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SYNOPSIS

The study titled “ Comparative study of Talcum powder brands” was conducted in Ernakulam with reference to Santoor talc..

 
The objectives of the study was to perform a comparative study of the talcum powder brands to identify the brand preference, brand awareness and customer affinity along with rating the dealer preference, perception and promotional aspects on various brands.

Study was conducted in two phases. Retailer survey and Customer survey. Both were done based on structured questionnaire. The respondents  and mean score value. It is suggested that Santoor should design marketing strategies to improve its product design, promotions and retain its market by  competing successfully with Ponds, Cuticura and Yardley. 

1. INTRODUCTION

This study has been conducted for Wipro technologies pvt ltd who brings Santoor talc into the market. This is a comprehensive study conducted to know the penetration of various brands,purchase behaviour and affinity of customers,dealer preferences and perceptions on various brands of talcum powders  with a special preference to Santoor talc.. This study has been conducted to find out the needs and preferences of the retailers and customers and also their attitude towards various brands.

The comparative method is often used in the early stages of the development of a branch of science. It can help the researcher to ascend from the initial level of exploratory case studies to a more advanced level of general theoretical models, invariance’s, such as causality or evolution.

India has a perfumery tradition that dates back to 5000 years.The mughal emperors were great connoisseurs of exhorted perfumes.Perfumery industry in India has acquired considerable importance.The Indian cosmetic market is seen as a huge area of opportunity.Its potential is estimated at dollar4 billion and is growing at the rate of 15 to 20% per year.There are more than 400 Indian companies making fragrances,which are used in toilet soaps,laundry soaps,detergents,agarbattis(incense sticks),cosmetics and toiletries.


Talcum powder is the most commonly used cosmetic product in India is the talcum powder,which has escalated from its ancient role as beauty talc to a freshness and anti-deodrant product.The talcum powder is manufactured from an element called talc.The mineral talc is a hydrous magnesium silicate and is an abundant resource in India.the raw talc is sterilized at in-house sterilization facility and sent for complete conversion.The other ingredients in talcum powder comprises of perfume,calcium carbonate,triclosan & Zinc sterate .The talc is available in whitness units from 91 to 96.


Talc is used commercially because of its fragrance retension,luster,purity,softness and whiteness.Other important properties of talc are its chemical inertness,and oil absorbtion.


The study investigates the relationship between brand characteristics - awareness level and image - and their influence on consumers' perceptions of talcum powder brands.This study  Proposes a model of relationships between the number of recognizable brands carried by  retail establishments, and perceptions of them on the  retail image. In addition, develops and tests the overall view of the talcum powder industry.The study offers recommendations for the company on various aspects.

TALCUM POWDER INDUSTRY 

The Rs-650 crore market for talc is going through the toughest times.The pressure from competing brands and the shrinkage of the market by modest volume had placed the players to try out ominous strategies.Almost 65% of talc sales happen in the months of march to june. Compared to the  wake of aggressive price cuts in a number of FMCG categories,including shampoos etc ,the promotional offers in talcs indicate a new trend in FMCG segment especially the talcum powder industry.

Talc is used in many industries such as paper making, plastic, paint and coatings, rubber, food, electric cable, pharmaceuticals, cosmetics, ceramics, etc. A coarse grayish-green high-talc rock is soapstone or steatite and has been used for stoves, sinks, electrical switchboards, etc. It is often used for surfaces of lab counter tops and electrical switchboards because of its resistance to heat, electricity and acids. Talc finds use as a cosmetic (talcum powder), as a lubricant, and as a filler in paper manufacture. . Even with all these uses, most people only know talc as the primary ingredient in talcum powder. 

The talc market is more stagnant and almost every company is passing on price benefits to stay competitive.These days,the young do not quite favour using talcum powder.There seems to be a preference among urban youth for using deodorants.But almost 50% of users continue to be young customers and there is no direct linkage to show that talc users are shifting to deodorants.

 Talc is used in baby powder, an astringent powder used for preventing rashes on the area covered by a diaper (see diaper rash). It is also often used in basketball to keep a player's hands dry. Most tailor's chalk is talc, as is the chalk often used for welding or metalworking.Talc is also used as food additive or in pharmaceutical products as a glidant. In medicine talc is used as a pleurodesis agent to prevent recurrent pneumothorax. In the European Union the additive number is E553b.

Talc is widely used in the ceramics industry in both bodies and glazes. In low-fire artware bodies it imparts whiteness and increases thermal expansion to resist crazing. In stonewares, small percentages of talc are used to flux the body and therefore improve strength and vitrification. It is a source of MgO flux in high temperature glazes (to control melting temperature). It is also employed as a matting agent in earthenware glazes and can be used to produce magnesia mattes at high temperatures.


Though the years,talcum powder has always stood for the aspirations of women.Today’s Indian woman aspires for beauty with comfidence and that is what the current advertisements bring out.This is a new rendition of the platform symbolizing a woman’s aspiration.At the same time ,there seems to be a conscious effort to strike a chord as “socially relevant” brand among the youth.

 WIPRO TECHNOLOGIES LIMITED
Wipro Technologies Limited is a information technology services corporation headquartered in Bangalore, India. According to the 2008-09 revenue Wipro is the second largest IT services company in India and employs more than 98,391 people worldwide as of 2009. It has interests varying from information technology, consumer care, lighting, engineering and healthcare businesses. Azim Premji is the Chairman of the board. 

Wipro (an acronym of "Western India Palm Refined Oils") started as a vegetable oil trading company in 1947 from an old mill at Amalner, Maharashtra, India founded by Azim Premji's father.

When his father died in 1966 Azim, a graduate in Electrical Engineering from Stanford University, took on the leadership of the company at the age 21. He repositioned it and transformed Wipro (Western India Palm Refined Oil Ltd) into a consumer goods company that produced hydrogenated cooking oils/fat company, laundry soap, wax and tin containers and later set up Wipro Fluid Power to manufacture hydraulic and pneumatic cylinders in 1975. At that time, it was valued at $2 million[citation needed].

In 1977, when IBM was asked to leave India, Wipro entered the information technology sector.

In 1979, Wipro began developing its own computers and in 1981, started selling the finished product. This was the first in a string of products that would make Wipro one of India's first computer makers Technologies Wipro hired managers who held their employees to strict performance standards. 
Founded in 1945,Wipro corporation is a diversified company engaged in the business of consumer care,lighting,Information technology,Medical systems,finance and hydraulic technology.wipro consumer division is serving kerala by means of 11 zones over various districts.In ernakulam they have 2 zones to meet the sales volume. 

COMPANY MOTTO:-

“With utmost respect to human values,we promise to serve

Our customers with integrity through innovative,value for

Money solutions,by applying thought day after day.”

SPIRIT OF WIPRO:-

The Spirit of Wipro is the core of Wipro... the Spirit is rooted in current reality, but it also represents what Wipro aspires to be thus making it future active. The Spirit is an indivisible synthesisof all three statements. It means manifesting Intensity to Win, acting with sensitivity and being unyielding on integrity all the time.
Stock Exchange cite The company's revenue grew by 450% from 2002 to 2007 by vikram

 Timeline
· 1945 - Incorporation as Western India Palm Refined Oil Limited 

· 1947 - Establishment of an oil mill at Amalner, Maharashtra, India 

· 1960 - Manufacture of laundry soap 787 at Amalner 

· 1970 - Manufacture of Bakery Shortening Vanaspati at Amalner 

· 1975 - Diversification into engineering and manufacture of hydraulic cylinders as. 

· 1977 - Name of the Company changed to Wipro Products Limited 

· 1980 - Diversification into Information Technology. 

· 1990 - Incorporation of Wipro-GE medical systems 

· 1992 - Going global with global IT services division 

· 1993 - Business innovation award for offshore development 

· 1995 - Wipro gets ISO 9001 quality certification 

· 1997 - Wipro gets SEI CMM level 3 certification, enterprise wide processes 

· Start of the Six Sigma initiative, defects prevention practices initiated at project level. 

· 1998 - Wipro first software services company in the world to get SEI CMM level 

· 1999 - Wipro's market capitalization is the highest in India 2000 - Start of the Six Sigma initiative, defects prevention practices initiated at project level. Wipro listed on New York Stock Exchange. 

· 2001 - First Indian company to achieve the "TL9000 certification" for industry specific quality standards 

· Wipro acquires American Management Systems’ global energy practice 

· Becomes world's first PCMM Level 5 company. 

· Premji established Azim Premji Foundation, a not-for-profit organization for elementary education. 

· Wipro becomes only Indian company featured in Business Week’s 100 best-performing technology companies 

· 2002 

· Wipro acquires Spectramind. 

· Ranked the 7th software services company in the world by BusinessWeek (Infotech 100, November 2002

· 2003 

· Wipro acquires Nervewire. 

· Wipro Technologies Wins Prestigious IEEE Award for Software Process Excellence 

· Wipro Technologies awarded prestigious ITSMA award for services marketing excellence 

· Wipro wins the 2003 Asian Most Admired Knowledge Enterprise Award 

· 2004 

· Crossed the $1 Billion mark in annualized revenues 

· Wipro launches India’s first RFID enabled apparel store 

· Wipro Technologies named Asian Most Admired Knowledge Enterprise second year in a row 

· IDC rates Wipro as the leader among worldwide offshore service providers 

· 2005 - Wipro acquires mPower to enter payments space and also acquires European System on Chip (SoC) design firm NewLogic 

· 2006 - Wipro acquires Enabler to enter Niche Retail market 

· 2007 - Wipro acquires US's Infocrossing for 600mn 

· 2009 - Wipro acquires Gallagher Financial Systems to enter mortgage loan origination space. 

· Wipro stops Semiconductor IP Solutions and closes NewLogic Sophia-Antipolis R&D, France 

 Major Divisions
· IT Services: Wipro provides complete range of IT Services to the organization. The range of services extends from Enterprise Application Services (CRM, ERP, e-Procurement and SCM) to e-Business solutions. Wipro's enterprise solutions serve a host of industries such as Energy and Utilities, Finance, Telecom, and Media and Entertainment. 

· Product Engineering Solutions: Wipro is the largest independent provider of R&D services in the world. Using "Extended Engineering" model for leveraging R&D investment and accessing new knowledge and experience across the globe, people and technical infrastructure, Wipro enables firms to introduce new products rapidly. 

· Technology Infrastructure Service: Wipro's Technology Infrastructure Services (TIS) is the largest Indian IT infrastructure service provider in terms of revenue, people and customers with more than 200 customers in US, Europe, Japan and over 650 customers in India. 

· Business Process Outsourcing: Wipro provides business process outsourcing services in areas Finance & Accounting, Procurement, HR Services, Loyalty Services and Knowledge Services. In 2002, Wipro acquiring Spectramind and became one of the largest BPO service players. 

· Consulting Services: Wipro offers services in Business Consulting, Process Consulting, Quality Consulting, and Technology Consulting. 

· Wipro Consumer Care and Lighting
         Wipro Consumer Care and Lighting, (WCCLtg) a Business Unit of Wipro Limited, has a profitable presence in the branded retail market of toilet soaps, hair care soaps, baby care products and lighting products. It is also a leader in institutional lighting in specified segments like software, pharma and retail. Wipro Consumer Care has been one of the fastest growing FMCG companies as reflected by the organizational performance in the last three years. We have grown both organically and through acquisitions

OBJECTIVES OF THE STUDY

PRIMARY OBJECTIVE

· To make a comparative study on the various brands of talc in the indian market

SECONDARY OBJECTIVES
· To know the penetration of various brands.

· To identify the purchase behaviour based on the factors that the customers perceive in a brand.

· To find the dealers perception on various brands based on value of sales,advertisements,service provided and quality of the product.

· To study the affinity of customers .

 SCOPE OT THE STUDY

Consumer landscape is changing fast.They can see an explosion of choices in terms of new categories,brands and shopping options.Competition is enormous now a days.Thus requires  the need for a market research to explore the hidden oppurtunities and to defend the upcoming threats.This project titled “A COMPARITIVE STUDY OF THE TALCUM POWDER INDUSTRY” provides the following scopes.

TO THE RESEARCHER


The researchers could analyze various factors, which provides information on the sources of procurement,price and margin on various brands available with the retailers. The researcher had a chance to interact with the customer and could understand their views and opinions. The researcher has an opportunity to have more practical knowledge about brand penetration,customer affinity and buyer behaviour concepts.

TO THE ORGANISATION


The study will help the organization to identify the areas to be improved and the ways through which it can be done.It also helps the organization to update their knowledge and awareness about their competitors and the business environment.

TO THE RESPONDENTS


The study provides an opportunity to the respondent to tell their suggestion and express their views/ ideas to improve the promotional as well as product aspects.It also helps them to find out and compare the schemes,offers and practices put forward by different companies.

 LIMITATIONS OF THE STUDY

· Confidential information from the dealers is not consolidated for the study. 

· The study is confined to ernakulam only.

· The limitations of study on selected parameters is considered for the study.

2 REVIEW OF LITERATURE

Review of literature shows the previous studies carried out by the researcher in this field. Previous studies are reviewed in order to gain insight into extent of research. The research problem can be more understood and made specific referring to theories, reports, records and other information made in similar studies. This will provide the researcher with the knowledge on what lines the study should proceed and serves to narrow the problem

The comparative method is often used in the early stages of the development of a branch of science. It can help the researcher to ascend from the initial level of exploratory case studies to a more advanced level of general theoretical models, invariance’s, such as causality or evolution.

Park, Harada, and Igarashi (1993)[1]  reports that the users’ perceptions of  product’s brand affecttheir perceptions of mental demand and thus brand penetration.While there may be some recognition that branding is important in the marketing of product, there has beenlittle research into the brand effect on the evaluation of system performance. In this 

researchthe findings was that  brand perception on user effects the perception of the performance of brands.

Kapferer’s (1997)  [2] view of brand value is monetary, and includes intangible assets. “Brands fail to achieve their value-creating potential where managers pursue strategies that are not orientated to maximizing the shareholder value” (Doyle 2001a, p. 267). Four factors combine in the mind of the consumer to determine the perceived value of the brand: brand awareness; the level of perceived quality compared to competitors; the level of confidence, of significance, of empathy, of liking; and the richness and attractiveness o of the images conjured up by the brand 

Customer Affinity 
Affinity is a step above a customer transaction. A prospect becomes a customer, who then becomes a customer who has affinity for the company and products. Engaging the customer, then, is a key next step to building affinity.With increased numbers and types of ways to communicate with companies, customers have moved beyond the sedate letter to the president and are instead expressing their feelings in more assertive ways. When customers can spread the news about how they feel, they can positively and negatively impact  companies and their brands and how it is perceived in the broader marketplace. Affinity is that tight bond a customer has with a company and its brand. When a customer has affinity for the company, they’re in a long-term relationship with it. When affinity is high, the cost to launch a new product goes down. When affinity is low,the company has to spend more to overcome negatives and find new customers. [3]

Fournier (1998)[4] suggested that a brand can be viewed as a relationship partner. One way to achieve this is by understanding “the ways in which brands are animated, humanized, or somehow personalized” .  She mentioned three brand animating processes: through the spirit of a past or present other, by using brand-person  associations, and through a complete anthropomorphization of the brand. 

Belch and Belch (1988)[5] define consumer behaviour as 'the process and activities people engage in when searching for, selecting, purchasing, using, evaluating, and disposing of products and services so as to satisfy their needs and desires'. Customer behaviour study is based on consumer buying behaviour, with the customer playing the three distinct roles of user, payer and buyer. Relationship marketing is an influential asset for customer behaviour analysis as it has a keen interest in the re-discovery of the true meaning of marketing through the re-affirmation of the importance of the customer or buyer. A greater importance is also placed on consumer retention, customer relationship management, personalisation, customisation and one-to-one marketing. Social functions can be categorized into social choice and welfare functions

In an early study of the buyer decision process literature, Frank Nicosia(1966) [6]  identified three types of buyer decision making models. They are the univariate model in which only one behavioural determinant was allowed in a stimulus-response type of relationship; the multi-variate model ("reduced form scheme".) in which numerous independent variables were assumed to determine buyer behaviour; and finally the "system of equations" model ("structural scheme" or "process scheme".) in which numerous functional relations (either univariate or multi-variate) interact in a complex system of equations. He concluded that only this third type of model is capable of expressing the complexity of buyer decision processesNicosia builds a comprehensive model involving five modules. The encoding module includes determinants like "attributes of the brand", "environmental factors", "consumer's attributes", "attributes of the organization", and "attributes of the message". Other modules in the system include, consumer decoding, search and evaluation, decision, and consumption.

A general model of the buyer decision process consists of the following steps:

1. Problem recognition; 

2. Information Search 

3. Evaluation of Alternative 

4. Purchase decision 

5. Purchase 

6. Post-purchase behavior/buyer's remorse (cognitive dissonance) [7]
According to a study conducted by Robert.A.Robicheaux (2006) [9] , A Dealer is a person who sells on behalf of a company. A Dealer is also known as Retailer or Reseller.Dealership otherwise known as Retailing is all around us.It permeates our lives.Dealers fulfill the important economic role of making these products and services accessible to consumers.Retailing comes from an old tradition and is rooted in the social fabric.Dealers need to understand how to read the social and economic environment.

Arnold S.J (1994)[10]  who has reviewed 32 studies on Dealership says that there are certain lessons which he has learned from the world's best Dealers. Those are the ones, which he regard as the major functions of Dealers. They are as follows:

· Dealers sell to the final consumers.

· Dealers buy in large quantities and sell in small quantities to the consumers who buy for their own personal or household use.This differentiates dealers from wholesalers.

· Dealers often buy products from a wide variety of distant,even global sources.

· Dealers can sell services.
Dealers sell to many different consumers

 “Sales promotion means any step that are taken for the purpose of obtaining an increased sales” (A. H. R. Delens)(2002) [11].

“Sales promotion as a tool of market promotion gives rise to increase in production usage as well as expansion of market for a product or introduction of a new product”. (By John. L. Luickkand and William Lee Ziegler.)(2002) [12]

Dudley M. Ruch (1987) [13] emphasizes that sales promotion costs are heavily influenced by:

1.
The nature of the product and the market in which it competes,

2.
The changing retail trade environment, and

3.
The impact of promotional planning and execution on effectiveness.


The first two of these are beyond the control of individual marketers. They define the range of promotional spending marketers must accept in order to compete. The primary leverage management has lies in recognizing and dealing with opportunities for improved effectiveness. The balance of the review concentrates on these three areas, plus one more: the emerging tools and research findings that can lead to a better understanding of the effects of promotions on retailer behaviour and consumer behaviour. 4

Sunil Gupta (1988)[14] conducted a study on Impact of Sales Promotions on When, What, and How Much to Buy and the result show that promotional variables (feature, display, price cut) play a strong role in consumer brand choice decisions. The effect of these variables is limited on purchase time and purchase quantity decisions. Specifically, of the total sales increase due to promotion, more than 84 percent is accounted for by brand switching, 14 percent or less by purchase time acceleration, and less than 2 percent by stockpiling. This indicates that promotions for this product are very effective in drawing consumers from competitive brands. On the other hand, promotions have a limited success in making consumers buy early. Although feature and display have some impact on the purchase time decision, price cut and regular price have almost none. This suggests that if consumers are not planning to buy coffee in a given week, they may not go out of their way to check prices or price discounts on coffee brands unless their attention is attracted to them through features or displays. The small effect of promotion on stockpiling can be attributed to three possible phenomena: consumer perceptions that stockpiling coffee may affect its freshness, storage constraints, and high promotion intensity in the marketplace. 

Krishna Nair Suresh (2003) [15] addressed the optimal design of a series of promotions (which might offer free gifts, discounts, or special services) periodically mailed to potential customers. A model and methodology were presented which maximized the multiple purchases of these customers over time using opinions from both promotion designers and customers. In order to increase customer lifetime value, dynamic, customized incentives were created; thereby encouraging a customer to more frequently make purchases. Part of a promotion that appeals to someone once may not appeal to that person again for a certain period of time and cannot be repeated. Another aspect of sales promotion design that needed to be maintained was the novelty, which also necessitated that the promotions vary in terms of contents from one to another.

Rajagopal (2008) [16] analyzes drivers of compulsive buying behavior induced by store based promotion through empirical investigation in Mexico. The buying behaviour in reference to point of sales promotions offered by retailing firms and determinants of sensitivity towards stimulating shopping arousal and satisfaction among customer in building store loyalty have been discussed in the paper. This study also builds arguments around convergence of attractiveness of point of sales promotions and effectiveness of customer services as a tool for gaining competitive advantage in the retail business environment. The results indicate that point of sales promotion programs have become the principal tool of retailing in Mexico to acquire new customers and retain the loyal customers. It is also found during the study that loyal customers are attracted to the store brands during the promotional offers while new shoppers are price sensitive and are attracted by the in-store ambience of sales promotions and volume discounts

Mela Carl (1997) [17] examined the long-term effects of promotion and advertising on consumers brand choice behavior. 8-1/4 years of panel data for a frequently purchased packaged good were used to address two questions: (1) Do consumers' responses to marketing mix variables, such as price change over a long period of time? (2) If yes, are these changes associated with changes in manufacturers' advertising and retailers' promotional policies? Using these results, the authors drew implications for manufacturers' pricing, advertising, and promotion policies. The authors used a two-stage approach, which permitted them to assess the medium-term (quarterly) effects of advertising and promotion as well as their long-term (i.e., over an infinite horizon) effects. Their results were consistent with the hypotheses that consumers became more price and promotion sensitive over time because of reduced advertising and increased promotions.
Liu, Yuping, (2007) [18] found out the Long-Term Impact of Loyalty Programs on Consumer 

 HYPERLINK "http://web.ebscohost.com/ehost/viewarticle?data=dGJyMPPp44rp2%2fdV0%2bnjisfk5Ie46a9Kr6e2ULCk63nn5Kx95uXxjL6nrkevrq1Krqa1OLKwskm4p7A4v8OkjPDX7Ivf2fKB7eTnfLuutlGurrJPtaekhN%2fk5VXj5KR84LPgjeac8nnls79mpNfsVbCss0i0rbJQpNztiuvX8lXk6%2bqE0tv2jAAA&hid=15" Purchase Behaviour and Loyalty. Using longitudinal data from a convenience store franchise, the study found out that consumers who were heavy buyers at the beginning of a loyalty program were most likely to claim their qualified rewards, but the program did not prompt them to change their purchase behaviour. In contrast, consumers whose initial patronage levels were low or moderate gradually purchased more and became more loyal to the firm. For light buyers, the loyalty program broadened their relationship with the firm into other business areas. Thus there is a need to consider patronage to decide rewards for loyalty programmes.
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3 RESEARCH METHODOLOGY

Research is an organized, systematic, data based and critical scientific inquiry or investigation into a specific problem, under taken with the purpose of finding answers or solutions to it.


Research design is the plan, structure and strategy of investigation conceived so as to obtain answers to research questions and to control variance. It is the blue print for the collection measurement and analysis of data.


The research provides the needed information that guides managers to make informed decisions to successfully deal with problems. The information provided could be the results of a careful analysis of data gathered first hand or of data that are already available.

RESEARCH  DESIGN


The research design adopted for the study is descriptive in nature and was carried over in two phases. 


1)RETAILER SURVEY:-This was done to  understand the brand preference,role of promotional activities and push strategies etc among the retailer minds.


2)CUSTOMER SURVEY:-This was conducted to identify the brand preferred,top mind brands,purchase behaviour and affinity among the customers.

DATA COLLECTION


Data collection methods are an integral part of research design. Data can be collected in a variety of ways in different settings field or lab and from different sources. The data collected for the study includes both primary and secondary data.

Primary data


Primary data refer to information obtained first hand by the researcher on the variables of interest for the specific purpose of the study. In this study the researcher adopted questionnaires and collected data through personal interviews  from retailers in the first phase while using structure questionnaires for collecting the primary data from the customers in the second phase.

Secondary data


Secondary data can be obtained from company records or archives, governments publications, industry analyses offered by the media, websites, the internet and soon. In this survey the secondary data are collected from the books, magazines, journals and websites.

RESEARCH INSTRUMENTS

The instrument used for research is structured questionnaire one each for each phases. The factors in the questionnaire for the first phase includes  the brand preference,role of promotional activities and push strategies etc among the retailer minds (annexure 1) and that in the second phase includes the brand preferred,top mind brands,purchase behaviour and affinity among the customers(annexure 2).

SAMPLE DESIGN


A sample design is a definite plan for obtaining a sample from a given population.

Sample Unit


The sample unit covers all Wipo retailers in Ernakulam city and customers of talcs.

Sample Size

The number of items to be selected from the universe is 100 customers and 25 retailers.

Sample Procedure

Non probability sampling i.e. convenience sampling method was used to choose the respondent of the study. Non probability sampling procedure which does not afford any basis for estimating the probability that each item in population has being included in the sample.
TOOLS FOR ANALYSIS

The techniques used for the analysis are Percentage method and Mean score value.
4   ANALYSIS AND INTERPRETATION

Analysis means the computation of certain indices or measures along with searching for patterns of relationship that exist among the data groups. It is the critical examination of the assembled and grouped data for studying the characteristics of the object under study and for determining the patterns of relationship among the variables relating to it.

Interpretation is the device through which the factors that seem to explain what have been observed by the researcher in the course of the study and provides us a theoretical conception.

The results of the analysis is presented under two headings

1)RETAILER SURVEY:-Retailer is one who deals with the ultimate transaction of the product.A retailer survey was conducted to ascertain the retailers response towards the service provided by the companies,to rate their preference towards brands,and to analyse on the push strategies for brands.First half of the analysis deals with that.

2)CUSTOMER SURVEY:-Customer is the main cause for the success of a firm.a customer survey was conducted to identify the brand preferred,top mind brands,purchase behaviour and affinity among the customers.  

1. BRANDS PROMOTED

Promotion is an important element of a product’s  life cycle.It is a direct and immediate inducement. Retailers of Wipro are responsible for their exclusive success.The main 3 brands promoted by them are:

Table No. 1 BRANDS PROMOTED.

	BRANDS
	NOR
	%

	             WIPRO BABY
	7
	28

	YARDLEY
	10
	40

	SANTOOR
	8
	32 


From the above table it is understood that the retailers of wipro retailers deals mainly with 3 brands of talcum powders.The brand which is highly promoted is Yardley upto  40%, Santoor upto 32% and Wipro baby talc upto 28%

Chart no-1
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2. BRANDS ACCORDING TO THE PREFERENCE

Dealers fulfill the important economic role of making these products and services accessible to consumers. According to their survey, a dealer’s preference towards a particular brand depends upon various factors.The dealers preference to the brand will help the company to know which brand is highly promoted by the dealer.Hence the most preferred brand is presented below.

                         Table No.2.MOST PREFERED BRANDS

	BRANDS
	NOR
	%

	PONDS
	3
	12

	LIRIL
	               2
	8

	SANTOOR
	4
	16

	CINTHOL
	1
	4

	SPINZ
	1
	4

	EMAMI
	1
	4

	FA
	1
	4

	MYSORE SANDAL
	3
	12

	CUTICURA
	3
	12

	YARDLEY
	4
	16

	DENIM
	2
	8

	GOKUL
	1
	4

	Total
	25
	100



The table shows that most of the retailers prefer Santoor ie upto 16%,and Yardley ie 16%,Second preference goes toPponds i.e 12%, Rest are occupied by other brands.Santoor and Yardley are the two most preferred brands followed by Ponds,Mysore sandal and Cuticura.This preference by retailers can be leveraged positively by Santoor for increasing the market share .





Chart no-2




MOST PREFERED BRANDS

[image: image2.emf]BRANDS

PONDS

LIRIL

SANTOOR

CINTHOL

SPINZ

EMAMI

FA

MYSORE SANDAL

CUTICURA

YARDLEY

DENIM

GOKUL


3. FACILITIES


.A good dealer should stay focused on making more sales. He should also adopt strategies for increasing sales.So he should be made satisfied by means of facilities and services provided by the company.The company generally provides facilities like credits,co_promotion etc.The dealers would prefer to promote products of companies who provide good facilities.Hence the overall facilities provided by Wipro is analysed here.

Table No.2. SATISFACTION OF THE FACILITIES

	SATISFACTION LEVEL
	NOR
	%

	HIGHLY SATISFIED
	5
	20

	SATISFIED
	               14
	56

	NEUTRAL
	6
	24

	DISSATISFIED
	0
	0

	HIGHLY DISSATISFIED
	0
	0

	Total
	25
	100


  


Msv=0.99

This table shows that about 56% of the respondents satisfied,24% are comfortable and 20% are highly satisfied with the services provided by the company.Though majority of retailers are only satisfied with the facilities provided by Wipro.So they can have future improvements on this aspect. 

Chart no-3
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4. SPECIAL PUSH FOR BRANDS


Dealers may contribute to brand retention through their sales and service efforts.They can improve promotion of a brand by means of special push.Table below shows the level of special push the retailers give to the brands that they promote.

Table No. 4 SPECIAL PUSH FOR  PREFERED BRANDS

	RESPONSES
	NOR
	%

	YES
	18
	72

	NO
	7
	28

	Total
	25
	100


This table shows that about 72% of the respondents are giving a special push to the brand they prefer while  28% of them views this as a factor based on the facilities that the particular brand provide to them.

Chart no-4
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5. FACTORS RELATING TO PUSH DECISIONS


A dealer’s preference towards a particular brand depends upon various factors. They are as follows:

· Shelf presence of various Brands.

· Credit Facility

· Profit Margin

· Customer Demand

Based on these factors,push decision varies.The table below reflects the reason for the retailer to push a particular brand.

.Table No.5.FACTORS INFLUENCING THE  PUSH DECISIONS

	FACTORS
	NOR
	%

	MARGIN
	6
	24

	CREDIT FACILITY
	6
	24

	CUSTOMER DEMAND
	6
	24

	AVAILABILITY
	3
	12

	SERVICE PROVIDED
	4
	16

	Total
	25
	100


This table shows that about  24% of retailers view margin as a factor,24% views creditfacility as a factor,24% views customer demand as a decision,16% views sevices as a factor and 12% views availability as a factor for push decision.The brand push is highly influenced by the customer demend,margin to credit facilities,have Wipro to focus on these areas to promote Santoot talc.

Chart no-5
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6. CUSTOMERS DEMAND


. A prospect becomes a customer, who then becomes a customer who has affinity for the company and products.Customer demand varies according to the product,price,quality,service etc.Below table shows the retailers opinion on the demand of customers towards Santoor talc according to the selection.

           
Table No.6.DEMAND FOR SANTOOR TALC

	FACTORS
	NOR
	%

	YES
	18
	72

	NO
	6
	24

	Total
	25
	100


This table shows that about 72% of the retailers reflect that customers has affinity toward Santoor,this is again a positive sign for Wipro.

Chart no-6

CUSTOMER DEMAND  FOR  SANTOOR TALC
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7.ATTRACTION OF TALC 


The unique look of a product creates exceptional attractiveness and will stand outlook.This table explains the retailers point on whether the Santoor talc is attractive by some means or not.

Table No. 7 ATTRACTION OF THE TALC

	FACTOR
	NOR
	%

	YES
	22
	88

	NO
	3
	12

	Total
	25
	100


This table shows that about 88% of the respondents said that the talc has a special attraction ie its Sandal effect.12% said that there is no such attraction factor.

Chart no-7
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8. RECOMMENDATIONS  TO THE PRODUCT 


A satisfied customer as well as retailer is a good promotional medium.They will recommend the product in future to others.This table shows the response of retailers to this factor

Table No. 8.RECOMMENDATION TO THE PRODUCT

	FACTOR
	NOR
	%

	YES
	25
	100

	NO
	0
	0

	Total
	25
	100


This table shows that 100% of the retailers will recommend the product to others.This shows that they have credibility in the product and service provided by the company.

Chart no-8
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1. AGE AND GENDER DISTRIBUTION

Age and gender are the demographic factors that influence the attitude of buying and marketers generally segment the customers based on these demographic characteristics and position the products. Hence, the age and gender distribution is analyzed and presented.

Table No. 1. AGE AND GENDER DISTRIBUTION
	Gender

Age in yrs 
	Male
	Female
	Total

	
	NOR
	%
	NOR
	%
	NOR
	%

	20 & Below
	0
	0
	3
	3
	6
	6

	21 – 30
	21
	21
	33
	33
	54
	54

	31 – 40
	6
	6
	32
	32
	38
	38

	41 – 50
	0
	0
	5
	5
	5
	5

	51 & Above
	0
	0
	0
	0
	0
	0

	Total
	27
	27
	73
	73
	100
	100



From the table it is observed that many of the respondents belong to the age group of 21-30 ie  54 % and most of them are females.This shows the interest of youngsters and females towards talcs and the targeting and positioning of Santoor is effective.
Chart no-1
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2. OCCUPATION

Occupation plays a major role in making the people to opt for quality products according to their respective professional portfolio. Analysis of the occupation status of the customers helps in designing the promotional strategies which are product specific. The occupational profile of the customers is as follow:

Table No. 2.. OCCUPATION OF RESPONDENTS
	Particulars
	NOR
	%

	Business
	2
	2

	Government Employee
	16
	16

	Private Employee
	22
	22

	Professionals
	6
	6

	Students
	48
	48

	Home Maker
	4
	4

	Others
	2
	2

	Total
	100
	100



The table indicates that salaried class, students and professionals form a major segment. This gives an indication that talcs can focus on branded products and have to plan promotional strategies that are innovative to attract the customers.

    Chart no-2
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3. PREFERENCE  OF BRANDS
Brands fail to achieve their value-creating potential where managers pursue strategies that are not orientated to maximizing the shareholder value. Four factors combine in the mind of the consumer to determine the perceived value of the brand: brand awareness; the level of perceived quality compared to competitors; the level of confidence, of significance, of empathy, of liking; and the richness and attractiveness  of the images conjured up by the brand .
Table No.3.PREFERENCE OF BRANDS
	RESPONDENTS DESIRE
	NOR
	%

	PONDS
	         43
	43

	CUTICURA
	26
	26

	SANTOOR
	22
	22

	MYSORE SANDAL
	9
	9

	Total
	100
	100



From the above table it is known that more than 40% of the respondents prefer ponds as their favourite talc.Cuticura is demanded by more than 25%,santoor by more than 20%.This shows that santoor should adopt more strategies to build up the brand.

Chart no.3.
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4. TOP OF MIND BRANDS
The users’ perceptions of  product’s brand affect their perceptions of mental demand and thus brand penetration.While there may be some recognition that branding is important in the marketing of product, there has been little research into the brand effect on the evaluation of system performance in customer minds.The top of mind brands is as follows.
Table No4.TOP OF MIND BRANDS
	BRANDS
	NOR
	%

	PONDS
	43
	43

	YARDLEY
	32
	32

	CUTICURA
	25
	25

	Total
	100
	100



From the above table it is known that more than 40% of the Recall Ponds as their top brand,then Yardley(32%) and then Cuticura(25%).This shows that Santoor should improve by all means of promotions to capture the minds of the customers.

Chart no-4     TOP MIND BRANDS
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5. USAGE OF TALCS

Talc is one of the important factor that satisfies the makeup quests of people.The choice of brands according to  the usage ie during tours,celebrations,daily use etc is presented below.
Table No. 5. USAGE OF TALCS

	TALCS
	Regular use
	Special occasion
	During tours
	NOR

	
	NOR
	%
	NOR
	%
	NOR
	%
	

	PONDS
	35
	35
	14
	14
	51
	51
	100

	CUTICURA
	40
	40
	34
	34
	26
	26
	100

	SANTOOR
	32
	32
	40
	40
	38
	38
	100

	SPINZ
	25
	25
	26
	26
	49
	49
	100


It is evident from the table that most of the respondents are influenced by Cuticura and Ponds for their daily use. To some extend Santoor also influences the respondents touse regularly.For special occasions many prefer Santoor and Cuticura because of fragrance.For tours many prefer Ponds and Spinz because of their economy packs.

Chart no-5
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6. RANK OF THE PREFERED BRAND 

Amongst many talcs  that are available in the market, each person has unique taste and predilection. This difference of opinion is analysed to find the most preferred talc brand.                              

   Table no-6  TOP OF MIND BRANDS

	BRAND NAME
	 NOR

(5)
	 NOR

(4)
	 NOR

(3)
	 NOR

(2)
	 NOR

(1)
	TOTAL 

SCORE
	RANK

	Ponds
	35
	30
	15
	5
	15
	365
	3.65

	Liril
	2
	4
	11
	27
	56
	169
	1.69

	Santoor
	20
	35
	10
	15
	20
	320
	3.20

	Cinthol
	15
	10
	25
	25
	25
	265
	2.65

	Spinz
	35
	11
	14
	22
	20
	325
	3.25

	Emami
	30
	10
	20
	20
	20
	310
	3.10

	Fa
	4
	15
	11
	48
	22
	231
	2.31

	Mysore sandal
	35
	6
	40
	11
	8
	349
	3.40

	Cuticura
	65
	20
	8
	4
	3
	440
	4.40

	Yardley
	10
	15
	10
	30
	30
	230
	2.30


 

The above table indicates that Cuticura possesses the most preferred position in customers mind .The main other brands that captured their attention are Mysore sandal,Ponds,Spinz and Emami respectively.Santoor posseses the next position.Other brands have proven non-effective.This shows the lack of brand preference towards Santoor talc when compared to other brands.So the company must focus their attention to improve the brand awareness and preference of their product among customers.

Chart no-6
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7.FACTORS  DETERMINE SATISFACTION AND PREFERENCE    

   Customer satisfaction is the result of satisfaction of needs and desires of customers.This will in turn result in the preference of brands among customers. Among the customers who were using talcum powders,the factors that affect the satisfactional and preference aspects was analysed to improve the brand features in future.    

 Table no-7  FACTORS  DETERMINE SATISFACTION AND PREFERENCE             

	FACTORS
	1 

(5)
	2 

(4)
	3 

(3)
	4 

(2)
	5 

(1)
	TOTAL

SCORE 
	RANK

	I like buying new talcum powders
	12
	18
	36
	28
	6
	302
	3.02

	I don’t use any brands other than the one I use
	57
	28
	8
	4
	3
	432
	4.32

	I buy fairness enhancing talcs
	22


	15


	9
	39
	15
	290
	2.90

	I go for using talcum powders on my foundation
	28
	32
	24
	10
	6
	366
	3.66

	I go for using talcum powders only on my face


	4
	18
	13
	24
	41
	184
	1.84

	I have now replaced talcum powders with      lotions and roll ons


	0
	9
	3
	33
	58
	169
	1.69

	I go for using talcum powders all over the body
	62
	16
	13
	4
	5
	426
	4.26

	I buy the talc with deo-effect


	43
	24
	17
	14
	2
	392
	3.92

	I buy the talc with a pleasant smell

	43
	29
	16
	12
	0
	403
	4.03

	I buy the talc with a shining effect


	21
	16
	45
	12
	6
	334
	3.34

	I usually go for forgien brands


	12
	6
	23
	39
	20
	251
	2.51

	Iam price conscious


	53
	26
	11
	8
	2
	420
	4.2

	I like sandal wood flavoured talcs


	48
	31
	13
	2
	6
	413
	4.13

	I want a popular brand


	58
	12
	18
	12
	10
	426
	4.26

	I use to try out trial sachets


	42
	18
	29
	6
	5
	386
	3.86


 

This table shows the analysed details of the factors that affect customer satisfaction and brand preference.The ratings shows that loyalty towards brands and popularity of brands are strongly rated by the customers.Followed by that promotions,pricing,talc usage and assortments gained preference in cuatomer’s minds.Foriegn brands,roll ons and talcum powder usage only in face was poorly rated.This shows that Santoor have to improve their promotional and assortment features to capture the customer segments.

8.REACH OF THE ADVERTISEMENT
When competition is keen and the consumers face wide brand choice in the market, it becomes imperative for the manufacturers to understand the major factors that can attract the attention of buyers to his own brand. Hence, it is evident that the purpose of advertising is to create awareness of the advertised product and provide information that will assist the consumer to make purchase decision.   
                                   Table no-8  REACH OF THE ADVERTISEMENT 

	REACH OF THE ADVERTISEMENT
	NO OF RESPONDENTS
	PERCENTAGE (%)

	YES
	56
	56

	NO
	44
	44

	TOTAL
	100
	100


 

The tables above shows that 56% of the respondents watched the advertisement of Santoor and 44% of the respondents have not seen the advertisement. This shows that the organization can come up with new advertisements, which are frequently put up so that many of the consumers watch it and get awareness about the product. 

Santoor soap advertisements are popular compared to talcs.Theme and models make Santoor soap ads unique.Similar strategy should be adopted by the company in case of Santoortalc.
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9.SOURCE OF INFORMATION
The organisations’ use various media to notify the consumers about the availability of the new or existing product or brand. The apt media could assist in exhibiting the brand better to the ultimate consumers. The effective media will strongly position the brand and will have a wider reach.              

       
                               Table no-9    SOURCE OF INFORMATION 

	SOURCE OF INFORMATION 


	NO OF RESPONDENTS
	PERCENTAGE (%)

	TV 
	77
	77

	RADIO
	0
	0

	FRIENDS/RELATIVES
	16
	16

	NEWSPAPER
	5
	5

	MAGAZINE
	0
	0

	WEBSITE
	0
	0

	OTHERS
	2
	2

	TOTAL
	100
	100


 

The above table evidently shows that most of the respondents (77%) acquainted knowledge about Santoor through TV,  for 16% of the respondents friends or relatives familiarized the talc to them. Only, 5% of the respondents got information about the product through Newspaper. The product launch article was the source of information for those who have responded to newspaper. 
 



chart no:9
                              SOURCE OF INFORMATION
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10.AWARENESS ON SANTOOR ADS
Shopping habits are changing and people preferbrands that they are aware of.Most of the decisions of buying are taken by the virtue of advertisements. Hence the awareness of Santoor ads is presented.
Table No. 10. AWARENESS ON ADS
	RESPONSE
	NOR
	%

	YES
	96
	96

	NO
	4
	4

	Total
	100
	100



From the above table it is understood that the respondents feel that 96% of them are aware of Santoor ads and their buying behaviour is affected by that.4 % was unaware of recent ads.This shows the overall reach Santoor ads especially soap ads.

Chart no-10
AWARENESS TOWARDS ADS
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11. EFFECTIVENESS  OF ADS

Shopping habits are changing and people preferbrands that they are aware of.. Most of the decisions of buying are taken by the virtue of advertisements. Hence the effectiveness of Santoor ads is presented.
                   Table No. 11. EFFECTIVENESS  OF ADS
	RATINGS
	NOR
	%

	EXCELLENT
	8
	8

	GOOD
	35
	35

	FAIR
	49
	49

	NOT SO GOOD
	8
	8

	WORST
	0
	0

	Total
	100
	100


                                               Msv=3.43

From the above table it is understood that  most of the respondents feel that the effectiveness of ads is fair. Promotions of the product must be raised to gain more effectiveness.

Chart no-11
EFFECTIVENESS OF ADS
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12.FEATURES  THAT EFFECT CONSUMER BEHAVIOUR
Certain attributes in the product may induce a person to prefer a product. This is applicable for talcs  too. Only the appropriate measurements of consumer tastes and preferences provide insights for identifying and targeting the viable market segments. The factors that influence in preferring a brand is measured, to use it in conjunction with visual maps to provide support to marketing managers for making better brand positioning and targeting decisions based on taste of different segments of consumers. 

Table  no-12  FACTORS THAT EFFECT CONSUMER BEHAVIOUR
	FACTORS 
	Highly

effective
	Effective
	Not

effective
	Not

remembered
	Not considered
	TOTAL

SCORE 
	MEAN

	Models
	12
	11
	32
	45
	0
	290
	2.9

	Tagline
	4
	52
	30
	8
	0
	334
	3.6

	Theme
	14
	60
	24
	2
	0
	386
	3.9

	Creativity
	3
	49
	56
	2
	0
	383
	3.5

	Frequency
	12
	48
	32
	8
	0
	364
	3.6

	Communication of message
	60
	32
	6
	2
	0
	450
	4.5

	Attractiveness
	10
	54
	5
	31
	0
	343
	3.4

	Cost features
	54
	20
	12
	14
	0
	414
	4.1

	Schemes and offers
	2
	14
	54
	23
	7
	281
	2.8

	Assortment
	0
	4
	6
	62
	28
	178
	1.7


 

The information from this table reveals that communication of message and cost features are highly effective  (msv of 4.5 and 4.1 respectively)when Santoor ads are considered.Theme,tagline,creativity,frequency,and attractiveness have proven effective.Assortment and models are not at all effective.So the company must focus on this aspect and improve the assortment strategies(sachets etc) and advertisements of Santoor talc.

 


chartno:12
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13.PREFERENCE  ON SANTOOR TALC
Shopping habits are changing and people prefer brands thatprovide value to them.. Most of the decisions of buying are taken by the virtue of  satisfaction.Hence liking towards the brands  and usage are given below.
Table No. 13 USAGE OF SANTOOR TALC
	RESPONSE
	NOR
	%

	YES
	49
	49

	NO
	51
	51

	Total
	100
	100



From the above table it is understood that  49% of them are  or have used Santoor talc.A major  population of 51% was hve not used Santoor talc.Hence Wipro should design strategies to increase the advertisements and promotional measures over various segments to increase their usage of Santoor talc.

Chart no-12
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14.RATING THE FACTORS

The factors that influence of purchase in preferred for brand is measured,and used conjunction with visual maps to provide support to marketing managers for making better brand positioning and targeting decisions based on taste of different segments of consumers regarding the case of talcum powders.The factors that influenced the purchase of Santoor talc is presented below.

                Table no-14    FACTORS THAT INFLUENCE  THE CONSUMER 

	FACTORS 
	Strongly

 agree
	agree
	Neutral
	Disagree
	Strongly disagree
	TOTAL

SCORE 
	MEAN

	Santtor talc has a pleasant smell
	46
	28
	26
	0
	0
	360
	3.6

	Santoor talc is cost effective
	34
	48
	18
	0
	0
	416
	4.2

	It provides youthfulness
	29
	62
	9
	0
	0
	420
	4.2

	It gives soothness and freshness the wholeday
	12
	66
	2
	20
	0
	370
	3.7

	It makes you confident
	18
	55
	27
	0
	0
	391
	3.9

	It can enhance fairness
	12
	41
	24
	23
	0
	342
	3.4

	It has a shining effect
	4
	26
	29
	12
	29
	264
	2.6


 

The table evidently shows that all the respondents feel youthfulness and cost effectiveness are highly effective when Santoor talc is concerned(msv of 4.2). Confidence aspect and freshness aspect is effective.Pleasant smell and confidence factor is moderately effective.Shining effect and all showed non-effective.So company must do an analysis among talc brands and enhance their features according to that.  


chart no:14
      FACTORS THAT INFLUENCE  THE CONSUMER 
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15. WORD OF MOUTH PROMOTION
Word of mouth is an important mode of promotion.A satisfied customer is an advertisement for the brand.For a customer to recommend a product to others, they should be highly satisfied with its quality.The brand that satisfies the needs and expectations of a consumer will be recommended to others. 

                              
                              Table no-15  WORD OF MOUTH PROMOTION
	RECOMMENDATION
	NO OF RESPONDENTS
	PERCENTAGE (%)

	YES
	83
	83

	NO
	17
	17

	TOTAL
	100
	100


 

The table illustrates that 83% respondents definitely recommend and  17% respondents probably recommend or definitely not recommend Santoor talc to others. So the company should follow strategies to reduce the rate of those who will not recommend the talc because an unsatisfied customer will cause the satisfied customers to switch the brand.
 
                     
 
 Chart no-15
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 This is the second phase of the study.customer survey was conducted to identify the brand preferred,top mind brands,purchase behaviour and affinity among the customers.  

               FINDINGS
FINDINGS FROM RETAILERS

Findings from retailers comprises the following

1) Yardley is the most promoted brand.

2) Yardley is the most preferred brand followed by Santoor, Ponds and Mysore sandal.

3) Retailers are satisfied over the facilities provided by the company.

4) Retailers always go for special push for brands.

5) Credit facility, margin and customer demand are the main reasons for taking push decisions.

6) Most of the retailers are recommending or doing word of mouth promotion for the brands.
FINDINGS FROM CUSTOMERS

Findings from customers comprises the following

1) Most of the talcum powder users are females.

2) Students are the aggressive users of talcs.

3) The top of mind brands are Ponds,Yardley and Cuticura.

4) While analyzing the usage patterns, it is understood that Cuticura is the most preferred talc for regular use, Santoor for special occasion and Ponds and Spinz for regular usage.

5) customers prefer Cuticura talc as the most preferred one.

6) According to the preference of brands based factors,the results can be summarized as follows.



LEVEL OF PREFERENCE

	Highly preferred
	Prefered
	Not prefered

	Popularity of the brand
	Deo-effect
	Roll on’s usage

	Pleasant smell
	Shining effect
	Forgien brands

	Brand loyalty
	Trial sachets
	Single usage

	Whole body usage
	Usage over foundation
	

	Price
	
	


This shows the preference of customers towards the factors that deals with the brand. In this, the company should concentrate on the highly preferred factors to gain customer preference. Moderate importance can be given to preferred factors. Non preferred items can be overloaded.

7) Majority of respondents are aware of Santoor advertisements especially that of Santoor soap. This shows the reach of ads and their role in creating brand awareness.

8) TV serves as the major  source of information to the customers.

9) Santoor ads are rated as fair. This shows that the promotional strategies of brand should be improved.

10) Factors that effect customer behaviour is summarized below according to the preference.

	Highly effective
	Effective
	Not effective

	Communication of message
	Tag line
	Creativity

	Cost features
	Theme
	Offers

	
	Frequency
	Models

	
	
	assortment


It is clear that highly effective factors must be improved. Effective ones can be made highly effective. Special attention can be given to non-effective factors as it may affect  the buying behaviour of customer adversely. 

11) Majority of customers prefer other talcs rather than preferring Santoor.

12)Factors that  has an influence over the customers are summarized as follows.

	Strongly agree
	Agree
	Disagree

	Pleasant smell
	Freshness factor
	Shining effect

	Cost effectiveness
	Youthfulness
	Fairness

	
	Confidence
	


Factors that strongly influences the customer should be given more importance and improvement to influence more customers.

13)Word of mouth advertisements are good in case of Santoor talc.

SUGGESTION
Some suggested marketing opinions,which have been made out of the study is presented below.
1) SEGMENTATION


Based on findings, customers can be segmented as follows:

· Prestigious customers : Those who demand prestigious and high image brands of talc.They perceives high image in product which may be due to international brand name.They normally don’t switch to any other brands.
· Indigenous customers : Those who demand Indian brands.They are loyal to their brands.They buy those brands mainly due to satisfaction derived due to product quality.
· Switching customers: The third group does not stick to any brand specifically but is willing to try any new entrants in the market.Their purchase is habitually the outcome of advertisements.

· Fair player class : The fourth group looks for economic benefits while buying talc.They are attracted to low priced brands and also to the promotional schemes.they may switch between any brand based on the benefit derived,with out looking at the brand name or the quality.

· Health conscious customers : The final group is more conscious of their health while using talc.They are choosy in selecting a brand ,but once satisfied,they stick to it.

2) SALES ORIENTED

An increase in volume of sales of Santoor talc is possible through:

           a)Increase in percapita consumption of existing Santoor talc users.

        b)Increase in customer base through:




i)Conversion of other brand users into Santoor talc users.

                                    ii)Conversion of non-talc users to Santoor talc users.

3) PRODUCT RELATED

Wipro can consider the possibility of introducing a new variant  like :


A line extension to other fragrances like lavender,floral etc which will provide a choice for those customers who prefer strongly perfumed talc.
4) PRICE RELATED

· A differential pricing policy in the lean and boom periods could help to reduce the imbalance in sales to some extend

· However ,any change in price should be accompanied  by proper consumer education,as a decrease in price may be perceived as a corresponding decrease in quality.
5) PROMOTION 



Promotional aspects can be improved by:

· Proper advertisements with popular models.

· Offers and schemes.

· New packing strategy.

6) PLACE


Santoor talc is not available with some retailers. Proper distribution strategy must be followed to fill this gap like appointing more sales people etc.
 






CONCLUSION

This project entitled “ COMPARATIVE ANALYSIS OF TALCUM POWDER  BRANDS” was to learn the overall effectiveness of Santoor talc in the talcum powder sector. This study reveals that the customers are always looking for product quality and value for money. Channel partners are also pressurizing to get maximum value for their job.


The market research throws light on the loopholes in the systems and areas where attention is required. Being an organization operating in highly competitive market, it should have an aggressive marketing policy. They should regularly scan the market to get the feedback on changes in the environment and to know the performance of its products. Awareness is there for Santoor talc, among customers. But the promotions and distribution system must be developed. The sales volume will then increase with concerned efforts to improve on the activities of Wipro, which requires attention revealed in the study.
                                      QUESTIONNAIRE TO CUSTOMERS
1) Name                                    
2) Age                                        
3) Gender

4) Occupation

5) Mention few brands of talcum powders that you are aware of:

6) Mention 3 talcum powder brands which are top most in your mind

· _______________________

· _______________________

_______________________

7) Which brand(s) of talc do you use?

           Regular use ______________________

           During tours______________________

           Special occasions__________________

8) Among these please rank the brands according to your preference

	BRAND
	  RANKS

	Ponds

Liril

Santoor

Cinthol

Spinz

Emami

Fa

Mysore sandal

Cuticura

Yardley

Denim

Gokul sandal talc
	


9) Now please tick mark across statements based on your agreement on a 5point scale[Out of the following, tick out the factors that affect the choice of talcum powders]
   [5-strongly agree,4-agree,3-neutral,2-disagree,1-strongly disagree]

	FACTORS
	5
	4
	3
	2
	1

	1)I like buying new talcum powders

2)I don’t use any brands other than the one I use

3)I buy fairness enhancing talcs

4)I go for using talcum powders on my foundation

5)I go for using talcum powders only on my face

6)I have now replaced talcum powders with lotions and

 roll ons

7)I go for using talcum powders all over the body

8)I buy the talc with deo-effect

9)I buy the talc with a pleasant smell

10)I buy the talc with a shining effect

11)I usually go for forgien brands

12)Iam price conscious

13)I like sandal wood flavoured talcs

14)I want a popular brand

15)I use to try out trial sachets

16)I make impulse purchase of talcs by seeing ads and

Other promotions


	
	
	
	
	


10) Are you aware of santoor talc?

                          [image: image23.wmf]

 Yes     [image: image24.wmf]

 No

11) If yes how do you know about this brand?

      ___________________________________________________________

12) Have you seen ads of santoor talc?

        [image: image25.wmf]

Yes               [image: image26.wmf]

 No

13) How do you rate the ad?

      [image: image27.wmf]

 Excellent       [image: image28.wmf]

 Good  [image: image29.wmf]

 Fair  [image: image30.wmf]

 Not so good   [image: image31.wmf]

 Worst

14) Can you match the following?

	BRANDS
	UNIQUE FEATURES

	Cuticura

Santoor

Ponds

Liril

Denim

Dermi cool
	Prickly heat

Freshness

Cool deo

Youthfulness with sandal smell

Economy packs

Shining


15) Please rate the features of santoor ads across the following:

	FACTORS
	  Highly effective
	   Effective
	Not effective
	Not remembered

	1)Models

2)Tag line

3)Theme

4)Creativity

5)Frequency

6)Communication of

Message

7)Attractiveness

8)Cost features

9)Schemes and offers

10)Assortments
	
	
	
	


    16) Do you use or have used santoor talc?


[image: image32.wmf]

 Yes                 [image: image33.wmf]

 No

     17) If yes, please rate the following:

                [5-strongly agree,4-agree,3-neutral,2-disagree,1-strongly disagree]

	FACTORS
	5
	4
	3
	2
	1

	1)Santoor talc has a pleasant smell of sandal wood

2)Santoor talc is cost effective

3)It provides youth fullness

4)It will give soothness and freshness the whole day

5)It makes you confident

6)It can enhance fairness

7)It has a shining effect
	
	
	
	
	


18) Would you recommend this talc to others?

         [image: image34.wmf]

 Yes           [image: image35.wmf]

 No

19) Suggestions if any

        ______________________________________________________




QUESTIONNAIRE TO RETAILERS
1) Name
2) Area

3) Please mention some brands that you promote

           ________________________________________________

4) Among the following, rate the brands according to your preference

	BRAND
	  RATING

	Ponds

Liril

Santoor

Cinthol

Spinz

Emami

Fa

Mysore sandal

Cuticura

Yardley

Denim

Gokul sandal talc
	


      5)How about your satisfaction level over the facilities provided by the companies?

                   [image: image36.wmf]

 Highly satisfied                     [image: image37.wmf]

 Satisfied                         [image: image38.wmf]

 Neutral

                 [image: image39.wmf]

  Dissatisfied                            [image: image40.wmf]

 Highly dissatisfied

 6) Do you provide any special push for a particular brand?

                [image: image41.wmf]

 Yes                                           [image: image42.wmf]

      No

          7) If yes what are the factors relating to that decision?

           
   [image: image43.wmf]

 Margin

        
   [image: image44.wmf]

 Credit facility

      
   [image: image45.wmf]

 Customer demand

       
   [image: image46.wmf]

 Availability
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 Service provided

   8)Do customers ask for santoor talc?

                [image: image48.wmf]

 Yes                                                [image: image49.wmf]

 No

   9) If yes is there any attraction in this talc

                [image: image50.wmf]

 Yes                                                  [image: image51.wmf]

 No

   10) Will you recommend Santoor talc to customers?

          If yes   why___________________

          If no why   ___________________

   11) Give your observation on the rise/fall of talc sales (with brand names) during last 6 months?

       ______________________________________
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