMCG Sector is expected to grow by over 60% by 2010. That will translate into an annual growth of 10% over a 5-year period. It has been estimated that FMCG sector will rise from around Rs. 56,500 crores in 2005 to Rs. 92,100 crores in 2010. Though the sector witnessed a slower growth in 2002-2004, it has been able to make a fine recovery since then. Burgeoning Indian population, particularly the middle class and the rural segments, presents an opportunity to the FMCG sector in India to squeeze the best out of the untapped market. An average Indian spends around 40 per cent of his income on along with the large population base is another factor that makes India one of the largest FMCG markets.
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The consumer goods sector can be broadly divided into the following categories: • Household care – Fabric wash (laundry soaps and synthetic detergents); household cleaners (dish / utensil cleaners, floor cleaners, toilet cleaners, air fresheners, insecticides and mosquito repellents metal polish and furniture polish). • Food & Beverages – Health beverages; soft drinks; staples / cereals; Beverages bakery products (biscuits, bread, cakes); snack food; chocolates; ice cream; tea; coffee; soft drinks; processed fruits, vegetables; dairy products; bottled water; branded flour; branded rice; branded sugar; juices etc. • Personal Care – Oral care, hair care, skin care, personal wash (soaps); cosmetics and toiletries; deodorants; perfumes; feminine hygiene; paper products. Since this particular project deals with the horizontal expansion of Coca-Cola, we are now going to focus deeply on the beverage industry in India, with special focus on the Coca-Cola Company. The beverage industry is India is vast, and there are various ways of segmenting it, so as to cater the right product to the right person. The different ways of segmenting it are as follows: • • • • • Alcoholic, non-alcoholic & sports beverages. Natural & synthetic beverages. In-home consumption & out of home on premise consumption. Age wise segmentation i.e. beverages for kids, for adults and for senior citizens. Segmentation based on the amount of consumption i.e. high levels of consumption and low levels of consumption. Most multinationals that came to India after 1991 targeted India’s urban middle class of earn revenues. Gradually, as appetites of this market of 300-400 million got satisfied, they woke up to the potential of the other market of more than 1 billion people. According to Industry estimates, rural India accounts for 74 percent of India’s population and 58 percent of India’s disposable income. Rural India is also characterized by growing affluence: agricultural output increasing to nearly 215 million tons in 2004 compared to 176 million tons in 1991.
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According to the data compiled by the National Council of Applied Economic Research, rural India now accounts for 70 percent of toilet soap users, and 38 percent of two-wheeler purchasers come from rural India. Atlanta-based Coca-Cola Company is one of the first global majors to have spotted the potential spin-offs from the country’s rural markets. It has perfected a unique supply chain to cater to India’s vast rural hinterland. The results are working, and Coca-Cola India’s rural penetration increased from 13 percent in 2001 to 25 percent in mid-2003. Over this period, the number of company’s rural distributors increased from less than 4000 to 5500. Colas, being fast moving consumer good, hold enormous potential for a manufacturer like the Coca-Cola Company. The biggest reason for this is the low per capita consumption, which Coke estimates at 3.7 bottles per person per year compared to 10 bottles per person per year for all India. Moreover, drinkers constitute only 18 percent of the population, as against 28 percent for all India. Breaking into this market required innovative thinking and a new strategy. Rural India meant reaching 6,27,000 villages spread over 32,87,263 square kms; it meant getting distributors to travel 200 kms to reach five shops with drop sizes of less than a case. Most of all, however, it implied he challenges of catering to the rural retailer – a new kind of customer for Coca-cola. A typical village retails environment consists of 4-5 kirana shops. The size of such stores varies depending on the size of the population density of the village which it serves. Purchase patterns also vary frequently due to daily wage earnings. There are spikes in sales during festivals, in the wedding season and during post harvest, while there are troughs during other periods. To reach out to rural India, Coke started out by drawing a hit list of high potential villages from various districts. Coca-Cola also concentrated on 47,000 haats (weekly markets) & 25,000 melas (fairs) held annually in various parts of the country.
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Coca-Cola now claims that 80 percent of its new drinkers come from rural India, where per capita consumption has nearly doubled between 2002 and mid 2003. By 2003, the rural market accounted for nearly 30 percent of Coke’s volumes, at 36 percent. The rural market also grew faster; between 2002 and mid-2003; Coke’s urban market grew 24 percent while the rural market grew 37 percent. Coca-Cola’s endless endeavor to capture the Indian market (both urban as well as rural) has continued till date with its “Horizontal Expansion Plan.” In my summer training period which lasted for four weeks, I had worked upon the Marketing strategy in the Distribution Zones of Berhampur. (Hindustan distributor) I was given a target of fill up of EDS and I was told to in find out outlets to open new outlets for the Coca-Cola Company. I traveled this distance on foot with the sole purpose of targeting not only the outlets in the prime locations, but also those outlets which have the right potential to attract customers and the right kind of space to accommodate the chilling equipment as well as the products.



1.2 Purpose of the Study

• • • Consumption of soft drinks has increased tremendously in India. Every age of group like it, now a days it become a household necessary item. In field of marketing many kind of surveys are conducted by coca-cola team time to time. This is end and last feedback for any kind of organization. By the specific survey, which was conducted by coca-cola organization want to know about the right picture of Berhampur market? This work study provides extensive information about the position of company’s brand in Berhampur.
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1.3 Scope of the Study

• • • This project work is helpful in making a deeper analysis of the opportunity mapping of Coca-Cola & the competition mapping in Berhampur. This project work will be helpful in conducting higher studies regarding the overall satisfaction of Coca-Cola from the dealer’s perspective. This report work will help the company to devise further marketing & sales strategies.



1.4 Objective of the Study

• • • • • • • • • To get the retailer’s wants in terms of product selling. To know effectiveness of the marketing strategy and sales promotions in market. Visicoolers survey in Berhampur market. Ensuring the visibility of the product. Ensuring the availability of products in outlets. Analyzing the effect of scheme. Analyzing the effect of discount. Evaluating the competitor’s strength and weakness in market. Retailer’s expectation from company.
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2. COMPANY PROFILE

2.1 History of the Coca Cola Company

The product that has given the world its best-known taste was born in Atlanta, Georgia, on May 8, 1886. Dr. John Stith Pemberton, a local pharmacist, produced the syrup for Coca Cola, and carried a jug of the new product down the street to Jacobs’ Pharmacy, where it was sampled, pronounced “excellent” and placed on sale for five cents a glass as a soda fountain drink. Carbonated water was teamed with the new syrup to produce a drink that was at once “Delicious and Refreshing,” a theme that continues to echo today Thinking that “the wherever Coca-Cola is enjoyed.



Figure 2.1 Dr. John Stith Pemberton



Thinking that “the two Cs would look well in advertising, “Dr. Pemberton’s partner and bookkeeper, Frank M. Robinson, suggested the name and penned the now famous trademark “Coca-Cola” in his unique script. The first newspaper ad for Coca-Cola soon appeared in The Atlanta Journal, inviting thirsty citizens to try “the new and popular soda fountain drink. “Hand-painted oilcloth signs reading “Coca-Cola” appeared on store awnings, with the suggestion “Drink” added to inform passersby that the new beverage was for soda fountain refreshment. During the first year, sales averaged a modest nine drinks per day. Dr. Pemberton never realized the potential of the beverage he created. He gradually sold portions of his business to various partners and, just prior to his death in 1888,
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sold his remaining interest in Coca-Cola to an Atlantan businessman Asa G. Candler who proceeded to buy additional rights and acquire complete control. The trademark “Coca-Cola,” used in the marketplace since 1886, was registered in the United States Patent Office on January 31, 1893. (Registration has been renewed periodically). That same year the first dividend was paid; at $20 per share, it amounted to 20 percent of the book value of a share of stock. A firm believer in advertising, Mr. Candler expanded on Dr. Pemberton’s marketing efforts, distributing thousands of coupons for a complimentary glass of Coca-Cola. He promoted the product incessantly, distributing souvenir fans, calendars, clocks, urns and countless novelties, all depicting the trademark. In 1919, a group of investors headed by Ernest Woodruff and W.C. Bradley purchased the Coca-Cola Company for $25 million. The new president put uncommon emphasis on product quality. Mr. Woodruff established a “Quality Drink” campaign using a staff of highly trained service people to encourage and assist fountain outlets in aggressively selling and correctly serving Coca-Cola. And with the assistance of leading bottlers, his management established quality standards for every phase of the bottling operation. Mr. Woodruff saw vast potential for the bottle business, so advertising and marketing support was substantially increased. By the end of 1928, Coca-Cola sales in bottles had for the first time exceeded fountain sales. Robert Woodruff leadership through the years took the Coca-Cola business to unrivaled heights of commercial success. Working with talented associates, he established the global momentum that eventually carried Coca-Cola to every corner of the world. Coca-Cola in India (Hindustan Coca Cola Beverages Pvt. Ltd.) Coca-Cola the corporation nourishing the global community with the world’s largest selling soft drink concentrates since 1886, was the leading soft drink brand in India until 1977, when it left rather than reveal its formula to the government and reduce its quality stake as required under the Foreign Exchange Regulation Act (FERA) which governed the operations of foreign companies in India. Coca Cola then returned to India on 26th October, 1993 after a 16 year hiatus, with its launch in Agra, giving a new Thumbs up to the Indian soft drink market. In the same year, the Company took
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over ownership of the nation’s top soft-drink brand and bottling network. Ever since, Coca-Cola has made significant investments to build and continually consolidate its business in the country, including new production facilities, waste water treatment plants, distribution systems, and marketing channels. Coca-Cola India is among the country’s top international investors, having invested more than US$ 1 billion in India in the first decade, and further pledged another US$ 100 billion in 2003 for its operations. The Company has shaken up the Indian carbonated drinks market greatly, giving consumers the pleasure of world-class drinks to fill up their hydration, refreshment, and nutrition needs.



2.2 Mission of Coca Cola

• • • • • • To refresh the world in mind, body and spirit. To make a difference in its product. To inspire moments of optimism through its brand and difference everywhere it engage. To do everything differs. Its product in each hand. Being a global leader in beverage.



2.3 Vision of Coca-Cola

• • • • • PROFIT: Maximize the return of share holder. PEOPLE: Establish a great place to work where people are inspired to the best they can do. PORTFOLIO: Bringing to the world a portfolio of beverage brands that anticipate and safely people’s need and desire. PARTNERS: Nurturing a winning network of partners and building a mutual loyalty. PLANET: Being a responsible global citizen that makes a difference.
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2.4 Brands Tagline

Thums Up Coca-cola Sprite Limica Fanta Maaza - Taste the Thunder - Open Happiness - Seedhi Baat No Bakwass, Clear Hai - Fresh Ho Jao - Go Bite - Bina Guthli Wala Aam



2.5 Brand Ambassadors

Thums Up - Akshay Kumar Limica - Riya Sen



Coca-cola - Aamir Khan



Fanta- Genelia D’souza



Sprite - Shahrukh Khan



Figure 2.2 Brand Ambassadors of Coca-Cola



2.6 SGA Providing Companies

• • • • Whirlpool India Limited Godrej Appliances Western Refrigerator Limited Rockwel Industries
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2.7 Competitive Environment

Coca-Cola is a leading player in the Indian beverage market with a 60 per cent share in the carbonated soft drinks segment, 36 per cent share in fruit drinks segment and 33 per cent share in the packaged water segment. In 2004, Coca-Cola sold 7 billion packs of its brands to more than 230 million consumers across 4,700 towns and 175,000 villages. The company has doubled its volumes and trebled its profits between 2001 and 2004. Coca-Cola continues to re-affirm its commitment to India through active ‘Citizenship Efforts.” All its plants in India partner with local NGOs to alleviate local community issues in numerous small ways. It boasts of impeccable credentials on quality. Coca-Cola has succeeded in spite of an extremely price-sensitive consumer with entrenched beverage consumption habits–tea, nimbu-paani (lemonade) and a fragmented and geographically dispersed retail market, and a high tax environment. The key competitors of Coca-Cola in the Indian beverage industry are as follows: PepsiCo PepsiCo stands for the major competitor of Coca-Cola, both worldwide as well in India. Pepsi stands for the second largest carbonated soft-drinks maker in the world, next to Coca-Cola. So, there is always a never ending competition between the products of both the companies. ‘Pepsi cola’ gives a tough competition to ‘Thums Up’ and ‘Coca Cola’ in the ‘cola drinks segment’. Again PepsiCo’s ‘Seven Up’ and ‘Mountain Dew’ gives a cut throat competition to Coca Cola’s ‘Sprite’ in the ‘clearlime segment’. The competition continues between Coca Cola’s ‘Fanta’ and PepsiCo’s ‘Mirinda’, while PepsiCo’s ‘Slice’ competes with Coca Cola’s ‘Maaza’ in the juice segment. In the juice segment we again have PepsiCo’s ‘Tropicana’ giving a fierce competition to Coca Cola’s ‘Minute Maid Pulpy Orange.’ In the mineral water segment PepsiCo’s ‘Aquafina’ competes with Coca Cola’s ‘Kinley’. In the soda segment too, Coca Cola ‘Kinley soda’ faces competition from PepsiCo’s ‘Lehar Evervess’ soda.
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The only unchallenged sector is the ‘cloudy lime segment’ where Coca Cola doesn’t face any threat from PepsiCo. Pepsi and Coca Cola together hold a market share of 95 per cent, out of which 60.8 percent is held by Coca Cola and the rest is held by Pepsi.



Figure 2.3 Brands under PepsiCo



Parle Agro The Parle Agro family tree also stands as a major competitor to Coca Cola in the Indian markets. ‘Mango Frooti’ which has been in the Indian markets since the last 23 years competes with ‘Maaza’ in the fruit juice segment. ‘Fanta (apple)’ is seen competing with Parle Agro’s ‘Appy Fizz’ and ‘Appy Classic’. In the mineral water segment Parle Agro’s ‘Bailley’ gives a tough time to Coca Cola’s ‘Kinley’. This apart, Parle Agro also has other products in its kitty like ‘Grappo (Fizz)’, ‘Lmn’, and ‘Saint juice’ to give Coca Cola a neck-to-neck competition.



Figure 2.4 Brands under Parle Agro



Dabur Dabur India Limited is India’s leading FMCG company with interests in health care, personal care and foods. Dabur has a history of more than 100 years and the company has carved a niche for itself in the field of Ayurvedic medicines.



Figure 2.5 Brands under Dabur
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Apart from this, Dabur has also successfully ventured into the beverage industry. With the successful launch of the Dabur (Real & Real Active) fruit juice it is quite evident that Coca Cola has another new competitor added to its own list.



2.8 Brand Portfolio of Coca-Cola India

The Coca Cola Company offers a wide range of products to the customers including beverages, fruit juices, and bottled mineral water. The company is always looking towards innovation and constantly strives to satisfy its consumers through offering a wide range of new and improved products. The Coca Cola Company has a wide range of products out of which the following products are available in India. COCA-COLA Masala Cola BASIS



Normal Cola



Orange Apple



and



Clear Lemon



Cloudy Lemon



Water
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Juice

Figure 2.6 Brand Portfolio of Coca-cola
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Coca Cola In India, Coca Cola was the leading soft drink till 1977 when government necessitated its departure. However, Coca Cola returned to India in 1993 and is now available to even the most remote parts of the country.



Thums Up Thums Up is a leading sparkling soft drink in the Cola segment, and is the most trusted brand in India, Originally introduced in the year in 1977; Thums Up was eventually acquired by the Coca Cola Company in the year 1993. The product is known for its strong and fizzy taste.



Sprite Sprite is ranked 4 in the world of soft drinks and is sold in more than 190 countries. In India Sprite was launched in the year 1999, but today is one of the fastest growing soft drinks, leading the clear lime segment.



Fanta Fanta (Orange) is one of the most favourite drinks since the 1940’s. However, it came hit the Indian markets in the year 1993, and is identified as a fun youth brand (“the fun catalyst.”) Another new Fanta (apple) has been launched in India recently which gives a fun-filled and fizzy taste.
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Limca Born in 1971, Limca has remained unchallenged as the no.1 soft drink in the cloudy lemon segment. The sharp fizz combined with the lemony bite provides a unique freshness.



Minute Maid Pulpy Orange Minute maid is one the world’s largest juice and juice drinks brand since the year 1945. In India, Minute Maid Pulpy Orange has been launched in the year 2007.



Maaza Maaza was launched in the year 1976. Coca Cola India realized that this drink was no ordinary one and had the capability of refreshing India with the real taste of mangoes. Hence the Coca Cola Company acquired Maaza in 1993. Maaza currently dominates the fruit drink category. Consumers regard Maaza as a wholesome, nature, fun drink which delivers the real experience of fruit.



Kinley Even though beverages quench our thirst in the scorching summer heat, nothing can beat the purity of water. Water is a life saving force in our lives. In a country like India, Where water is the life saving force for more than a billion people, the importance of water can never be understand.
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So, in order to provide the growing nation with pure and clean drinking water Coca Cola launched Kinley mineral water in India.



From this impressively long list of Coca Cola India’s brand, it can be undoubtedly assumed that these brands have assumed an iconic status in the minds of the Indian consumers.

Table 2.1 No. of Bottles in Case in different Packs



2.9 Manufacturing Unit of HCCBPL

The manufacturing unit of HCCBPL, situated at Khurda, is the third largest and one of the bottling operations owned by the company. The plant has one PET line which has the capacity of yielding 109 bottles, per minute, two RGB (Returnable Glass Bottles) lines which yields 600 bottles per minute and one juice line which yield 155 bottles per minute. It caters to the whole of South Karnataka through a network of more than 80 distributors. There are three depots in Bangalore; North Depot, East Dept, and Mega Depot.
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The manufacture of Coca Cola products involves the following steps: • Water is taken from the River Cauvery and it passes through the water treatment plant, further passing through the sand filter and activated carbon filter, so as to attain pure cleansed water. • • In the syrup room, the concentrate received from another bottling plant situated at Pune, is blended with the sugar syrup. Once both the water and the final syrup are ready, they are mixed together and sent to the carbonator section where Carbon Dioxide is added to the mixture to form the final product. • On the other hand, simultaneously, the returnable glass bottles are depalletized, inspected and washed for the purpose of filling in the final product in it. This step does not take place in the PET bottle line as the bottles once used are disposed. • The product is finally filled in the bottles, crowned (in case of RGB) / capped (in case of PET bottles), labeled and cased in order to be sent into the warehouse for distribution.



2.10 Packaging Details

The following are the packaging details of the products offered by the Coca Cola company for sale in India. • Coca Cola, Thums Up, Fanta, Limica, Sprite are available in 330 ml can, 200 ml, and 300 ml returnable glass bottles; 500+100ml free,1.2liter, 1.5 litre and 2 litres PET bottles. • • Diet Coke is available in 330 ml can and 500 ml PET bottle. Maaza is available in 200 ml and 250 ml Returnable Glass Bottle; 500+100 ml free and 1 litre + 200 ml free PET bottles and newly introduced 200ml Tetra Pack. • • • Minute Maid Pulpy Orange is available in 400ml and 1 litre PET bottles. Schweppes Soda Water is available in 300 ml returnable glss, 500+100 ml free PET bottles. Schweppes Mineral Water is available in 750 ml PET bottles.
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• •



Schweppes Tonic Water is available in 330 ml can. Kinley Soda Water is available in returnable glass bottles, 500 + 100ml free and 1.5 litre PET bottles.



2.11 Variables

1. Marketing Variables • • 2. • • Display items Visicoolers Discount for retailers Scheme for retailers



Sales Promotion variables



2.12 Research for Marketing Strategy

Coca-cola marketing strategy: • • • • • • • • Focus on availability of products in market. Focus on availability of product in the outlet. Coke products visible for consumers. More focus in rural area. Regular market visit by market developer. Distribution of product according to locality. Extra focus on monopoly outlets. Aggressive advertisement.



Focus on availability of products in market: • • • • Coca-cola works on dikega to bikega philosophy. This is the main formula of the marketing strategy of each company. So availability of product in the market is clear. For this reason market developer daily come in market to check their product availability.
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Focus on availability of product in outlets: There is big difference between the availability of products in market and outlets. Coca-cola want that their product displayed in each outlet in market so it is important that the product first available in market after that it put on outlets. Focus on visibility of coke product in outlet: • • The aim of coca-cola is that its product should be visible for the customers so company gives to retailers racks so many display items. Now a days the company is giving visicoolers to retailers for visible their chilled product in market for more sales. More focus in rural area: In early 2002 CCI launched a new advertising campaign for attract more rural customers. The advertisements with India leading bollywood star Amir Khan. With movie of Lagan. The tag line of advertisement was “Thanda Matlab Coca-Cola” Regular market visit by market developer: To know the position of coke’s product in the market, coca-cola appoint some executive those go in market and check availability, visibility of product, take care companies assets, check visicoolers and talk to shopkeeper and take feedback about their product. Distribution of product according locality: Coca-cola Company distributes their schemes according to area. Area or place where soft drinks sold in a large manner, on those place company gives good schemes to shopkeeper and retailer .place like railway station, bus stand, film hall are consider in this category. Place which have low selling, company gives small schemes to the shopkeeper.
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Extra focus on monopoly outlets: Outlets which only sales coca-cola product and gives good sales to company, are consider in this category company gives extra schemes, discount and make long relationship. Problem of these kinds of outlets resolve as soon as possible. Aggressive advertisement: Coca-cola use the concept of aggressive advertises for sales promotion. Company introduces different schemes and advertisements build brand image and establish awareness. Brand ambassador play an important role. Brand ambassador encourage the today youth to trust their instincts, influence them. Successful advertisement campaigns like “Taaza Mango, Maaza Mango” and “Bottle Mein Aam, Maaza Hai Naam”. Coca-cola advertisement came “Life Ho To Asi” were very popular and had entered in youth vocabulary. In 2002 company launched the campaign “Thanda Matlab Coca-Cola” which is sky rocketed the brand to make. Coca-Cola Lunched So Many Advertising For Market Capture Amir Khan’s Advertisement “Oye Soniyo Thanda Piyo”



2.13 Market Segmentation Model of Coca-Cola

Market can be segmented along 3 lines• • • Outlet volume, Locality income, Channel cluster.



28



MARKETING STRATEGY OF



SEGMENTATION



Channel Cluster Locality Income Grocery Eating & Drinking Convenience Low Medium High

Figure 2.7 Segmentation Model



Outlet Volume



Diamond Gold Silver Bronze`



Classification of outlets on the basis of volume:

Table 2.2 Classification of Outlets on the basis of Volume



Outlet classification Diamond Gold Silver Bronze TYPES OF OUTLETS: Grocery:



Ko Vpo SLAB(phy C/S) >800 500-799 200-499 <200



Outlet which primarily engage in retailing of food and various household items. It include general household items of daily usages e.g. commodities like flour, rice and branded household items like toothpaste, mosquito coil, soap etc. E&D: Outlet selling items to eat which are being cooked within outlet. They may have place of sitting. It includes QSR / Bakery / Mitie store/Restaurant/Bars / Juice / Soft drinks / Ice cream Parlour / Tea Shop etc.
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Convenience: Includes outlets which are small stores or shop generally accessible locally. These are often located along side busy roads. It includes chemist shop, STD booth, Pan Shops etc. E&D includes following outlets: • • • Fast Food: Self service with limited menu. Pubs: Outlet selling alcoholic beverages and snack items. Dhaba: Situated on roadside and market places catering cost effective Indian food. Convenience includes: • • • Pan Shop: Semi-temporary kiosk located near the road side. Selling cigarettes, beverages and other confectionary items. Outlet at petrol pumps: Convenience outlets selling top up items, may be open till late at night or 24 hrs. Travel and convenience kiosks: Permanent kiosks within the airport/railways/bus stand/(inside or outside)selling only beverages or a food and beverage kiosks.



2.14 Brand Order System of Coca-Cola
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Figure 2.8 Brand Order System of Coca-Cola



2.15 Sales Promotion Strategies of Coca-Cola

2.15.1 Introduction Our world today is characterized by promotion. Every day when we open the newspaper or saw view on TV channels we are bombarded with advertisement. Sales promotion is one of the most loosely used terms in marketing but in beverages companies it use separate. Sales promotion consist short term incentives to encourage purchase and sales or services. 2.15.2 Forms of Sales Promotion Sales promotion is basically in 3 forms: • • • Consumer promotion:-Targeted final buyers. Trade promotion:-Targeted retailers and wholesalers. Sales force promotion:-Targeted the numbers of sales force.



Why COCA-COLA using SALES PROMOTION :-( OBJECTIVE OF SALES PROMOTION) Sales promotion is main tool for increasing sales so following causes for adopting sales promotion. • • • • • • • • • To stimulate the demand by popularizing product. To face competition effectively. To keep the memory of products in mind of consumers. To supplement the personal selling and advertisement. To establish the large market segment. To capture more market share from competitor. To maintain the market. To attract distributors towards its brand. To attract more consumers by giving them free gifts on products.
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•



To include middle man wholesaler and retailers to purchase goods in large quantity by offer them more facility on higher trade more cash discount, bonus etc.



• • • • •



To arrest seasonal decline in sales. To assist sales man in increasing sales, achieving sales target and salesman’s activities for problem sales. To help of new products this introduced in market recently. To introduce such sales promotion methods as to adopt aggressive selling and thereby increase sales. To stimulate market research.



2.15.3 Methods of Sales Promotion Various types of sales promotion methods are being used in organization in CocaCola, these following methods are using in sales promotion technique. 1. 2. 3. 1. Consumer sales promotion methods. Traders, wholesalers, retailer’s sales promotion methods. Sales force promotion methods. CONSUMER SALES PROMOTION METHODS: Consumer sales promotion methods are those methods which are directly at customers to induce them to buy the company’s product. Consumer sales promotion devices. • • • • • 2. Free trails Samples Premium Bonus stamps Cash refund offer TRADE SALES PROMOTION METHODS: - Trade promotion is an incentive given to middle man to buy. • • Discount Display and advertising allowance
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• • • 3.



Store demonstration Free goods Free tours etc. SALES PROMOTION METHOD: -sales promotion method is those methods which intended to motivate the sales force to increase sales. These methods support a sales man to perform his job more effectively and sincerely.



• • •



Bonus to sales force Sales force contests Sales meeting convention and conferences



2.15.4 Promotion Strategies A promotional strategy is an important element of market strategy. A key ingredient in marketing campaigns consist of a diverse collection of incentive tools, mostly short term, designed to stimulate quicker or greater purchase of particular products or services by consumer or trade.



Figure 2.9 Promotion Strategies



33



MARKETING STRATEGY OF



2.16 Channel Management

(PART OF MARKETING STRATEGIES) The partner type relationship with bottlers franchise owned bottling operation [FOBO], as well as company owned bottling operation [COBO] network of the channel management mostly cover these type bottling. It is this way in Coca-Cola Indian strengths in its marketing that gives it an edge. Every number of its sales team is meticulously taught the merchandising and display skills that can leverage the reach of the company’s bottling network to achieve high visibility of the product.



2.17 Distribution System of Products in Market

Distribution of the product is main point of the marketing strategy of the companies. How the product distribute in market as much as possible. Coca-cola India distributes its product in market from its warehouse in two types. • Direct Route: Where company supplies its products in market by company route or its agent route by company owned delivery vans. In Bhubaneswar Company have direct route. • Indirect Route: Indirect routes are those in which Coca-Cola products are supplied to its distributers appointed in different areas. Than distributers distribute products in market by their own tempo or vehicle.
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Figure 2.10 Flow of Distribution System



2.18 Market Allocation of Coca-Cola

Coca-Cola has concentrate in 4 types of markets. • Emerging Market: Like China and India, where there is low per capital income but are a good potential for investment because of their large size of population. • • Leading Market: Where Coca-Cola has maintained and defend its position against competition. Low Share Market: Market where Coca-Cola has low share but where presence is required.



2.19 Target Core

The Coca-Cola Company has their weekly targets, sales executive, marketing executive, market developer, sales persons and their targets the company give them good incentive which attract them to work with their full potential.



2.20 Market Execution (Activation) Standards of Coca-Cola

Standards for different types of outlets CHENNAL: GROCERY OUTLET CATEGORY: DIAMOND Availability standards of products 200ml /TP 250ml / 200ml mz 300 ml 330 ml 500/600 ml 1 / 1.2 / 1.5 / 2 Ltr. Maaza Thums UP + [Coke, Limica, Sprite, Fanta (any three) Diet Coke, Coca-cola (only for medium / high income) Thums Up + [Coke, Limica, Sprite, Fanta (any three)] Maaza Thums Up + [Coke, Limica, Sprite, Fanta (any three)] Maaza, Kinely
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Cooler Standards Locality Income 20 c/s visi 9 c/s visi 30 c/s visi 20 c/s visi Low



Medium / High



Activation Standards Essential Activation Standards • • • • Display rack ( at least 1) 3 Tier Rack with Header (should pure 50% charged by coke products) Self display (other than rack, mini. 8 facing of any pet displayed and visible). Price communication and visi cooler @ prime position.



Optional Activation Standards • • • • Counter Top Aerial Mobile Hanger Crate Display Road standee / Signage



Execution Standards Channel: Grocery Outlet Category: Gold



36



MARKETING STRATEGY OF



Availability standards of products 200ml /TP 250ml / 200ml mz 300 ml 330 ml 500/600 ml 1 / 1.2 / 1.5 / 2 Ltr. Only for few locality income Maaza Thums UP + [Coke, Limica, Sprite, Fanta (any three) Diet Coke, Coca-cola (only for medium / high income) Thums Up+[Coke, Limica, Sprite, Fanta(any 3)] Maaza Thums Up + [Coke, Limica, Sprite, Fanta (any three)] Maaza, Kinely, minute maid if necessary Cooler Standards Locality Income 9 c/s visi 7 c/s visi 9 c/s visi 20 c/s visi Low



Medium / High



Activation Standards Essential Activation Standards • • • • Display rack ( at least 1) 3 Tier Rack with Header (should pure 50% charged by coke products) Self display (other than rack, mini 8 facing of any pet displayed and visible). Price communication and visi cooler @ prime position.



Optional Activation Standards • • • • Counter Top Aerial Mobile Hanger Crate Display Road standee / Flange / Signage



Execution Standards Channel: Grocery Outlet Category: Silver Availability standards of products
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200ml /TP 250ml / 200ml mz 300 ml 330 ml 500/600 ml. 1 / 1.2 / 1.5 / 2 Ltr.



Thums Up + [Coke, Limica, Sprite, Fanta (any 3)]. Maaza Thums UP + [Coke, Limica, Sprite, Fanta (any three) Diet Coke, Coca-cola (only for medium / high income) Thums Up+[Coke, Limica, Sprite, Fanta(any 3)] Maaza Thums Up + [Coke, Limica, Sprite, Fanta (any three)] Maaza, Kinely



Cooler Standards Locality Income 4 c/s visi 7 c/s visi 7 c/s visi Low Medium / High



Activation Standards Essential Activation Standards • • • • Display rack ( at least 1) 3 Tier Rack with Header (should pure 50% charged by coke products) Self display (other than rack, mini. 8 facing of any pet displayed and visible). Price communication and visi cooler @ prime position.



Optional Activation Standards • • • • Counter Top Aerial Mobile Hanger Crate Display Road standee / Flange / Signage



Execution Standards Channel: Grocery Outlet Category: Bronze
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Availability standards of products 200ml /TP 250ml / 200ml mz 300 ml 330 ml 500 ml / 600ml 1 / 1.2 / 1.5 / 2 Ltr. Cooler Standards Locality Income 2 c/s visi - Low PVC ICE BOX - Medium / High Activation Standards • • 1 Tier Rack Price communication and visi cooler @ prime position Thums Up + [Coke, Limica, Sprite, Fanta (any three) Maaza Maaza, Kinely



Channel: E & D Outlet Category: Diamond
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Availability standards of products 200ml /TP 250ml / 200ml mz 300 ml 330 ml 500/600 ml. 1 / 1.2 / 1.5 / 2 Ltr. Maaza Maaza Thums Up + [Coke, Limica, Sprite, Fanta (any three) Diet Coke, Coca-cola (only for medium / high income) Thums Up+[Coke, Limica, Sprite, Fanta(any 3)] Maaza Thums Up + [Coke, Limica, Sprite, Fanta (any three)] Maaza, Kinely Cooler Standards Locality Income 20 c/s visi 9 c/s visi 30 c/s visi 20 c/s visi Low



Medium / High



Activation Standards Essential Activation Standards • • • • Combo standee (mini 3 nos.) / combo wall hanging (min 3 nos.) / menu board with combo communication (at least 1 of 3 option). Branded table mats / branded menu card / table top vinyls (at least 1 of 3 option) at least 5 nos. or all tables if less than 5 tables. Flange / Road Standee / Glow sign board (at least 1 of these 3) Price communication and visi cooler @ prime position.



Execution Standards Channel: E & D Outlet Category: Gold
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Availability standards of products 200ml /TP 250ml / 200ml mz 300 ml 330 ml 500/600 ml. 1 / 1.2 / 1.5 / 2 Ltr. Maaza Maaza Thums Up + [Coke, Limica, Sprite, Fanta (any three) Diet Coke, Coca-cola (only for medium / high income) Thums Up+[Coke, Limica, Sprite, Fanta(any 3)] Maaza Thums Up + [Coke, Limica, Sprite, Fanta (any three)] Maaza, Kinely Cooler Standards Locality Income 7 c/s visi 9 c/s visi 9 c/s visi 20 c/s visi Low



Medium / High



Activation Standards Essential Activation Standards • • • • Combo standee (mini 3 nos.) / combo wall hanging (min 3 nos.) / menu board with combo communication (at least 1 of 3 option). Branded table mats / branded menu card / table top vinyls (at least 1 of 3 option) at least 5 nos. or all tables if less than 5 tables. Flange / Road Standee / Glow sign board (at least 1 of these 3) Price communication and visi cooler @ prime position.



Execution Standards Channel: E & D Outlet Category: Silver
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Availability standards of products 200ml /TP 250ml / 200ml mz 300 ml 330 ml 500/600 ml. 1 / 1.2 / 1.5 / 2 Ltr. Maaza Maaza Thums Up + [Coke, Limica, Sprite, Fanta (any three) Diet Coke, Coca-cola (only for medium / high income) Thums Up+[Coke, Limica, Sprite, Fanta(any 3)] Maaza Thums Up + [Coke, Limica, Sprite, Fanta (any three)] Maaza, Kinely Cooler Standards Locality Income 4 c/s visi 7 c/s visi 7 c/s visi Low Medium / High



Activation Standards Essential Activation Standards • • • • Combo standee (mini 3 nos.) / combo wall hanging (min 3 nos.) / menu board with combo communication (at least 1 of 3 options). Branded table mats / branded menu card / table top vinyls (at least 1 of 3 option) at least 5 nos. or all tables if less than 5 tables. Flange / Road Standee / Glow sign board (at least 1 of these 3) Price communication and visi cooler @ prime position.



Execution Standards Channel: E & D Outlet Category: Bronze
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Availability standards of products 200ml /TP 250ml / 200ml mz 300 ml 330 ml 500/600 ml. 1 / 1.2 / 1.5 / 2 Ltr. Cooler Standards Locality Income 2 c/s visi PVC ICE BOX Low Medium / High Thums Up + [Coke, Limica, Sprite, Fanta (any three) Maaza -



Activation Standards • • • Table top display. DPS / Flange, Road Standee Price communication and visi cooler and prime position



Execution Standards Channel: Convenience Outlet Category: Diamond
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Availability standards of products 200ml /TP 250ml / 200ml mz 300 ml 330 ml 500/600 ml. 1 / 1.2 / 1.5 / 2 Ltr. Maaza Maaza Thums Up + [Coke, Limica, Sprite, Fanta (any three) Diet Coke, Coca-cola (only for medium / high income) Thums Up+[Coke, Limica, Sprite, Fanta(any 3)] Maaza Thums Up + [Coke, Limica, Sprite, Fanta (any three)] Maaza, Kinely Cooler Standards Locality Income 20 c/s visi 9 c/s visi 30 c/s visi 20 c/s visi Low



Medium / High



Activation Standards Essential Activation Standards • • • • • Table top display unit / hanging rack (at least 1, should be pure atleast 50% charged). DPS / Flex board / glow sign board / road standee / flange (at least 1 of the above) Flange / Road Standee / Glow sign board (at least 1 of these 3) Arial mobile hanger (with at least 4 mobile hanger displayed at front of store). Price communication and visi cooler @ prime position.



Execution Standards Channel: Convenience Outlet Category: Gold



Availability standards of products
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200ml /TP 250ml / 200ml mz 300 ml 330 ml 500/600 ml. 1 / 1.2 / 1.5 / 2 Ltr.



Maaza Thums Up + [Coke, Limica, Sprite, Fanta (any three) MZA Thums Up + [Coke, Limica, Sprite, Fanta (any three) M/H JN Diet Coke, Coca-cola (only for medium / high income) Thums Up+[Coke, Limica, Sprite, Fanta(any 3)] Maaza Thums Up + [Coke, Limica, Sprite, Fanta (any 2)] Maaza, Kinely



Cooler Standards Locality Income 7 c/s visi 9 c/s visi 9 c/s visi 20 c/s visi Low



Medium / High



Activation Standards Essential Activation Standards • • • • • Table top display unit / hanging rack (at least 1, should be pure atleast 50% charged). DPS / Flex board / glow sign board / road standee / flange (at least 1 of the above) Flange / Road Standee / Glow sign board (at least 1 of these 3) Arial mobile hanger (with at least 4 mobile hanger displayed at front of store). Price communication and visi cooler @ prime position.



Execution Standards Channel: Convenience Outlet Category: Silver
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Availability standards of products 200ml /TP 250ml / 200ml mz 300 ml 330 ml 500/600 ml. 1 / 1.2 / 1.5 / 2 Ltr. Thums Up + [Coke, Limica, Sprite, Fanta (any 2)] Maaza Thums Up + [Coke, Limica, Sprite, Fanta (any 2) Thums Up+[Coke, Limica, Sprite, Fanta(any 3)] Maaza Thums Up + [Coke, Limica, Sprite, Fanta (any 3)] Maaza, Kinely Cooler Standards Locality Income 4 c/s visi 7 c/s visi 7 c/s visi Low Medium / High



Activation Standards Essential Activation Standards • • • • • • Table top display unit / hanging rack (at least 1, should be pure atleast 50% charged). DPS / Flex board / glow sign board / road standee / flange (at least 1 of the above). Flange / Road Standee / Glow sign board (at least 1 of these 3). Arial mobile hanger (with at least 4 mobile hanger displayed at front of store). Outside create display (minimum 3 crate with crate wrap). Price communication and visi cooler @ prime position.



Execution Standards Channel: Convenience Outlet Category: Bronze
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Availability standards of products 200ml /TP 250ml / 200ml mz 300 ml 330 ml 500/600 ml. 1 / 1.2 / 1.5 / 2 Ltr. Cooler Standards Locality Income 2 c/s visi PVC ICE BOX (2 Covers) Low Medium / High Thums Up + [Coke, Limica, Sprite, Fanta (any 3] Maaza -



Activation Standards Essential Activation Standards • • • • • • Table top display unit / hanging rack (at least 1, should be pure atleast 50% charged). DPS / Flex board / glow sign board / road standee / flange (at least 1 of the above). Flange / Road Standee / Glow sign board (at least 1 of these 3). Arial mobile hanger (with at least 4 mobile hanger displayed at front of store). Outside create display (minimum 3 crate with crate wrap). Price communication and visi cooler @ prime position.



2.21 SWOT Analysis of HCCBPL

2.21.1 Strengths • • • • Leader in the beverage industry with quality brands. Improved quality control Use of the latest technology Heavy investment in both infrastructure and sales promotion campaigns
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• • •



Strong distribution network Modified and attractive packaging Strong advertising network.



2.21.2 Weaknesses • • • • The entire infrastructure needs a face-lift. Unskilled labour Tight case policy Fear of retrenchment among the workers



2.21.3 Opportunities • • • Wide market to explore and tap the best benefit out of it, by means of “Horizontal Expansion.” Good rural market, where Coca Cola has already began its task of Horizontal Expansion. The direct selling and distribution zones of Coca Cola are well managed.



2.21.4 Threats • • • Stiff competition (especially from PepsiCo, Parle Agro & Dabur) in the Indian market. Illegal distribution done by some distributors. Changing consumer preferences with new competitions and new brands entering the market.



2.22 Push & Pull Strategy

• Push Strategies: HCCBPL is using Push strategy in which they use its sales



force and trade promotion money to induce intermediaries to carry, promote and sell the product to end users i.e. consumers.
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For Example - As HCCBPL is giving free pet bottles and other trade schemes to distributors, agency owners and retailers. • Pull Strategies: HCCBPL is also using Pull strategy in which they are using advertising and promotions to persuade consumers to ask intermediaries for the company brand product by this way HCCBPL inducing customer to order to from shopkeeper. For Example – HCCBPL is using flanges, display racks, tier racks, standees, mobile hangers and visicooler brand strips.
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3. METHODOLOGY

3.1 Design of the Study

The type of research that I have conducted while undergoing this project is ‘Exploratory Research’. The main purpose for taking up such a type of research work is to exploring the strategies of Coca-Cola in Berhampur. In this process, the market potential for Coca-Cola has been studied. I have conducted a survey to carry out such a type of research. This research investigate any problem which suitable hypothesis this is also clarifying few any doubt and also helps for further research for developing a hypothesis.



3.2 Data Collection Source and Methods

Primary Data I have collected the primary data through face-to-face interviews of the dealers using EDS. Secondary Data I have collected the secondary data from the manuals of the Coca-Cola Industry and Internet.



3.3 Sampling Details

Sampling Frame I have conducted the survey by interacting with the dealers of Hindustan distributor of Berhampur; the first one being the entire Old Berhampur, Big Bazaar, Sana Bazaar, Hanuman Bazaar, Prem Nagar, Housing Board, Lathi, Mohuda, and Tamana. Sampling Unit I have taken three types of dealers in order to conduct my survey; the first category being exclusively Coca-Cola dealers, the second category being the exclusively Pepsi dealers, the third category being the mixed dealers (of both Coca-Cola & Pepsi). The
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survey has been conducted in three different types of outlets, the first being ‘convenience outlets’, the second being ‘grocery outlets’, the third being ‘eating & drinking outlets’. Sampling Element The sampling elements have been taken from the shops visited during the on job Training. Sampling Procedure The sampling method adopted is probability sampling in which stratified random sampling has been done in Berhampur. A stratified sample is constructed by classifying the dealers’ population in the above two strata based on the parameters as mentioned in the segmentation model of the company. The selection of elements is made separately from four set of channel segments – Convenience, Grocery, Eating & Drinking. The three dealer types under three channels are – dealers of the exclusively Coca-Cola outlets, dealers of the exclusively Pepsi outlets and dealers of the mixed (both Coca-Cola and Pepsi) outlets. Sample Size The sample size that I have chosen to conduct the survey is 296, out of which 265 samples are dealers of exclusively Coca-cola, 3 samples are dealers of exclusively Pepsi, and the remaining 28 samples are of mixed dealers (of both Coca-cola & Pepsi).



3.4 Field Work Details

3.4.1 Route Visit I have visited the routs with my vehicle where the distributor supplies the products. I observed the display norms for outlets in all route and each type of outlet. Every morning I went to one corresponding route and observed all techniques of selling products to retailers by coca-cola salesman and also try to know the mentality of the consumers and retailers.
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I had visited following route: 1. 2. 3. 4. 5. 6. 7. 8. 9. 10. 11. Old Berhampur Premnagar Haradakhandi Road Militarylane Gatebazzar State Bank Road Subarao Square Tata Benz Square Lathi Tamana Mohuda



With this work I take interview in that I asked to retailers about visicooler and display items. I asked them about low sales, pesticides effect and other things. 1. 2. 3. 4. Count the number of empty per outlet. How much empty place in a shop. Find out new outlet which wants cooler. Find out which outlets owner wants to buy and sell coca-cola products.



3.4.2 EDS Survey • • • • • In this survey I checked warm and cold stock of coke and pepsi. I also checked peak day sales of cold drinks. I find out retailers problem and sales promotion scheme is they getting. I also checked sign board, stand rack. In last I take consumer and retailers feedback.
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3.5 Limitations

• • • • • • • • • • Considering the fact that nothing is perfect in the world. Every individual bound to make mistake at some points. It’s genuine. The study was restricted to Berhampur only, so it was difficult to generalize the interpretations would make out the findings. The respondents may be based or influence by other factor. Information collection took 30 days. A busy schedule of dealers/retailers also makes the collection of information very difficult one. Non-co-operative behavior of respondent was a big problem in this survey. White studying the report the above fact should be taken into consideration. The minor concept and techniques at the marketing management are used significant in the project concern. The research was dependant on the information provided by the respondents (retailers). It may insufficient. As associated with every project, time and money were the major limitations with project.
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4. FINDINGS AND INTERPRETATION

4.1 Findings

1. 2. 3. 4. 5. 6. 7. 8. According to the demand of outlet owners, delivery of products are not made available in the outlets. Efficient brands of coca-cola are not available in outlets. Sales people and delivery persons do not visit the outlets on a regular basis. Advertisement materials are not available in the right time at the right place i.e different channels like Grocery, Convenience, E&D. Many outlet owners have complains on improperly working visicooler i.e. its cooling capacity is low or its lights are not working. Improper management is seen as No mechanic visit the outlets despite of complaints issued by outlet owners. Visicooler are not placed at their prime location in many outlets. Many outlets owners express deep in satisfaction towards coca-cola as they do not get any prize of cash discount as they receive from other companies.
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4.2 Interpretation

Area – 1: Survey in the area Bachu Behera Street, Big Bazaar, Zaura Street, Desi Behera Street, Fish market, Gangadhar Street, Kedarswar Temple Road, Kuthari Temple Street, Raja Street, Sahu Market, Sankar Market, Vegetable Market and Khaspa Street. 1. Number of Outlets of Coke, Mix and Pepsi in value and percentage. 42 3 0



KO MIX PEPSI



Figure 4.1 Percentage of Outlets Area - 1



From the above graph shows that Coca-cola outlet has the maximum percentage of 93%, mix outlet has 7% and Pepsi has 0%.
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2. CON E&D GRO



Channel of Outlet 40 1 4



Figure 4.2 Percentage of Channels of Outlet of Area – 1



Graph shows that outlet channel of 89% in Convenience, 9% in Grocery and 2% in E&D. 3. Cooler Category SGA PC OYA OWN COOLER 17 2 4 26



Figure 4.3 Percentage of Chilling Equipments of Area - 1



The above chart is depicts that 53% of total cooler is own cooler, 35% of SGA, 8% of OYA and the least 4% of Pepsi. 4. Capacity of SGA 9 C/S 6

56



MARKETING STRATEGY OF



7 C/S 5 C/S



5 6



Figure 4.4 Percentage of Size of SGA of Area - 1



The above chart is depicts that percentage of SGA in 9 C/S is 35%, 7 C/S is 30% and 5 C/S is 35%. 5. Glass Strength of KO and PC KO PC 851 39



Figure 4.5 Percentage of Glass Strength of Area - 1



The above pie charts shows that total percentage of Coca-cola glass strength is 96% whereas 4% of glass strength from Pepsi.
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Area – 2: Survey in the area City High School Road, Diamond Tank Road, Gadibera Street, Kamalabari Street, Sana Bazar, Thakurani Temple, Utkal Cinema Hall, Venkateswar Temple, Patara Street, Radhakanta Street. 1. Number of Outlets of Coke, Mix and Pepsi in value and percentage. 33 3 0



KO MIX PEPSI



Figure 4.6 Percentage of Outlets Area - 2



From the above graph shows that Coca-cola outlet has the maximum percentage of 92%, mix outlet has 8% and Pepsi has 0%.
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2. CON E&D GRO



Channel of Outlet 27 1 8



Figure 4.7 Percentage of Channels of Outlet of Area – 2



Graph shows that outlet channel of 75% in Convenience, 22% in Grocery and 3% in E&D. 3. Cooler Category SGA PC OYA OWN COOLER BOX 10 2 2 23 1



Figure 4.8 Percentage of Chilling Equipments of Area - 2



The above chart is depicts that 61% of total cooler is own cooler, 26% of SGA, 5% of OYA, 5% of Pepsi and the least of Ice Box is 3%. 4. Capacity of SGA 9 C/S 2
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7 C/S 5 C/S



5 5



Figure 4.9 Percentage of Size of SGA of Area - 2



The above chart is depicts that percentage of SGA in 9 C/S is 17%, 7 C/S is 41% and 5 C/S is 42%. 5. Glass Strength of KO and PC KO PC 373 31



Figure 4.10 Percentage of Glass Strength of Area - 2



The above pie charts shows that total percentage of Coca-cola glass strength is 92% whereas 8% of glass strength from Pepsi. Area – 3: Survey in the area Aga Street, Iina Bandha Street, Harada Khandi Road, Mediri Street, Martha Peta Street, Mangalabar Peta, Mentha Chaka, Old Berhampur.
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1. KO MIX PC



Number of Outlets of Coke, Mix and Pepsi in value and percentage. 39 6 1



Figure 4.11 Percentage of Outlets Area - 3



From the above graph shows that Coca-cola outlet has the maximum percentage of 85%, mix outlet has 13% and Pepsi has 2%.
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2. CON E&D GRO



Channel of Outlet 37 1 8



Figure 4.12 Percentage of Channels of Outlet of Area – 3



Graph shows that outlet channel of 81% in Convenience, 17% in Grocery and 2% in E&D. 3. Cooler Category SGA PC OYA OWN COOLER 6 1 3 35



Figure 4.13 Percentage of Chilling Equipments of Area - 3



The above chart is depicts that 78% of total cooler is own cooler, 13% of SGA, 7% of OYA and the least of Pepsi is 2%. 4. Capacity of SGA 9 C/S 0
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7 C/S 5 C/S



2 4



Figure 4.14 Percentage of Size of SGA of Area - 3



The above chart is depicts that percentage of SGA in 9 C/S is 0%, 7 C/S is 33% and 5 C/S is 67%. 5. Glass Strength of KO and PC KO PC 829 48



Figure 4.15 Percentage of Glass Strength of Area - 3



The above pie charts shows that total percentage of Coca-cola glass strength is 95% whereas 5% of glass strength from Pepsi. Area – 4: Survey in the area City Hospital Road, Gate Bazar, Hati Bandha Sahi, Zanana Hospital, Militry Line, SBI Road, Subbarao Square, Tata Benz Square, Utkal Ashram Road.
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1. KO PC MIX



Number of Outlets of Coke, Mix and Pepsi in value and percentage. 61 1 6



Figure 4.16 Percentage of Outlets Area - 4



From the above graph shows that Coca-cola outlet has the maximum percentage of 90%, mix outlet has 9% and Pepsi has 1%.
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2. CON E&D GRO



Channel of Outlet 56 5 7



Figure 4.17 Percentage of Channels of Outlet of Area – 4



Graph shows that outlet channel of 83% in Convenience, 10% in Grocery and 7% in E&D. 3. Cooler Category SGA PC OYA OWN COOLER 34 4 4 29



Figure 4.18 Percentage of Chilling Equipments of Area - 4



The above chart is depicts that 41% of total cooler is own cooler, 48% of SGA, 6% of OYA and the least of Pepsi is 5%. 4. Capacity of SGA 9 C/S 5
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7 C/S 5 C/S



28 1



Figure 4.19 Percentage of Size of SGA of Area - 4



The above chart is depicts that percentage of SGA in 9 C/S is 15%, 7 C/S is 82% and 5 C/S is 3%. 5. Glass Strength of KO and PC KO PC 484 42



Figure 4.20 Percentage of Glass Strength of Area - 4



The above pie charts shows that total percentage of Coca-cola glass strength is 92% whereas 8% of glass strength from Pepsi.



66



MARKETING STRATEGY OF



Area – 5: Survey in the area Harihar Nagar, Housing Board, New Mango Market, Prem Nagar, Ranguni Bandha Street, Rotary Club, Subregistry Office Sqauare, Sandha Mohanty Street. 1. KO PC MIX Number of Outlets of Coke, Mix and Pepsi in value and percentage. 54 0 7



Figure 4.21 Percentage of Outlets Area - 5



From the above graph shows that Coca-cola outlet has the maximum percentage of 89%, mix outlet has 11% and Pepsi has 0%.
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2. CON E&D GRO



Channel of Outlet 36 3 22



Figure 4.22 Percentage of Channels of Outlet of Area – 5



Graph shows that outlet channel of 59% in Convenience, 36% in Grocery and 5% in E&D. 3. Cooler Category SGA PC OYA OWN COOLER 24 1 1 38



Figure 4.23 Percentage of Chilling Equipments of Area - 5



The above chart is depicts that 59% of total cooler is own cooler, 37% of SGA, 2% of OYA and the least of Pepsi is 2%. 4. Capacity of SGA 9 C/S 5
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7 C/S 5 C/S



21 0



Figure 4.24 Percentage of Size of SGA of Area - 5



The above chart is depicts that percentage of SGA in 9 C/S is 19%, 7 C/S is 81% and 5 C/S is 0%. 5. Glass Strength of KO and PC KO PC 503 46



Figure 4.25 Percentage of Glass Strength of Area - 5



The above pie charts shows that total percentage of Coca-cola glass strength is 92% whereas 8% of glass strength from Pepsi. Area – 6: Survey in the area Lathi, Mahuda, Tamana. 1. Number of Outlets of Coke, Mix and Pepsi in value and percentage.
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KO MIX PC



35 3 0



Figure 4.26 Percentage of Outlets Area - 6



From the above graph shows that Coca-cola outlet has the maximum percentage of 92%, mix outlet has 8% and Pepsi has 0%.
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2. CON E&D GRO



Channel of Outlet 29 1 8



Figure 4.27 Percentage of Channels of Outlet of Area – 6



Graph shows that outlet channel of 76% in Convenience, 21% in Grocery and 3% in E&D. 3. Cooler Category SGA PC OYA OWN COOLER 1 0 1 35



Figure 4.28 Percentage of Chilling Equipments of Area - 6



The above chart is depicts that 94% of total cooler is own cooler, 3% of SGA, 3% of OYA and the least of Pepsi is 0%. 4. Capacity of SGA
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9 C/S 7 C/S 5 C/S



0 1 0



Figure 4.29 Percentage of Size of SGA of Area - 6



The above chart is depicts that percentage of SGA in 7 C/S is 100% whereas 9 and 5 C/S is 0%. 5. Glass Strength of KO and PC KO PC 342 16



Figure 4.30 Percentage of Glass Strength of Area - 6



The above pie charts shows that total percentage of Coca-cola glass strength is 96% whereas 4% of glass strength from Pepsi.
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5. CONCLUSION & RECOMMENDATIONS

5.1 Conclusion

I had a project on marketing strategy of coca-cola for retailers in Berhampur. The research project work conduct in different area of Berhampur. • • • • • • • Marketing strategy of Coca-cola is better than its main competitor. The sales promotion techniques like discount to retailers and schemes on products are better than the competitor. The market share of Coke product is higher than the other products. Thums-up is the leading brand of Coca-cola in different regions. Advertising campaign of Coca-cola can easily on sign board, banners at outlet. I found proper display of products in racks and in coolers. Sales of products are increasing rapidly at Berhampur market where I do work study.
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5.2 Recommendations

• • • Freeze must in primary position and be clear. The company should measure Retailers satisfaction regularly. Company can increase the sales when it considering more on retailers, their suggestions or complaints about service or product so that necessary action can be taken. • • • Review meeting should be often held so that the working pattern of the executives can be checked and improved if needed. Company representatives should visit retailers and should make a long-term relationship with retailer so that they can push the product. Since customers are value maximizes and their expectation to this brand is high, as the brand image shows their quality is supervene so the company should also take feed back at time to time. By this can make their brand level. • • Distributers should be convinced to pass the schemes to the retailers as this will help in making high sales volume. Cash discount should be competitive.
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• • •



Try to continue the good image of the outlets by keeping more and more good quality in services. By this the monopoly will continue with coke products. Company should attains on small outlets so there sales can increase. For marketing strategy of company should divers it business in related this sector Like-Ice creams, butter and chocolates because of company have visicoolers in mostly outlets.



• • • • • • • • • • •



Company should search new area for increasing in sales. In winter Season Company gives more discount and scheme to retailers so they sell more our product. Company must make new strategy to compete with local cold drinks brands. Company should give new dealership on small areas. Try to decrease the price of commodity in competition of Pepsi. Company should try to maintain manpower. The company must try to make different brands of Coca-cola available at every retail outlet whether it is large or small, otherwise the consumer may go for substitute. Sales people and delivery persons should properly monitor the market whether stocks are available and are properly utilized in the market or not. Display material should be provided to the retailers on more regular basis to increase the sales level. Maintenance work of refrigerator. i.e. purity must be improved. The company should take steps to replace damaged or unsellable Coca-cola goods frequently from the retailers.
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APPENDIX – SURVEY REPORT

NAME OF THE OUTLET AREA CONTA CT NO. KO / PC / MIX CHAN NEL



Cooler Available

SG A OY A OWN COOL ER #



CAP ACITY



RAC K



SIGNAG E



Glass Stren gth

K O 17 P C



Subash Pan Shop Gopal Padhi Pan Shop S.Kanak Pan Shop Narmada Pan Shop Tiki Pan Shop Simanchal Pan Shop Jhaja Pan Shop Jahala Pan Shop Surendra Pan Shop Narayan Cold Drinks Brundavan Grocery Santosh Gen. Store Rabindra Pan Shop Kalu Pan Shop Debakar Pan Shop



Aga Street,J.N Temple Aga Street,J.N Temple Aga Street,J.N Temple Aga Street,J.N Temple Aga Street,J.N Temple Aga Street,J.N Temple Aina Bandha Street Aina Bandha Street Aina Bandha Street Aina Bandha Street Aina Bandha Street Bachu Behara Street Bachu Behara Street Bachu Behara Street Bachu Behara Street 9668474 027 9938963 541 9237408 540



KO



CON



KO



CON



#



15



KO



CON



#



67



KO



CON



#



12



KO



CON



#



6



KO



CON



#



5



7



KO



CON



#



5



KO



CON



#



2



KO



CON



#



12



KO



CON



#



5



40



KO



GRO



#



3



KO



GRO



#



4



KO



CON



#



5



KO



CON



#



15



KO



CON



#



15
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MARKETING STRATEGY OF NAME OF THE A.Monaj OUTLET Senapati Fruit Kaibalya Pan Shop Hari Pan Shop Baikuntha Bhavan K. Surendar Gen. Store Sidhi Binayak Pan Shop Dolphin Std Goura Pan Shop Ashok Pan Shop Raja Pan Shop Jagannath Lassi Oom Parlour Dash Pan Shop Babu Std Sahu Fruit Shop Hindustan Juice Bijya Pan Shop KO / PC / MIX KO



AREA Bigbazar



CONTA CT NO. 9778065 694 06803205982 9938966 108 9437985 005 9237239 527



CHAN NEL CON #



Cooler Available



CAP ACITY 9



RAC K



SIGNAG E



Glass Stren gth

20



Bigbazar



KO



CON



#



15



Bigbazar



KO



CON



#



8



Bigbazar



KO



CON



#



5



10



3



Zoura Street City High School Road City High School Road City High School Road City High School Road City High School Road City High School Road City Hospital



KO



GRO



#



7



12



KO



CON



#



13



KO



CON



#



8



KO



CON



#



10



KO



CON



#



10



KO



CON



#



5



7



KO



CON



#



15



KO



CON



#



7



8



City Hospital



KO



CON



#



10



City Hospital



KO



CON



#



5



City Hospital



KO



CON



#



7



City Hospital



KO



CON



#



7



10



City Hospital



KO



CON



#



7



5
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MARKETING STRATEGY OF NAME OF THE OUTLET Maa Mangala Tea Stall Suvam Foods Surya Gen. Store Sahu Pan Shop World Metro Ashok Pan Shop Nila Pan Shop Krishna Pan Shop Kuna Pan Shop Gupteswari Parlour Prakesh Pan Shop Kameswari Chattu Hotel Tara Tarini S.S.Sahu Pan Shop Suresh Pan Shop Sunil Pan Shop Giridhar Gen.Store KO / PC / MIX KO



AREA City Hospital



CONTA CT NO.



CHAN NEL CON #



Cooler Available



CAP ACITY 7



RAC K



SIGNAG E



Glass Stren gth

7



City Hospital



KO



GRO



#



7



City Hospital



KO



CON



#



7



City Hospital Diamond Tank Road Fish Market 9338514 719 9778336 330 9437514 041



KO



CON



#



5



KO



CON



#



7



2



KO



CON



#



7



17



Fish Market Gadibara Street Ganga Dhar Street Gata Bazar



KO



CON



#



7



10



KO



GRO



#



9



8



KO



CON



#



5



6



KO



CON



#



7



#



#



7



Gata Bazar



KO



CON



#



7



7



Gata Bazar



KO



CON



#



7



Gata Bazar



KO



E&D



#



7



Gata Bazar Harada Khandi Road Harada Khandi Road Harada Khandi Road



KO



CON



#



7



#



7



KO



CON



#



5



KO



CON



#



30



KO



GRO



#



4
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MARKETING STRATEGY OF NAME OF THE OUTLET Sitaram Pan Shop Mohini Gen Store Anil Pan Shop Eshaneswar Drugs Narsinga Gen Store Radha Kant Gen Store Reshma Gen Store Ayappa Gen Store Biswanath Gen Store Friends Collection Panda Gen Store Padhi Gen Store Disney Parlour Anna Hotel Mahalakhmi Gen Store Ratna Mala Gen Store Surya Narayan Gen Store KO / PC / MIX KO



AREA Harada Khandi Road Harada Khandi Road Harada Khandi Road Harada Khandi Road Harihar Nagar Harihar Nagar Hatibandha Sahi Housing Board L.I.G1 Housing Board L.I.G2 Housing Board L.I.G3 Housing Board,Brid Colo Housing Board,Brid Colo Housing Board,Brid Colo Housing Board,Brid Colo Housing Board,Brid Colo Housing Board,Stage2 Housing Board,Stage3



CONTA CT NO.



CHAN NEL CON



Cooler Available

#



CAP ACITY



RAC K



SIGNAG E



Glass Stren gth

4 10 0 4



KO



GRO



#



7



KO



CON



#



KO



DRUGS



#



6



KO



GRO



#



8



KO 9338432 669



GRO



#



3



KO



GRO



#



7



KO



CON



#



4



KO



GRO



#



2



KO



CON



#



4



KO



GRO



#



9



#



4



KO



GRO



#



10



KO



CON



#



9



6



KO



E&D



#



4



KO



GRO



#



3



KO



GRO



#



12



KO



GRO



#



4
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MARKETING STRATEGY OF NAME OF THE OUTLET J.Susila Pan Shop Maa Bagdabi Parlour Tea Stall Maa Mangla Tel. Com Siba Ram Store Oom Foods Ram Pan Shop Krishna Murty Pan Shop Dushasan Pan Shop Kedareswar Tample Shop Sahu Gen. Sstore Laxmi Pan Shop Trinath Pan Shop Kailash Pan Shop Siba Pan Shop Kalia Pan Shop Jena Pan Shop KO / PC / MIX KO



AREA Jenana Hospital Road Jenana Hospital Road Jenana Hospital Road Jenana Hospital Road Jenana Hospital Road Jenana Hospital Road Jenana Hospital Road K.T Road



CONTA CT NO. 9090511 046



CHAN NEL CON



Cooler Available

#



CAP ACITY



RAC K



SIGNAG E



Glass Stren gth

3



KO 9668550 852 9861076 661 9337057 437 9861346 285 9861504 038 9338901 273 9238851 959 9438250 516 9861582 666 9861393 169



CON



#



10



KO



CON



#



7



KO



CON



#



7



7



KO



CON



#



7



4



KO



CON



#



7



12



KO



CON



#



12



KO



CON



#



17



K.T Road



KO



CON



#



10



K.T Road



KO



CON



#



25



K.T Road Kamalabari Street Katha Ment Road Khaspa Steet



KO



GRO



#



5



60



KO



CON



BOX



8



KO



CON



#



8



KO 9777718 726



CON



#



3



Khaspa Steet



KO



CON



#



5



Khaspa Steet 9437047 014



KO



CON



#



6



Khaspa Steet



KO



CON



2#



5,9



15
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MARKETING STRATEGY OF NAME OF THE OUTLET Swapna Varity Store Maa Manikesware Cold Dibakar Pan Shop Sunil Parlor Nageswar Pan Shop K.Anand Gen. Store Mukta Mistan Vandar Bapini Communicati on Debaraj Pan Shop Suresh Pan Shop Aji Pan Shop Mittu Pan Shop Satya Sai Pan Shop Santosh Pan Shop Kanhu Pan Shop Srikant Pan Shop Oom Pan Shop KO / PC / MIX KO



AREA Khaspa Steet



CONTA CT NO. 9937061 831 9778187 339 9778293 675 9861169 007 9938057 230 06802250172 9437261 593 9937061 835



CHAN NEL CON #



Cooler Available



CAP ACITY 9



RAC K #



SIGNAG E #



Glass Stren gth

12 0 50



Khaspa Steet



KO



CON



#



9



#



#



Khaspa Steet



KO



CON



#



5



4



Khaspa Steet



KO



CON



PCI



20



Khaspa Steet



KO



CON



#



5



30



Khaspa Steet



KO



GRO



#



30



Khaspa Steet



KO



E &D



#



#



9



14



Khaspa Steet Kuthare Tample Road Kuthare Tample Road Kuthare Tample Road Kuthare Tample Road Lathi



KO



CON



#



4



11



KO



CON



#



60



KO



CON



#



2



KO



CON



#



3



KO 9937691 454 9237801 827



CON



#



3



KO



CON



#



5



Lathi



KO



CON



#



7



Lathi



KO



CON



#



6



Lathi 9777279 89



KO



CON



#



7



Lathi



KO



CON



#



7



15



81



MARKETING STRATEGY OF NAME OF THE Dash OUTLET Communicati on Ety Pan Shop Bhagaban Pan Shop Narendra Pan Shop Surender Pan Shop Surender Gen. Store Surendar Pan Shop Raja Light & Sound Kedar Pan Shop Panigrahy Pan Shop Kishor Pan Shop Jaganath Pan Shop Trinath Milk Bijya Pan Shop Bhagi Rathi Pan Shop Narendra Pan Shop Ramahari Pan Shop KO / PC / MIX KO



AREA Lathi



CONTA CT NO.



CHAN NEL CON



Cooler Available

#



CAP ACITY



RAC K



SIGNAG E



Glass Stren gth



Lathi 9237938 514



KO



CON



#



#



Lathi



KO



CON



#



10



Lathi



KO



CON



#



6



Lathi



6991736



KO



GRO



#



6



Lathi



KO



GRO



#



5



Lathi 9777784 995



KO



CON



#



7



Lathi



KO



CON



#



5



Lathi 9776735 51



KO



CON



4



Lathi



KO



CON



#



3



Maderi Street



KO



CON



#



7



Maderi Street



KO



CON



#



60 10 0



Maderi Street



KO



CON



#



Maderi Street



KO



CON



#



50



Mahuda



6990465



KO



CON



#



4



Mahuda



KO



CON



#



35



Mahuda



KO



CON



#



4
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MARKETING STRATEGY OF NAME OF THE OUTLET Badri Pan Shop Surya Majhi Gen. Store Bino Pan Shop Jodu Gen.Store Nira Majhi Gen. Store Bhagi Dalai Gen. Store Profula Gen. Store Hadu Pan Shop Simadri Gen. Store Sondarya Video Kasibiswa Nath Cold Anna Pan Shop K. Murale Pan Shop A.Ravana Cycle Hari Oom Pan Shop Kameswar Gen. Store Khalli Pan Shop KO / PC / MIX KO



AREA Mahuda



CONTA CT NO.



CHAN NEL CON



Cooler Available

#



CAP ACITY



RAC K



SIGNAG E



Glass Stren gth

3



Mahuda



KO



CON



#



7



Mahuda



KO



CON



#



5



Mahuda



KO



CON



#



2



Mahuda



KO



GRO



#



2



Mahuda



KO



GRO



#



2



Mahuda



KO



GRO



#



50



2



Mahuda Malu Behera Street Mangalbar Peta Street Mangalbar Peta Street Martha Pata Street Martha Pata Street Martha Pata Street Martha Pata Street Martha Pata Street Martha Pata Street 9178039 756 9668199 035 06803201553 9861153 910 9438653 644



KO



CON



#



60



10



KO



CON



#



11



KO



CON



#



12



KO



CON



#



14



KO



CON



#



60



KO



CON



#



9



KO



CON



#



8



KO



CON



#



10



KO



GRO



#



7



10



KO



CON



#



3
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MARKETING STRATEGY OF NAME OF THE OUTLET Rama Kirani Shop Sanyasi Pan Shop Kasi Biswanath Telecom Ghanshyam Gen. Store Patra Kirani Shop Panda Pan Shop Ramarao Gen.Store Prasant Pan Shop Hari Om Gen Store L.N Pan Shop Sai Ganesh Gen Store Panigrahy Store Subhasree Telecom Jagannath Pan Shop Variety Tea Center Santosh Gen. Store Ayapa Store KO / PC / MIX KO



AREA Martha Sahi



CONTA CT NO.



CHAN NEL GRO



Cooler Available

#



CAP ACITY



RAC K



SIGNAG E



Glass Stren gth

9



Martha Sahi



KO



CON



#



5



Martha Sahi



KO



CON



#



5



15



Raja Street



KO



CON



#



6



Menta Chak



KO



GRO



#



5



Menta Chak



KO



CON



#



5



15



Menta Chak



KO



GRO



#



16



Menta Chak 9937442 428 9861330 185 9437217 216 9861159 065 6802220 791 9778472 048 9777844 800 9438469 003 9861537 676



KO



CON



#



8



Military Lane



KO



GRO



#



7



#



10



Military Lane



KO



CON



#



7



7



Military Lane



KO



GRO



#



7



8



Military Lane



KO



GRO



#



7



8



Military Lane



KO



CON



#



7



Military Lane



KO



CON



#



5



Military Lane Old Berhampur Patra Street



KO



CON



#



5



KO



GRO



#



4



KO



GRO



#



#



7



#



10
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MARKETING STRATEGY OF NAME OF THE OUTLET Satyanaraya n Gen. Store Panda Variety Store Chakadola Book Store Sai Pay Phone Nirupama Gen Store Raju Gen Store Naik Gen Store Swagat Telecom Jagannath Store Basudev Pan Shop Proffessional Courior Ranjan Pan Shop Meera Gen Store Tukuna Pan Shop Padhi Communicati on Tasty Plaza Lovely Parlour KO / PC / MIX KO



AREA Patra Street



CONTA CT NO. 6991030 9



CHAN NEL GRO #



Cooler Available

#



CAP ACITY 7



RAC K



SIGNAG E



Glass Stren gth

10



Prem Nagar Prem Nagar Main Road Prem Nagar Main Road Prem Nagar Main Road Prem Nagar Main Road Prem Nagar Main Road Prem Nagar Main Road Prem Nagar Main Road Prem Nagar Main Road Prem Nagar Main Road Prem Nagar Main Road Prem Nagar Main Road Prem Nagar Main Road Prem Nagar Main Road Prem Nagar Main Road Prem Nagar Main Road



KO



CON



#



4



KO



CON



#



5



KO



CON



#



7



KO



CON



#



5



KO



GRO



#



7



10



KO



GRO



#



9



KO



CON



#



5



KO



GRO



#



7



#



8



KO



CON



#



7



5



KO



CON



#



5



KO



CON



#



4



KO



GRO



#



7



10



KO



CON



#



5



KO



CON



#



7



6



KO



E&D



#



7



10



KO



CON



#



7



2
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MARKETING STRATEGY OF NAME OF THE OUTLET Prusty Gen Store Sri Vijaya Lakhmi Daily Need Chandan Games Omfed Arjun Pan Shop Maa Arnnapurna Mujula Store Kalia Pan Shop Maharana Grocery Ranjan Pan Shop Bhagaban Pan Shop Balram Pan Shop Krushna Tea Stall Rajendra Pan Shop Patra Milk Bar Laxman Pan Shop Prasant Pan Shop KO / PC / MIX KO



AREA Prem Nagar Main Road Prem Nagar Main Road Prem Nagar Main Road Prem Nagar Main Road Prem Nagar Main Road Prem Nagar Main Road Prem Nagar Main Road Puruna Bam,Narsing ha Tem Radha Kanta Street Radha Kanta Street Radha Kanta Street Raja Street



CONTA CT NO.



CHAN NEL GRO #



Cooler Available



CAP ACITY 7



RAC K #



SIGNAG E



Glass Stren gth

10



KO



GRO



#



7



10



KO



CON



#



7



5



KO



CON



#



5



KO



CON



#



7



5



KO



GRO



#



#



5



KO



GRO



#



9



5



KO



CON



#



10



KO



GRO



#



7



KO



CON



#



5



8



KO 9692011 533 9937961 123 9337693 777 06802270542



CON



#



5



7



KO



CON



#



5



Raja Street



KO



CON



#



4



Raja Street



KO



CON



#



5



Raja Street Ranguni Bandha Street Ranguni Bandha Street



KO



CON



#



#



7



60



KO



CON



#



7



6



KO



CON



#



16
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MARKETING STRATEGY OF NAME OF THE OUTLET Simanchal Pan Shop Shakti Pan Shop Nityanand Pan Shop Madhab Pan Shop Makhan Pan Shop Balaji Parlour Sisir Pan Shop Anna Pan Shop Sairam Tea Stall Sadhika Cool Park Sania Pan Shop Kamesware Bangel Satrughna Pan Shop Durga Pan Shop Gajendra Pan Shop Bhola Gen Store Raju Pan Shop KO / PC / MIX KO



AREA Ranguni Bandha Street Ranguni Bandha Street Ranguni Bandha Street Ranguni Bandha Street Ranguni Bandha Street Rotary Club



CONTA CT NO.



CHAN NEL CON



Cooler Available

#



CAP ACITY



RAC K



SIGNAG E



Glass Stren gth

3



KO



CON



PCI



10



7



KO



CON



#



2



KO



CON



#



5



KO



CON



#



7



12



KO



CON



#



7



Rotary Club



KO



CON



#



7



25



Rotary Club



KO



CON



##



7,7



13



Rotary Club 06806992886 9938171 366



KO



CON



#



10



Sahu Market



KO



CON



#



7



9



Sahu Market



KO



CON



#



10



Sana Bazar 9437258 499 9438325 026



KO



CON



#



5



Sana Bazar



KO



CON



#



9



60



Sana Bazar Sandha Mahanty Street Sandha Mahanty Street Sandha Mahanty Street



KO



CON



#



5



8



KO



CON



#



40



KO



GRO



#



5



KO



CON



#



4
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MARKETING STRATEGY OF NAME OF THE OUTLET Tukuna Pan Shop Tarini Pan Shop Maa Pan Shop Dash Pan Shop Kalia Pan Shop Santosh Tea Stall Biswanath Tele. Com Tarini Pan Shop Omfed Mukul Sweets R.N Sahu Pan Shop Sarathi Foods Gangatri Tour&Travel Panda Gan. Store Sahu Pan Shop Sahu Cyber Café The Card Shop KO / PC / MIX KO



AREA Sandha Mahanty Street Sandha Mohanty Sandha Mohanty Sandha Mohanty Sankar Market Sankar Market State Bank Road State Bank Road State Bank Road State Bank Road State Bank Road State Bank Road State Bank Road State Bank Road State Bank Road State Bank Road State Bank Road



CONTA CT NO.



CHAN NEL CON



Cooler Available

#



CAP ACITY



RAC K



SIGNAG E



Glass Stren gth

12



9937018 753 3299430 9937185 009 9861101 254 9937651 775



KO



CON



#



8



KO



CON



#



7



5



KO



CON



#



7



10



KO



CON



#



9



20



KO



CON



#



2



KO



CON



#



5



KO



CON



PCI



#



5



7



KO



CON



#



5



KO



CON



#



9



#



5



KO



CON



PCI



RABI



7



KO



CON



#



7



7



KO 9861352 054



CON



#



7



7



KO



GRO



#



10



KO



CON



#



7



KO



CON



#



7



KO



CON



#



7



7
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MARKETING STRATEGY OF NAME OF THE OUTLET Prakesh Pan Shop Maa Mangala Cell Point Kanheya Tea Stall Sidha Vairabi Parlour Kings Food Zone Prakesh Hotel Maa Vairabi Mayuria Restaurant Santosh Gen. Store Bijya Pan Shop Satya Pan. Shop Kuna Pan Shop Mama Pan Shop Panda Pan Shop Susama Bhabani Pan Shop Dhuba Pan Shop KO / PC / MIX KO



AREA State Bank Road State Bank Road State Bank Road Subaraoo Square Subaraoo Square Subaraoo Square Subaraoo Square Subregist Office Square Tamana



CONTA CT NO. 9777475 949



CHAN NEL CON



Cooler Available

#



CAP ACITY



RAC K



SIGNAG E



Glass Stren gth

5



KO 9437135 090



CON



#



7



7



KO



CON



#



7



10



KO



CON



#



7



7



KO



E&D



#



5



KO 9861129 301



E&D



#



7



7



KO



CON



#



7



7



KO 9777476 810



E&D



#



#



7



10



KO



GRO



#



4



Tamana



KO



CON



###



10



Tamana



KO



CON



#



3



Tamana



KO



CON



#



4



Tamana



KO



CON



#



4



Tamana



KO



CON



#



2



Tamana



KO



CON



3



Tamana



KO



CON



3



Tamana



KO



CON



3
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MARKETING STRATEGY OF NAME OF THE OUTLET Nutan Culcutta Hero Cycle Mart Mohanty Cold Parlour Mohanty Tea Stall Samrat Resturant Lahiri Sweets B.B Sahu Pan Shop Ashok Pan Shop Raju Puspa Mitu Pan Shop R.K.Pan Shop Chandra Sakhar Gen.Store Meeneti Gen. Store Prasant Mahabahu Communition Hotel Rajalaxmi Panigrahy Store KO / PC / MIX KO



AREA Tata Benz Road Tata Benz Road Tata Benz Road Tata Benz Road Tata Benz Road Tata Benz Road Tata Benz Road Tata Benz Road Thakurani Tample Thakurani Tample Thakurani Tample Thakurani Tample Thakurani Tample Thakurani Tample Utkal Ashram Road Utkal Ashram Road Utkal Ashram Road



CONTA CT NO.



CHAN NEL CON #



Cooler Available



CAP ACITY 9



RAC K



SIGNAG E



Glass Stren gth

10



6940333



KO



CON



#



7



12



KO



CON



#



7



10



KO 9437259 905



CON



#



3



KO



E&D



#



5



20



KO



CON



#



9



8



KO



CON



#



6



KO



GRO



#



7



KO



CON



PCI



10



7



KO



CON



#



7



20



KO



CON



#



15



KO



CON



#



8



KO



GRO



#



3



KO



CON



#



5



KO



CON



#



7



7



KO



CON



#



5



KO



CON



#



7
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MARKETING STRATEGY OF NAME OF THE OUTLET Kalia Pan Shop Sri Ram Pan Shop Narayani Kishor General Store Omfed Chaina Cottage Tarini Pan Shop Krishna Tea Stall Baaba Pan Shop Hari Oom Pan Shop Venkteswar Store Mali Pan Shop Sankar Pan Shop Siba Pan Shop Taarini Pan Shop Pintu Pan Shop Mohan Pan Shop KO / PC / MIX KO



AREA Utkal Ashram Road Utkal Ashram Road Utkal Cinima Road Utkal Cinima Road Utkal Cinima Road Utkal Cinima Road Utkal Cinima Road Utkal Cinima Road Utkal Cinima Road Vegtable Market Venkateswar Tample Road Venkateswar Tample Road Aina Bandha Street Bigbazar Desu Behera Street Harada Khandi Road Harada Khandi Road



CONTA CT NO. 6806990 241 9777823 254



CHAN NEL CON #



Cooler Available



CAP ACITY 7



RAC K



SIGNAG E



Glass Stren gth

7



KO



CON



#



7



10



KO



CON



#



5



KO



GRO



#



7



KO



CON



#



5



KO



E &D



#



7



KO



CON



#



6



KO



CON



#



10



KO 9937185 921 06802250102 3208499



CON



#



7



5



KO



CON



#



5



15



KO



GRO



#



14



KO



CON



#



5



MIX 9938747 042 06803209832



CON



#



10



2



MIX



CON



#



10



MIX



CON



#



#



7



50



6



MIX



CON



#



7



3



MIX



CON



#



7



2
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MARKETING STRATEGY OF NAME OF THE OUTLET Bharati Pay Phone Jaya Guru Gen Store Subham Pan Shop Babula Pan Shop Narayan E& D Santosh Pan Shop Biswanath Hotel Ramesh Gen Store Padhi Store Sahu Book Store Lakhmi Nursimha Gen Stor Sanjaya Panshop Krshna Pan Shop Bajrang Parlour Sarala Ladies Cornor Srikhetra Mistarn Bhandar Mitik Pradhan Gan. Store KO / PC / MIX MIX



AREA Housing Board,Brid Colo Housing Board,Brid Colo K.T Road



CONTA CT NO.



CHAN NEL CON #



Cooler Available



CAP ACITY 9



RAC K



SIGNAG E



Glass Stren gth

10 2



MIX 9937913 886



GRO



#



9



#



50



4



MIX



CON



PCI



30



30



Maderi Street 9861380 170



MIX



CON



PCI



5



7



Mahuda



MIX



E&D



#



7



#



2



Martha Sahi



MIX



CON



#



15



2



Menta Chak Mig 2,Housing Board New Mango Mkt Prem Nagar Main Road Prem Nagar Main Road Rotary Club 9438187 838



MIX



E&D



#



16



12



MIX



GRO



#



2



3



MIX



GRO



#



7



15



MIX



CON



#



7



5



MIX



GRO



#



3



3



MIX



CON



##



7,7



12



7



Sana Bazar State Bank Road State Bank Road Subaraoo Square Tamana



MIX



CON



PCI



5



3



12



MIX



CON



#



7



#



#



7



MIX 9337681 915 9777485 713



CON



PCI



#



7



5



MIX



CON



#



9



10



5



MIX



GRO



##



40



4
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MARKETING STRATEGY OF NAME OF THE OUTLET Dilip Gen. Store Bijya Pan Shop Behara Pan Shop Kalia Pan Shop Bhikari Pan Shop Prakash Pan Shop Pepsi Counter Bharat Grocery Store Subarao Pan Shop KO / PC / MIX MIX



AREA Tamana Tata Benz Road Tata Benz Road Tata Benz Road Thakurani Tample Utkal Cinima Road Harada Khandi Road Radha Kanta Street Subaraoo Square



CONTA CT NO. 9937210 855



CHAN NEL GRO



Cooler Available

#



CAP ACITY



RAC K #



SIGNAG E



Glass Stren gth

4



MIX



CON



#



10



5



MIX



CON



#



3



3



MIX



CON



#



4



3



MIX



CON



#



30



MIX



CON



#



15



PC



CON



PC



GRO



#



4



12



PC



CON



PCI



7
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