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_jl ) Read the casce provided carefully and answer the questions that foflow .. ...
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@se |4 - Nutnine - leading the rural market

2) which of the following products are susceplible to most post pirchase dissonance by congeniens?
Why? How might marketers reduce post purclie dissanance Tor (hose prodocn”

) Jaguar
b) Tide deterpem

€) Cox & kings holiday package o Europe ... ..

==

) For each of the following product categonies choose a specific product. Name (1) the brand, 17) the
mufacturer, (3) the target segment, (4) the positioning sirategy.

a) Toothpaste
b Paim (5)
Explain how location may be used as a part ol i successful retail wirate, )
i) Compare the buying behavior patterns of urban and rural India ... (hy e

) Write short notes on any 2 of the following
#) Category management
b Classification of evenls

 Traditional media visa vis allemate media. ..o oeeivnseriasresioeeena b 3)



Nutnime Confectionery Company Limitzd is the flagsh- of the NUTRINE group of companies
spanning diverse products and serviges fike confz<: nery, gums. fruit bars, granites and
transportztion, ew. The wroover of the group hus 2rossed Rs.1710 crore im 1999, Shri ©
Venkatram wa Reddy, a graduste from Navonal Universim. Adyar, established Nutrine Confectioncr
Company (NCC) tn 1952 . From a small-scale unit mz-:factunng only candies in the eariv 60«
MNutrine Confectionery has grown to.be a4 multi-mazks. ziant and has been the single largest
manufacturer of confectionery and wifezs 0 India sinc: 280,

Product

svince 1985, Nutrine has diversified into other food pro2icis like gums, fruit pulp and dehydrated
fruit bars of mango, hanana. papaya. geava. pincappic. :ople. grape, 21c. being the leader in ke
mdustry for more than two decades, Nutrine has alwas s sadeavored to sausfy the wants and desires
ol customers with 18 special emphasis on quality, rangs nd eost effectiveness. It has more than 7!
varieiies of candies, toffees, lozenges. etc, Nutnanz > the only company in India produciag
dehydrared fruit bars, using an inpovatee techoology. Natnne has a well-equpped research and
development laboratory, where ¢entinuous product teso -2 and product development 1§ orgamzed.
Exhibit 1. shows the product range of nuiring.

Product Range of Mutrine

Choeolates: Chocolate Eclairs, Wild Koffy, Superstar Assontment, Nutrine Gold, Aasay, Dishum
Special, Dishuon Pincapple, Carumells, Kokanala Cookizs. Maha Lacto, Aam Ras, Milk Cream, Bon
Bon, Marvel Assortment, Gulkand, Ginger Caps. Sunsho e Fruits, Orange Candy, Lollipop, Coolers
Fruit Roll.

Bubble gums: Boomer, Big Bubhle, Big fun. Funds, Topald, Bunny Bubble Gum, Wrestler
Chewing gum: Gam Yom, OLE, Juicy frus. Center Fr=sh, Double munt, Spear mint, Brooklyn
Fruit bars—Naturo: Mango, Banana, Guava, Papayz Crape, Apple.
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Netrine -Leadng the Bural Market 9

Manufacturing

Sumne produces its confectionery with a main factory at chittoor and wih peckiap s sment at
vanous centers. Chittoor district lies in an advantageous horticulml bely where wopucal s like
kanzna, mango and papaya grow in abundance. They also get very goud craps of lime, tomaioes,
st: Vegetable and fruit processing are therefore natural developments in tas tovion aod Musine has
=een in the forefromt of these development activiies. Their cumrent research extends 1o proccsing of
peavi, pulp and banana pulp and also a host of health and dietary producis. the production capacity
of Sutrine and its major competitors 15 given o Exhibic 2.

Production Capacities

Company Capacit ;_
(in tonnes)

Nulrine 20,000}

Parle 20,040

Parrys 15,000

Ravalgon 10000
Market ;
The overall industry growth rate is 6 per cemt per annum where as organisal sector = growing at
iz rate of §-10 per cent. By next year, the present Rs. 15300 crore marker 15 likely 1o 1onch Rs.

=~ crone.

Nutrine enjoys a high market share of 34 per cent in confectionery m the organise? sector m
ltdin The strength of Mutmine lies, not only in #t5 manufactunng capabilites, i rests o a proat
gzal on its wide marketing reach. Nutrine is available throughouot the covnrey throwph o nenwik of
2 depots-cum-C&Fs more than 2210 distributors and 4 lakh retailers. Tts major compeliiors ane
llsted in Exhibit 3.

Major Competitors to Nutrine

Confecuionery Parrys, Parle, Bakemans, Ravalgon, Nesile

Chocolates Nestle, Cadbury, Campco.

Gums Wrigley, Perfettr. Gum (India) Lid, VM Confectionery
Instamt foods Orkay. Nestle. MTR,

Fruit bars Sunrays.

Nutrine has exported confectionery and mango fruit bars to Avsiralia, Bahrain, Baveladess,
Cenada, Kenya, Malaysia Mozambique, New Zealand, Nepal, Norway, Saudi Arabo, Siogapore, Sn
Linka, USA, etc. It is keenly interested in being the leader not only in conlectionery, bat alse n
vegetable and fruit processed food products, eic.



a0 Rurgl Marketing Tev 4 Cates

Tapping the Rural Market

The company night from s incepion, has a special interest in rural areas. They have been
concentrziing more in the untapped areas of rural India because of growing competition n prban
areas. Added to this, the projected market size for chocolates in rural areas is taken as 20,000~
22,000 wnnes whick was onlv 10,000 wnnes 3 years ago.

The company has found z large potential in the rural markets, especially for mts brands hke
Mahalacto. Kokanaka, Distium, and Aasay. The main competitors for Nutrine confectionery are
Parrys, Ravolgon, Kwality and 1o a large extent the unorganised sector. In this competiiive markes
the company has nearly 40 per cent of the rural market share.

Distribution
The distribution channel is depicted in Figure 1.
; ¥ .
-
Depot
-
Dealer
Sub-Dealer

Fig 1 Dsstribution Channel of Nulrine.

The depot covers aboust 2-3 districts. The sub-dealer will employ his own people to diswtbue
chocolutes in the interior places with the help of the company. If the ares consists of a populatun
of more than 25,000 then the company salesman will be travelling in these places.

The maror zreas of operation include Andhra Pradesh, Tamil Nadu, Kerala, Kamatakz and some
parts of Northern India. The growth mte in this sector is predicted at S per cent per year. All these
sctivities are coordinated and controlled by the marketing head office situated at Chennai

The Strategy

Products are made according w the familiar tastes like Coconut, Mango, Papaya Usfarmiiar and
alien flavours like strawberry, lime. etc., are not considered.

Products

The colours used in the packaging are thick, atrractive and glossy 10 capture the fancy of children.
The products zre made available in three types of packaging—twist, basket, and pillow. However,
consumer prefezence seems to be in favour of the pillow type.



M0  Rural Moréeting Texr & Cases

Tapping the Rural Market

The company right from its inception. hzs 3 special interost in rural arcas, They have been
concentrating more in the untapped areas of nal India becavns of growing competiticn m arban
areas. Added to this, the projected market size for chocolaies in rural areas is taken as 20,000
22,000 onnes which was only 10,000 wnnes 3 v2ars ago.

The company has found a2 large poteanal in the rural marles, especially for its boands [ike
Mahalacto, Kokonaka, Dishum, and Aaszy. The main compeniois (or Nutrine copfectons v ae
Parrys, Ravolgon. Kwality and 10 a large exwient the unorganised o tor, In this compettive oaker,
the company hss oearfy 40 per cent of the rural markes shoe

Distribution
The distnbution channel is depicted in Figurz |
' Factney

Sub-Diezler

Fig 1 Disfripution Channel! of Nulrine.

The depot covers abowut 2-3 diswricts. The sub-dezie: will empioy his own people 1o &otribiie
chocolates in the miczior places with the help of the company. If the ares consivis of 3 popelation
of more than 25,000 then the company salesman will be travelling wn these places

The major aress of operation include Andhrz Pradash. Tanmul Nadu, Kerala, Kumataks enl some
parts of Northern India. The growth rate in this sector is predicted al 5 per cent per year. All these
activities are coordinstad and controlled by the marketing head office situated at Chernas

The Strategy

Products are made according 1o the familiar tastzs like Cocontt, Manpo, Papava Unlamilar snd
alien flavours like strawberry. lime, etc.. are not considerad,

Products

The colours used m the packaging are thick. ammactive and glooy 1o caplure the fancy of childien
The products are made available in three rypes of pacizging t=iu, basket, and pillew. Hows o,
consumer preference scems to be in favour of the pillow ype



SeECcTion - T

ymempr all guestions. Total Marks : 30
Marks will be deducted for exceeding the word limit

| Explain how docs the brand siralegy change as one moves across a PLOC th respeet to e foblowing

e e 15
1 Brand Equity
b Brand Yalue
o Brand Image - lEr L

Brand Regall- 5
Brand |de11[i;}' - |i L
Hrand Persenalinv- 8 L
Brend Tonalits- § L
Brand Lovalyy- 20 L
[aures in parenthesis shows the cost 1o take up the activity. One can use the complete or half amonn of
e oamove mven costs The allowes expenses across the PLC is as follows:
sreduetion - 23 L, Growth - 30 L, Magrity — 25 1, Decline- 20 L. The money saved 10 oo stase canhe
—wean feownnd o thenexs sage but nol vice-versa)
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-wplain with an example

Jeanswer saoubd aor erceed 2000 words )

Fanain the difference betwes the following lerms: (any two) IR

|'|.-"|":\:& I."?nr"_'{"
= e Based & Seovick Basad Sector
Wizsketine & Sales

i m G spetdr to e s lam the shove

Thzansweranould not exceed 300 words)

O Wmte the posioning stntement Tor the following: (any one) ar
|, Car
20 mal

Nachine manufzouring company




SECTion - I

szempr all guestions, Total Marks : 30
Marks will be deducted for exceeding the word limit

| Explain. how docs the brand siratepy change as one moves across a PLOC th respect to e following

SR 8 15
L Brand Equity

b Brand Value

o Brad Imase - [EL

4 Brand Recall-

2 Brand ldentisy - 5L

Y Brond Personaliny- 8 L

Brend Tonalitv- & L

Beand Lovalty- 20 L

Slaures in parenthesis shows the cost to lake up the activity, One can use the compdete or half tmount of
g anove pvan costs The allowed expenses across the PLC 15 as follows:

__-_-~4|_m|-.:|n — 23 b, Crrowern - 30 L, Matority — 25 1, Decline- 20 L. The money saved in ooe stage canbe
—ean forwand o thenexs siage but not vice-versa)

-aplan with an example

S answer snoukd ao ,uae;'. 2k swords )

0 bapiwe the difference hetween the following lerms: (amy iwo) Ik

Paafeg BOs
= Pyisduier Based & Servics Badsd Sector
Slzrkenine & Sales

ag iy two secir o eezlam the sbove

Thzanswer should not exceed 300 words)

O W the positoming sttement Tor the fallowing: (any one) ar
. Lar
20 mah

Machine manufzouring company




