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EXECUTIVE wSUMMARY 

 
 

 

My wresearch wwork wwas wa wgreat wexposure wfor wme wand wI wgot wto wlearn wand wknow wabout wvarious wnew 

wthings wabout wthe wplanning wand wfunctioning wof wa wDairy wCompany. wAs wsoon was wthe wmercury wrises, wno 

wone wis whappier wthan wthe wice-cream wmanufacturers wwho ware walready wfilling wtheir wice-boxes wwith 

wdollops wof wnew, wmouth-watering wflavours. 

 

Out wthere, win wfront wis wthe whungry-for-growth wMother wDairy wwhich wis wa wwholly wowned wsubsidiary wof 

wthe wNational wDairy wDevelopment wBoard w(NDDB). wIt wwas wan winitiative wunder wOperation wFlood, wthe 

wworld's wbiggest wdairy wdevelopment wprogram wlaunched wto wmake wIndia wa wmilk wsufficient wnation. 

wWithin w5 wyears, wMother wDairy’s wsale wprogressed wthree wtimes. wMother wdairy wtargets wstrategic wthrust 

wareas wwith wlogical wextension. wThe wplus wpoint wfor wthis wco-operative wsociety wis wits wmother wdairy wbrand 

wequity, wlarge wprocurement wbase wof wraw wmaterial, whaving wprocessing wtechnical wknow-how, w180 wmilk 

wco-op wnetwork wand wplans wto wconvert wice-cream winto wa wmass wproduct. 

 

Mother wdairy wstarted wto wexpand wits wmarket wshare win wDelhi wunder wits w`Grishm wDhamaka wFreezer' 

wscheme. wUnder wthis, wretailers wwere wencouraged wto wbuy wtheir wown wdeep wfreezers wfor wvending 

wflavoured wMilks, wwith wmother wdairy wnegotiating wa wdiscounted wprice won wtheir wbehalf wwith 

wrefrigeration wcompanies wlike wWestern w& wVoltas. 

 
 

 

This wis was wagainst wthe wpractice wof wthe wflavoured wMilk wCompany witself wproviding wthe wfreezer wat wthe 

wretailer's wend wand wa wdirect wtwo-year wguarantee wfrom wthe wmanufacturer. wThese, wtogether wwith 

wnegotiating wa wdiscounted wprice won wtheir wbehalf, wentails wcost wsavings wof wRs w5,000-8,000 wper wfreezer 

wdepending won wcapacity wand wmake. 
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INTRODUCTION 

 
 

Mother wdairy wwas westablished wby wNDDB win w1974 wunder wthe wOperation wFlood wproject wto wtake wthe wco-

operative wvison wforward wand whas wbuilt wa wstrong wfoundation wby wconsidering wachieving wits wmandate. 

 

NDDB‘s woperation wflood wprogramme wwas wa wgreat wsuccess win wreplicating wthe wmilk wprocurement wand 

wprocessing wand wled wIndia wto wbecome wthe wworld wlargest wmilk wproducing wtoday. 

 

NDDB wthrough wthe wstate wcooperative whas wprovided wa wsteady wsource wof wlivelihood wfor wmillions wof 

wrural whouseholds wand wensured wsupply wof whealthy wand whygienic wmilk-hallmark wof wits wsuccess w– wto 

wconsumer wacross wthe wcountry. 

 

Today wMother wdairy wis wan wideal wmodel wof wefficiency wcombined wwith wmarketing wexpertise-has wbeen 

widentified was wthe wchange wagent wfor wtransforming wthe wdairy wco-operative wsector wacross wthe wcountry. 

 

The wcooperative wis walso wplanning wto wexpand wits wproduction wfacilities wbeyond wNCR wto wservice wother 

wregions win wIndia. wNDDB wrecently wlaunch whis wice-cream wproduct win wmany warea wof wIndia, wMother 

wdairy wIce-cream ware wnow wbeing wenjoyed wacross wthe wmarkets wof wDelhi w/NCR, wMumbai, wKolkata, 

wPunjab, wRajasthan, wU.P, w& wUttarakhand. 

 

The wcompany wmarkets wmore wthan w2.2 wmillion wlitres wof wmilk wdaily win wDelhi wand wsurrounding wareas wof 

wWestern wU.P. wand wHaryana, wMumbai wand wHyderabad. wMother wdairy wMilk whas wa wmarket wshare wof 

w66% win wthe wbranded wsector win wDelhi wwhere wit wsells w2 wmillion wlitres wof wmilk wdaily wand wundertakes wits 

wmarketing woperations wthrough wmore wthan w10,000 wretail woutlets. wThere ware w780 wexclusive woutlets wof 

wmother wdairy wout wof wthis. 

 

For wits wflavoured wMilk wand wmilk wbusiness, wNDDB whas wbegun winvesting win wincreasing wits wmilk 

wcapacity. wIt wrecently wfirmed wup wplans wto winvest wRs w100-120 wcrore wto wexpand wthis wfrom w1.1 wmillion 

wlitres wa wday wto w1.8 wmillion wlitres wa wday wat wits wPatparganj wfactory. 

 

The wcooperative wis walso wplanning wto wexpand wits wproduction wfacilities wbeyond wNCR wto wservice wother 

wregions win wIndia. wNDDB wrecently wlaunch whis wice-cream wproduct win wmany wareas. 
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Mother wdairy wis wnow wfocusing won wits wsupply wsystem. wEfforts ware won wto wensure wgreater wavailability wof 

wMother wdairy wice-cream wat wpushcarts wand wsmall woutlets. wThe wcompany wfeels wthat wavailability wis wthe 

wmost wimportant wfactor win wflavoured wMilk wsales. wThus, wMother wdairy wice-cream wcan wbe wfound win wjust 

waround wthe wcorner wshops, wlocal wSTD wbooths, wlocal wkirana wshops, wchemists wand wbakers, wwho wstock 

wthe wice-cream win wdeep wfreezers. 

 

The widea wis wto wensure wvisibility wand wavailability, wwhich wmore woften wthan wnot wensures wa wsale was wice-

cream wconsumed wout wof whome wis wmost woften wan wimpulsive wpurchase. wMother wdairy wexpects wto wclock 

wsales wof w34 wmillion wlitres wduring wthe wcurrent wyear wand wthe waccent wwill wbe won woffering w'value wfor 

wmoney' wproducts. 

 

The wnew wice-creams wwhich ware wlaunched wby wMother wdairy wrecently wincludes wa wSimply wCoffee, wShahi, 

wNazrana, wFruit w‘N‘ wNutt, wChocolate win wbricks wand win wstick wchulbuli&shararat, wan worange wice-cream 

w(LicLolleez), wa wBouncer wice-cream wwith wnuts wand wessential wproteins, wvitamins wand wminerals wfor wthe 

wgrowing wchildren, wa wcheese wice-cream wand wa wsundae win wcone wfor wkids win wdifferent wvariants. 
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INDUSTRY wAND wCOMPANY wPROFILE 

 

 

INDUSTRY wSCENARIO 

 

 
Total wflavoured wMilk wmarket win wour wcountry wis wof wRs w2000 wcrores win wwhich wbranded 

wflavoured wMilk wmarket wshare wis wof wRs. w650 wcrores. wMother wdairy wcaptures waround w27% wof 

wtotal wmarket wshare wof worganized wsector. wIn w2016, wMother wdairy wflavoured wMilk wsales wwas wof 

wnet wRs w200 wcrore, walmost wthree wtimes wthe wRs w185 wcrore wsales win w2015 

 

The wflavoured wMilk wconsumption win wDelhi wis w20% wof wthe wtotal wconsumption win wour 

wcountry. wOut wof wwhich wMother wdairy wcaptures waround w60% wof wthe wDelhi wmarket. 
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COMPANY wPROFILE 
 

 

Mother wdairy wwas westablished win w1974 wby wNDDB. wIt wbasically wdeals win wfollowing wbusiness wareas:- 
 

 Milk w& wDairy wproducts 
 

- Milk 
 

- Cheese 
 

- Butter 
 

- Ghee w& wcream 
 

- Flavoured wMilks 
 

- Curd 
 

 Vegetable wproducts 
 

 

Major wCompetitors wof wMother wdairy win wflavoured wMilk wsegment ware wAmul, wKwality wWall’s w& 

wCreambell. 
 
`Mother wdairy wFlavoured wMilks' wis walso wnow wavailable win w6 wstates wand wtwo wunion wterritories wand 

wenjoys w65% wto w67% wmarket wshare win wDelhi. 
 
The w`Mother wdairy wIce-cream' wstrategy wbordered won wits wpunch wline, w`Real wmilk, wReal wice-cream' 

w`Mother wdairy wFlavoured wMilks' wwere wsmoother wand wcreamier wthan wits wcompetitors was wfat wused wwas 

wpure wmilk, wwhich wwas wmore wexpensive wand wnot wvegetable wfat. 
 
NDDB, wwhich whas wcorporate woffices, wplans wto wmake wthese wproducts w"available wall wover wthe wcountry". 
 
 

The wfederation whas wa wdistribution wnetwork wcomprising wmore wthan w65 wwholesale wdealers wand wover w500 

wretail woutlets win wNCR wregion. 
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FLAVOURED wMILK wPRODUCTS wOF wMOTHER wDAIRY 
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DISTRIBUTION wNETWORK 

 

 

 
 

 
 

Mother wdairy wmanufactures wits wflavoured wMilk win wPatparganj wplant. wIt wsupplies wraw wmaterial 

wlike wmilk wfrom wdifferent wplaces wof wNCR, wHaryana, wand wU.P wto wPatparganj. wWhen wflavoured 

wMilk wis wfully wprepared wand wpacked wthan wits wtransferred wto wStorage warea. wThe wC&F wagents 

wstore wit win wbig wdeep wfreezer wrooms. wFrom wC&F wthe wflavoured wMilk wis wdelivered wto wdifferent 

wdistributors. wAnd wfrom wdistributers wthe wflavoured wMilk wis wdelivered wto wdifferent wretailers wand 

wsub wretailers. wAnd wfinally wthe wconsumers wpurchased wfrom wthe wretailers. 
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INTRODUCTION wTO wTHE wPROBLEM 

 
 

 
 

 

Retailers ware wthe wone wof wthe wmost wimportant wmember wof wthe wdistribution wchannel. wThey ware 

wthe wpeople wwho wprovides wproduct wto wthe wfinal wconsumers. wAs wthey whave wthe wdirect wtouch 

wwith wthe wconsumers, wso wthey wcan wplay wa wvital wrole wfor winfluencing wthe wbuyers’ wdecisions. wThe 

wcompany wshould wtry wto wprovide wservices wto wthe wretailers win wsuch wa wway wthat wthey wcan wsuffice 

wthem. 
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RATIONALE w& wSCOPE 

 

 
RATIONALE: 
 

 

The wmarket wshare wof wMother wDairy wflavoured wMilk wis wincreased wby wthree wtimes win wjust wFour 

wyears. wThe wtotal wconsumption wof wMother wdairy wIce- wCream win wterms wof wrupees wis wRs. w30, 

w00,000 wper wmonth win wone wof wthe wagencies wof wMother wdairy win wDelhi. wThe wMother wdairy 

wFlavoured wMilk wcaptures waround w60% wof wthe wtotal wmarket wshare win wDelhi. wThere wis wan 

wimmense wopportunity wfor wthe wcompany wto wextend wtheir wmarket wshare. wThe wproject wwill wcreate 

wthe wopportunity wfor wthe wcompany wto wcapture wthe wmarket wshare. 

 
 
 

 

SCOPE: 
 

 

The wscope wof wstudy wis wto wunderstand wthe wproblem wfaced wby wthe wcompany wwhile wincreasing wthe 

wretail woutlets. wWith wthe whelp wof wthis wproject wNDDB wcan wincrease wtheir woutlets wby wanalysing 

wthe wfeedback wgiven wby wthe winterviewer w(including wexisting wand wnon-existing woutlets). wNDDB 

wcan walso wanalyse wthe wpricing wstrategy wfollowed wby wthe wrivals. wBy wthis wstudy wcompany wwill 

wget wthe winformation wabout wcurrent wcompetitive wposition wof wthe wMother wdairy wflavoured wMilk 

win wthe wmarket. 
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OBJECTIVES 
 
 
 
 
 
 

PRIMARY wOBJECTIVES: 

 
 

 To wanalyse wthe wmarket wsize wof wflavoured wMilk.
 

 

 To wfind wout wthe wfactors wresponsible wfor wthe wincrease win wthe wnumber wof woutlets wof 

wMother wdairy wflavoured wMilk.
 

 
 
 
 
 

 

SECONDARY wOBJECTIVES: 

 
 

 To wanalyse wthe wretailers’ wperception wabout wMother wdairy wflavoured wMilk.
 

 To wfind wout wthe wcompetitive wedge wof wthe wcompany wover wthe wcompetitors.
 

 To wstudy wthe wconsumer wpreference wabout wdifferent wflavoured wMilk wcompanies.
 

 To wstudy wdistribution wchannel.
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LITRATURE wREVIEW 
 

 

Retailing wincludes wall wthe wactivities winvolved win wselling wgoods wor wservices wdirectly wto wfinal 

wconsumers wfor wpersonal, wnon-business wuse. wA wretailer wor wretail wstore wis wany wbusiness 

wenterprise wwhose wsales wvolume wcomes wprimarily wfrom wretailing. 
 
Any worganization wselling wto wfinal wconsumers w– wwhether wit wis wa wmanufacturer, wwholesaler, wor 

wretailer- wis wdoing wretailing. wIt wdoes wnot wmatter whow wthe wgoods wor wservices ware wsold wor wwhere 

wthey ware wsold. wConsumers wtoday wcan wshop wfor wgoods wand wservices win wa wwide wvariety wof wretail 

worganizations. wThere ware wstore wretailers, wnon-store wretailers, wand wretailer‘s worganization. 

wPerhaps wthe wbest-known wtype wof wretailers wis wthe wdepartment wstore. wRetail-store wtypes wpass 

wthrough wstages wof wgrowth wand wdecline wthat wcan wbe wdescribed was wthe wretail wlife wcycle. wA wtype 

wemerges, wenjoys wa wperiod wof wacceleration wgrowth, wreaches wmaturity, wand wthen wdeclines. wOlder 

wretail wforms wtook wmany wyears wto wreach wmaturity; wnewer wreach wmaturity, wwhereas wwarehouse 

wretail woutlets wreached wmaturity win w10 wyears. wThe wmost wimportant wretail-store wtypes ware: 
 

 Speciality wstore: wNarrow wproduct wline wwith wa wdeep wassortment. 
 

 Departmental w wstore: w wSeveral w wproduct w wlines wwith w weach w wline w woperated w was w wa w 

wseparate 
 

department wmanaged wby wspecialist wbuyers. 
 

 Supermarket: wRelatively wlarge, wlow-margin, whigh wvolume, wself-service 

woperationdesigned wto wserve wtotal wneeds wfor wfood, wand whousehold wproducts. 

 
 

The wwheel-of-retailing whypothesis wexplains wone wreason wthat wnew wstore wtypes wemerge. 

wConventional wretail wstores wtypically wincrease wtheir wservices wand wraise wtheir wprices wto wcover wthe 

wcosts. wThese whigher wcosts wprovide wan wopportunity wfor wnew wstore wforms wto woffer wlower wprices 

wand wless wservice. wNew wstore wtypes wmeet wwidely wdifferent wconsumers’ wpreferences wfor wservice 

wlevels wand wspecific wservices. 

 
 

Retailers wcan wposition wthemselves was woffering wone wof wthe wfour wlevels wof wservices: 

 
 

1. Self-services: wSelf-services wis wthe wcornerstone wof wall wdiscounts woperation. wMany 

wcustomersare wwilling wto wcarry wout wtheir wown wlocate-compare-select wprocess wto wsave 

wmoney. 

 

2. Self-selection: wCustomers wfind wtheir wown wgoods, walthough wthey wcan wask wfor wassistance. 
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3. Limited wservices: wThese wretailers wcarry wmore wshopping wgoods, wand wcustomers wneed 

wmoreinformation wand wassistance. wThe wstores walso woffer wservices wsuch was wcredit wand 

wmerchandise-return wprivileges. 

 

4. Full wservices: wSalespeople ware wready wto wassist win wevery wphase wof wthe wlocate-compare-

selectprocess. wCustomers wwho wlike wto wbe wwaited won wprefer wthis wtype wof wstore. wThe whigh 

wstaffing wcost, walong wwith wthe whigher wproportion wof wspecialty wgoods wand wslower-moving 

witems wand wthe wmany wservices, wresulted win whigh-cost wretailing. 

 

 
 
5. Corporate wretailing: wAlthough wmany wretail wstores ware windependently wowned, wan 

wincreasingnumber ware wpart wof wsome wform wof wcorporate wretailing. wCorporate wretail 

worganizations wachieve weconomies wof wscale, wgreater wpurchasing wpower, wwider wbrand 

wrecognition, wand wbetter-trained wemployees. wThe wmajor wtypes wof wcorporate wretailing—

corporate wchain wstores, wvoluntary wchains, wretailer wcooperatives, wfranchises, wand 

wmerchandising wconglomerates. 
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FOUR wP‘S wOF wTHE wPRODUCT 
 

 

 

PRODUCT: wMother wdairy wflavoured wMilks whas wwide wrange wof wvariety wthat wconsists wof wmore 

wthanhundred wflavours wavailable win wthe wmarket wincluding w20 wnew wflavours, wwhich wis 

wintroduced win wthis wsummer. wAs wflavoured wMilk wis wan wimpulsive wpurchase witem wso, wits wsale 

wdepends wmostly won wavailability wand wvariety. wMother wdairy wis wefficient wenough wto wprovide wthe 

wvariety wmake wthe wflavoured wMilk wwidely wavailable, wespecially win wnorth wIndia. 

 

 

PRICE: wThe wprice wof wMother wdairy wflavoured wMilk wis wvery wless wcompared wto wits wcompetitors. 

wInnovelty witem wthe wprice wof wthe wflavours wvaries wfrom wRs.2 wto wRs22. wThe wpricing wstrategy wof 

wMother wdairy wis, wto wtarget weach wincome wgroup wof wthe wsociety. wThe wcheaper wprice wof wflavoured 

wMilk wis wmeant wfor wtargeting wthe wpeople wwith wlow wincome. wAlong wwith wthe wlow wincome wgroup 

wAmul wis walso wtargeting wmedium was wwell was wthe wpremium wsegment wby wproviding wdifferent 

wflavours wat wdifferent wprices. 

 

 

PLACE: wThe wdistribution wof wthe wflavoured wMilk win wDelhi wis wdone wthrough wexclusive wMother 

wdairyoutlets wsituated win wvarious wlocations. wIn wDelhi, wMother wDairy whas weleven wdistributors 

wwho wsupply wflavoured wMilk wto wmore wthan w3000 woutlets. wThese weleven wdistributors ware 

wresponsible wfor wtheir wrespective wareas. 

 

 

PROMOTION: wMother wDairy wis wa wwell-established wbrand wname wof wNDDB. wFor wpromotion 

wof wtheflavoured wMilk wthe wcompany wgives wadvertisement win wnewspaper wand wmagazines. wIt 

wgives wglow wsign wboard wto wevery wretailers wand walso wmakes wwall wpaintings won wtheir wrequest. 

wMother wdairy wuses wtheir wpunch wline w--- wIndia wJama wDenge wfor wthe wpromotion. 
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RESEARCH wMETHODOLOGY 

 
 

RESEARCH wDESIGN: 
 

The wresearch wdesign wprepared wwith wgreat wcare wkeeping win wmind wthe wresearch wobjective. 

 
 

 

RESEARCH wAPPROACH: 
 

In wpart wA, wthe wresearch wwas wconducted wby wvisiting wto wthe wvarious wnon wexisting woutlets wof 

wMother wDairy wand wasking wthem wabout wMother wDairy wflavoured wMilk wand wwhether wthey wwould 

wlike wto wkeep wMother wDairy wflavoured wMilk. wI walso wtold wthem wabout wthe wMother wDairy‘s 

wpromotional wscheme wand wvarious wsuperseding wfactors. wIn wpart wB, wthe wresearch wwas wconducted 

wby wvisiting wthe wvarious wexisting wMother wDairy‘s woutlets wand wto wknow wabout wthe wreplacement 

wof wold wand wunsold wstock wand wservices wof wMother wdairy. 

 

 
 

RESEARCH wINSTRUMENTS: 
 

The wprimary wdata wcollected wfor wthis wstudy wwas wdone wthrough wdetailed wmarket wsurvey wby 

wmeans wof wunstructured winteraction. wThe wsecondary wdata wis wcollected wthrough wInternets, 

wMaterial wprovided wby wcompany, wetc. 

 

 
 

SAMPLE wPROCEDURE: 
 

The wprocedure wadopted wfor wsampling wwas won wthe wbasis wof wjudgmental wsampling 
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PROJECT wACTIVITY wSEQUENCING 
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FINDINGS 
 
 

 

After wanalysing wall wthe wdata wgiven wby wshopkeepers, wwe wfound wcertain wkey wfindings wthat wis wvery 

wimportant wfor wour wproject. 

 
 

1. Most wof wthe wretailers ware winterested wfor wkeeping wMother wdairy wFlavoured wMilk. 

 

2. Retailers ware wnot wsatisfied wwith wthe wservices wprovided wby wthe wcompany. 

 

3. Most wof wthe wretailers wlike wto wkeep wdeep wfreezers won winstalment wbasis wand wsecurity wbasis. 

 

4. Cone wand wParty wpacks ware wsold wthe wmost. 

 

5. The wsale wof wflavoured wMilk wis whigher win wthe wevening. 

 

6. The wall wvarieties wof wflavours ware wnot wavailable won wregular wbasis. 

 

7. Prices wof wMother wdairy wflavoured wMilk ware walmost was wper wcustomers’ wneed. 

 

8. Margin win wMother wdairy wflavoured wMilk wis wvery whigh. 

 

9. People wwere whighly wsatisfied wwith wproduct wquality wof wMother wdairy. 

 

10. Although wMother wDairy whas wopened wnumerous woutlets, wit whas wseen wthat wdistributors ware 

wfinding wit wdifficult wto wdeliver wthe wsupplies win wthe wstipulated wtime wleading wto wretailer winconvenience. 

 

11. It wwas wfound wthat wmany wdeep wfreezers whad wdeveloped wtechnical wsnags wand wService wPerson 

wwas wlate win wrectifying wthem. wThis wcreated wa wnegative wrapport win wmind wof wthe wretailers. 

 
 
12. Retailers ware wunsatisfied wwith wthe wreplacement wof wunsold wMother wDairy wflavoured wMilk. 
 
13. Distributors wcould wnot wprovide wall wtype wof wvarieties wbecause wof wless wstock. 
 
14. Other wcompanies ware wproviding wdeep wfreezers wat wlaw wsecurity wwhich wattract wthe wretailers. 
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RECOMMENDATION 

 
 

 

1) Relationship wwith wretailers wand wcompany wshould wbe wkept wunder wa wclose wwatch. 
 

2) Salesmen wshould wbe wgiven wthe wresponsibility wto whandle wthe wretailer‘s wgrievances. 
 

3) Orders wby wthe wretailers wshould wbe wexecuted win wa wproper wmanner wto wavoid wirregular 

wavailability. 
 

4) Low wsecurity wand weasy winstalment wshould wbe wgiven won wdeep wfreezer. 
 

5) Promotion wactivities wshould wtake winto wconsideration win wtwo wdifferent wways w(a) wCompany 

wshould wassociate wthemselves wwith wsocial wevents, w(b) wCompany wshould wuse welectronic was wwell 

was wprint wmedia wfor wtheir wadvertisement. 
 

6) Company wshould wgive wspecial woffers wto wretailers wfrequently. 
 

7) Company wshould wexpand wtheir wbusiness wthroughout wthe wsmall wtowns. 
 

8) Company wshould wopen wexclusive wMother wDairy wparlours wand woutlets win wbig wshopping wmalls 

wfor wpromotion win whigher wsegment. 
 

9) There whave wbeen wa wlot wof wcomplaints wabout wreplacement wpolicy wof wMother wdairy. wMother 

wDairy wshould wtry wto wimprove wits wreplacement wpolicy wand wmake wit wsomewhat wliberal. 
 

10)  wInnovative wschemes wlike wPrivilege wcards wgiving wdiscount won wsuccessive wpurchases wmay wbe 

wintroduced wto wmake wa wcustomer wbrand wloyal wto wMother wDairy. 
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QUESTIONNAIRE  

(For wNew wOutlets) 
 
 
 

Dear wCustomer, 
 

This wsurvey wis wmade wfor wthe wpurpose wof wmy wSummer wProject wand wdoesn‘t whave wany wcommercial 

wimpact. 
 
CONSUMER wDETAILS: 
 

Name: 
 

Address: 
 

Contact wNumber: 
 

1. Have wyou wever wthought wof wexpansion wof wyour wbusiness win wterms wof wice w-cream?  
 

Yes No 
 

If wno wwhy w_______________________________________________________ 
 

2. If wyes, wwhich wbrand wwould wyou wlike wto wgo wfor?  

 i) wMother wdairy ii) wKwality iii) wAmul iv) wCream wBell 

3. Rank waccording wto wyour wpreference.  

  High Moderate Low 

 Mother wdairy     
 

Kwality  
 

Amul  
 

Cream wBell  
 

 

4. What wis wyour wpreference wabout wfollowing wcompanies won wthe wgiven wqualities? w(1-5) 
 

 Mother wdairy Amul Kwality w w wCream wBell 

i) Price   

ii) Margin   

iii) Quality   

iv) Variety   

v) Packaging   

vi) Availability   

vii) Taste   

viii) Company wscheme   
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ix) Service w w w w w w w w w w w w w w w w w w w w w  
 

 

5. Would wyou wlike wto whave wdeep wfreezer wprovided wby wthe wcompany?   

Yes w w  w w w w w w w w w w wNo  
 

 

6. If wNo, wwhy_______________________________________________________? 
 

 

7. If wyes, wthen wwhich wmode wof wpayment ware wyou wlooking wfor? 
 

i) Cash wdown wpayment 
 

ii) Instalment 
 
 
 

 

8. Would wyou wlike wto whave wretailership won? 
 

i) Trial wbasis 
 

ii) Long wterm 
 

iii) Short wterm 
 
 
 

 

 

 

Date: Signature: w______________ 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

  



 

30 
  

(For wExisting wOutlets) 
 

 

Name: w______________________________________ 
 

Address: w____________________________________ 
 

Contact wNo. w__________________________________ 
 

Dear wCustomer, 
 

This wsurvey wis wmade wfor wthe wpurpose wof wmy wSummer wProject wand wdoesn‘t whave wany wcommercial 

wimpact. 
 

1. Do wyou wkeep wmother wdairy wflavoured wMilk? 
 

a. Yes b. wNo 
 

If wno wthan wwhy w________________________________________________? 
 

 

2. How wlong wyou ware wkeeping wMother wdairy wflavoured wMilk? 
 

a. Less wthan wsix wmonths 
 

b. 6 wto w12 wmonths 
 

c. 12 wto w18 wmonths 
 

d. more wthan w18 wmonths 
 

 

3. What wis wthe wsales wturnover wfrom wday wone? 
 

a. 1
st

 w w6
th

 wmonths__________________ 
 

b. between w6 wto w1 wyear______________ 
 

c. 1 wto w2 wyear_____________________ 
 

d. 2 wto w3 wyears_____________________ 
 

 

4. Form wwhere wyou wbrought wyour wdeep wfreeze? 
 

a. from wMother wdairy w_________ 
 

b. other wsource w( wPlease wspecify)_______________________ 
 

5. On wwhich wbasis wyou wprocured wyour wDeep wFreezer? 
 

a. Cash wdown wpayment:___________________________ 
 

b. Instalment:_________________________________ 
 

c. Other:______________________________________ 
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6. How wmany wbrands wyou wkeep? 
 

_____________________________________________________________ 
 

_____________________________________________________________ 
 

 

7. How wmany wcustomers ware wlooking wfor wMother wdairy wFlavoured wMilk w(percentage)? 
 

1 w- w10  w w w w w w10 w– w20 w 20 w– w30  w w w30 w- w40 40 wand wabove  
 

 

8. According wto wwhich wbrand wof wFlavoured wMilk whas wmaximum wsales? 
 
 
 

 

Brand Rank Reason 
   

Mother wdairy   
   

Kwality wwall‘s   
   

Amul   
   

Cream wbell   
   

 
 

9. According wto wyou wwhich wflavour wof wIce-cream whas wmaximum wsales? 

wFlavour w(Rank wthem wat wa wscale wof w1 w- w5) 

a. wVanilla  
 

b.Strawberry  
 

c.Chocolate 
 

d. Butter wScotch  
 

e. Mango/Pineapple/Orange  
 

f. Kaju/Pista/Kessar  
 

g. Shahi wNazrana  
 

h. wFruit w’N‘ wNut  
 

Do wyou wfeel wcolour wof wthe wFlavoured wMilk waffect wits wdemand? w w w Yes w w w  wNo  
 

If wyes, wthen wwhich wcolour w_________________________? 
 

10. Which wflavours ware wmostly wpreferred wunder wFamily/Party wPack? 
 

___________________________________________________ 
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11. Which wpack wof wFlavoured wMilk wis wmost wsold? w(Rank wat wa wscale wof w1 w- w5)  
 

a. Cups  
 

b. Cone  
 

c. Fundoo  
 

d. Candies/Bar 
 

e. Family/Party wPack w  
 

12. Please wgrade wdifferent wcompanies won wthe wfollowing wattributes win wcontext wof wflavoured 

wMilks. wScale won wthe wfollowing wbasis: w(5 was wVery wgood wand w1 was wVery wPoor) 
 

Very 

wGood w

Good

 

wNormal 

w  

wPoor w w w 

w w w w w w w w 

w w 
 

Attributes   Brand wname  
      

 Amul 

Kwality 

wWalls  Mother wdairy Cream wBell 
      

Product wQuality      
      

Price      
      

Service      
      

Schemes      
      

Advertising      
      

Brand wImage      
      

Flavours      
      

Packing      
      

Total      
      

 
 

13. At wwhich wperiod wof wtime wcustomers wcome win wbulk? 
 

Morning Afternoon Evening Night  
 

 

14. Any wsuggestion wor wobservation wto wbring wmore wsales wof wMother wdairy wFlavoured wMilk? 
 

____________________________________________________________ 
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Date: Signature: 

w_______________ 
 
 
 
 

CONCLUSION 

 
 
 

 

There wis wan wample wscope wfor wflavoured wMilk wmaking wcompanies wdo wprogress win 

wthis wlush wgreen wenvironment. wThe wmarket wsize wis wincreasing wday wby wday wand wthe 

wdemand wfor wnew wflavours ware warising. wThe wcompanies wlike wHLL, wCream wBell, 

wVadilal, wand wAmul ware wtrying wto wcapture wmore wmarket wshare wwith wtheir wnew wideas 

wand wplans. wAs wper wMother wDairy wconcerns wthe wcompany wshould wbecome wliberal 

won whis wpolicies. wMother wdairy wmarket wshare win wDelhi wis whigh wbut wfor wmaintaining 

wthe wgrowth wrate wit wshould wgive wthe wretailers wmore wfacilities wfor wopening wof wnew 

woutlets wand wrunning wsuccessfully. wThe wcompany walso wneeds wa wproper wdistribution 

wnetwork wfor wavailability wof wproducts wat wdemand. 
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THANK wYOU w!! 
 


