Introduction

Current Market size and growth

Ice creams are available in various forms such as cone, cups, bar (candy), party pack etc. Candy sticks account for about 25-30% of volumes, whereas cups and other novelties contribute the rest.

Frozen desserts market in India is very small and refers to oil fat (instead of milk fat) based ice creams. Besides, a wider range of frozen desserts is also made in-house and served in 5 star hotels.

The ice cream market in India is currently estimated to be 210mn liter valued at Rs 450 crores (MRP Rs9bn). The market growth during the late '80s and in the early '90s was very low at around 2-3% pa. Since the last two years, the market has been witnessing a much faster growth at around 10-12%pa. The growth rate could have been even higher but for poor infrastructure, (still) high excise duty/ sales tax etc. Excise on ice cream was increased from 13% to 16% in the 1999-2000 budget.

Market growth historically was stunted by Government policies. Till 1997, ice cream manufacture was reserved for small-scale sector. The leading players were unable to invest adequately to develop an infrastructure of cold chain for storage and distribution. Erratic supply and shortage of power in most parts of the country have been the major factors limiting growth of a cold chain. As a result, there was a dearth of good quality products in the market and also lack of adequate infrastructure to distribute the same. Cadbury had entered the market in 1992 with its Dollops brand, but was unsuccessful in building up a significant franchise and withdrew two years later. In the absence of any competition from MNCs, local players were able to build up a strong franchise in respective local areas. Some of the players built up their market through exclusive parlors. But in most cases parlor network also could not extend beyond local limits.

At the beginning of first phase of liberalization, Hindustan Lever (HLL) entered the market through frozen dessert route. Frozen desserts (which use edible oil fat instead of milk fat) were technically not reserved for small scale. Amul ice cream, manufactured by the largest milk-producing co-operative was introduced in Mumbai market in 1996, intensifying the competition. 

Removal of licensing restrictions and investment by new players in capacity and market expansion is expected to lead to rapid demand growth in the sector. A 10-12% pa volume growth can be sustained for a very long period, say 2-3 decades, due to the fact that current base of consumption is extremely small.

COMPANY PROFILE

SHAHI is an organization that was established on 31st March 94. It basically manufactures Ice Creams right from the commencement of the business. It has 6 boards of directors namely, Mr. Nirmal, Mr. Tejas, Mr. Dholakhia, Mr. Kaushal, Mr. Jignesh and Mr. Dipen. We have started this organization with a motive that we will earn fruitful returns and they were successful. Now we have been saturated in the urban market and we will have to innovate our Products or/and our Place of their Distribution.  

                                    Factory is situated at Vasai in Thane district of Maharashtra, which is 22km away from Mumbai. The factory is situated in Vasai because it saves various taxes that are levied on Ice Creams. Octroi is also levied when the product is transported in Mumbai, but when both are compared, taxes and Octroi duty, Octroi duty is much cheaper. It is a big plant in Vasai that is fully automated. All the processes relating to manufacturing are carried at the plant itself. There are many products i.e. with many flavours, sizes ands prices. Now at the present scenario in Mumbai we are saturated i.e. we have covered almost all the parts of Mumbai, Delhi, Chennai, and Kolkata. Now if we want to continue the good work we will have to innovate new products or/and places. In the Product Life-Cycle, every product has a life that ends after a period of time. So some innovation is a must. 

PRODUCT  LIFE CYCLE OF OUR COMPANY
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                                      As per the above life cycle, our products were doing well but they were at a decline stage. So as to maintain our market share and our current position in this competitive market, we decided to go for a market strategy that will be beneficial to our company.

                                       We decided that our existing products, which we have launched, only in four major cities i.e. Mumbai, Delhi, Chennai and Kolkata; to launch it in three major states i.e.Maharashtra, Goa and Karnataka. By launching this, our product will at an introductory stage in these three major states. So there will be a regular flow of funds again for our company. This we will implement by supplying it to distributors, wholesalers, and retailers and by having some of our own outlets As our existing products were at a declining stage, we decided to go for a market survey.

MARKET RESEARCH/SURVEY:

Q1)
Do you ever have ice cream?

 YES - 93%                 NO - 7%
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Q2) Which company are you acquainted with?

Kwality Walls - 39%

Vadilal – 12%

Amul – 29%
                  Pastonji – 11%             


Shahi – 9%
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Q3) How many times do you eat ice cream?

Daily – 4%                     Every two days  - 12%

Weekly  - 27%              Monthly – 37%

Above 3 months – 20%
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Q4) Which ice cream do you have?

Sundae – 27%          Cornetto – 17%          Kulfi – 10%

Feast – 20%              Chocobar – 26% 
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Q5) Which flavour do you prefer?

Chocolate – 41%                      Strawberry -  19%

Vanilla – 21%                           Butter Scotch – 19%       
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Q6) Do you like to have it for taste, fun or turn off the heat?

Fun – 23%                                Taste – 60%

Turn off heat – 17%
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Q7) Do you like to have it in cup, bowl, stick or cone?

Cup – 20%                                   Bowl – 32%

Stick – 23%                                 Cone – 25%
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Q8) Does the packing of the ice cream influence you to buy it?

 Yes – 60%                                    No – 40%
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MARKET RATING OF SHAHI ICE CREAM AT VARIOUS OUTLETS AND ICE CREAM PARLORS:-

Value for Money* 
Excellent  
Product Quality* 
Excellent  
Product package* 
Average  
Taste* 
Delicious  
Smell* 
Okay  
How loyal are you to this brand?* 
Completely  
Recommend to potential buyers:
yes  
Overall rating:* 
* * *

Description of our product:
                 After a long market survey, Research & Development, we decided to launch a new innovative ice cream that will be price sensitive and beneficial to the customers.

                         This innovative ice cream is “SUNDAE” In our survey we realized that majority of the people liked chocolate flavor, which accounted for 41% in the ice cream market.

                                  Our newly launched “SUNDAE” comprises of CHOCOLATE flavor with inclusion of CHOCO CHIPS and CHOCO SAUCE.

                                This Yummy Crispy flavor is very much liked by the children’s and even adults. It’s very tasty and fun loving for the ice cream consumers.

                           The inclusion of Crispy and Sauce makes it more delicious to eat.

WHY SHAHI ICE CREAM?

Going into business on our own in today’s highly competitive marketplace can be tricky. We cannot afford to make mistakes. Without a proven, successful concept backed by constant support, our chance of success diminishes. What you need is a system, already proven in the marketplace. 

“Shahi Ice Cream” has this system and continues to “fine-tune”. “Shahi Ice Cream” was founded in 1994 with the sole purpose of producing and selling the best ice cream and frozen yogurt in the Frozen Dessert Industry. As the popularity of ice cream and frozen yogurt continues to grow, the need for “Shahi Ice Cream” concept grows as well. “Shahi Ice Cream” has proven itself in the Mumbai marketplace by being named “The Best Ice Cream” every year since the concept was launched. “Shahi Ice Cream” firmly believes in teamwork and active employee relations, and we practice public relations and a highly visible public image as well. Above all, “Shahi Ice Cream” has an unsurpassed commitment to providing quality Frozen Desserts and service to our patrons. Customer’s choices from our menu may vary, but quality service is, and always will be, the primary consideration for a successful retail business. We provide our franchises with our unique name and a proven system of doing business.

Turn over: 

Shahi Ice Cream which commenced marketing of Ice Cream in the year March 1994 has reported a sales of Rs. 29 millions,. In 1996-1997, Rs. 57.5 millions, In 1997-1998, Rs. 72.2 millions, In 1998-1999, Rs. 75.5 millions In 1999-2000, Rs.78.3 millions, In 2002-2003, it has increased to about Rs.82 millions.                

Major players

The Indian Ice cream market is dominated by a large number of small local manufacturers and regional players. There are an estimated 150 manufacturers in the organized segment, which accounts for 40% of sales and about 2000 units in the unorganized market.

In the organized segment, the significant brands are Kwality Walls, Vadilal, Amul and Mother Dairy.

 

 

Major National Players
Brands

Hindustan Lever
Kwality Walls, Dairy Classic, Max

Vadilal International
Vadilal, Dairy Fresh

GCMMF/Other Milk Co-operatives
Amul, Mother Dairy

Maharashtra Dairy Products
Baskin Robbins
Regional Players
Brands
North
Mother Dairy, Nirula's, McDonald

Other Players: Besides the main national brands there are other premium brands, which have carved a niche for themselves in their respective regional markets. These players have mostly concentrated on the large metro cities. These players sell through their exclusive parlors. The major national players sell through franchise parlors as well as through retail stores, groceries, restaurants, hotels, roadside stalls on highways, etc.

 e.g. SHAHI ICE CREAM.

TOTAL MARKET SHARE OF ICE CREAM COMPANIES:







Targeted Area:
It was decided that we should already take full advantage of our Ice Cream marketing experience and proximity of Mumbai, Delhi, Chennai and Kolkata along with three different states Maharashtra, Goa and Karnataka.

 In this manner we will be able to establish an excellent marketing and distribution network of stockiest, retailers and effectively marketers of our product. Efforts have also been made 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. Maintaining a high quality standard is to be the hallmark, according to our marketing. 
The main reason for selecting the Metro cities is that we have large number of potential buyer to cater and also we have numerous tourist places to visit in the mentioned above state where sales of the ice cream can cope up rapidly.

Segmentation:

It refers to which category or classes of people have been targeted into consideration.

        Basically, our main center of attraction for our products will be small children’s and adults ageing from group of 18 years to age group of 58 years.

         As ice cream itself is a product where there are no restrictions as far as age limit is concerned. Even old age people can feel free to consume it

          As, in major metropolitan cities fun, taste and joy are main factors after long day of hard work, our main targeted market will be this area for ice cream.

Marketing Strategy: 
1. Developing an extensive and effective retailers network in Mumbai, Delhi, Chennai, and Kolkata along with three states of Maharasthra, Goa and Rajasthan.

2. Also developing an extensive and effective retailers network through franchise in other state of India. 
3. Appointing C & F Agent Super Distributors Wholesale Distributors and retailers on commission basis would affect sales. 
4. We keep our sale price very competitive and work out soft terms and condition for stockiest compare to other giant. 
5. Our company under direct supervision of the Dairy Technocrats Director who follows a rigid additional quality control program. 
6. 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. 
7. Where our marketing experts personal contacts with the customers were there, exchanged their views, studied the habit of the customer and distributed free Gift Coupon. Arrange ice cream eating competition for them and also special efforts be taken to convince the unsatisfied customers
8. Online order booking and Home Delivery with special discount* in selected city
    9.  Contact for Fun-N-Fair. Special events.
 

Strengths, Weaknesses, Opportunities, Threats

S.W.O.T ANALYSIS OF SHAHI

STRENGTHS:

· India’s best-known local Brand across all categories. 

· 9.11% market share in the national Ice Cream market. 

· Presence of a well-established distribution and delivery network for dairy products. 

· Penetration pricing strategy – Shahil is the price warrior in the Ice cream market and currently has a very wide range to offer for all price points.  

· Customer is most comfortable buying Ice Cream in the Value for Money segment and Shahi is well present in this segment. 

· Shahi has built up a formidable image as a brand in which generations of consumers have placed their trust. This can be used to its advantage while introduction of ice creams. 

 

WEAKNESS

· Advertising is low profile, as the results of our survey show. Majority of respondents has not heard of Shahi ice cream. Kwality Walls, on the other hand is into heavy advertising and consequently, is popular. 

· A major entry barrier Shahi faces is Kwality Walls, Amul heavy presence in the retail market in Delhi. Walls, Amul is present in 456 outlets out of a total of 610 and Shahi would have a tough time getting a foothold in the retail market. 

· Retailers now demand freezers without having to pay any deposit. This is especially true of those retailers who already stock one or the other ice cream brands. 

 

 

OPPORTUNITIES

 

· Delhi, Chennai, etc market is not restricted to monopoly outlets. There are a significant number of retailers who are currently stocking more than two brands. This is in Shahi’s favor, as earlier it had to overcome this problem in the Mumbai market. 

· There is ample scope in the low priced segment as also in other categories where consumers presently are dissatisfied with the quantity being provided. 

· Shahi has the opportunity to capture the more evolved young adults and children who are open to new products provided they meet their expectations. . 

· Distributors are dissatisfied with the margin & customer support services currently being provided in the market. This can be used to Shahi’s advantage. 

 

THREATS

 

· Shahi might face threat from the local manufacturers in the low end of the market. 

· The consumers have very well received Kwality Walls, Amul product differentiation strategy and Shahi is also pushing up its advertising pitch. 

Packaging

Ice cream consumers in India are generally children or young people. To attract these consumers our manufacturers tried hard to make the packaging attractive. Though outside attractiveness is not very important but the size of the pack and handling comfort is important.

As per our research, we innovated the packaging style by supplying the ice cream in different attractive bowls, plastic containers, etc.

 These plastic containers have the logo of the SHAHI LION KING.
PROMOTION STRATEGY
Promotion strategy is an activity by which a company can promote its product in the market. With this, a company can create an awareness of its product in the market. 

           Promotion strategy we have followed is as under:

· An introductory offer of RS120 for first week will be implemented.

· The consumer scheme of 30% Free on Purchase of one litre party pack of Sundae will be implemented.. 
· 1+1 Party Pack Scheme: 
Yet another Bumper offer was the scheme of One Litre Sundae Party Pack Free on purchase One Litre Kaju Draksh 
Mobile Vans: Mobiles Vans will be circulated in and around the cities having advertisement of our company. This van will be distributing free samples of our product around school sides, college sides, park sides, exhibitions, etc.

                    Our distributing Vans will also have our advertisement displayed on it. This helps in the promotion of our ice cream.

Hoardings: Big- big hoardings on the roadsides, along the railway sides will be displayed having our advertisement on it.

Discount Coupons: This will be given on the point of purchase to the customers. This coupon represents on collection of 100 points you get 500ml of sundae free.

Television Ads: Our product will be advertised in the slaught hours of 8.00 p.m. to 11.00 p.m.

Events: We will like to promote Sundae sponsoring through events like occasions, parties, college & school festivals, and seminars, etc.

PRICING POLICY:

Pricing is the most important factor in marketing Price is the amount of money the consumer is willing to pay for the goods sold. 

If the consumer feels his not getting his moneys worth, then either the price per unit has to be reduced or the consumer will buy a fewer number of units then he would have done otherwise.  

RUPEES

TOTAL FIXED COST                                                            75

[ADD] TOTAL VARIABLE COST                                           20

[ADD] 20% PROFIT MARGIN ON MARK-UP                       19

TOTAL COST                                                                        114

[ADD] 10% DISTRIBUTORS MARGIN                                  11.40

                                                                                               125.40

[ADD] 11.6% RETAILERS MARGIN
14.54

                                            TOTAL                                        139.94

                                           

APPROXIMATELY  - RS 140

DISTRIBUTION OF COST BREAK UP
TOTAL FIXED COST BREAK-UP
MILK                                                          12 RS

SUGAR                                                      6.5 RS

CREAM                                                      13.5 RS

STABULIZER                                             7 RS

MILK FOOD                                               9.5 RS 

CHOCOLATE –FLAVOUR                          9 RS          

CHIKKI                                                        5.5 RS

CHOCO-CHIPS                                            8 RS 

CHOCO SAUCE                                           4 RS

               TOTAL                                          75 RS

TOTAL VARIABLE COST BREAK-UP


ELECTRICITY CHARGES        4 RS

PACAKAGING                          2 RS  

ADVERTISING                          6 RS

LABOUR                                    3 RS  

WASTE                                      2 RS

TRANSPORTATION                 3 RS


                       TOTAL               20 RS

Major Competitors Price:

Kwallity Walls

SUNDAE                           500 ml               Rs

BLACK CURRENT
                                           75

CHOCOLATE                                                                   70

STRAWBERRY                                                                 65

KASER MAGIC                                                                110

CHOCO DRYFRIUT                                                         85

MOCHA ALMOND                                                          99

AMUL

                                                       600ml        Rs
CHOCO ALMOND                                                               75

KESAR BADAM                                                                  75 

                                                        SHAHI ICE –CREAM

CHO –CHIPS                                                  1lt                  Rs

                                                                                              140                                   

Global sales of ice cream

Global sales of ice cream reached 13 billion litres in 2002, an increase of 3% over the previous year. This was a significant improvement over 2001, when sales expanded by 1.8%. Growth was driven by rising levels of disposable income, which allowed consumers to purchase non-essential foods on a more frequent basis. 

Demand for ice cream is also becoming less seasonal, with the product increasingly serving as a snack throughout the year. Continued product innovation was also critical in boosting demand, underpinned by increased levels of advertising expenditure from the major international players. 

Part of a series of global packaged food reports, these issue-led studies investigate international trends, assess the performance of the key players, and predict growth opportunities.
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