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OVERVIEW OF AN ICE CREAM INDUSTRY

Introduction
The ice cream market growth picked up after de-reservation of the sector in 2002. Of the total size of Rs 19-20 billion, around 30-32% is in the hands of organized sector valued at Rs 6 billion; rest all is with the unorganized sector. Among the major players in this industry Hindustan Lever has a market share of around 45%, represented mainly by Kwality Walls brand. Amul with an estimated market share of 30% is rapidly gaining market share and lastly Vadilal is the player in the national market with 10-11% of the market share. Pastonji is estimated with the market share of 8-9%.

Production area

In rural areas, kulfis / ice creams made by small / cottage industry are popular. The market for organized sector is restricted to large metropolitan cities. In small towns and villages, there are thousands of small players who produce ice- creams / kulfis in their home backyard and cater to the local market. Almost 40% of the ice creams sold in the country are consumed in the western region with Mumbai being the main market, followed by 30% in the north and 20% in the south.

Growth promotional activities

The Indian government adopted the policy of liberalization regarding the ice cream industry also and it is since then that this sector has shown an annual growth ranging from 15- 20% per annum for last 1- 2 year. Presently in 2001- 02 it is estimated at worth of Rs19- 20 billion. This growth rate is expected to continue for another next 2- 3 years because of lower base.


Types
Indian Ice Cream market can be segmented in three different ways, namely on the basis of flavors; on the basis of stock keeping units / packaging and on the basis of consumer segments. On the basis of flavors the market today has a number of flavors like vanilla, strawberry, chocolate, mango, butterscotch a number of fruit flavors, dry fruit flavors traditional flavors like Kesar- Pista, Kaju- Draksh etc.


The market is totally dominated by Vanilla, Strawberry and chocolate, which together account for more than 70% of the market followed by butterscotch and other fruit flavors.
COMPANY’S PROFILE
Going into business on your own in today’s highly competitive marketplace can be tricky. You cannot afford to make mistakes. Without a proven, successful concept backed by constant support, your chance of success diminishes. What you need is a system, already proven in the marketplace. A system that has been fine-tuned for today’s consumer’s needs. 
“Pastonji Ice Cream” has this system and continues to “fine-tune”. S.V. Hafizi founded “Pastonji Ice Cream” in 1990 with the purpose of producing and selling the best ice cream in the Industry. As the popularity of ice cream to grow, the need for “Pastonji Ice Cream” concept grows as well. “Pastonji Ice Cream” has proven itself in the Mumbai, Pune, Nashik, Jaipur & Mehsana marketplace by being named “The Best Ice Cream” every year since the concept was launched. “Pastonji Ice Cream” firmly believes in teamwork and active employee relations, and they practice public relations and a highly visible public image as well. Above all, “Pastonji Ice Cream” has an unsurpassed commitment to providing quality Ice Cream and service to our patrons. Customer’s choices from our range may vary, but quality service is, and always will be, the primary consideration for a successful manufacturing business.

PRODUCT
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What ingredients are used in ice cream?

Ice cream’s basic composition consists of fat, milk solids nonfat, sugar, emulsifier/ stabilizer, flavorings and colour (optional). Each ingredient has its own role to play. The fat is used to stabilise the air cell structure, to impart creaminess and contribute to taste - types include double cream, butter and vegetable fat. Milk solids non-fat stabilise the air cream matrix by water binding and by emulsification and to improve melting resistance - types include proteins, lactose and minerals. Sugar acts as a bulking agent and contributes to the taste by sweetness and flavour enhancement - types include sucrose, glucose syrup and dextrose.  Emulsifiers are used to combine the oil and water phase and prevent   separating – types include mono- and di-glycerides of fatty acids. Stabilisers   control the growth of ice crystals and improve melting resistance - types include guar gum and sodium alginate.  Last, but certainly not least, flavours   re added to impart odour, taste or both. Types include natural, nature   identical and artificial. Natural flavouring is normally classified as one from the named source ie as found in nature. Nature Identical flavourings are substances identical to those found in natural substances and artificial flavourings are substances not yet identified in any natural sources. Market research has indicated that the top three ice cream flavours in the India are vanilla, strawberry and chocolate.  

Composition

· Milk Fat 13.5% to 14.5% 

· Total Solids 40% to 41% 

· Sugar 15% Approx. 

· Acidity 0.17% to 0.19% 

· Protein 3.9% to 4.1% 

Food Energy Value

Calories per 100 ml -196.7 kcal

Packaging

50 ml cup, 100 ml cup, 500 ml pack, 1 litre pack, 4 litre pack, Chocobar, Ice candies, Cones and Kulfies.

Special Features

Various varities of Ice Cream can be made from the basic mix by addition of required amount of permissible colours and flavours. Dry fruits and nuts would be used for making premium varities of Ice Cream.

Product Range
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Bouncer Ball-Vanilla
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Strawberry Hearts
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Mango Tango
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Crazy Cone
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Mini Sandwich
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Small Cup
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Large Cup
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Mini Chocobar
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One-Bar Chocobar
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Chic Choc Roll
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Classic Cassatta
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Nut Coated Pineapple Roll 
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Black Magic
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Sandwich
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Kulfi
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Swinger 
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Mini Chocobar
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Carry Home Pack


 

PLACE
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It was decided that we already take full advantage of the our Ice Cream marketing experience and proximity of Mumbai and its vicinity area in Maharashtra like Thane, Pune, Nasik, Aurangabad, Goa, Nagpur, Hyderabad, on one side and other side south Gujarat, North Gujarat, Entire Rajasthan State etc. 

In this manner we establish an excellent marketing & distribution network of stockiest, retailers and effectively market our product. Efforts have also been to contact bulk institutional buyers, Hotels caterers, Exclusive parlors, and Fast food corner in the area. With our contacts and service given to the buyers it has been easy to penetrate this segment of market.
Strategy

1. Developing an extensive and effective retailers network in Mumbai & its vicinity area. 

2. Also developing and extensive and effective retailers network through franchisee in other state of India. 
3. We also tap virgin areas for increasing sales the general distribution channel would be C&F Agent, Super Distributors, Wholesale Distributors, Retailers, Caterers in Mumbai & Exclusive Parlors. 
4. We keep our sale price very competitive and work out soft terms and condition for stockiest compare to other giant. 
5. Marketing promotional activities for sellers as well as buyers has been undertaken in all potential area like Exhibition, Fare, and Food festivals, through Railways departmental Catering services, School Colleges etc. 
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PRICING

	FINANCIAL HIGHLIGHTS (IN CRORES)

	
	
	

	Net sales
	55
	

	Less: Cost of goods sold
	-27
	

	Gross margin
	28
	

	Less: S.A.D.D
	-5
	

	Operating income 
	23
	

	Less: Interest
	-5
	

	Profit before tax 
	18
	

	Less: Tax
	-4
	

	Profit
	14
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Break Even Analysis 











































































































































































































































































































CALCULATION OF BREAK EVEN POINT (IN CRORES)

	Particulars
	Amount

	Net sales

Variable cost
	 55.00

-26.00

	Contribution Margin

Fixed Cost
	 29.00

-15.00

	Profit 
	 14.00


Formula

Profit to volume ratio = Contribution Margin     *   100
                                              Net sales




    =  29.00    * 100

                                       55.00      

                                   =  52.72%

Break even point =        Fixed Cost          .                              
                               Profit to volume Ratio  



       =    15  * 100

                                52.72



       =  28.45 crores 

Method of Pricing

Mark up pricing (Rs/litre)

Cost               = 115

Markup 30%  =  35 
Total              = 150

PROMOTION

Channels/Medium of Advertising

· Television Advertising: 

· Promotional wallpaper 

· New posters/table tents 

· Flavor boards & strips 

· Table umbrellas 

· T-shirts & aprons 

· Gift certificate program 

· Signage 

· Banners 

· Menus 

· Ad Slicks 
· Marketing Programs 

Pastonji has two critical factors for promotion:

· Establishing brand awareness.

· Providing high-quality products at reasonable prices.


The accomplishment and maintenance of these two tasks will give Pastonji a competitive advantage in the premium ice cream market.  In order to attract customers we must build our brand name through our promotional efforts.  Once the customer is in the door, we must provide our potential customers with value, otherwise they will walk out without purchasing our products.  At Pastonji, we will not stop at just providing high quality products at reasonable prices; we will provide the customer will the "ultimate ice cream experience".  To achieve this objective we hire and train employees to understand customer needs, in addition to serving them in a professional manner.

 In order to focus on our market effectively, without a major capital investment, we have decided to promote our product line through local promotional efforts. Today, the trend is moving more towards individual marketing.  This will increase our market share, help us to reach our marketing objectives, and keep our costs to a minimum.  In the future, we may consider the other alternatives, but for purposes of this marketing plan, we will focus on local marketing directed towards our target market.

PROMOTIONAL STRATEGIES

To build a successful business, Pastonji is implementing several different strategies.  Some of these include:

· Mass Marketing: change our traditional concentrated target strategy to undifferentiated. For instance, increase mass media communication programs using for instance newspapers, radio and television media channels.

Advertising through mass media will increase our brand awareness very quickly, however the cost is prohibitive.  Our target market is bombarded with countless advertisements, and we may not have the lasting impact that we want using this form of promotion.

· Local Marketing Efforts:  Marketing our products at the local level is slower than mass media promotion.  However, it does provide us the opportunity to showcase our products to each individual.   Also, our goal to provide the “ultimate ice cream experience” is best achieved by potential customers being able to observe our friendly employees performing our unique process. This form of promotion is less expensive than the mass marketing approaches.
· Penetrate:  The franchiser has set-up an alternative distribution channel by offering the franchisees the opportunity to purchase additional equipment.  This would allow the individual stores to serve ice cream at parties and special events.

NEW AGGRESSION POLICY

As ice cream sector is an ever-growing sector in India and also one of the few sectors that is least affected by recession hence it has been seen that ice cream market has many players which are providing same range of items to different set of customers. But over a period of time it has been seen that customer are bored of having the same flavor of ice cream from the last many years. 

Pastonji therefore took the initiative to pay heed to what the customer wants. The customers were moving towards the unorganized sector for their choice of flavors, so Pastonji decided to produce the flavors, which the customers wanted. So to create a revolution Pastonji created a new range of ice creams such as GLACIERS. 

Glaciers include the following varieties:


	Ice cream
	Ingredients
	Availability
	M.R.P/kg

	Rose Petal
	Boil Almond with Rose Petal
	Rolls, Family Pack, cup and con
	160

	Lady in Green
	American Flavour with Pista Coating
	Rolls and Family Pack
	185

	Pan Masala
	Ingredient Used in Pan


	Rolls, Family Pack, cup and con
	150

	Mawa Malai
	Falooda Kulfi with Kaju Pista coating
	Rolls, Family Pack, cup and con
	150

	Swiss Chocolate
	Roasted Almond with chocolate coating and fry chips
	Rolls and Family Pack
	150

	Pineapple Split
	Fresh Pineapple coated Kaju Pista and strawberry sauce
	Rolls and Family Pack
	170

	Madhur Milan
	Kesar and Anjir with Roasted Badam Bournvita coated
	Rolls, Family Pack, cup and con
	165

	Golden Merry
	Kesar Kulfi coated with Pista
	Rolls, Family Pack, cup and con
	170


As per customer Specification we have made ice cream of different flavour, taste, preferences, choices and color.

Packaging is of utmost important so we have packaged our product as per the customer convinience.we have packaged our product in different types like 1 kg family pack, 4 kg pack. We found that customers sometimes find it difficult to serve ice-cream from family packs so we have come up with 1.75 liters rolls which customer find easy to store as well as serve sliced pieces. 

If the customer wants to refresh himself at our outlets than he is given a choice between any of the three forms i.e. cup, cones and slices. This service is also provided at our franchises. We take a good care that all our flavors are available in our entire retail outlet as well as the franchises, whenever our customer needs it.  

We have customer friendly staff at our outlets qualified to duly meet our customers’ needs because we follow the policy of “CUSTOMER IS THE KING” 

Our’s is an ice cream forever and for everyone.
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SWOT ANALYSIS





STRENGTHS

Pastonji offers premium ice cream made fresh  

· Each store is not just another scoop shop. Our major competitors, including Kwality Walls and Amul, have their products shipped in from a centralized manufacturing plant, which is manufactured months ago so you can never bet on their freshness. But this not the case with Pastonji.  
· We offer superior products at a lower cost. By producing our own product, there is also a faster return on our investment.  Being the producer and seller of a product allows for a higher profit margin. While other company sub – contract their production.
· We offer Premium ice cream, which is the fastest growing segment of the ice cream industry.  This means that our products have more butterfat than ordinary ice cream.  Research has shown that when customers purchase ice cream, they want quality and flavor, and are not concerned with health factors as they were in the late 1980s and early 1990s.  For the minority of customers who are watching their caloric intake, Pastonji also offers a variety of low fat and non-fat frozen yogurt flavors.   
Variety of products.  

· In addition to our 40 base flavors of freshly made ice cream. This variety allows pastonji to satisfy each customer through personalization.  Customers can try their favorite flavors, or choose from our best-selling combinations.  Each creation is made to order in front of the customer, which also delivers an unforgettable experience with each visit.
Knowledgeable and friendly staff.  
· Pastonji recognizes that our employees are one of our most important assets.  They are the point of contact between our customers and our products.  The Pastonji process of making and serving ice cream is so streamlined that each new employee is an instant expert. 
Franchise Support.  

· Our store is part of a growing network of franchises.  This gives us a competitive advantage over small "Mom and Pop" stores by providing a wide range of experience from other franchise owners, as well as professional marketing, advertising and financial support from the franchiser.  
WEAKNESSES

Low market share and brand awareness.

· The company was a small one till 2000 because we concentrated only on local market this also resulted in lack of brand awareness. This weakness can be overcome rapidly due to the unique product and process of our operation. The total experience is completely different than anything else and customers love to talk about us with their friends.  Word of mouth advertising and our own promotional efforts, supported by the franchiser, will help us penetrate our target market quickly.
Lack of control.

· Because we a part of a franchise network, we have to follow guidelines and standards set forth by the franchiser, in exchange for being able to use the Pastonji name and the proprietary recipes.  We cannot just change the production process or the layout of our store if we feel there is a change in the marketplace demanding it.  
· Also, we must use certain suppliers for our ingredients.  Although, this is a potential problem, it is our position that being part of a franchise network has more advantages than disadvantages.  The national marketing campaigns, and centralized support will help us to achieve our marketing goals faster than if we were just an independent ice cream retailer.
OPPORTUNITIES

High growth segment of the ice cream industry.

· Premium ice creams are the fastest growing segments of the ice cream industry, making up 41.4% of the total sales of ice cream.  While sales of low-fat and non-fat varieties of ice cream have declined in recent years, super-premium and premium varieties, which are much higher in fat, have increased dramatically.  Premium sales have increased 15%.  Pastonji core product line is focused on premium ice cream to take advantage of this trend.

New Distribution Channels.  

· The franchiser of Pastonji is optimistic about the future.  With rapid expansion of their franchise network, they are currently seeking strategic alliances with distributors for future plans of offering Pastonji ice cream in supermarkets and other retail stores.  This would greatly increase our brand awareness and draw more people in our stores, thus increasing our market share as well.

THREATS

Economic Business Cycles.  

· As with most businesses, Pastonji has to be concerned with the general state of the economy.  However, historically, ice cream sales have been good in recessions as well as in prosperous economic times.  People do not spend a lot of their time thinking about the cost of an ice cream cone.  It is relatively inexpensive and very much an impulse item.

Competition.  

· The ice cream industry is a fairly competitive one.  The major competition for Pastonji is Kwality Walls and Amul.  Of course, potential customers could also purchase their ice cream from the grocery store as well.  50% of all ice cream sales occur in grocery stores and the other 50% is purchased from scoop shops.  
· Pastonji sets itself apart from the competition by offering our customers quality, variety and personalization. Pastonji allows our customers to choose from an almost limitless combination of flavors and we personalize each visit with friendly, knowledgeable, and creative employees.
Consumer Trends.  

· Currently the trend is towards high-fat, high flavor ice cream.  Consumers watch their weight with many of the foods they eat.  Ice cream is definitely the exception.  This could change in the future.  During the late 1980s and early 1990s, the preference was for low-fat and non-fat ice cream.  Pastonji offers a variety of products with varying levels of fats.  
· If demand shifts toward healthier products, Pastonji can produce a greater variety of the low-fat and non-fat products, while still maintaining our competitive advantage through our unique process of preparing and serving the product.

MENU

· OVERVIEW OF AN ICE CREAM INDUSTRY.

· COMPANY’S PROFILE.

· PRODUCT.

· PLACE.                                                                               
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· CD of Basic Marketing
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