
hanagemen

Satara
PROJECT REPORT

ON

A STUDYOF BRANDAWARENESSOF LASSI IN SATARA

WITHREFERENCETrO

VITHUMAULI MILK AND DAIRY PRODUCTION, SATARA.

SUBMITTED

TO

SHIVAJI UNIVERSITY,KOLHAPUR
FOR THE PARTIAL FULFILLMENT OF THE REQUIREMENT

FOR THEDEGREE OF

MASTER OF BUSINESSADMINISTRATION

BY

Miss.SAWANT NEHA GANPAT

(BCS)

UNDER THE GUIDANCE OF

DR.SARANGBHOLA

(M.Com,MBA,PHD)
THROUGH

THE DIRECTOR,

RAYAT SHIKSHAN SANSTHA'S

KARMAVEER BHAURAO PATILINSTITUTEOF
MANAGEMENT STUDIESAND RESEARCH,VARYE,

SATARA.

YEAR 2022-2023



DIRECTOR'SRECOMMENDATION

To,
The Director,

Board ofExaminationand
Evaluation,

Shivaji University, Kolhapur.

Subject:MBA Project Report for the academic year2022-23.

Respected sir,

I am
herebyrecommending the project entitled, "ASTUDYOF

AWARENESS OF LASSI IN SATARA WITH REFERENCE To
VITHUMAULI MILK AND DAIRY PRODUCTION, SATARA"
submittedby Miss.Sawant Neha Ganpat, under the guidanceof Dr.
Sarang Bhola as a partial fulfillment of the award ofthe MasterofBusiness
Administration(MBA)ofShivaji University Kolhapur for the academic year
2022-2023.

Thanking you.

Managem
emen

A

Pal
insruile

Dr.B. S.Sawant

(Director)Satara

Place:SATARA

Date: 41223

Qsarch



VITHUMAULTMILK AND DAIR
PRODUCTIONSATARA

ITHUMALLA MEK UD
DUIRLL PROouUCTIOSaTuR

05pEcemBER 2022

TOWHOMIT MaL� CANCERN
This iato

centifythat, miss. SawantNeha Ganpatastudent ofMBa
lapecinligationinmarketing )fAomHarnaveer Bhauras PatilInstituteof
ManagenentStdiesunalAesemch, Satara hans

auccesafiully campleted Tuwe
mantha ie.. 60dayafan08th august 2022t» 08th October 2022
6ummerinternahip Programmel SIP)enprgjecttitled,uStudy ef
QuwarenessofPackaged Znsai In Satana"atVithumali milh anddBainy
Procduction.Satara. Buring thaeperind ofhisaummerlnternahip
Programmewith us. ahehadd beenn ecposed to

different Pacesaand

functionaandhewasfound punctual, handuvorking andainoereinhi
worh

uwe wish hera
bright eareer

wam
hegnrda.

Vthunauli milh andDainp Praduction,

Satara



GUIDE CERTIFICATE

These is to certify that the project entitled as "ASTUDY OF AWARENESSS

OF LASSI IN SATARA WITH REFERENCE TO VITHUMAUL
MILK AND DAIRY PRODUCTION, SATARA" which is being submitted

here with for award of the degree of Master of Business Administration

(MBA)of Shivaji University, Kolhapur is the result of original project work

completed by Miss. Sawant
Neha Ganpat under my

supervision and
guidance and to the best of my knowledge and belief the work embodied in

this report has not formed earlier the basis for the award of degreeor similar

title ofthis or any other University or examining body.

Dr.Sarang Bhola

Project Guide)

Place: SATARA

Date:2|2023



DECLARATION

To,

The Director

Karmaveer Bhaurao Patil Institute of

Management Studiesand Research, Satara.

Respected sir,

I,the undersigned hereby declare that the projectreport titled as "ASTUDY

OF AWARENESSOF LASSI with Reference to VITHUMAULI LASSI
PVT. LTD. SATARA" submitted to Shivaji University, Kolhapur for

the

partial fulfillment ofthe requirements of the award of the degree of Master's

in Business Administration(MBA) written and submitted by me underthe

guidance of Dr. Sarang Bhola. This is my original work. The
empirical

findingsin this projectare based on datafrom collected by me while preparing

theprojectreport.

I have not copied from any other project report.
I understand that any copying

is liable to be punished in a way the university authorities deem fit.

Miss. Sawant Neha Ganpat.

Place: SATARA

Date: 212023



ACKNOWLEDGEMENT

The gratification and joy that accompanies the successful completion of any
task would be incomplete without the humble deep-felt expressiono
gratitude to the people who made it possible, because

successIs bridg
between hard work and efforts and above all encouraging guidance and

support.

I would like to thank Dr. B.S. Sawant, Director Karmaveer Bhaurao Patil

Institute of management Studiesand Research Varye,Satara. For
his

valuabie

supportand having faith in me. I am also thankful to my project guide.Dr.

Sarang Bhola the constant sourceof motivation and inspiration for me who

guide and helped in bringing the best out ofme. It would be unfair ifI forget

my friends and familymembers those always encouragedme to carry on my

project with the greatzeal and undisturbed work that helped me to concentrate

on the given work to complete it within the stipulated period. I express my

sincere thanks to all of those who supported me directly or indirectly in

carrying out this project.

Miss. Sawant Neha Ganpat.

Place: SATARA

Date: 21|l2023



 

INDEX 

CHAPTER NO PARTICULARS PAGE NO 

 INTRODUCTION TO THE STUDY   

 

 

 

        1-5 

 1.1 Introduction of the study 

 1.2 Management Problem 

 1.3 Statement of the research problem 

 1.4 Objectives of the study 

1 1.5 Importance of the study 

 1.6 Scope of the study 

 1.7 Research methodology 

 1.8 Chapter scheme 

 CONCEPTUAL FRAMEWORK  

 

 

 

 

6-13 

 

 2.1 Brand awareness 

 2.2 Importance of brand awareness 

 2.3 Types of brand awareness 

 2.4 Techniques to increase brand awareness  

 2.5 Brand penetration 

 2.6 Importance of brand penetration 

2 2.7 Brand penetration formula 

 2.8 Advantages of brand penetration 

 2.9 Market penetration tactics 

 ORGANIZATIONAL PROFILE  

 

 

14-15 

 3.1 Introduction  

3 3.2 Location of company 

 3.3 History/ profile of the firm 

 3.4 Future goals 

 3.5 Product profile 

 DATA ANALYSIS AND INTERPRETATION   

16-39 

 

 

4 4.1 Introduction 

 4.2 Data Analysis and Interpretation 

 FINDINGS, SUGGESTIONS AND CONLUSION  

40-41  5.1 Findings 

5 5.2 Suggestions 

 5.3 Conclusion 

 ANNEXURE 42-46 

 BIBLIOGRAPHY 47 



 

 

 

CHAPTER: 1 

INTRODUCTION TO THE STUDY  

1.1 Introduction of the Study 

1.2 Management Problem 

1.3 Statement of the Research Problem 

1.4 Objectives of the Study 

1.5 Importance of the Study 

1.6 Scope of the Study 

1.7 Research Methodology 

1.8 Chapter Scheme 

 

 

 

 

 

 



K.B.P.I.M.S.R, SATARA  MBA PROJECT 

 SHIVAJI UNIVERSITY, KOLHAPUR. 1 

 

CHAPTER 1 

INTRODUCTION TO THE STUDY 

1.1 INTRODUCTION: 

Lassi is a regional name for buttermilk, the traditional curd (yogurt) - based drink, 

consumed in the south Asian region. 

Lassi is a blend of yogurt, spices and sometimes fruit. while modern sweet lassi is like 

milkshakes. 

Lassi is probably one of the first smoothies ever created, a truly ancient drink. It is believed 

to originate somewhere around 1000BC, in Punjab and Multan in India. 

The market is expected to reach a value of INR 32.7 billion by 2021 by reference of 

IMARC Group. The report finds that the market exhibited a CAGR (Compound annual 

growth rate) of 21% during 2010-2016. 

Lassi not only offers refreshment during the summertime, but also boosts the energy levels. 

Apart from this, it also helps in fighting other summer - related problems such as prickly 

heat, gastro intestinal problems and the buildup of bacteria. These factors have highly 

added to the market growth. 

Available sizes: 1L bag, 500mL/containers, 250 mL glass (glass- pack of 12 or 24) 

 

1.2 MANAGEMENT PROBLEM: 

The Indian lassi market exhibited strong growth during 2015- 2020. Looking forward, 

IMARC (international market analysis research and consulting) Group expects the Indian 

lassi market to grow at a CAGR of 21% during 2021-2026. 

Through it is true that the well-known brands/ companies producing lassi in market sell 

was goes on increasing but the VITHUMAULI brand producing a lassi sell was not as per 

expectation, as VITHUMAULI lassi faced problems like brand awareness. Many 

customers still demand for Amul lassi, mother dairy lassi, GCMMF lassi etc., Well-known 

brands production than that of the characteristics of VITHUMAULI lassi is better than that 

of well-known brands lassi, so to know more about it researcher wanted to study that topic. 
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1.3 STATEMENT RESEARCH PROBLEM: 

Considering above management problem, the researcher has taken the statement of 

research problem is as "A study of Brand Awareness of Lassi in SATARA with special 

reference to VITHUMAULI MILK AND DAIRY PRODUCTION, SATARA TO STUDY 

THE BRAND AWARENESS OF PACKAGED LASSI IN SATARA" 

 

1.4 OBJECTIVES OF STUDY: 

Present study has undertaken with following objectives: 

1. To understand the dimensions of quality of product lassi. 

2. To study the Brand penetration of packaged lassi in Satara. 

3. To evaluate Brand preference of packaged lassi in Satara. 

 

1.5 SCOPE OF STUDY:  

1..5.1 GEOGRAPHIC SCOPE:  

Geographic scope of study is limited to SATARA city only. 

1.5.2 CONCEPTUAL SCOPE: 

This study is focused on the concept like brand awareness, brand penetration, brand 

strategy, quality of product and loyalty, etc. 

1.5.3 ANALYTICAL SCOPE: 

Data was analyzed by using analytical tools such as percentage, mean, standard and 

deviation. 

1.6 IMPORTANCE OF STUDY: 

The research will be helpful to the VITHUMAULI organization to decide their marketing 

strategies, by knowing the brand awareness in customer mind. Brand awareness is the 

number of people who are aware of a particular brand, company, or product. By 

understanding their brand’s position in the market helps when trying to build a presence, 

develop marketing initiatives, and increase sales. 

Organization can be in position to plan marketing activities which will be helpful to them 

to complete with popular brands to VITHUMAULI lassi. VITHUMAULI lassi production 
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organization can further go for brand penetration in better way. Brand penetration works 

as a strategy for young and mature businesses and it’s an important part of any brand life 

cycle. For new companies, it is vital to implement it. If they fail to penetrate the market 

and it will be difficult for the company to survive. 

 

1.7 RESEARCH METHODOLOGY: 

1.7.1 TYPE OF RESEARCH; 

The research study is Descriptive in nature. 

1.7.2 DATA REQUIRED: 

1.7.2.1 PRIMARY DATA REQUIRED: 

The data required for this study is opinion of people in SATARA regarding consuming 

lassi. Besides this the data regarding theoretical concept about brand awareness, brand 

penetration, quality testing, branding strategy and loyalty, etc. 

1.7.3 SOURCES OF THE DATA: 

The data required above is to be collected using following source. 

1.7.3.1 PRIMARY DATA SOURCE: 

The opinion of people in SATARA regarding consuming lassi, has been collected by 

executing questionnaire. 

1.7.3.2 SECONDARY DATA SOURCE: 

Needed theoretical concepts, information regarding the research has been collected from 

the books and website. 

1.7.4 SAMPLE DESIGN: 

1.7.4.1 SAMPLE UNIT: 

This research study is related in opinion of people in SATARA regarding consuming lassi. 

Every person who consumes the lassi is sample unit for the study. 

1.7.4.2 POPULATION; 

The population for this research is infinite. 

1.7.4.3 SAMPLING METHOD: 
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Convenient sampling method has been used to select sample, because population is infinite. 

1.7.4.4 SAMPLE SIZE: 

The researcher has collected data from 80 people respondent by convenient sampling. 

 

1.7.5 INSTRUMENT: 

Researcher has collected required data by using structured questionnaire. Questionnaire 

researcher has covered the demographic information and the opinion of people in 

SATARA regarding consuming lassi. 

 

1.7.6 DATA ANALYSIS: 

Collected data is presented in the form of table, graphs and it is analyzed using statistical 

tools such as percentage, mean and standard deviation. 

 

1.8 CHAPTERIZATION: 

Present research study is presented in five chapters- 

 

CHAPTER 1: INTRODUCTION TO THE STUDY AND METHODOLOGY 

This chapter includes introduction of study, objective of study, statement of research 

problem, scope of study, important of study, research methodology, importance and 

limitations of study. 

 

CHAPTER 2: CONCEPTUAL FRAMEWORK 

A conceptual framework is a representation of the relationship you expect to see between 

your variables, or the characteristics or properties that you want to study. Conceptual 

frameworks can be written or visual and are generally developed based on a literature 

review of existing studies about your topic. 

This chapter descriptive the conceptual frame work includes basic introduction, meaning, 

definition, objective and purpose, process of performance appraisal, methods, components 

and characteristics of an effective appraisal system. 
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CHAPTER 3: ORGANIZATIONAL PROFILE: 

This chapter includes introduction, history of the VITHUMAULI Pvt. Ltd. vision-mission, 

policy and objectives, product of the organization and customers of the organization, 

financial position, manpower scenario and future plans of the organization.  

CHAPTER 4: DATA ANALYSIS AND INTERPRETATION 

This chapter analysis of the data is presented from the information collected by the 

researcher. presentation of the data is done with the use of research tools for analysis, data 

analysis, data tables, table interpretation, graphs, etc. 

 

CHAPTER 5: FINDINGS, SUGGESTIONS AND CONCLUSION 

This chapter contains finding of the study, suggestions of the study, conclusion of study, 

besides above four chapter the project report is presented with schedule used for data 

collection and bibliography.  

 

 

 

 

 

 



 

 

 

CHAPTER: 2 

 

 

 

 

 

 

 

 

CONCEPTUAL FRAMEWORK 

2.1 Brand Awareness 

2.2 Importance of Brand Awareness 

2.3 Types of Brand Awareness 

2.4 Techniques to Increase Brand Awareness  

2.5 Brand Penetration 

2.6 Importance of Brand Penetration 

2.7 Brand Penetration Formula 

2.8 Advantages of Brand Penetration 

2.9 Market Penetration Tactics 
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CHAPTER 2 

                           CONCEPTUAL FRAMEWORK 

A basic marketing theory states that to maximize sales, a company must position its 

products or services in the market place in such a way that consumers believe they need a 

particular product for service or that a product or service they need has a particular benefit. 

This is also known as creating an image or brand. 

2.1 BRAND AWARENESS 

Brand awareness is the extent to which a brand is recognised by the target group and is 

associated with a product or product category. 

It’s the customer consciousness of the brand when he- 

• Witnesses the brand along with other brands while shopping. 

• Talks to his friends regarding the product category, 

• Reads or hears the brand’s ad, 

• Reads or hears about the brand’s news, etc. 

• Buys the brand’s products, 

• Has other encounters with the brand or the product category. 

Brand awareness is the first stage to strategically influence the customer’s decision-making 

process. Companies spend millions just to make their customers aware of their brands. 

But, it’s still a metric that can’t be perfectly measured, and having awareness doesn’t 

always mean that people will buy your brand’s products. Nevertheless, brand awareness 

holds a lot of importance for companies, especially new ones. 

  

2.2 IMPORATANCE OF BRAND AWARENESS: 

It is a proven fact that customers prefer known brands over unknown ones. Brand 

awareness is that first step to make the brand known. But the importance of brand 

awareness doesn’t end there. It is like a diamond, the more you polish, the more it’ll shine. 

 

1. IT CREATES PERCEPTION: 

Brand awareness spreads through channels like referrals, PR, news, social media, etc. if it      

goes as planned by the company, it creates a positive perception in the minds of the 

customers. 

Suppose a friend told you about a Nonveg restaurant where he had a wonderful experience. 

Even if you don’t go to the restaurant, there are chances you’ll recommend it positively to 

anyone who takes your suggestions on Nonveg restaurant. 
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2. IT FOSTERS TRUST: 

Brand awareness fosters trust. When you see people interacting with a brand and having a 

good experience, it builds your trust in that brand even if you haven’t tried it yet. 

Suppose you visit a third world country and encounter three different restaurants; two being 

local restaurant and one being McDonald’s. there’s a high possibility that you’ll go for 

McDonald’s even if you haven’t eaten there in your country. It’s just because you know 

about the brand and trust its hygiene practices. 

 

3. IT CREATES A NETWORK: 

If planned well, awareness spreads like wildfire. The brand becomes a topic of discussion 

and it creates a network which can be used to further spread the information. 

For example, Tik Tok never advertised itself. Its user spread awareness through its videos 

and through word-of-mouth as well. 

 

4. IT CREATES ASSOCIATION: 

When done right brand awareness results in an association. This association comes in two 

types. 

• Where people think of the brand when they encounter the product 

category. 

• Where they use the brand when they encounter the product category. 

 While the second feat is really hard to achieve, many companies like google, xerox, band-

ad, etc. have been successful in achieving it. 

5. IT BUILDS BRAND EQUITY: 

The more people are aware of a brand, the more valuable it becomes. This is the concept 

behind brand equity is the value of the brand as a separate asset. It makes a generic offering 

to stand out just because it is offered by a certain by a certain brand. 

Brand awareness builds the perceived value of the brand. 

 

2.3 TYPES OF BRAND AWARENESS: 

Brand awareness can be categorized into three types depending upon the perceived 

importance of the brand by the target group. 
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Knowing about the types of brand awareness is most importance for marketers as the 

current and future marketing strategies are designed to the current awareness of the brand 

among its target market. 

The three types of brand awareness are- 

Brand Recognition: Brand recognition is when the customer can recognize the brand and 

differentiate it from other brands when he comes into contact with it. This type of brand 

awareness doesn’t require the customer to recall the name. it just focuses on whether the 

customer can recognise it when it is presented at the point-of-sale or when he witnesses the 

visual packaging. 

Brand Recall: Brand recall is a spontaneous recall of the brand from memory when the 

customer is prompted by the product category. Most users can’t recall more than 3-5 brand 

names. It is affected by both individual and brand factors like education level, usage, 

marketing strategies used by both individuals and brand factors like education level, usage, 

marketing strategies used by the company, etc. these brands form a part of the evoked set 

of the customer.  

Top-of-mind awareness: Top-of-mind awareness is a set of 3 brands which the customers 

always purchase. These is the consideration set of the customers. Getting the brand into 

this consideration set is the ultimate goal of every marketer. 

 

2.4 TECHNIQUES TO INCREASES BRAND AWARENESS: 

Brand awareness is built by establishing a relationship with the customer his interests are 

put on the top. Focus your brand awareness strategy in a way where your offering fulfils 

his needs without much of an effort from his side. 

1. Focus on the product: 

A strong brand awareness strategy revolves around a strong product. Make sure you are 

fulfilling your customer needs without him putting much of an effort. 

Focus on creating a value proposition that’s unique, attractive and is something that forces 

the customer to share voluntarily. 

 

2. Focus On the Positioning and Personality: 

Positioning matters Different brands use smart positioning strategies to increase their brand 

awareness. They might position themselves as a premium product in a market full of daily-

use products, or an economic product in the market full of premium products. 

Look for a desirable but unexplored positioning which could be capitalized to increase your 

brand awareness. 
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 A perfect example of building brand awareness with the help of positioning and 

personality is Apple. The company positioned itself as the most premium brand anyone 

can opt for in the Smartphone industry. This created a cult following which acted as 

evangelists of the brand and spread the brand message. 

 

3. Provide Something for Free (But Keep It Limited): 

Free spreads like wildfire. It isn’t just an indicator of price. It’s a very powerful emotional 

trigger that’s often so irresistible that it makes people try anything that’s offered at no cost, 

no matter if they want it or not. 

Offering something for free is one of the best ways to increase brand awareness. But, when 

it’s mixed with the scarcity principle, the impact doubles. Provide something for free but 

keep it limited to increase the impact as it creates a sense of urgency and makes your 

customers think your offering to be more valuable than the one which is in abundance. 

App sumo became a multi-million-dollar start-up just by capitalizing on these two 

strategies. 

 

4. Partner With Famous Brands: 

A good way to establish brand awareness is to let other famous brands talk about you to 

their audience. Partner with established brands; by brands we mean companies, influencers, 

celebrities, etc. who have good followership. 

Facebook used this strategy and partnered with many niche influencers to increase the 

awareness of its recently launched product – Facebook Watch. 

 

5. Use Social Media A lot: 

It’s hard for your target audience to get to know you unless you meet them where they are. 

Use social media and capitalize on the trends to establish an image among your target 

audience. 

Durex is a perfect example of a company which uses social media to increase its brand 

awareness. 

 

6. Use A Mix of Inbound & Outbound Marketing: 

No doubt, advertising is a really good way to increase the awareness of the brand. However, 

it is a push technique and not everyone forms a positive perspective of the brand because 

of the advertisements and other forms of outbound marketing. This is where inbound 

marketing steps in. Inbound Marketing is a pull marketing technique which uses non-

intrusive and targeted strategies like content marketing, social media marketing, event 

marketing, and search engine optimization etc. to create brand awareness, attract potential 

clients, and convert them into leads and actual customers. 
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Use a mix of inbound and outbound marketing to get the best results. Running ads while 

having a blog which focuses on search engine traffic could be a great strategy to start with. 

 

7. Make It Easy to Share: 

There are times when you can leave the awareness job to your existing customers. Just look 

into their habits and capitalize on what they need. Many eCommerce applications have a 

handy ‘share this product with friends’ or ‘ask for a recommendation from friends’ options 

which lets their customers share the products they are interested in. This, in turn, increases 

brand awareness as more people get to know about your offerings from the people trust in. 

 

8. Give Incentive to Spread the Brand: 

Starting a referral program or investing in an affiliate strategy is a good idea most of the 

times. Such strategies delegate the work of spreading brand awareness to other people 

usually at a lower cost than it would have incurred if you would have done it yourself. 

Moreover, referrals have more convincing power than your advertisements. Set up an 

enticing referral program where your existing customers get something of value when they 

refer your brand or product to someone else. Similarly, providing good commission rates 

attract many talented affiliates who have good followership. Besides this, other incentives 

like offering a no-ad version if the user shares the brand, giving him extra lives in a game, 

and providing special discounts if he gets more users on board, etc. can also be used to 

increase brand awareness. 

 

2.5 Brand Penetration:  

Brand Penetration is a measure of the popularity of the brand. Brand penetration is defined 

as the number of people who buy a particular brand over a specific period of time divided 

by the size of the concerned market’s population. Brand penetration is a measure of 

adoption of a brand or the number of sales of a brand as compared to the total theoretical 

market for that brand.  

2.6 Importance of Brand Penetration: 

 Brand penetration is a business growth strategy in which several initiatives are being taken 

to increase the market share for its brand in a particular market segment. It is an effort to 

dig deeper into an existing market place. Thus, brand penetration is both measurement and 

projection of how successful a brand has been or will be against the competition & a critical 

component in brand management. Brand Penetration involves assertive sales force or 

additional marketing to penetrate deeply into an existing customer base. Increased market 

share is most of the times, the objective for using “Brand Penetration” as a marketing 

strategy. It is generally the first step towards business growth and performed by early-age 

businesses. Importance of Brand Penetration 

 2.7 Brand Penetration Formula: 

Brand penetration is calculated as a percentage and is given by the following formula: 
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Market penetration rate= (No. of customer / Target Market size) *100 

Brand Penetration: There are two important metrics which are: Penetration Rate & 

Penetration Share. Penetration rate is similar to Brand Penetration but Penetration Share is 

different. Penetration Share is determined by comparing that brand’s customer population 

to the number of customers for its category in the concerned market. 

Brand Penetration Methods: 

 

https://www.mbaskool.com/2019_images/stories/mar_images/brand-penetration.jpg 

 

Brand penetration techniques include lowering prices, advertisements, bundling products 

to gain traction, discounts, increasing the mailing list, enhancing brand recall etc. Brand 

penetration is one of the four marketing strategies from the Ansoff Matrix for brand and 

market growth. The other three strategies are- market development, product development, 

and product/market diversification. 

 

2.8 Advantages of Brand Penetration: 

• “Brand Penetration” as a growth strategy is very effective in providing faster 

growth to the brand equity. When a brand offers reduced and better prices than the 

competitors, their customers tend to switch to this brand. Lower prices are linked 

to higher growth and the more reasonable the prices are, the higher is the impact. 

• Economic of scale: with reduced prices and aggressive advertisement, products of 

that brand tend to sell more. With more sale, the brand compensates for the reduced 

prices of its products and even more profit than before. 

https://www.mbaskool.com/2019_images/stories/mar_images/brand-penetration.jpg
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• Combat Competitors: Market penetration urges loyal customers of other brands to 

experience this brand’s products once. If the quality and price offered are the most 

reasonable, this strategy provides an opportunity for the brand to capture those loyal 

customers and become the market leader. 

• It may discourage competitors from entering the market. 

• It may create goodwill among the first customers that purchase the product due to 

the aggressive pricing. This may create customer referrals. 

 

2.9 Market Penetration Tactics: 

Following are the different market penetration tactics: 

1. Price Adjustment: 

The strategy of price Adjustment is one of the most widely used market penetration 

tactics. Example could be lowering the price of a product or service with the aim of 

increasing sales is a price adjustment tactics. 

Increasing your price consistently may make the customers believe that you are a 

company of high-profit motive. Decreasing the price too often would make them to 

believe that your products are of sub-standard quality.  

 

2. Augmented promotion: 

The drastic increase in promotion of a product (or service) can lead to dramatic 

results. For example, advertising can be a wonderful tool for increasing brand 

awareness. Companies do have a choice of making their campaigns long-term or 

short-term which depends upon their needs and budget. However, the thing to be 

considered is that whatever be the size of the campaign, it must be well-planned and 

thought-out. An easy to counter promotional campaign would be simply ruined by 

competitors in this age of cut-throat competition. 

 

3. Distribution channels: 

The strategy of distribution channels is one of the most constructive market 

penetration strategies. This strategy typically involves opening of new distribution 

channels by focusing on a particular distribution channel by focusing on a particular 

distribution channel. For example, if selling through retail outlets is your primary 
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channel, then you can learn to gain new channels like telemarketing, email 

marketing, online marketing, etc. such opening of new distribution channels gave the 

way for more new channels and thus lead to increased market space and overall 

profitability. 

4. Improving products: 

It is true that to really appeal to your customers, you must improve your product 

quality. However, sometimes by communicating to them about the better standard of 

the product may be needed.  

This is because most consumers are encouraged to buy a product just by its appeal 

and do not necessarily check whether it proves itself or not. Thus, only by doing 

slight adjustments with the product and it’s packaging you can appeal more strongly 

and increase your sales revenue. 

 

5. Upsurge usage: 

A very potent method of market penetration is that of increased usage of any product 

or service. If a marketing promotion campaign is effectively delivered at a specific 

area, then it would lead to an upsurge in product use which would thus lead to better 

market penetration with the increase in sales figures. 

 

6. Knowing Risk and Growth: 

Most marketers whenever think of growth, think of new launches. However, it is 

only partially true. Actually, it can be risky too. When a new product is being 

launched, there exists the risk of it being successful or not. But, an efficient 

distribution channel along with a smooth delivery process makes it sure that the 

product does meet the expectations. Similarly entering new brand segment of the 

market can be risky as well. Therefore, it is absolutely essential to know your 

market and your product in order to do well and beyond expectations. An effective 

way to do this is to properly communicate with the customers and be sensitive to 

their requirements and wants. 

 

7. Be unique and think differently: 
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To overcome the challenge, you need to be more unique and highly innovative in 

your approach. A repetitive selling strategy would yield unsatisfactory results and 

hinder your growth potential. So, it would be better to think different and modify 

your penetration tactics as and when required. By being more innovative and adding 

value to your products you enhance your success chances. 

 

8. Diversification: 

The product penetration tactics of diversification entails manufacturing new 

products for new markets. The strategy of diversification is usually followed 

whenever, there is saturation in the current market or when environment changes 

such as societal, economic, technological or regulatory make it very hard to 

generate new sales in those markets.  
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                                                   CHAPTER 3 

                                 ORGANIZATIONAL PROFILE 

 

3.1 INTRODUCTION: 

VITHUMAULI is one of the Lassi manufactures in SATARA. This well-known 

establishment acts as a one-stop destination servicing customers both local and from other 

parts of SATARA. The belief that customer satisfaction is as important as their products 

and services, have helped this establishment garner a vast base of customers, which 

continues to grow by the day. This business employs individuals that are dedicated towards 

their respective roles and put in a lot of effort to achieve the common vision and larger 

goals of the company. In the near future, this business aims to expands its line of products 

and services and cater to a larger client base. It is an effortless task in commuting to this 

establishment as there are various modes of transport readily available.   

Products and services offered: 

VITHUMAULI has a wide range of products and / or services to cater the varied 

requirements of their customers. The staff at this establishment are courteous and prompt 

at providing any assistance. They readily answer any queries or questions that you may 

have.  

VITHUMAULI is a lassi manufacturer in SATARA. This well-known establishment acts 

as a one-stop destination servicing customers both local and from other parts of SATARA. 

Over the course of journey, this business has established a firm. The belief that customer 

satisfaction is as important as their ducts and services, have helped this establishment 

garner a vast base of customers, which continues to grow by the day. 

 

3.2 Location of company: 

VITHUMAULI’s head office is Located at: 

At Post - SATARA 

Tehsil – SATARA 

District – SATARA 

Maharashtra  

415 001 

Name of proprietor: NALAWADE PRANAV BHAGWAN 
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3.3 History/Profile of the Firm: 

Trademark                             VMLASSI 

Licence No.                           21522195000542 

Goods and Services               Packaged Lassi 

Business Name                      VITHU MAULI PRODUCTS 

Business Type                        Proprietor 

Business Sector                      Manufacturing 

 

3.4 FUTURE GOALS: 

3.4.1 Vision: 

1. To give best service to customer. 

2. To solve customer problem and give them best sales services. 

3. Try to give more than what customers except from us. 

3.4.2 Mission: 

The largest distributer in packaged lassi in SATARA district amount. 

3.4.3 Goals: 

To be the best firm in SATARA deals with packaged milk products. 

3.4.4 Objectives: 

1. To provide unique services. 

2. To maximize the profit. 

3. To fulfilled the customers expectation.



 

 

 

 

 

 

 

 

CHAPTER: 4

DATA ANALYSIS AND INTERPRETATION  

4.1 Introduction 

4.2 Data Analysis and Interpretation 
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CHAPTER 4 

DATA ANALYSIS AND INTERPRETATION 

4.1 Introduction: 

These chapter includes Data presentation and analysis. It is an attempt to suffice the 

objectives lay for the study and test the set hypothesis.  

The objectives of the studies are as follows: 

1. To study the awareness of consuming lassi in SATARA. 

2. To study the Brand penetration of lassi in SATARA. 

3. To evaluate Brand preference of lassi. 

 

4.2 Data Analysis: 

The google form prepared for collecting responses from respondent to study the Brand 

awareness of consuming lassi in SATARA. Furthermore, SPSS software was used for data 

validation. Afterwards filtered and validated data was used to test its reliability using 

Cronbach’s Alpha. With the help of tables data was classified and presented. Data analysis 

was done by using percentage, mean, mode, STD deviation etc. Hypothesis was tested by 

using Pearson Corelation significance test. 
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Table 4.1 

Classification of respondent as per Gender: 

                                                                                                                     (n=80) 

Sr. Gender Frequency Percentage 

1 Male 51 63.72 

2 Female 29 36.28 

 Total 80 100.00 

Source: (field data) 

Chart 4.1 

Classification of respondent as per Gender:  

 

 

Above table 4.1 shows classification of respondent as per Gender. Maximum i.e., 63.72% 

respondent are male and 36.28% respondent are female respondents. 

From the above narration it is clear that, maximum i.e., 63.72% respondent are male, 

participated in this research. 

 

 

 

 

male
64%

female
36%

GENDER
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Table: 4.2 

Classification of respondent as per age: 

                                                                                                               (n=80) 

Sr. Age Frequency Percentage 

1 Below 20 13 15.81 

2 21 to 30 46 58.14 

3 31 to 40 14 17.67 

4 41 to 50 4 5.12 

5 Above 50 3 3.26 

 Total 80 100.00 

Source: (field data) 

Chart 4.2  

Classification of respondent as per Age: 

 

Above table 4.2 shows classification of respondent as per age. Maximum i.e., 58.14% 

respondent are from 21 to 30 age group, followed by 17.67% respondents are from 31 to 

40 years age group, followed by 15.81% respondents are from below 20 years age group, 

followed by 5.12% respondent are from 41 to 50 years age group, and very few i.e., 3.26% 

respondent are from above 50 years age group. 

From above table it is clear that maximum i.e., 73% of sample respondents are from young 

age category and they are below 30 years of age. 
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Table 4.3 

Classification of respondent as per qualification: 

                                                                                        (n=80) 

Sr. Qualification Frequency Percentage 

1 SSC 4 4.65 

2 HSC 14 17.67 

3 Graduate 42 52.56 

4 Post Graduate 20 25.12 

 Total 80 100.00 

 

Chart 4.3  

Classification of respondent as per Qualification: 

 

Above table 4.3 shows classification of respondent as per Qualification. Maximum i.e., 

52.56% respondent are having their qualification graduation, followed by 25.12% 

respondent are studied up to post graduation, followed by the 17.67% respondent are 

having their qualification HSC, and very few i.e., 4.65% are from having their qualification 

SSC. 

From above table it is clear that maximum i.e., 52.56% respondent are having their 

qualification graduation are involved in this study. 
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Table 4.4 

Classification of respondent as per marital status: 

                                                                                     (n=80) 

Sr Marital status Frequency Percentage 

1 Married 39 49.30 

2 Unmarried 41 50.70 

 Total 80 100.00 

 

Chart 4.4 

Classification of respondent as per marital status: 

 

Above table 4.4 shows classification of respondents as per marital status. Maximum i.e., 

50.70% respondents are unmarried. And 49.30% are married. 

From the above table it is clear that maximum i.e., 50.70% respondent are unmarried. 
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Table 4.5 

Occupation of our respondents 

                                                                                                    (n=80) 

Sr. Occupation Frequency Percentage 

1 Business 25 31.16 

2 Service 34 42.33 

3 House wife 4 5.58 

4 Student 17 20.93 

 Total 80 100.00 

Source: (field data) 

 

Chart 4.5 

Occupation of our respondents; 

 

Above table 4.5 shows the classification of occupation what they do for their living. 

Starting with 20% of respondent have their own business, followed by 42.33% of 

respondents do service for their earning, then comes least percentage., 5.58% of our 

respondents they are house wife. And the last one is students with 20.93% of our 

respondents. 

From the above occupation table, it is clear that maximum number of respondents are 

service men/women i.e., 42.33%. with the less count of respondent are house wife 5.58%. 

Business 
31%
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House wife
6%

Student 
21%
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Table 4.6 

Classification of respondent preference to buy packaged lassi 

                                                                                       (n=80) 

Sr Preference Frequency Percentage 

1 Yes 76 94.88 

2 No 4 5.12 

 Total 80 100.00 

Source: (field data) 

Chart 4.6 

Classification of respondent preference to buy packaged lassi 

 

 

Above table 4.6 shows the percentage of respondent preference to buy the packaged lassi. 

Maximum i.e., 94.88% respondents prefer purchasing the packaged lassi and 5.12% 

respondents don’t prefer to purchase packaged lassi. 

From above table it is clear that maximum i.e., 94.88% respondent preference to buy 

packaged lassi. 
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Table 4.7 

Classification of respondent as per usage of packaged lassi. 

                                                                                           (n=80) 

Sr. Parameter Frequency Percentage 

1 In travelling 15 20.72 

2 In hotel 20 28.96 

3 Daily 10 13.48 

4 In function 21 29.21 

5 For testing 4 6.00 

 Total 80 100.00 

Source: (field data) 

Chart 4.7 

Classification of respondent as per usage of packaged lassi 

 

Above table 4.7 shows classification of respondent as per usage of packaged lassi. 

Maximum i.e., 30% respondents use packaged lassi in function, followed by 29% 

respondent use packaged lassi while in hotel, followed by 21% respondents use packaged 

lassi in travelling, followed by 14% respondent use packaged lassi on daily basis and few 

of them i.e., 6% respondent use packaged lassi for testing. 

From above table it is clear that maximum i.e., 30% respondent use packaged lassi in 

function only. 
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Table 4.8 

Classification of respondent consumption of packaged lassi. 

                                                                                                  (n=80) 

Sr. Consumption of lassi Frequency Percentage 

1 50 ml 7 9.77 

2 100 ml 26 33.49 

3 250 ml 33 39.67 

4 500 ml 14 17.67 

 Total 80 100.00 

Source: (field data) 

Chart 4.8 

Classification of respondent consumption of packaged lassi 

 

 

Above table 4.8 show the consumption rate of respondents (per day). 39.07% respondents 

consume 250 ml lassi at a time. 33.49% respondent consumes 100 ml lassi at a time. 

17.67% respondents consume 500 ml lassi at a time. Nearly 9.77% respondent consume 50 

ml lassi at a time.   

From the above consumption table, it is clear that maximum i.e., 39.07% respondents 

consume 250 ml lassi at a time. 
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Table 4.9 

Classification of respondent’s prefer size of packaged lassi 

                                                                     (n= 80) 

Sr. Parameter Frequency Percentage 

1 250 ml 53 66.98 

2 500 ml 12 14.88 

3 1 lit 14 18.14 

 Total 80 100.00 

Source: (field data) 

Chart 4.9 

Classification of respondent’s prefer size of packaged lassi. 

 

 

Above table 4.9 respondents on basis of size of packaged lassi. Highest i.e., 66.98% 

respondent prefer 250 ml size of packaged lassi. 18.14% respondent prefer 1 litre size of 

packaged lassi. Nearly 14.88% respondents prefer half litre size of packaged lassi. 

From the above size of packaged lassi, it is clear that maximum i.e., 66.98% respondents 

prefer to purchased 250 ml size of packaged lassi pack. 
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Table 4.10 

Classification of respondent as per awareness about packaged lassi pack. 

                                                                                                                  (n= 80) 

Sr. Awareness About packaged lassi pack Frequency Percentage 

1 Display 31 38.70 

2 From friends/ relatives. 8 9.99 

3 Television 2 2.49 

4 From point sale 22 27.46 

5 Internet 1 1.24 

6 Newspapers and magazine 5 6.24 

7 Other 11 13.73 

 Total 80 100 

Source: (field data) 

Chart 4.10 

Classification of respondent as per awareness about packaged lassi pack: 

 

(Responded are allowed to select more than one opinion) 

From above table it is clear that maximum i.e., 39% respondent are come to know about 

packaged lassi pack from display, followed by 28% respondents are come to know about 

packaged lassi pack from point of sale. 14% respondents are come to know about packaged 

lassi pack from other things. And very few i.e., 10% respondents are come to know about 

packaged lassi pack from friends/ relatives. It is clear from above narration that maximum 

i.e., 39% respondents are come to know about packaged lassi pack from display. 
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Table 4.11 

Classification of respondent environmentally efficient product 

                                                                                 (n=80) 

Sr. Environment friendly Frequency Percentage 

1 Yes 71 89.30 

2 No 9 10.70 

 Total 80 100.00 

Source: (field data) 

Chart 4.11 

Classification of respondent environmentally efficient product 

 

Above table 4.10 shows the percentage of respondent’s preference to buy the 

environmentally efficient product. Maximum i.e., 89.30% respondents prefer purchasing 

the environmentally efficient product and remaining 10.70% respondents don’t prefer buy 

environmentally efficient product. 

From above table it is clear that maximum i.e., 89.30% respondents purchasing the 

environmentally efficient product. 
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Table 4.12 

Classification of respondent on price of packaged lassi is affordable or not. 

                                                                                           (n=80) 

Sr. Affordable price Frequency Percentage 

1 Yes 54 67.44 

2 No 26 32.56 

 Total 80 100.00 

Source: (field data) 

Chart 4.12 

Classification of respondent on price of packaged lassi 

 

Above table 4.12 shows the percentage of respondent’s preference to buy the packaged 

lassi at affordable price. Maximum i.e., 67.44% respondents have no problem of pricing of 

packaged lassi and remaining 32.56% respondents who have problems of price of packaged 

lassi. 

From above table it is clear that maximum i.e., 67.44% respondents purchasing the 

packaged lassi pack at affordable price. 
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Table 4.13 

Classification of respondent preference packaged lassi pack brand 

                                                                                                 (n=80) 

Sr. Brand Frequency Percentage 

1 BHAKTI lassi 11 13.73 

2 AMUL lassi 31 38.70 

3 QUALITY lassi 5 6.24 

4 GOVIND lassi 10 12.48 

5 A ONE lassi 2 2.49 

6 Swad lassi 4 4.99 

7 VITHUMAULI 

lassi 

8 9.98 

8 Any other 9 11.23 

 Total 80 100.00 

Source: (field data) 

Chart 4.13 

Classification of respondent preference packaged lassi brand 

 

Above table 4.13 shows the respondents preference about packaged lassi brand. Maximum 

i.e., 39 % respondents prefer brand that is AMUL lassi, followed by 14% respondents 

prefer brand BHAKTI lassi, followed by 13% respondents prefer brand GOVIND lassi 

followed by 10% respondents prefer brand VITHUMAULI lassi. the 6% respondents 

prefer QUALITY lassi, where 5% respondents prefer SWAD lassi followed by 2% 

respondents prefer A ONE lassi brand and 10% respondents prefer Any other lassi brand. 

It is clear that maximum i.e., 39% respondents prefer AMUL lassi brand. 
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Table 4.14 

Location from where packaged lassi is purchased 

                                                                                              (n= 80) 

Sr. Parameter Frequency Percentage 

1 Hotel 20 24.96 

2 Grocery shop 14 17.47 

3 Cold drink shop 37 46.19 

4 Departmental shop 9 11.23 

 Total 80 100.00 

Source: (field data) 

Chart 4.14 

Location from where packaged lassi is purchased 

 

  

Above table 4.14 shows the respondents preference about location of packaged lassi pack. 

Maximum i.e., 46% respondents purchased packaged lassi pack from cold drink shop. 

Followed by 25% respondents purchased packaged lassi pack from hotel. Followed by 18% 

respondents purchased packaged lassi pack from Grocery shop. Followed by 11% 

respondents purchased packaged lassi pack from departmental store.  

It is clear that maximum i.e., 46% respondents purchased packaged lassi pack from cold 

drink shop. 
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Table 4.15 

Frequency to purchase packaged lassi pack: 

                                                                                                 (n=80) 

Sr. Parameter Frequency Percentage 

1 Once in week 17 21.22 

2 Function time 33 41.19 

3 Daily 8 10.00 

4 Occasionally 22 27.46 

 Total 80 100.00 

Source: (field data) 

Chart 4.15 

Frequency to purchase packaged lassi pack: 

 

(Respondent are allowed to select more than one option) 

From above table 4.15 it is clear that maximum i.e., 41% respondents are purchase 

packaged lassi at function time. 28% respondents are purchase packaged lassi pack 

occasionally. Followed by 21% respondents are purchase packaged lassi pack once in 

week. And very few i.e., 10% respondents are purchase packaged lassi pack daily. 

It is clear from above narration that maximum i.e., 41% respondents are purchase packaged 

lassi pack at function time. 
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Table 4.16 

Preference regarding problem faced while buying packaged lassi. 

                                                                                           (n=80) 

Sr. Parameter Frequency Percentage 

1 Yes 29 35.81 

2 No 51 64.19 

 Total 80 100.00 

Source: (field data) 

Chart 4.16 

Preference regarding problem faced while buying packaged lassi. 

 

Above table 4.16 shows the percentage of respondent’s preference regarding problem to 

buy the packaged lassi. Maximum 64.19% respondents didn’t face any problem to buy the 

packaged lassi. followed by 35.81% respondents face various problem while buying 

packaged lassi. from above table it is clear that maximum i.e., 64.19% respondent didn’t 

face any problem to buy the packaged lassi. 
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Table 4.17 

Classification of respondent on factors prefer while selecting packaged lassi pack 

                                                                                                 (n=80) 

Sr. Factors Frequency Percentage 

1 Good quality 58 72.56 

2 Good market report 11 13.49 

3 Low price 7 8.84 

4 High availability 4 5.12 

 Total 80 100.00 

Source: (field data) 

Chart 4.17 

Classification of respondents on factors prefer while selecting packaged lassi pack. 

 

Above table 4.17 shows the percentage of respondents on factors prefer while selecting 

packaged lassi pack. It is started that respondents i.e., 72.56% purchased good quality 

packaged lassi pack. It is stated that respondents i.e., 13.49% requires good market report 

of packaged lassi pack. It is stated that respondents i.e., 8.84% requires low price packaged 

lassi pack. It is stated that respondents i.e., 5.12% requires high availability of packaged 

lassi pack. 

from above table it is clear that maximum i.e., 72.56% respondent’s prefer select good 

quality packaged lassi. 
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Table 4.18 

Classification of respondents on problem faced  

                                                                                                      (n=80) 

Sr. General problem Frequency Percentage 

1 None of the all 14 16.74 

2 High price 16 20.47 

3 Not available all time 16 20.47 

4 Low quality 10 13.02 

5 Leakage in packaging 24 29.30 

 Total 80 100.00 

 Source: (field data) 

Chart 4.17 

Classification of respondent on problem faced 

 

Above table 4.17 shows classification of respondents as per problems faced. Maximum 

i.e., 29.30% respondents face problem of leakage in packaging of lassi pack, followed by 

20.47% respondent face problem of lassi pack that is unhygienic, followed by 20.47% 

respondents face problem of availability of lassi pack, followed by 16.74% respondents 

face problem of high price of lassi pack and very few i.e., 13.02% respondents face low 

quality of lassi pack. 

From above table it is clear that maximum i.e., 29.30% respondents face problem of 

leakage in packaging of lassi pack. 
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Table 4.18 

Reasons for purchasing packaged lassi: 

                                                                                                                                     (n=80) 

Sr. Parameter Minimum Maximum Mean Std. 

deviation 

variance Rank 

1 It is useful for 

weight gain 

1 5 2.33 0.961 0.923 15 

2 It is good source 

of lactic acid 

and vitamin D. 

1 5 3.17 0.954 0.909 14 

3 For lowering 

blood pressure 

1 5 3.17 0.985 0.97 12 

4 It is good for 

digestion. 

1 5 3.37 0.986 0.973 10 

5 It is available all 

time 

1 5 3.79 1.233 1.521 3 

6 It is more 

hygienic 

1 5 3.56 

 

0.935 0.874 4 

7 It’s package is 

comparatively 

good 

1 5 3.55 0.879 0.772 5 

8 As it is 

relatively cheap 

in price 

1 5 3.36 1.004 1.008 11 

9 It is available in 

affordable size 

1 5 3.46 1.008 1.016 8 

10 Packaged lassi is 

a product for 

which brand can 

be 

compromised. 

1 5 3.45 1.012 1.024 9 

11 Packaged lassi is 

consumed 

mainly while 

staying outside. 

1 5 3.81 1.201 1.442 2 

12 Packaged lassi is 

germ free 

1 5 3.53 0.99 0.979 7 

13 Packaged lassi is 

safer than 

unpackaged lassi 

1 5 3.89 1.157 1.339 1 

14 Packaged lassi is 

suitable for all 

occasions. 

1 5 3.54 1.022 1.044 6 
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15 Packaged lassi is 

suitable to 

protect us from 

stomach 

infection 

 

1 5 3.19 0.934 0.872 13 

 

Above table 4.18 shows reasons why samples purchase packaged lassi. Respondents gives 

their opinion on five-point liker scale. It is observed that respondents give 1st rank to the 

parameter, “packaged lassi is safer than unpackaged lassi”, with 3.89 mean. It means that 

respondents are agree with parameter that they consume packaged lassi as it is safer than 

unpackaged lassi. Followed by respondents gives 2nd rank to the parameter, “Packaged 

drinking is consumed mainly while staying outside” with 3.81 mean. It means that 

respondents are agree with parameter that they consume packaged lassi mainly when they 

went away from their home. Followed by respondents gives 3rd rank to the parameter, “It 

is available all time”, with 3.78 mean. It means that respondents are agree with parameter 

that they consume packaged lassi as it available all time. Respondents gives 14th rank to 

the parameter, “It is good source of lactic acid and vitamin D”, with 3.17 mean. It means 

that respondents showing neutral opinion with parameter. Respondents give last i.e., 15th 

rank to the parameter, “It is useful for weight gain” with 2.33 mean. It means that are not 

agree the parameter weight gain is the reason to purchase the packaged lassi. 

 It is observed from above narration that, respondents give 1st rank to the parameter, 

“packaged lassi is safer than unpackaged lassi”, with mean 3.89. it means that respondents 

are agree with parameter that they consume packaged lassi as it is safer than unpackaged 

lassi. Respondents give last i.e., 15th rank to the parameter, “it is useful for weight gain” 

with mean 2.33. it means that are not agree the parameter weight gain is reason to purchase 

the packaged lassi. 
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Table 4.19 

Drawbacks of using packaged lassi: 

                                                                                                                                    (n=80) 

Sr. Parameter Minimum Maximum Mean Std 

deviation 

Variance Rank 

1 Plastic packing of 

lassi will change 

the environment 

1 5 2.89 1.062 1.128 4 

2 Packaged lassi 

will always cost 

more than 

unpackaged lassi. 

1 5 3.87 0.928 0.861 1 

3 Packaged lassi 

doesn’t contains 

fluoride. 

1 5 2.66 0.887 0.788 6 

4 Packaged lassi 

leaves a 

significant carbon 

footprint. 

1 5 3.76 0.890 0.792 2 

5 It poses health 

risks due to the 

chemicals in 

plastic. 

1 5 2.82 1.009 1.018 5 

6 It poses many 

unfavourable 

environmental 

hazards. 

1 5 3.00 0.925 0.855 3 

Above table 4.19 shows drawbacks of using packaged lassi. Respondents gives their 

opinion on five-point liker scale. It is observed that respondents give 1st rank to the 

parameter, “packaged lassi will always cost more than unpackaged lassi” with 3.87 mean 

value it means that respondents are agree with the parameter that packaged lassi is always 

having more cost than unpackaged lassi. Followed by respondent gives 2nd rank to the 

parameter, “packaged lassi leaves a significant carbon footprint” with mean 3.76 mean 

value which shows their agreement with the fact that packaged lassi leaves a significant 

carbon footprint. Respondent gives last i.e., 6th rank to the parameter, “packaged lassi 

doesn’t contain fluoride” with 2.66 mean value. It means respondent are having neutral 

opinion about the parameter. 

It is observed that respondents give 1st rank to the parameter, “packaged lassi will always 

cost more than unpackaged lassi” with 3.87 mean value. It means that respondents are agree 

with the parameter that packaged lassi is always having more cost than unpackaged lassi. 

Respondent gives last i.e., 6th rank to the parameter, “packaged lassi doesn’t contain 
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fluoride” with 2.66 mean value. It means that respondents are having neutral opinion about 

the parameter. 

4.3 Brand penetration of packaged lassi: 

1. Brand penetration of BHAKTI lassi (better to calculate the brand penetration for all 

the brands) 

Brand penetration = Number of consumers using that product/ total samples * 100 

                              = 11/80 * 100 

                              = 13.75% 

11 samples prefer purchased BHAKTI lassi pack 

80 is the sample size 

Above calculation shows that brand penetration of BHAKTI lassi 13.75% 

 

2. Brand penetration of AMUL lassi (better to calculate the brand penetration for all 

the brands) 

Brand penetration = Number of consumers using that product/ total samples * 100 

                              = 31/80 * 100 

                              = 38.75% 

31 samples prefer purchased AMUL lassi pack 

80 is the sample size 

Above calculation shows that brand penetration of AMUL lassi 38.75% 

 

3. Brand penetration of QUALITY lassi (better to calculate the brand penetration for 

all the brands) 

Brand penetration = Number of consumers using that product/ total samples * 100 

                              = 5/80 * 100 

                              = 6.25% 

5 samples prefer purchased QUALITY lassi pack 

80 is the sample size 

Above calculation shows that brand penetration of QUALITY lassi 6.25% 

 

4. Brand penetration of GOVIND lassi (better to calculate the brand penetration for 

all the brands) 

Brand penetration = Number of consumers using that product/ total samples * 100 

                              = 10/80 * 100 

                              = 12.5% 

10 samples prefer purchased GOVIND lassi pack 

            80 is the sample size 

Above calculation shows that brand penetration of GOVIND lassi 12.5% 

 

5. Brand penetration of A ONE lassi (better to calculate the brand penetration for all 

the brands) 
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Brand penetration = Number of consumers using that product/ total samples * 100 

                              = 2/80* 100 

                              = 2.5% 

2 samples prefer purchased A ONE lassi pack 

80 is the sample size 

Above calculation shows that brand penetration of A ONE lassi 2.5% 

 

6. Brand penetration of SWAD lassi (better to calculate the brand penetration for all 

the brands) 

Brand penetration = Number of consumers using that product/ total samples * 100 

                              = 4/80 * 100 

                              = 5% 

4 samples prefer purchased SWAD lassi pack 

80 is the sample size 

Above calculation shows that brand penetration of SWAD lassi 5% 

 

7. Brand penetration of VITHUMAULI lassi (better to calculate the brand penetration 

for all the brands) 

Brand penetration = Number of consumers using that product/ total samples * 100 

                              = 8/80 * 100 

                              = 10% 

8 samples prefer purchased VITHUMAULI lassi pack 

80 is the sample size 

Above calculation shows that brand penetration of VITHUMAULI lassi 10% 

 

8. Brand penetration of ANY OTHER lassi (better to calculate the brand penetration 

for all the brands) 

Brand penetration = Number of consumers using that product/ total samples * 100 

                              = 9/80 * 100 

                              = 11.25% 

9 samples prefer purchased ANY OTHER lassi pack 

80 is the sample size 

Above calculation shows that brand penetration of ANY OTHER lassi 11.25% 

 

4.4 Conclusion: 

The entire analysis of data can be concluded that the penetration of different brands 

has been assessed and it has found that the AMUL lassi has highest penetration rate 

which is 38.75% and immediately after that BHAKTI lassi penetration rate is 

13.75% and the rest of the brands penetration rate was not so much different it’s 

pretty much the same from 2% to14 %.



 

 

                                         

                                            CHAPTER: 5 

 

FINDINGS, SUGGESTIONS AND CONLUSION 

5.1 Introduction 

5.2 Findings 

5.3 Suggestions 

5.4 Conclusion 
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CHAPTER 5 

                          FINDINGS, SUGGESTIONS AND CONCLUSION 

      Introduction: 

Data collected by researcher for the study has been analysed with the help of table. The 

researcher has drowned certain finding and observation which is based on analysed. 

5.1 Findings: 

1. Classification of respondents as per gender, maximum respondents i.e.,63.72% are 

male and 36.28% are female. (Refer table no 4.2.1) 

2. By the analysis of the respondents as per the age, maximum respondents i.e., 

58.14% are from 21 to 30 age group. (Refer table no. 4.2.2) 

3. It is found that 52.56% respondent education is graduation, 25.12% respondents 

education is post graduate and 17.67% respondents education is HSC and very few 

respondents education is SSC. (Refer table no. 4.2.3) 

4. It is observed that 50.70% respondents are unmarried and 49.30% respondents are 

married. (Refer table no. 4.2.4) 

5. Classification of respondents as per occupation, maximum respondents i.e., 42.33% 

are in service category. (Refer table no. 4.2.5) 

6. Analysis reveals that 94.88% respondents are preference to buy packaged lassi and 

very few i.e., 5.12% respondents are not preference to buy packaged lassi. (Refer 

table no.4.2.6) 

7. It is found that maximum usage of packaged lassi at function time i.e., 29.12% and 

very few i.e., 6% respondents use to test lassi. (Refer table no. 4.2.7) 

8. Classification of respondents as per consumption of lassi, maximum respondents 

i.e., 39.67% are consume packaged lassi 250 ml at a one time. (Refer table no. 

4.2.8) 

9. It is observed that maximum respondents choose or prefer the 250 ml size for 

packaged lassi and 18.14% respondents prefer the size of 1 litre for packaging and 

very few i.e., 14.88% respondents prefer size of packaged lassi is 500 ml. (Refer 

table no. 4.2.9) 

10. It is found that 38.70% respondents are aware about packaged lassi pack from the 

display of pack. 27.46% respondents are aware from packaged lassi pack from the 

point of sale, also many respondents are aware about packaged lassi from the 

friends, television, internet, newspapers and magazines and other channels. (Refer 

table no. 4.2.10) 

11. Classification of respondents as per environmentally efficient product, maximum 

respondents i.e., 89.30% are purchasing the environmentally efficient product. 

(Refer table no. 4.2.11) 

12. Analysis reveals that 67.44% respondents are use to say the price of packaged lassi 

pack is affordable and 32.56% respondents are use to say the price of packaged 

lassi pack is not affordable. (Refer table no. 4.2.12) 
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13. It is observed that maximum i.e., 38.70% respondents preference to packaged lassi 

pack is to AMUL lassi brand and minimum i.e., 2.49% respondents preference to 

A ONE lassi brand. (Refer table no. 4.2.13) 

14. Classification of respondents as per the place of purchase the packaged lassi, 

maximum respondents i.e., 46.19 % are purchase lassi from cold drink shop. (Refer 

table no. 4.2.14) 

15. Analysis reveals that frequency to purchase packaged lassi pack at function time is 

maximum i.e., 41.19% and minimum frequency to purchase packaged lassi in daily 

basis. (Refer table no. 4.2.15) 

16. Classification of respondents as per the preference regarding problem faced, 

maximum respondents i.e., 64.19 % are preferred the answer NO. (Refer table no. 

4.2.16) 

17. Classification of respondents as per the factors prefer while selecting the packaged 

lassi, maximum respondents i.e., 72.56% are prefer the good quality of lassi. (Refer 

table no. 4.2.17) 

18. It is observed that respondents give 1st rank to the parameter, “packaged lassi will 

always cost more than unpackaged lassi” with 3.87mean value it means that 

respondents are agree with the parameter that packaged lassi is always having more 

cost than unpackaged lassi. Respondent gives last i.e., 6th rank to the parameter. 

“Packaged lassi doesn’t contain fluoride” with 2.66 mean value. It means 

respondent are having neutral opinion about the parameter. (Refer table no.4.2.22) 

19. It reveals that Brand penetration of VITHUMAULI lassi is 10%. (Refer 4.3.7) 

            

5.2 Suggestions: 

From above study of Brand awareness of lassi, there are some suggestions for 

organization as follows: 

1. Offering something for free is a good way to get potential customers to try your 

product. 

2. Work with the social network. 

3. Organization should focus on proper packaging of the product. 

4. Organization must be focus on improving the test of lassi. 

 

5.3 Conclusion:  

Researcher did research on the topic, “A study of Brand Awareness of packaged lassi 

in SATARA” with an intension to find awareness of packaged lassi and to study the 

Brand penetration of packaged lassi in SATARA. She found that maximum male young 

consumers consuming more packaged lassi. The consumer prefer to use packaged lassi 

at the function time, also it is observed that brand penetration of VITHUMAULI 

packaged lassi is 10% owing to this fact researchers give some suggestion to the 

organisation, if organisation work on it, it will beneficial to them to increase the market 

share. 
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ANNEXURE 

SCHEDULE 

 
“A study of Brand awareness of packaged lassi in SATARA” 

 

Objectives: 

1. To understand the dimensions of quality of product lassi. 

2. To study the Brand penetration of packaged lassi in SATARA. 

3. To evaluate Brand preference of packaged lassi in SATARA 

Demographic profile: 

Name:  

Gender – 1. Female                        2. Male  

Age –  

Below 20  

21 to 30  

31 to 40  

41 to 50  

Above 50  

 

Qualification – 1. SSC                    2. HSC             3. Graduate                 4. Post Graduate  

Marital status – 1. Married             2. Unmarried  

Occupation – 1. Business   2. Service          3. Self-employed      4. House wife      5. Student  

Brand penetration of packaged lassi: 

1) Do you prefer to buy packaged lassi. 

1. Yes 

2. No  

 

2) For what purpose do you use packaged lassi?  

1. In travelling  

2. In hotel 

3. Daily purpose 

4. In function 

5. For testing purpose 
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6. Occasionally  

 

3) Which packaged lassi brand do you used till now? (Select as many as you used.) 

1. BHAKTI 

2. AMUL 

3. QUALITY 

4. GOVIND 

5. A ONE 

6. SWAD 

7. VITHUMAULI 

8. ANY OTHER 

 

4) From where you prefer to buy packaged lassi pack? 

1. Hotel 

2. Grocery shop 

3. Cold drink shop 

4. Departmental shop 

 

5) How frequently you purchase packaged lassi? 

1. Once in week 

2. Function time 

3. Daily  

4. Occasionally 

 

6) Did you face any problem while using packaged lassi pack? 

1. Yes 

2. No  

 

7) In which size you purchase packaged lassi pack? 

1. 250 ml 

2. 500 ml 

3. 1 lit 

4. 5 lit 

 

8) How did you come to know about packaged lassi pack? 

1. Television and radio 

2. Newspaper and magazines 

3. The access of internet 

4. Display 

5. From friends/ relatives  

6. From point of sales 

7. Any other  
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9) Would you pay a bit more for environmentally efficient product? 

1. Yes 

2. No  

 

10) Do you feel that packaged lassi is available at affordable price. 

1. Yes  

2. No  

 

11) Which packaged lassi brands do you used still now? (Select as many as you used.) 

Sr.  Packaged lassi pack  

1 BHAKTI  

2 AMUL  

3 QUALITY  

4 A ONE  

5 SWAD  

6 VITHUMAULI  

7 ANY OTHER  

 

12) Generally which factors you prefer most while selecting packaged lassi pack? 

1. Good quality 

2. Good market report 

3. Low price 

4. High availability 

 

13) Which type of problem you face? 

1. None of the all 

2. High price 

3. Non available all time 

4. Low quality  

5. Leakage in packaging 

 

14) Here are some reasons for purchasing packaged lassi, sample should mark their 

opinion on Five-point Likert scale where (5-strongly agree, 4-agree, 3-neutral, 2-

disagree, 1-strongly disagree) 

Sr.  Parameter  1  2 3 4 5 

1 It is useful for 

weight gain 

     

2 It is good source of 

lactic acid and 

vitamin D. 

     

3 For lowering blood 

pressure  
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4 It is good for 

digestion. 

     

5 It is available all 

time 

    

 

 

6 It is more hygienic     

 

  

7 It’s package is 

comparatively good  

     

8 As it is relatively 

cheap in price 

     

9 It is available in 

affordable size 

     

10 Packaged lassi is a 

product for which 

brand can be 

compromised. 

     

11 Packaged drinking 

is consumed mainly 

while staying 

outside. 

 

 

 

    

12 Packaged lassi is 

germ free 

     

13 Packaged lassi is 

safer than 

unpackaged lassi 

     

14 Packaged lassi is 

suitable for all 

occasions. 

 

 

    

15 Packaged lassi is 

suitable to protect us 

from stomach 

infection  

 

     

 

 

15) Here are some drawbacks of using packaged lassi, samples should mark their 

opinion on Five-point Likert scale where (5-strongly agree, 4-agree, 3-neutral, 2-

disagree, 1-strongly disagree) 

Sr.  Parameter  1 2 3 4 5 

1 Plastic packing of lassi 

will change the 

environment  
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2 Packaged lassi will 

always cost more than 

unpackaged lassi. 

     

3 Packaged lassi doesn’t 

contains fluoride. 

     

4 Packaged lassi leaves a 

significant carbon 

footprint. 

     

5 It poses health risks due 

to the chemicals in plastic 

used in packaging. 

     

6 It poses many 

unfavourable 

environmental hazards. 
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CHAPTER 1 

INTRODUCTION TO THE STUDY 

         1.1 INTRODUCTION : 
 

India has traditionally been known for its spice and culinary herb production and it is 

one of the largest spice producing and consuming countries. Spices are essential 

ingredients adding taste and flavouring in food preparations. Indian spices are of the 

finest quality and its excellent cuisine, it’s unique regions of cooking, and a pleasant  

dining experience. The use of Ready Mix Masala plays an important role in the modern 

day-to-day life. Most of the people prefer using Masala Products in order to save their 

time and energy to cook a variety of food easily. There are many companies involved 

in manufacturing Masala Products all over the country. As of now, many varieties of 

Masala Products are available in the market which we use for preparing Vegetarian as 

well as Non Vegetarian items. 

 
The Masala food items usually give the same taste as like Traditional Cooking. As it is 

always available in the nearby shop, people can get the Masala Products at their door 

steps too. Hence, the Masala Products becomes an essential in everybody’s life in fast  

running world. Spices are used in different forms: whole, chopped, ground, roasted, 

sautéed, fried, and as a topping. They blend food to extract the nutrients and bind them 

in a palatable form. Some spices are added at the end as a flavoring — those are 

typically heated in a pan with ghee (Indian clarified butter) or cooking oil before being 

added to a dish. Lighter spices are added last, and spices with strong flavor should be 

added first. "curry" refers to any dish in Indian cuisine that contains several spices 

blended together, whether dry or with a gravy base. However, it also refers to curry 

leaves, commonly used in South India. 

 
Below is a list of spices and other flavoring substances commonly used in India.[Spices 

can make any simple dish flavorful and aromatic. Many different types of masala 

(spices) have different flavors and purposes. Apart from adding a delightful flavor to 

the dish, spices also have several health benefits. Masala like turmeric, garlic, and 

ginger have antibacterial and immunity-boosting properties. Many Indian households 

have a ‘masala box’ in the kitchen filled with all the essential spices required in 

https://en.wikipedia.org/wiki/List_of_Indian_spices#cite_note-1
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everyday cooking. We bring you the top 20 Indian spices list that is a go to for Indian 

or traditional cuisine! Get to know these types of spices better and cook a feast! 

        1.2 Management Problem: - 

Every business is established to make profit. This profit depends upon the various 

factors including the three basic factors as people, structure and technology. There are 

some management problems in R.D. food products this are :The organization supply 

best quality food products to peoples in an around Satara districts company has expand 

business in this districts, company observed that they are not getting business as per 

expectation company facing problem from the competitors. Company has facing 

another problem is they identified the customer satisfaction level of R.D. food products 

with respect to various parameters in order to make customers loyal and to retain them 

for business sustainability. 

          1.3 Statement Of Research Problem:- 

Packaged masala powder industry has many key players. With such high competition 

,it is very important to retain existing customers and target potential customers . 

Retention of customers is not possible without customer satisfaction .If customers are 

satisfied , they shall purchase other products of the same brand and also tell about the 

products to their friends and others. Hence, this study was conducted to identify the 

customer satisfaction level of R.D. food products with respect to various parameters 

in order to make customers loyal and to retain them for business sustainability. 

 
         1.4 Objectives Of The Study: - 

1. To study the consumer satisfaction towards products of company. 

 
 

2. To examine the factors, influences the purchasing patterns of customer . 

 
 

3. To identify the want of existing consumers towards different products of company 
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        1.5 Scope Of The Study:- 
 

The area of study is limited to be segment selected within Satara city. This study is 

mainly confined to the customer satisfaction only. 

 

  1.5.1Geographical Scope: - 

The geographical scope is limited to R.D. Foods (spices) Satara. And the company has 

its factory in city Satara. The factory is located in the area of velang (k) rahimatpur road 

tal koregaon in Satara city. 

 

  1.5.2 Conceptual Scope: - 

The study of conceptual scope is limited to the subject of the study on “consumer 

satisfaction towards Indian spices”. 

 

        1.5.3Analytical Scope: - 

The analytical scope is based on the data which has been taken from the faculty 

presented there and in simple percentage\tabulation form to analyze the data. 

       1.6 Importance Of The Study:- 

  
Most of the companies want to know about the customer satisfaction, because normally 

they had made a huge amount of investment to make the products known to the 

customers. In order to know the effectiveness of sales and customer satisfaction can be 

made through the particular survey. If the customers are not satisfied they would switch 

over to the other products it is very difficult to bring back those customers to make 

purchase and encourage them to make a world of mouth. Every customer has certain 

expectations, needs and a strong desire to satisfy them. To satisfy expectations they 

purchase products. If they are satisfied with the product they shall become the consumer 

of the firm and also tell about the product to their friends and others. 
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        1.7 Research Methodology 

 
The researcher is using both types of data which as primary data which is collected from 

consumer of R.D. Food masala product in Satara city. The primary data are gathered 

through well-structured questionnaire. 

 

Methodology 

 
The researcher is used data, which has collected in two ways such as primary and 

secondary data. 

Data Collection And Data Source: - 

 
Data has been collected from primary and secondary source. 

        Primary source: - 

 
All the primary information has been collected from the survey all around the consumer. 

The feedbacks and their opinions matter in the primary source to gather the information. 

All the data includes their personal experience they use products . It also includes the 

personnel interview and questionnaire. 

 

Secondary source: - 

 
The secondary information is taken from the Google, internet brochure and newspapers 

too. It helped me to get informative. 

 Sampling Method : Researcher Select sample using convenient sampling method. 

 
 Sampling Size : Researcher select samples for the study-101. 
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1.8. Chapterization: 

The present study is presented with the help of flowing chapters. 

 
Chapter 1 

 

Introduction to the Study: This chapter includes introduction, management problem, 

and research problem, objectives of the study, importance of the study, scope of the 

study, instrument, research methodology and sampling framework, Data analysis. 

Chapter 2 

Organizational Profile: This chapter includes the profile of the organization, 

objectives of the organization, vision of the organization, products, manpower 

scenario, future plan and organizational chart. 

Chapter3 

Conceptual Framework: This data deals with the conceptual framework of the study. 

It includes Introduction of the marketing and market research, Definition, Importance 

of marketer search,4 Ps of marketing, steps of market research. 

Chapter 4 

Data Analysis and Interpretation: The researcher has collected data for the purpose of 

study. This data has analyzed to fulfill objectives of study and interpretation is made. 

The analysis and interpretation has covered in this chapter. 

Chapter 5 

Findings and Suggestions: This Chapter is mainly depends upon the fourth chapter. 

In this Chapter, findings are made on analysis of data and the researcher has provided 

some suggestions and conclusions are drawn on the basis of observation. 

The project is appended with bibliography and questionnaire used for collection of data 

and references used for study. 



 

 
 

CHAPTER 2 

ORGANIZATION PROFILE 

                                2.1 Introduction To The Organization 

                                2.2 Brief History Of The Organization And Present Position 

                                2.3 Departments In Organization 

                                2.4 Products Services Offered 

                                2.5 Milestones Achieved By The Company 

                                2.6 Human Resource Scenario Of Organization 

                                2.7 Operations Management Of The Organization 

                                             2.8 Marketing Scenario Of The Organization 

                                2.9 Future Plans Of Organization 

                                             2.10 Organization Structure 
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CHAPTER 2 

ORGANIZATION PROFILE 

 

 

 

 
        2.1 Introduction To The Organization: - 

 

 

Product service and strategy evolve overtime but the essence of RG masale comes from 

what never changes, out beliefs. They shape the culture and define our character. 

The express the expectations we have of each other and ourselves. 

India is known across the world for its variety of spices. For centuries, India has 

remained the centre of attraction due to its exotic spices and food. We are the proud 

creators of this authentic taste through a host of our products. Our spice blends have 

delighted customers across Maharashtra with their amazing quality, extraordinary taste, 

rich aroma and memorable flavours. R.D. Food spices were started four years ago in 

city Satara, by Mr Ranjeeth Jedhe as a home activity with the purpose of introducing a 

few products for daily consumption. Soon, the small initiative took up speed as the 

customers’ mouth publicity scaled up the demand. 
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Company Commitments 

We are committed to take the food category to new levels with respect to health. We 

make everyday food in extraordinary ways. We relentlessly work to give our customer 

& consumer the best quality products, services, product selection and value. 

 

 

 

      2.2 Brief History Of The Organization And Present Position: - 
 

 

 

 

R.D. Food spices were founded on the principles of morality and authenticity, more so 

because it is part of the food industry. The purity and quality of our products are vital 

to us as we believe that customers depend on us to recreate the authentic taste of various 

traditional dishes. To win over more and more people, we are not only committed to 

quality and consistency but also provide diversified products like Spices, Spice Blends, 

Pickles and Chutneys. 

India is known across the world for its variety of spices. For centuries, India has 

remained the centre of attraction due to its exotic spices and food. We are the proud 

creators of this authentic taste through a host of our products. Our spice blends have 
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Mr. Ranjeeth Jedhe came in with a dream of reaching every Maharashtrian household 

with their products. They took it forward as a cottage industry by employing needy 

women & manufacturing in the house premises before four years ago. 

 
It was founded on the principles of morality and authenticity, more so because it is part 

of the food industry. The purity and quality of our products are vital to us as we believe 

that customers depend on us to recreate the authentic taste of various traditional dishes. 

To win over more and more people, we are not only committed to quality and 

consistency but also provide diversified products like Spices, Spice Blends, Pickles and 

Chutneys. 

 
Striving to achieve our goal, we are 100% committed to serving our customers with 

pure, authentic and quality products, consistently to serve across the state of 

Maharashtra, through advanced manufacturing and lean management technology. 

 
It is not just about ‘spices’ because to spice up anything in life requires passion and that 

is what makes brand the ultimate tastemaker in Maharashtra today. 

 
Product service and strategy evolve overtime but the essence of RG masale comes from 

what never changes, out beliefs. They shape the culture and define our character. 

The express the expectations we have of each other and ourselves. 

 

Company Commitments 

We are committed to take the food category to new levels with respect to health. We 

make everyday food in extraordinary ways. We relentlessly work to give our customer 

& consumer the best quality products, services, product selection and value. 

delighted customers across Maharashtra with their amazing quality, extraordinary taste, 

rich aroma and memorable flavours. R.D. Food spices were started four years ago in 

city Satara, by Mr. Ranjeeth Jedhe as a home activity with the purpose of introducing a 

few products for daily consumption. Soon, the small initiative took up speed as the 

customers’ mouth publicity scaled up the demand. 
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Company Team 

 
Committed to innovation and quality, our aim to take the RG masale to multi industries 

as well as a multi brand organization and to take the food category to higher and 

healthier level. 

 
Company Values: 

A) Ambition: to turn RG Masala into multi industry as well as a multi brand 

organization and to take the food category to higher, healthier level we believe that the 

sky is our limit. 

 
B) Quality: RG masala has steadfast commitment to quality and believes that it begins 

with each and every member of a company. 

 
C) Innovation: as a key drive of growth in any organization, RG masala invest in 

creating new products as well as packing concepts. Many ideas have been launched in 

the past times and quite few are on the pipeline. 

 

        2.3 Departments In Organization: - 
 

They are as follows: 
 

A). General Management 
 

This department develops and executes overall business strategies. It is responsible for 

the entire organization. General management deals with determining overall business 

strategies, planning, monitoring execution of the plans, decision making, and guiding 

the workforce, and maintaining punctuality and disciplinary issues. 

 

B). Marketing Department 
 

The workforce in this department is responsible in identifying customer needs and 

creating home based products to satisfy them. The marketing managers mainly are 

involved in the following activities − 
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• Market Research − It includes understanding the environment, staying tuned with 

the economic developments, knowing customer needs, and strengths and weaknesses 

of peer competitors. 

 
• Product Decisions − It is about deciding about addition or removal of a product 

feature in an offering, deciding about development of new product, manipulating 

product features. 

 

• Price Decisions − It involves decisions about the selling cost of product as well as 

discount rates. 

 

• Product Distribution − It pertains to which intermediary to employ and where to 

place the promotional material. 

C). Finance Department 

The Finance Department is responsible for acquiring and utilizing money for financing 

the activities of the spices business. The finance people assess short term and long term 

capital requirements. 

 

D). Sales Department 
 

This department is solely responsible for selling the relevant home based products to 

the consumers. The sales person in the spices business is the first link between the 

tourism business itself and the consumer. The staff must have deep knowledge of the 

product and strong communication skills to convince the consumers. The sales staff 

identifies and cultivates new customers. 
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 2.4 Products Services Offered: - 

 

 
 

Blended Spice Powder: 

 

1. turmeric powder 

 

2. onion garlic powder 

 

3. chili powder 

 

4. coriander powder 

 

Chutneys: 

 

1. groundnut chutney 

 

2. jawas chutney 

 

3. spe. Mix chutney 

 

4. garlic coconut chutney 
 

5. kadipatta chutney 

  

6. karala chutney 
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Masale: 

 

1. sambar masala 

 

2. kitchen king masala 

 

3. misal masala 

 

4. pav- bhaji masala 

 

5. garam masala 

 

6. paneer masala 

 

7. lemon tea mix 

 

8. egg curry masala 

 

9.  mutton masala 

 

10. chicken masala 

 

11. biryani masala 
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       Products of the Organization: 
 

Organization is offering following products to the customers. 
 

 
 

Sr No Products Quantity Price 

1. Turmeric powder 500 gm 120 rs 

2. Onion garlic powder 1 kg 220 rs 

3. Chili powder 1 kg 480 rs 

4. Coriander powder 1 kg 270 rs 

5. Groundnut chutney 500gm 260 rs 

6. Jawas chutney 100 gm 55 rs 

7. Spe. Mix chutney 500 gm 220 rs 

8. Garlic coconut chutney 1 kg 240 rs 

9. Kadipatta chutney 500 gm 229 rs 

10. Karala chutney 1 kg 175 rs 

11. Sambar masala 50 gm 38 rs 

12. Kitchen king masala 50 gm 30 rs 

13. Misal masala 50 gm 42 rs 

14. Pav- bhaji masala 50 gm 40 rs 

15. Garam masala 50 gm 45 rs 

16. Paneer masala 50 gm 44 rs 

17. Lemon tea mix 1 kg 350 rs 

18. Egg curry masala 50 gm 40 rs 

19. Mutton masala 50 gm 43 rs 

20. Chicken masala 50 gm 43 rs 

 

        2.5 Milestones Achieved By The Company: - 

Our journey from more than 4 years has been fraught with challenges. Every challenge 

has inspired us to drop inhibitions and embrace change and innovation to surge ahead 

with renewed optimism that has culminated into path-breaking business endeavors. 

Many notable certificates have been achieved by RG KITCHEN 
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        2.4. I would like to mention the main and authorized certificate: 
 

FSSAI- FOOD SAFETY AND STANDARDS AUTHORITY OF INDIA 

 

FSSAI is Food Safety and Standards Authority of India (FSSAI). The FSSAI has 

been established under the Food Safety and Standards Act, 2006, which is a 

consolidating statute related to food safety and regulation in India. FSSAI is responsible 

for protecting and promoting public health through the regulation and supervision of 

food safety. 

 
RSETI- RURAL SELF EMPLOYMENT TRAINING INSTITUTES 

 
RSETI is Rural Self Employment Training Institutes. Institutions designed as to 

ensure necessary skill training and skill up gradation of the rural BPL youth to mitigate 

the unemployment problem. 

        2.6 Human Resource Scenario Of Organization: - 
 
 

According to the human being the spices play an integral role from many years. They 

are an important part of our daily diet with a rich history. It’s hard to imagine a single 

meal without some spice in it. They have been in use for thousands of years not only 

for their taste enhancing properties, but also for their health benefits, and food 

preservation properties. 

 
In short, RG Foods spices are the essence of life – balancing flavours from everyday 

ingredients and elevating them to a whole new flavour profile while serving our dietary 

needs and promoting wellness. Derived from plants, spices have a multitude of 

properties which can positively impact our health. Many spices contain antioxidant, 

anti-inflammatory, anti-bacterial, and anti-viral properties which have health benefits 

and benefit the body. 

 
For example, ginger and turmeric have anti-inflammatory properties and are widely 

used in recipes not only for their taste but for these health benefits. Another example is 

spices like cumin and cinnamon which play an important role in digestion of human 

body and can help with body weight management. Adding different spices to our meals 

can certainly help boost our nutrition. 
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         Spices are non-leafy parts (e.g. bud, fruit, seed, bark, rhizome, and bulb) of plants used 

as a flavoring or seasoning, although many can also be used as an herbal medicine. 

They impart aroma, color and taste to food preparations. The volatile oils from spices 

give the aroma and the oleoresins impart the taste. India is the largest producer, 

consumer and exporter of spices and spice products in the world and produces more 

than 50 spices. 

Some operations are being carried out before the export of spices: 
 

1. Cleaning: it is a very initial process for spice making in which the ungrounded spices 

are clean manually by removing impurities like stone, dust and dirt. 

 
2. Drying: after cleaning and washing process display them in sunlight so that they 

dry, the quality of the spice powder will depend on the well dried spice, if proper 

cleaning and washing do not take place it will lead to the growth of bacteria, which will 

poison food. 

 
3. Roasting: Once spices are dried, they are going through the roasting process, the 

roasting of the spices is essential because it will help to give the aroma, color and good 

taste to spice powder. 

 
4. Grinding: Grinding machine is used for pulverizing to convert the spices into 

powder form. 

 
5. Grading: the grading is the process which is the basis of the inclusion and proportion 

of the spices mix with their raw material used, also depends on type of the spices flavor, 

size, shape, density and color. 

 
6. Sieving: make sure that spice powder has uniform mesh size. 

 

7.Packaging of the spice: protect and preserve your spices and seasonings with 

pouches and packaging bags will give you the flexibility to choose you the best size, 

style and features for your spices.

2.7 Operations Management Of The Organization: - 

 
Spices and Masala Grinding, Blending and Packing 
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        2.8 Marketing Scenario Of The Organization: - 

The brand focuses on establishing its authenticity and ‘traditional’ vibe with all its 

communication. You may never have seen anything apart from a Television ad, we bet, 

but the MDH is present on digital platforms and its engaging with its potential audience 

by leveraging social media tactics and beyond. As the best social media optimization 

company, we believe that apart from TV promotions, there is more that the brands 

potential audience can experience on any digital / social media platform. 

 

Here are some marketing tactics that have helped R G Masale to grow 

Most of the marketing of the company is done through Amazon selling with a tagline 

“natural spices natural aroma” The company also spends on newspaper ads for the 

branding. Social Media platforms are also used by the company to reach a lot of people. 

 
Marketing and Promotions done by R G Masala 

 
R G Masale has a gigantic brand recall and has kept up it branding and marketing 

methodology for an exceptionally prolonged stretch of time. They have tried marketing 

via print, newspapers and digital mediums. They also have a good offline marketing 

strategy by advertising in local magazines, food magazines, women centric magazines 

and hoardings. 

        2.9 Future Plans Of Organization: - 

At RG Masale, we believe that natural goodness is the way to go for a healthy, balanced 

life. And we plan to take this authentic taste of Maharashtrian recipes across India and 

the world. We aim to export our products all over the globe so that every Maharashtrian 

staying in any part of the world feels connected to his homeland. On the technological 

front, we would like to minimize all human interference in any of our production 

processes, and work towards a high-tech, fully automated and standardized process. 

https://www.themarcomavenue.com/social-media-optimization.php
https://www.themarcomavenue.com/social-media-optimization.php
https://www.themarcomavenue.com/social-media-optimization.php
https://www.themarcomavenue.com/social-media-optimization.php
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        2.10 Organization Structure : 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

Also we are in the process of launching the official shop of R G KITCHEN 24 FOOD 

SPICES 

HR PRODUCTION ACCOUNTS SALES MARKETING 

CHIEF 

MANAGER 
SALES MANAGER PRODUCTION 

SUPERVISOR 
ACCOUNTS 

MANAGER 

ACCOUNTS HEAD SALES HEAD 
MANAGER PRODUCTION 
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CHAPTER 3 

CONCEPTUAL FRAMEWORK 

         3.1 Basic concepts - Definitions: - Definitions of customer satisfaction: 

 

The most suitable definition of customer satisfaction is that 
 

In his book Marketing Metrics, Paul Farris defines customer satisfaction as ‘the 

number of customers, or percentage of total customers, whose reported experience with 

a firm, its products, or its services exceeds specified satisfaction goals’. In fact, this 

definition is endorsed by the Marketing Accountability Standards Board as the standard 

definition of customer satisfaction. It is a measure of how products and services 

supplied by a company meet or complete customer expectation. 

Customer satisfaction is defined as "the number of customers, or percentage of total 

customers, whose reported experience with a firm, its products, or its services ratings 

exceeds specified satisfaction goals." Customers play an important role and are 

essential in keeping a product or service relevant; it is, therefore, in the best interest of 

the business to ensure customer satisfaction and build customer loyalty. 

The Marketing Accountability Standards Board (MASB) endorses the definitions, 

purposes, and measures that appear in Marketing Metrics as part of its ongoing 

Common Language in Marketing Project. Customer satisfaction is viewed as a key 

performance indicator within business. In a competitive marketplace where businesses 

compete for customers, customer satisfaction is seen as a major differentiator and 

increasingly has become an important part of business strategy. 
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         3.2 Characteristics: - 
 

 
What makes a customer satisfied or unsatisfied in doing business with you? A recent 

survey from marketing provides important insights. The “Consumer Satisfaction 

Research Study,” based on data gathered from customers, asked consumers to identify 

the characteristics of companies they do business with, including their marketing 

practices. It also asked whether they were satisfied or unsatisfied. 

 
 

The characteristics are as follows: 

 
The company doesn’t always try to sell to me but tries to provide value 

Its marketing is not interfering 

It respects my privacy 

 
It makes me feel like that I have a relationship with them 

Its marketing is engaging and interesting for me 

It knows what I like and don’t 

 
The company doesn’t make me feel like they have a relationship with me the company 

always tries to sell me instead of providing value” and “the company doesn’t know 

what I do and do not like” .So get to know your customers. Not just what they buy, but 
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when they buy, why they buy, and their preferences. Be respectful of their privacy and 

don’t make them feel as if they are under a watch. Instead, be familiar, engaging, and 

relevant. Make your audience feel as if you more interested in improving their lives 

than simply selling a product. 

 
 3.3Advantages and Disadvantages: - 

Advantages of Customer Satisfaction Surveys 

• Feedback: Gather current customer feedback on various aspects of your company. 

You can stay on top of customer trends through regularly scheduled online surveys or 

email surveys, and receive instant customer feedback. It is always useful to acquire 

insight into how your customers are currently reacting to all aspects of your business. 

 
• Results: Make a good survey which can have the same questions, which will allow 

you to compare data over time and benchmark survey data across previous years to 

determine if any changes need to be made. 

 
• Be familiar: Customers like to be asked for their feedback. It gives the customer the 

perception that your company values them which is committed to keeping them as a 

long-term customer and business decisions on their feedback. 

 
Disadvantages of Customer Satisfaction Surveys 

 
• Many surveys with maximum questions: Your customers are irritated with online 

surveys. Surveys may be simple to complete, however, some people simply don’t like 

to complete them. Sending surveys often can irritate customers and lead to customer 

get angry. Customers anger can result in low response rates or result in lower 

satisfaction scores, despite your reputation for providing excellent products or services. 

 
• Privacy Issues: In those advance age there are too many junk and spam mails which 

could cause threat to data. When taking an online survey or a phone survey (or any type 

of survey), it is hard for the customers to believe that they aren’t being tracked. Because 

of insecurities of releasing private information, customers today are not giving out 

information that may lead to more junk email and unwanted calls. Make certain to 

assure customers that the information they provide in response to your customer 
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satisfaction surveys will not be used. Without this disclaimer, it may be difficult to 

receive a good response rate. 

 
       3.4 Functions: -  
 

• Product or Service Improvement 

 
First impressions count. The quality and positioning of your company’s products or 

services are cardinal in the marketplace. Consequently, think seriously about what 

you’re selling, who you’re selling it to and what the competition is selling. Customers 

play a central role in improving corporate activities because they can tell top leadership 

what’s good or bad in operating processes. 

You can improve products, services and customer service by sending quality 

improvement surveys to clients and thoroughly sifting through survey results. 

• Role of Customer in Profitability 

 

Customers help companies generate profits, the economic fuel needed to run a thriving 

business. By buying corporate products and services, clients reward a company for its 

operating prowess, setting businesses with lackluster goods apart from segments with 

performing products. As a business owner, you can feel the economic pulse in the 

marketplace by reviewing general price trends and adjusting your company’s prices 

accordingly. Reviewing prices occasionally helps your company stay competitive. 

 
 

         3.5 Importance of basic concepts: - 

1. Set up the objectives 

2. Determine the target groups 

3. Choose the methods of data collection 

4. Develop the measurement 

5. Analyze and report the data 

6. Effective collection, analysis, and application of customer satisfaction information 

https://blog.hubspot.com/service/importance-customer-service
https://blog.hubspot.com/service/importance-customer-service
https://www.smartkarrot.com/resources/blog/customer-profitability-analysis/
https://www.smartkarrot.com/resources/blog/customer-profitability-analysis/
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There is several importance of information about customer satisfaction some include: 
 

1. Customer satisfaction results can help to present the current standing of customer 

satisfaction. This utilization often goes beyond reporting statistical data such as mean, 

range, and standard deviation. These descriptive data can assist in identifying specific 

strengths and weaknesses in satisfaction dimensions, the specific items under each, as 

well as information about overall scores. 

 
2. Customer satisfaction results can help to identify important customer requirement 

Identification of the specific customer requirements for achieving satisfaction is useful 

at a very fundamental level. An organization is able to clearly focus efforts in those 

areas that are most important to the customer. Distinguishing those requirements most 

valued by customers allows for pinpointing efforts for service modifications as well as 

further. 

 

3. Customer satisfaction results can help to monitor customer satisfaction results over 

time. Quite simply, the same information gathered at different points in time can assist 

in identification of trends and patterns that develop as an organization evolves and 

changes. Furthermore, this can be helpful in demonstrating the levels of effectiveness 

of interventions, services and so forth at particular points 

in history. Customer satisfaction results can help to provide comparisons to other 

organizations. 

 

4. Comparisons either within an organization by department or sub-group as well as 

with outside agencies can provide a wealth of information. This includes not only 

structural and organizational strengths and weaknesses, but also effectiveness of 

product/service components and product/service delivery. 

 

5. Customer satisfaction results can help to determine the effectiveness of business 

practices. Data gathered from customer satisfaction studies can provide valuable and 

accurate information that can assist in evaluation of product/service components and 

delivery. Products/services can be altered to become more effective, and business 

practices can be altered to meet the standards of excellence within a certain business. 



 

 

                                              CHAPTER 4 

DATA ANALYSIS AND INTERPRETATION 

 

 
                            4.1 Introduction 

                            4.2 Data Analysis and Interpretation on Customers 
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CHAPTER 4 

DATA ANALYSIS AND INTERPRETATION 

         4.1 Introduction: - 
 

This chapter highlights the data which is collected by survey and discussion with the 

consumers who are satisfied and regular customer of R.D. Food Products of Indian 

spices and masalas survey. The data is analyzed and interpreted after collection of data    

with the help of 101 samples of customers. 

 
         4.2 Data Analysis and Interpretation: - 

The data analysis is information which has been created by the analyzing of the 

information. The below data analysis is made by the field survey and with proper 

information. The data collected has been represented in the tabular form and interpreted 

the information through the charts below in form of pie chart. 

 
 

Interpretation is the result of analysis, which allows converting the data into statement 

with suggestion and conclusion which completes the research organization. 
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Table No -4.2.1 

 

Gender –wise Classification of Customers 

 

Following table show gender wise classification of samples under study. 

 

(n =101) 
 

Sr. Gender Number of Responses Percentage 

1 Male 19 18.81 

2 Female 82 81.19 

 Total 101 100 

(Source:Primary data) 
 

Graph No- 4.2.1 

 
Gender –wise Classification of Customers 

 

(Source:Primary data) 
 

The above table 4.2.1 and graph 4.2.1show that out of the 101 respondents , 19 of the 

respondents are male buyers of the R. D. food products and of the respondents are 

female buyers R.D. food products, out of the available data 81% of customer are 

female and 19% of customers are male. Hence , the majority of the female buyers are 

neither satisfied nor dissatisfied. 

Gender –wise Classification of 
Customers 

1 Male 2 Female 
 
 
 

19% 
 
 
 

81% 
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Table No-4.2.2 

 

Awareness about R.D. Food 
 

Following table show awareness about R.D. Food 
(n=101) 

Sr Opinion Number of Responses Percentage 

1 Yes 82 81.20% 

2 No 19 18.80% 

 Total 101 100% 

(Source : Primary data) 
 

Graph No-4.2.2 
 

Awareness about R.D. Food 
 
 

 

(Source : Primary data) 

Above table 4.2.2 and Graph show that out of available maximum customer i.e. 81.20% 

customer are aware about R.D. Food and 18.80% customer are not aware about R.D. 

Food . 

Awareness about R.D.Food 
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Table No 4.2.3 

 

Satisfaction of customers about R.D. Food products 
 

Following table show satisfaction of customers about R.D.Food products 
 

(n=101) 

 

Sr Opinion Number of Responses Percentage 

 
1 

Highly 

Satisfied 

 
34 

 
33.70% 

2 Satisfied 21 20.80% 

3 Neutral 32 31.70% 

4 Dissatisfied 11 10.90% 

 

5 
Highly 

Dissatisfied 

 

3 
 

3% 

 Total 101 100% 

        (Source : Primary data) 
 

Table No 4.2.3 
 

Basic table followed by satisfaction of customers about R.D. Food products 
 

 
Statistics 

B2 
 

 
Valid 

 
101 

 

N 

 
Missing 

 
 

0 

 
Mean 

 
2.29 

 
Median 

 
2.00 

 
Mode 

 
1 

 
Std. Deviation 

 
1.134 

 
Variance 

 
1.287 

 
Range 

 
4 

 
Minimum 

 
1 

 
Maximum 

 
5 

Sum 231 

(This statistical calculation calculated by using SPSS) 

(Source – filed data) 
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The above table 4.2.3 said frequency data has also been proceed using inferential 

statistics like measures of central tendency and measures of dispersionas follows. 

Mean is 2.29 here set 5 as a standard so mean is above standard that’s why results is 

positive. Median is 2.00 also result is positive. Mode is 1 so respondent are agree about 

this statement. Standard deviation is less than one so respondent are satisfied about this 

statement. 

 
        Graph No-4.2.3 

 
Satisfaction of customers about R.D. Food products 

 

(Source : Primary data) 
 

The above table 4.2.3 and Graph show 33 % customers are highly satisfied about 

R.D.Food products,32% customers are neutraly satisfied about R.D.Food 

products,21% customers are satisfied about R.D. Food products,11% Customers are 

dissatisfied about R.D.Food products,3% customers are highly dissatisfied about 

R.D.Food products. 

 

Highly Satisfied Satisfied Neutral Dissatisfied Highly Dissatisfied 
 

3% 

 
11% 

 

33% 
 
 
 

32% 
 

 
21% 
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Table No 4.2.4 

 

Satisfied customer about price of R.D. Food products 

 
 Following table show satisfied customer about price of  R.D.Food products 

 
 (n=101) 

 
 

Sr 

 

Opinion 
 

Number Of Responses 

 

Percentage 

1 Highly Satisfied 24 23.80% 

2 Satisfied 34 33.70% 

3 Neutral 24 23.80% 

4 Dissatisfied 13 12.90% 

5 Highly Dissatisfied 6 5.60% 

 Total 101 100% 

(Source : Primary Data) 

Table No 4.2.4 

Satisfied customer about price of R.D. Food products 

 
Statistics 

 

B3 
 

 
Valid 

 
101 

 

N 

 
Missing 

 
 

0 

 

Mean 
 

2.44 

 

Median 
 

2.00 

 

Mode 
 

2 

 

Std. Deviation 
 

1.161 

 

Variance 
 

1.348 

 

Range 
 

4 

 

Minimum 
 

1 

 

Maximum 
 

5 

Sum 246 

(This statistical calculation calculated by using SPSS) 

(Source – filed data) 
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The above table 4.2.4 said frequency data has also been proceed using inferential 

statistics like measures of central tendency and measures of dispersionas follows. 

Mean is 2.44 here set 5 as a standard so mean is above a staers that’s why results is 

positive .Median is 2.00 also result is positive. Mode is 2 so respondent are agree about 

this statement. Standard deviation is less than one so respondent are satisfied about this 

statement. 

 

Graph No 4.2.4 Satisfied customer about price of R.D. Food products 
 

        (Source :Primary data) 

      

The above table 4.2.4 and Graph show 24 % customers are highly satisfied about price 

of R.D.Food products,24% customers are neutraly satisfied about price of R.D. Food 

products,33% customers are satisfied about price of R.D. Food products,13% 

Customers are dissatisfied about price of R.D.Food products,6% customers are highly 

dissatisfied about price of R.D.Food products. 

Highly Satisfied Satisfied Neutral Dissatisfied Highly Dissatisfied 

6% 

13% 24% 

24% 

33% 
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Table No 4.2.5 

 

Satisfaction of customers about products packaging of R.D. Food products 

 
Following table show Satisfaction of customers about products packaging of  R.D. 

Food products 

                                                                                                              (n=101) 

                         

Sr Opinion Number Of Responses Percentage 

1 Highly Satisfied 28 27.70% 

2 Satisfied 35 34.70% 

3 Neutral 21 20.80% 

4 Dissatisfied 6 5.90% 

5 Highly Dissatisfied 10 9.90% 

 Total 101 100% 

(Source : Primary data) 

 

Table No 4.2.5 
 

Satisfaction of customers about products packaging of R.D. Food products 

 
Statistics 

B4 
 

 

(This statistical calculation calculated by using SPSS) 

(Source – filed data) 

 
Valid 

 
100 

 

N 

 
Missing 

 
 

1 

 

Mean 
 

2.35 

 

Median 
 

2.00 

 

Mode 
 

2 

 

Std. Deviation 
 

1.234 

 
Variance 

 
1.523 

 

Range 
 

4 

 

Minimum 
 

1 

 

Maximum 
 

5 

Sum 235 
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The above table 4.2.5 said frequency data has also been proceed using inferential statistics like 

measures of central tendency and measures of dispersionas follows. 

 
Mean is 2.35here set 5 as a standard so mean is above a staers that’s why results is 

positive. Median is 2.00 also result is positive. Mode is 2 so respondent are agree about 

this statement. Standard deviation is less than one so respondent are satisfied about this 

statement. 

 
Graph No 4.2.5 

 

Satisfaction of customers about products packaging of R.D. Food products 
 

The above t able 4.2.5 and Graph show 28 % customers are highly satisfied about 

product packaging of R.D.Food products,21% customers are neutraly satisfied about 

product packaging of R.D. Food products,35% customers are satisfied about product 

packaging of R.D. Food products,6% Customers are dissatisfied about product 

packaging of R.D.Food products,10% customers are highly dissatisfied about product 

packaging of R.D.Food products. 

35 

28 

21 

10 

6 

Highly 
Satisfied 

Satisfied Neutral Dissatisfied Highly 
Dissatisfied 



K.B.P.I.M.S.R., SATARA M.B.A. PROJECT 

SHIVAJI UNIVERSITY, KOLHAPUR 32 

 

 

Table No - 4.2.6 

 

Particular reason behind buying spices frequently 

 
Following table show particular reason behind buying spices frequently 

 
(n=101) 

 

Sr 

 

Purchase Decision 
 

Number of Responses 

 

Percentage 

1 Quality 44 43.60% 

2 Varieties 34 33.70% 

3 Price 18 17.80% 

4 Availability 5 5.50% 

 Total 101 100% 

         (Source : Primary data) 

 

Table No - 4.2.6 
 

Particular reason behind buying spices frequently 
 

 

Above table   4.2.6 show particular reason behind buying spices frequently 

customers.43% customers buy this products for quality,34% customers buy this 

products for various varieties in spices,18% customers buy this products for affordable 

price,5% customers buy this products for availability of spices. 

Quality Varieties Price Availability 

5% 

18% 

43% 

34% 
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        Table No 4.2.7 

 
        Customers prefer to buy the quantity 

 

Following table show customers prefer to buy the quantity 

 

              (n=101) 

 
 

Sr 

 

Number of Quantity 
 

Number of Responses 

 

Percentage 

1 1 Kg 63 42.40% 

2 2 Kg 15 14.90% 

3 5 Kg 6 5.90% 

4 500 gm 17 16.80% 

 Total 101 100% 

 
(Source : Primary data) 

 

Graph No 4.2.7 
 

Customers prefer to buy the quantity 
 

 

(Source : Primary data) 

Above table 4.2.7 and chart customers buy these spices regularly then how much of 

quantity prefer to buy. In this table 42.40% customers buy these spices regularly in 1 

kg quantity,14.90% customers buy these spices regularly in 2 kg quantity,5.90% 

customers buy these spices regularly in 5 kg quantity,16.80% customers buy these 

spices regularly in 500 gm quantity. Hence ,the majority of the respondents are purchase 

quantity of 1 kg . 
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Frequency customers buy from 
R.D.Foods in last 3 months 

90 
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60 
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1 to 5 5 to 7 8 to 10 More than 
15 

Table No -4.2.8 
 

Frequency customers buy from R.D. Foods in last 3 months 

                                                                                                        (n=101) 

 
 

Sr 

 

Perchase Time 
 

Number of Responses 

 

Percentage 

1 1 to 5 78 77.20% 

2 5 to 7 19 18.80% 

3 8 to 10 3 3.00% 

4 More than 15 1 1.00% 

 Total 101 100% 

(Source : Primary data) 

 

Graph No -4.2.8 
 

Frequency customers buy from R.D. Foods in last 3 months 
 

 

 

 

 

 
 

 

   

  

  

  

  

  

    

   

 

 

 
 

(Source : Primary data) 
 

Above table 4.2.8 and chart show for how many time customers using R.G Foods 

products in a 3 months,77.20% customers using 1 to 5 times,18.80% customers using 

5 to 7 times, 3.00% customers purchase 8 to 10 times and 1.00% customers purchase 

more than 15 times we can conclude that the company is able to retain its customer. 
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Table No - 4.2.9 

 

Trust of customers about the quality of R.D. Food Products 

 

Sr Opinion Number of Responses Percentage 

1 Yes 87 86.10% 

2 No 14 13.90% 

 Total 101 100% 

(Source : Primary data) 

 

Graph No - 4.2.9 
 

Trust of customers about the quality of R.D. Food Products 
 

Above table 4.2.9 and chart show Customers trust the quality of R.D. Food Products 

then 86.10% customers opinion are yes and 13.90% customers opinion are no. 
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Table No - 4.2.10 

Customer feedback about the price quality, production ,delivery service of company 

Following table show customer feedback about the price quality, production 

,delivery service of company 

 
             (n=101) 

 

Sr Opinion Number of Responses Percentage 

1 Quality of Products 41 40.60% 

2 Price of Products 36 35.60% 

3 Production 

Improvement 

14 13.90% 

4 Delivery Service 10 9.90% 

 Total 101 100% 

 
 

Graph No - 4.2.10 
 

Customer feedback about the price, quality, production ,delivery service of company 
 

 

Above table 4.2.10 and chart show customer feedback about the price quality, 

production ,delivery service of company, 40% customer feedback about quality of 

product, 36% customer feedback about the price of product, 14% customer feedback 

about the improvement of production, 10% customer feedback about the delivery 

service. 

Quality of Products Price of Products 

Production Improvement Delivery Service 

10% 

14% 
40% 

36% 
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CHAPTER 5 

FINDINGS SUGGESTION AND CONCLUSION 

5.1 Introduction:- 

This chapter deals with findings suggestions and conclusion which are drawn by 

researcher on the basis of data analysis and interpretation. A finding of the study 

consists of data obtained from customers. The suggestion proposed by researcher 

would be helpful improve the customer satisfaction with there reference of R.D.Food, 

SATARA. Researcher has collected data required to fulfill objectives of the study 

through schedule. The data is analysed using various marketing strategies and concept. 

 
Findings:- 

 
1. Out of the 101 responses available majority 81% of samples are female and 19% of 

samples are male.(Table No : 4.2.1) 

 

2. Maximum samples i.e. 81.20% samples are aware about R.D. Food and 18.80% 

sample are not aware about R.D. Food .(Table No :4.2.2)  

3. The satisfaction towards products price has been assumed and with has found that 

33 % samples are highly satisfied about R.D.Food products,32% samples are neutraly 

satisfied about R.D. Food products,21% samples are satisfied about R.D. Food 

products,11% samples are dissatisfied about R.D.Food products,3% samples are highly 

dissatisfied about R.D.Food products. (Table No : 4.2.3) 

4. The satisfaction towards products packaging has been assumed and with has found 

that 28 % samples are highly satisfied about product packaging of R.D.Food 

products,21% samples are neutraly satisfied about product packaging of R.D. Food 

products,35% samples are satisfied about product packaging of R.D. Food 

products,6% samples are dissatisfied about product packaging of R.D.Food 

products,10% samples are highly dissatisfied about product packaging of R.D.Food 

(Table No : 4.2.4) 

5. Particular reason behind buying spices frequently customers.43% samples buy this 

products for quality,34% samples buy this products for various varieties in spices,18% 

samples buy this products for affordable price,5% samples buy this products for 

availability of spices. (Table No : 4.2.5) 
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6. Customers buy these spices regularly then how much of quantity prefer to buy. In 

this table 42.40% customers buy these spices regularly in 1 kg quantity,14.90% 

customers buy these spices regularly in 2 kg quantity,5.90% customers buy these spices 

regularly in 5 kg quantity,16.80% customers buy these spices regularly in 500 gm 

quantity. (Table No : 4.2.6) 

7. For how many time customers buy from R.D. Foods in a 3 months,77.20% 

customers purchase 1 to 5 times,18.80% customers purchase 5 to 7 times, 3.00% 

customers purchase 8 to 10 times and 1.00% customers purchase more than 15 times. 

(Table No : 4.2.7) 

8. Customers trust the quality of R.D. Food Products then 86.10% samples opinion 

are yes and 13.90% samples opinion are no. (Table No : 4.2.8) 

9. Above table and chart show customer feedback about the price quality ,production 

,delivery service of company, 40% customer feedback about quality of product, 36% 

customer feedback about the price of product, 14% customer feedback about the 

improvement of production, 10% customer feedback about the delivery service. (Table 

No : 4.2.9) 

 
Suggestions : 

 

On the basis of our interpretation and the discussion with customers of R.D. Food, few 

suggestions are proposed to improve the customer satisfaction. They are- 

 
1. 16% respondent have to be undertaken to improve the packaging of products so as 

to increase the satisfaction in this regard. Company should focus on text ,colour 

scheme, design of packing length and width of packing . They should also use eco- 

friendly packaging. 

2. Thirty six percent customers are having the opinion of high price of the R.D. food 

products. so, Many customers are price sensitive. Company should study appropriate 

pricing strategy and successfully practical implementation of it and offer a possible 

discount and advance on the product to attract customers. 

3. Promotion is essential for develop good brand identity .Company should build 

strong brand identity advertisement through different mode would fetch more customers 

for R.D.Food products. for this I suggest that social media is an effective platform to reach 
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towards potential customer in easiest way. Take feedback on the product ,make videos on 

customer feedback and post on the social media. 

4. Organization should aware about change in preferences of customers for new products so 

maintain their uniqueness of products and quality, build trust with your customers. For that I 

suggest company should ask for feedback, create loyalty program and offer excellent customer 

service. 

Conclusion : 
 

In a competitive marketplace where businesses complete for customers, customer 

satisfaction is seen as a key differentiator and increasingly has become a key element 

of business strategy. Therefore, it is essential for businesses to effectively manage 

customer satisfaction. 

 
The study, customer satisfaction towards the R.D.Food in Satara , is an attempt to 

identify the level of satisfaction of customers regarding various parameters. The study 

identified that customers have an excellent satisfaction about physical distribution 

related parameters. The satisfaction level for product related parameters are good. 

Hence, we can conclude that balancing product quality, improve the product packaging 

and implement appropriate pricing strategy without affecting the quality would give 

the brand a competitive advantage as well as a lot of more satisfied customers. 
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APPENDIX 
 

 
 

SCHEDULE 

 

 

Name 

Age 

Gender 

 

1. Are you aware about R.D. Food? 

a. Yes 

b. No 

 
2. Do you satisfied with R.D. Food products? 

a. Highly Satisfied 

b. Satisfied 

c. Neutral 

d. Dissatisfied 

e. Highly Dissatified 

 

3. Are you satisfied with the price of products? 

a. Highly Satisfied 

b. Satisfied 

c. Neutral 

d. Dissatisfied 

e. Highly Dissatified 

 
4. Are you satisfied with company products packaging? 

a. Highly Satisfied 

b. Satisfied 

c. Neutral 

d. Dissatisfied 

e. Highly Dissatified 

 

5. you buy these spices regularly then how much of quantity you prefer to buy? 

a. 1 kg 

b. 2 kg 

c. 5 kg 

d. 500gm 
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6. For how many time you buy from R.D. Foods in a 3 months? 

a. 1 to 5 

b. 5 to 7 

c. 8 to 10 

d. More than 15 

 

7.Do you trust the quality of R.D. Food Products? 

a. Yes 

b. No 

 

8.What do you think the company should improve on ? 

a.Quality of products 
b.Price of products 

c.Production improvement 
d.Delivery service 

 

9.Which type of spices do you prefer most? 
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