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Tndustry

Founded 1884l
Founder Dr. SK Burman
Headquarters Dabur Tower, Kaushambi, Sahibabad, Ghaziabad -

201010 (UP), India

Area served Worldwide

Products Dabur Amla, Dabur Chyawanprash, Vatika hair oil
& shampoo, Dabur Honey, Fem, Hajmola, Réal &
Réal Activ

Owner Burman family

Number of employees 6,434 (2014-15)13!

Website Dabur.com Celebrate Lire”s




INTRODUCTION OF MARICO COMPANY
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Industry Consumer goods, Hair Care,SkinCare @~

Founded 1987

Founder Harsh Mariwala

Headquarters Mumbai, India

Key people ROHIT JAISWAL éDIRECTOR) ,Mr.ADITYA AJIT KUMAR
SHOME,( MANAGING DIRECTOR), SAUGATA GUPTA
(MANAGING DIRECTOR & CEO)

Products PARACUITE HAIR OIL, Aftershower Cream, Starz Shampoo,

Aftershower styling gel

Number of employees 1000 (Approx.)

Website www.paracutecorp..com



INDUSTRY
Founded

Founder
Headquarters
Key people

Products

Number of employees

Website
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Mr. JAMNALAL BAJA)J
Andhari, Mumbai, India

Mr. KUSHAGRA BAJAJ (CHAIRMAN)
Mr. APOORV BAJAJ, (EXECUTIVE PRESIDENT)
Mr. SUMIT MALHOTRA (MANAGING DIRECTOR)

BAJAJ ALMOND DROPS HAIR OIL

1000 (Approx.)

www.bajajcorp.com
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= Dr Anand Burman (Chairman)
Mr. Amit Burman (Vice-chairman)

Mr. Sunil Duggal (CEO)

Ce[e brate Lrre >4

-

Mr. P. D. Narang (Group Director)

Mr. Mohit Malhotra (CEO Dabur Internati)
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> VIVEK KARVE (Vice President & Head - Corporate Finance)
> ADITYA AJIT KUMAR SHOME (Managing Director)

» SAUGATA GUPTA (Managing Director & CEO)

»> RUPALI CHOUDHARY (Independent Director)

> ROHIT JAISWAL (Director)

Varaclute
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“*Mr. KUSHAGRA BAJAJ (CHAIRMAN)

“*Mr. APOORV BAJAJ ( )
“*Mr. SUMIT MALHOTRA (MANAGING DIRECTOR)
“*Helen Shiner (Clerk Manager)

“*Lynette Nolan (Communication Manager)
“*Alicia Gardner ( Director of Support Service)




MARKETING STRTEGY OF DABUR, MARICO
AND BAJAJ CORP LTD. &




STP Strategy of DADUR, MARICO &

BAJAJ CORP LTD.
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PRODUCT MIX OF DABUR,
PARACHUTE AND BAJAJ HAIR OIL

PARACHUTE COCONUT OIL [BAJAJ ALMOND DROPS]

PARACHUTE ADVANCED (
BAJAJ BRAHMI AMLA

Vatilea Hair (il  PARACHUTE JASMINE ‘

0il P

PARACHUTE STARZ BAJAJ JASMINE HAIR OIL
Qr

Dabur Anmao

PARACHUTE THERAPIE BAJAJ AMLA SHIKAKAI }
Dabur Amla Hair




Dabur Amla is the Most Advertised Hair-0il Brand on Television

14.0 ¢
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Diabur Arnla

Parachiite Cocanit Ol
Hirnani Navratna

Dabur Vatika

Emami 3 In 1 Herbal Hair Oil
Shanti &mla

Shanti Thanda Tel

Bajaj Brahmi Amla

Dabur Hirm Sagar

Bajaj Almond Drops




1. Sales of different brands of hair oil are uniformly distributed

2. There is no significant difference among the consumers on the
factors like age, gender, and occupation etc towards their attitude
about the usage of hair oil.

3. Different factors which are important in the purchase decision
of hair oil for consumers do not differ significantly.

4. Male and Female consumers differ significantly in their
perceived importance about the different factors which help them
purchase hair oil

5. Male and Female consumers differ significantly in their
perceived importance about the different sources of information
which help them purchase hair oil



1. To analyze the consumers brand

preferences for HAIR OIL
2. To evaluate consumers attitude towards

the usage of HAIR OIL

3. To evaluate consumers perception about
the important factors pertaining to HAIR OIL
purchase decision
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