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CLASSIFICATION OF PRODUCT

Ice cream is classified as convenience good and comes
under category of FMCG (Fast Moving Consumable

Goods)

Inexpensive products

Frequently purchased

Little effort needed to purchase them

Not much planning is needed

Easily available



NEEDS OF CUSTOMERS FULFILLED BY PRODUCT

* Buying Motives of customer
e Emotional Personal feelings (Gifts on occasion)
 Psychological feelings (Taste, Hot Summer Season)




FACTORS AFFECTING PURCHASE OF PRODUCT

Affects

Geographic Factors Locations, Cities (urban, rural, hilly areas etc)

Behavioral Factors Buying motives, usage rate, usage status

Socio-graphic Factors Cultures and reference group ( family, friend, media)




NAME OF BRANDS AND COMPANIES
RELATED TO THE PRODUCT

AMUL ICE CREAMS (AMUL INDUSTRIES LTD.)
BASKIN-ROBBINS (BASKIN-ROBBINS INCORPORATION)
KWALITY WALLS ( HINDUSTAN UNILEVER LTD.)

MOTHER DAIRY ( MOTHER DIARY LTD.)

VADILAL ICE CREAM (VADILAL INDUSTRIES LTD.)

CREAM BELL ICE CREAMS ( DEVYANI FOOD INDUSTRIES LTD.)
MAGNUM (DUTCH UNILEVER COMPANY)



PRODUCT MIX OF MARKET LEADING COMPANY

PRODUCT MIX
Products of a company are called

PRODUCT MIX.

PRODUCT LINE
Close related products are called

PRODUCT LINES.

Important:
Any company's product mix has 4 dimensions

. Width

ii. Length

iii. Depth

Iv. Consistency




DIMENSIONS OF PRODUCT MIX

Width : Number of different product lines
carries by the company.

Length : Total Number of items in the
product line.

Consistency : Closely related the various product lines.




P

PRODUCT MIX

* Four product mix dimensions (Width, Length, Depth,
Consistency) permit the company to expand its business
In four ways.

* |t can add new product lines, thus widening its product
mix.

e It can lengthen each product line. It can add more
product variants to each product and deepen its product
mix.

* Finally a company can peruse more product lines
consistency. To make these product and brand decisions,
its useful to conduct product line analysis.



FURTHER CLASSIFICATION OF PRODUCT

* Ice cream companies launch innovative ideas to attract
more and more consumers, their ideas are mostly
related to following features:

e Designing of ice creams.

e Categories like cornetto, stick ice creams, cups etc.
 Attractive packaging of ice creams.

e Sugar free ice creams.

e Focus on flavors according to demand.



ARKETING STRATEGY
(STP) (SWOT Analysis)

SEGMENT Geographic Demographic and Psychographic Segmentation
Target Group Full market coverage for FMCG product
Positioning  Create distinctive place in target market mind

STRENGTH Having high market share, excellent quality, quantity
management ,strong distribution network, product portfolio

are strengths of a particular company.
Weakness Cost of operations are very high.
Opportunity Tie High -up with food chains, restaurants, exports.
Threats Growing competitors from international markets




MARKETING STRATEGY OF(MARKETING MIX))

rketing Mix

Place For these perishable its important to have good distribution channel
Location of product salable place, easy availability, mode of transportation,
Numbers of intermedries focused to choose place for sale of product

Promotion Advertisements by electronic media or print media, promotions by
celebrity, budgets, sales promotions, personal selling , direct selling are all
promotional decisions under fourth P,




P——————

COMPANIES MARKET SHARE

AMUL ICE CREAM CREAM BELL KWALITY WALLS




ICE CREAM MARKET LEADER COMPANIES PROFILE

AMUL ICE CREAM CREAM BELL KWALITY WALLS

Industry Amul Industries Ltd. Devyani Food Hindustan Unilever
Industries Ltd. Ltd.

Headquarters Anand, Gujarat, India New Delhi, India Mumbai,
Maharashtra, India







