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EXECUTIVE SUMMARY 

 

As the topic on Brand Image & Brand Awareness of Nandini Milk Products 

in Bangalore which is necessary the company should know customer reviews 

and opinions about products and services offered at points of sale. This is 

done to increase sales points and to increase customer satisfaction, 

 

As a customer, gods are being treated today. Each company creates or 

produces prospects and recommendations, allowing customers to share 

feedback with other customers, satisfying their needs and expectations. And 

having large customer base, satisfaction is a kind of experience that helps us 

measure customer satisfaction. 

 

Brand image and Brand awareness help business to attract customers and 

increase the number of customers, which increased sales and competitive 

advantage 

 

I have chosen Nandini dairy products for my research. This study presents the 

Brand Image & Brand Awareness of Nandini Milk Products in Bangalore. 

The study explores the diverse efforts of Nandini dairy products to improve 

customer service, which affect attractiveness customer and customer 

satisfaction. 

 

This is a primary research and fresh data collected from customers of Nandini 

Milk Products in and around Bangalore this is collected on the basis of 

Questionnaires. 
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CHAPER:1 

 

INTRODUCTION 

The brand mindfulness and picture of a business are indispensable to its 

prosperity. As shoppers, we don't generally consider the significance of 

marking. We simply appear to float along with brand names that have gotten 

equal with our every day living. Yet, the effect of a name strengthens the 

significance of marking when we advance our business. Consider one of the 

world's most well known athletic shoe organizations, Nike. The significance of 

marking is exemplified by the way that when we hear Nike, we think games and 

"Take care of business."An extraordinary brand name and affiliation has slung 

Nike to the highest point of its industry. Alongside the above delineation, we 

could state that, to a huge degree, the foundation of a brand contributes a great 

deal to an inspirational possibility of the organization.  

In the business world today it is critical to have the option to separate your item 

from all others. Organizations need to consider how they can prevail upon the 

clients and what pictures and characteristics they need the shoppers to have their 

item or administration.  

The report manages marking and brand pictures: how to make certain pictures in 

clients' psyches. It is simple for an organization to characterize what it needs to 

resemble (brand personality) however the crucial step is to intervene similar 

qualities and vows to purchasers (brand picture).  

In customary brands estimating nature, mentalities, and information is 

needed. Recognition shows how well the brand is perceived, mentality tells if 

the brand has a positive or negative picture in the market, and information 

tells if shoppers can relate the brand to address items or business fields and 

what they think about the brand. 
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INDUSTRY PROFILE 

Journal qis qthe qcreation qand qadvertising qof qmilk, qordinarily qdairy qanimals' qmilk 

qitems. qIt incorporates qthe qinstance qof qdairy qanimals' qreproducing qtaking qcare qof qthe 

qexecutive's qitem. The qmilk qmust qbe qgathered, qprepared qinto qdairy qitems qand 

qmarkets. qEvery qone qof qthese qtasks has qbeen qimproved qby qphysiological, qhereditary, 

qwholesome, qconcoction, qmicrobiological, innovative, qprudent, qand qchecking 

qinnovative qwork. 

On qthinking qabout qthe qdairy qbusiness, qIndia qhas qcreated qand qcreated qan qenormous 

qindustry, and qaccording qto qthe qaccreditation qof qthe "Worldwide qDairy qIndustry" 

qIndia qis qthe qworld's biggest qmilk qcreation qof qpurified qmilk qand qmilk qitems. 

As qIndia qis qmostly qreliant qon qhorticulture qand qin qIndia qdairying qhas qbeen qrehearsed 

qas qa provincial qbungalow qindustry, qafter qthe qfreedom qthing qGovernment qhas qfound 

qa qway qto furnish qdairying qas qan qauxiliary qoccupation qwith qagribusiness. qAfter qthis 

qthe qIndians qdairy industry qhas qgained qfast qground qand qcountless qpresent-day qmilk 

qitem qprocessing qplants qhave been qbuilt qup 

After qfreedom, qdairy qand qcreature qfarming qhas qtaken qgenuine qsignificance. qThis 

qpart qof improvement qprograms qhave qbeen qtaken qup qby qthe qlegislature qthrough qfive-

year qplans. qThis prompted qthe qarrangement qof qNational qDairy qDevelopment qBoard 

qin 1965 qand qalong qthese lines qin 1970 qit qwas qchosen qto qbring qa q"White qRevolution" 

qall qthrough qthe qnation 

In qIndia, qdairying qhas qbeen qpolished qas qa qprovincial qbungalow qindustry qsince 

qnumerous years, qsemi-business qdairying qbegan qwith qthe qfoundation qof qmilitary 

qdairy qhomesteads qand agreeable qmilk qassociations qall qthrough qthe qnation qtowards 

qthe qfinish qof qthe qnineteenth century, qanyway qinnovation qin qshowcasing qmilk qmight 

qbe qconsidered qto qhave qinitiated qin 1965, qwith qthe qworking qof qfocal qdairy qof qAarey 

qmilk qsettlement qand qmilk qitem qinnovation qin 1965 qwith qthe qfoundation qof qAMUL 

qdairy, qAnan. 
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HISTORICAL DEVELOPMENT 

 

     Cattle, goat and sheep have kept by man for the production of milk since 

immemorial, milk butter and cheese were common food of the people in 

those days. Hindu Vedas written before 1200BC mentioned the use of butter 

as food. The Mongols in the middle ages prepared concentrated milk in the 

past and probably dairy from and used them as a time of civil war by 

Americans. Grim ode‟s British patent for producing dried milk was issued 

1855. But large production of dried milk did not being until 50 years. 

 

     Early man found that the goat and sheep produced enough milk for his 

family. Ass the need of milk increased, the cow becomes established as a 

producer of milk in large scale. By 18
th

 century, the practice of selective 

breeding was established. itas been said that cow is machine that that 

converts in to raw material (plants) into food in a surprisingly deficient 

manner. The method by which cattle are managed in order to produce milk 

can be accomplished in many ways. qMilk qmay qbe qdefined qas qthe qwhole 

fresh, qclean, qlacteal qsecretion qobtained qby qmilking qone qor qmore qhealthy 

qmulch animals (cow, buffalos).milks is the only food, which is designed by 

nature solely as a food. It is very important qfor qpregnant qfor qmothers, 

qgrowing qchildren‟s, qadolescents, adults qinvalids, qconvalescents qand qpatients 

qalike. qIn qthe 20
th

 venture the dairy industry of the world was established, but 

it faced a challenge due to growing number of Economical substitute food, 

not only vegetables base margarine but including creams ghee Dips, 

evaporated milk, ice creams and even milk. 

Phase I 

Phase qI (1970–1980) qwas qfinanced qby qthe qsale qof qskimmed qmilk qpowder qand qbutter 

qoil donated qby qthe qEuropean qUnion (then qthe qEuropean qEconomic qCommunity) 

qthrough qthe World qFood qProgram. qNDDB qplanned qthe qprogram qand qnegotiated qthe 

qdetails qof qEEC assistance. qDuring qthis qphase, qOperation qFlood qlinked 18 qof qIndia's 

qpremier qmilksheds qwith consumers qin qIndia's qmajor qmetropolitan qcities: qDelhi, 

qMumbai, qKolkata qand qChennai, establishing qmother qdairies qin qfour 
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qmetros.Operation qFlood –qI qwas qoriginally qmeant qto qbe completed qin 1975, qactually 

qspanned qthe qperiod qof qabout qnine qyears qfrom 1970–79, qat qa qtotal cost qof qRs.116 

qcrores.44 qAt qthe qstart qof qOperation qFlood-I qin 1970 qcertain qaims qwere qkept qin view 

qfor qthe qimplementation qof qthe qprograms: qImproving qthe qorganized qdairy qsector qin 

qthe metropolitan qcities qMumbai (then qBombay), qKolkata (then qCalcutta), qChennai 

(then Madras) qand qDelhi qthrough qmarketing, qincreasing qproducers' qshare qof qthe 

qmilk qmarket, qand speeding qup qdevelopment qof qdairy qanimals qin qrural qareas qto 

qincrease qboth qproduction qand procurement. 

Phase II 

Operation qFlood qPhase II (1981–1985) qincreased qthe qmilk-sheds qfrom 18 qto 136 q 

qurban markets qexpanded qthe qoutlets qfor qmilk qto 290. qBy qthe qend qof 1985, qa qself-

sustaining qsystem of 43,000 qvillage qcooperatives qwith 4,250,000 qmilk qproducers 

qwere qcovered. qDomestic qmilk powder qproduction qincreased qfrom 22,000 qtons qin 

qthe qpre-project qyear qto 140,000 qtons qby 1989, qall qof qthe qincrease qcoming qfrom 

qdairies qset qup qunder qOperation qFlood. qIn qthis qway EEC qgifts qand qthe qWorld qBank 

qloan qhelped qpromote qself-reliance. qDirect qmarketing qof qmilk by qproducers' 

qcooperatives qincreased qby qseveral qmillion qliters qa qday. 

Phase III 

Phase III (1985–1996) qenabled qdairy qcooperatives qto qexpand qand qstrengthen qthe 

infrastructure qrequired qto qprocure qand qmarket qincreasing qvolumes qof qmilk. 

qVeterinary qfirst-aid qhealth qcare qservices, qfeed qand qartificial qinsemination qservices 

qfor qcooperative qmembers were qextended, qalong qwith qintensified qmember 

qeducation. qOperation qFlood's qPhase III consolidated qIndia's qdairy qcooperative 

qmovement, qadding 30,000 qnew qdairy qcooperatives qto the 43,000 qexisting qsocieties 

qorganized qduring qPhase II. qMilk-sheds qpeaked qat 173 qin 1988-89 qwith qthe qnumbers 

qof qwomen qmembers qand qWomen's qDairy qCooperative qSocieties increasing 

qsignificantly. qPhase III qincreased qemphasis qon qresearch qand qdevelopment qin animal 

qhealth qand qanimal qnutrition. qInnovations qlike qvaccine qfor qTheileriosis, qbypassing 

protein qfeed qand qurea-molasses qmineral qblocks, qall qcontributed qto qthe qenhanced 

productivity of qmilk qproducing qanimals. 
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FEATURES 

There qwere qsome qdistinctive qfeatures qbehind qthe qsuccess qof q'Operation qFlood': 

Adopting qnew qmethods qin qthe qcase qof qcattle qin qanimal qhusbandry 

Changing qthe qcomposition qof qfeed qingredients qin qdifferent qproportions 

 

DAIRY IN INDIA 

     During 1500 qto 2000 qcentury qthe qAryans qwere qthe qfirst qto qdomesticate qcattle 

quse qfor tilling their qland qand qobtain qmilk qto qbe qconsumed qas qfood. qIt qwas qthe 

qAryans qwho qpriced the milk of qa qcow qthan qits qmeat qforbade qits qslaughter qcreated 

qlegends qabout qit qand qeven worshipped it. qHindu qeven qtoday qconsiders qcow qas 

qsacred (goddess). qMore qof qthe qtotal production qof milk qis qobtained qfrom 

qBuffaloes. 

 In qIndian, qDairy qhas qbeen qpracticed qas qa qrural qcottage qindustry qsince qthe qremote 

qpast. Semi qcommercial qdairying qstarted qwith qestablishment qof qmilitary qdairy 

qfarms qand qco-operative qmilk qunions qthroughout qthe qcountry qtowards qthe qend qof 

qthe 19
th

 qcentury 
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PRESENT STATUS: 

 NDDB qbegan qits qoperation qwith qthe qmission qof qmaking qdairying qa 

qvehicle qto qa better qfuture qfor qmillions qof qgrassroots qmilk qproducers. qThe 

qmission qachieved thrust qand qdirection qwith qthe qlaunching qof “Operation 

qfood”, qa qprogrammed extending qover 26 qyears qand qwhich qused qWorld 

qBank qloan qto qfinance qIndia‟s emergence qas qthe qworld‟s qlargest qmilk 

qproducing qnation 

 Indian qDairy qIndustry qat qpresent qhas qemerged qas qthe qlargest qmilk 

qproducer qin qthe world qwith qan qannual qproduction qof 91 qmillion qtons. 

 As qon qMarch 2006, qIndia‟s 1, 17,575 qvillage qdairy qcooperative qfederated 

qinto 170 milk qunions qand 15 qfederations qprocured qon qan qaverage 21.5  

qmillion qliters qof qmilk every day.12.4 qmillion qFarmers qare qpresently 

qmembers qof qvillage qdairy cooperative 
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COMPANY PROFILE 

INTRODUCTION TOKOMUL: 

KOMUL is unit functioning as per the direction of KMF (Karnataka 

Cooperative Milk Producers Limited) and in which it is the Union of DCS 

member of village  farmer who are main roots of the union. KOMUL is qone 

qof qthe qmember qunion qamong 13 qunions of qthe qState qBoard qand qfunctioning qat 

Middle qlevel qbetween qthe qDCS qmember qand qKMF where qthe qmilk qprocurement, 

pasteurization, qprocessing qand qmarketing qis qtaking qplace. 

CHART No. CH-1  

 

 

 

 

 

 

 

 

 

  

 

 

KARNATAKA qCOOPERATIVE qMILK qPRODUCERS’ 

qFEDERATION LIMITED (KMF) 

     Karnataka qCooperative qMilk qProducers‟ qFederation qLimited (KMF) qis qthe 

qApex qBody qin Karnataka qrepresenting qDairy qFarmers‟ qCo-operative. qIt qis qthe 

qthird qlargest qdairy qco-operative qamongst qthe qdairy qcooperative qin qthe qcountry. 

qIn qSouth qIndia qit qstands qfirst qin terms qof qprocurement qas qwell qas qscales. qOne qof 

qthe qcore qfunctions qof qthe qFederation qis marking qof qMilk qand qmill qproducts. qThe 

qBrand „NANDINI‟ qis qthe qhousehold qname qfor pure qand qFresh qmilk qand qmilk 

qproducts. 

The qfirst qever qWorld qBank qfunded qdairy qdevelopment qprogram qin qthe qcountry 

qstarted qin Karnataka qwith qthe qorganization qof qvillage qlevel qdairy qco-operative qin 

1974. qThe qAMUL pattern qof qdairy qco-operative qstarted qfunctioning qin 

MPCS or DCS 

(Village Level) 

District Milk Unions 

(District Level) 

KMF 

(State level) 
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qKarnataka qfrom 1974-75 qwith qthe financial qassistance qfrom World qBank, 

qoperation qFlood ІІ & ІІІ. qThe qdairy qco-operative were qestablished qunder qthe 

qANAND qpattern q qin qa qthree qtier qstructure qwith qvillage qlevel dairy qco-operatives 

qforming qthe qbase qlevel, qthe qdistrict qlevel qMilk qUnion qat qthe qmiddle level qto q qtake 

qcare qof qthe qprocurement, qprocessing qand qmarking qof qmilk qand qthe Karnataka 

Milk qFederation qas qCoordination qof qactivities qamong qthe qunion qand qdeveloping 

qmarket for qMilk qand qmilk qproducts qis qthe qresponsibility qof qKMF, qMarking qMilk 

qin qthe qrespective jurisdiction qis qorganized qby qthe qrespective qMilk qUnions. 

qsurplus/deficit qof qliquid qmilk among qthe qmember qMilk qUnion qis qmonitored qby 

qthe qfederation. qWhile qthe qmarking qof qall the qmilk qproducts qis qorganized qa 

qcommon qbrand qname qNANDINI 

KMF qhas 13 qMilk qUnion qthroughout qthe qstates qwhich qprocure qmilk qfrom 

qprimary qdairy cooperative qsocieties (DCS) qand qdistribute qmilk qto qthe qconsumers 

qin qvarious Towns/Cities/Rural qmarkets qin qKarnataka. 
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VISION qOF KOMUL: 

KOMUL provides technical supports to its co-operative societies & procuring 

good quality of milk DCS ,provides better price for milk producers(farmers) 

& provide good quality of milk & its product to satisfy its customers qin qorder 

qto maintain & improve qthe economical qof qthe qorganization. 

 Quality qassurance qfrom qcow qto qconsumer.  

 To qvanish qthe qscarcity qof qmilk.  

 To qfulfill qthe qobjectives qof qthe qWhite qRevolution.  

 Product qdiversity  

 Avoiding qpost qharvest qlosses.  

 To qstrengthen qthe qliving qstandards qor qrural qpeople 

 

MISSION qOF KOMUL: 

“The goodness for generations”.KOMUL wanted to grow its business for 

generations providing goods quality of milk to customers & better services. 

 Procuring qthe qraw qmilk qfrom qthe qlocal qfarmers qat qfair qprices.  

 Pasteurization and homogenizing qof qthe qprocured qraw qmilk.  

 Producing the other qmilk product. 

 Transporting qthe pasteurized milk in various quantities from processing 

plant to the urban area.  

 Supply qmilk qto qthe qconsumer qat qa qreasonable qrate.  

 Developing qgood qinfrastructure qfacility.   
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VALUES qOF KOMUL: 

 Discipline 

 Responsibility 

 Hard work 

 Honesty 

 Quality 

 Team work and 

 openness 

 

THE QUALITY POLICY 

 To qencourage qrural qto qengage qin qdairy qforming q& qproducing qmore qmilk 

q& qgood quality qof qmilk qat qleast qcost 

 To qprovide qassumed qand qremunerative qmarket qfor qthe qmilk qproducer qby 

qthe framer qmembers. 

 To qprovide qgood qquality qof qmilk q& qmilk qproducts qto qthe qpeople qof qurban q 

 To qcreate qharmonious qenvironment q qfor qthe qunion qcan qperform qat qits 

qbest, qbeing qa communication qbridge qbetween qproducts q& qconsumers. 

 To qbuiltvillages qlevel qinstitution qco-operative qsector qto qmanage qthe 

qdairy activities. 

 To qprovides qgood qquality qmilk q& qmilk qproducts qat qcompetitive qprice qat qun 

qbrand rural consumers. 

OBJECTIVES OF KOMUL: 

 To bring about revolution in the state. 

 To have regular supply of milk of better quality to the consumer at 

reasonable prices. 

 To provide remuneration price & also providing technical inputs 

service like artificial insemination, veterinary service, qsupply qof 

qcattle qfeed & qfodder development  qto qmilk qproducers. 

 To milk dairy activities to the agriculture operation there by 

qimproving qthe economic qcondition qof qthe qfarmers & qthe qweaker 

qsection qof qthe qsociety. 

 Latest to render maximum service to producer & not to maximize 

profits. 



12 
 

     With the objective the units of KMF came into existence in bellary on 

1/4/1985. in the initial stage of its functioning there was no proper milk 

packing system. The distribution of milk the consumer is done through cans. 

On  12/2/1989 there was another significant event took place in Bellary unit 

i.e., registration is made for the separate milk union in Bellary covering with 

Bellary and Raichur district with its divisional office at Bellary. But the 

actual commencement of its business as KOMUL was on 1/4/1990, but the 

dairy its was still under the control of KMF up to 31/7/1991. From 1/8/1991 

dairy came under  the control of union office KMF is operating its proceeding 

pattern as Anand Milk Union Ltd., (AMUL) pattern three stage operation. 

 

 Federation level 

 Union level 

 Co-operative level 

 

     The basic function of Bellary Dairy are procure Milk from village and to 

sell the same to consumers after pasteurization and packing. MPCS (Milk 

producers Co-operative society) plays an important role in collecting of milk. 

MPCS are located in every village district of Raichur, Bellary Koppal. 

 

 

PRODUCT PROFILE 

 

Nandini qToned: Fresh qand qPure qmilk qcontaining  

3.0% fat  

and 8.5% SNF. qAvailable qin 500ml qand 1litre qpacks.                                                             

 

 

 Nandini qHomogenized qMilk: is qpure qmilk qwhich qis  

homogenized qand qpasteurized. qConsistent qright  
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through, qit qgives qyou qmore qcups qof qtea qor qcoffee qand qis  

easily qdigestible.                             

 

 Full qCream qmilk: qContaining 6% qFat qand 9 % SNF.A 

rich, qcreamier qand qtastier qmilk, qIdeal qfor qpreparing 

home- 

 made qsweets & qsavories. 

 

 

 

 

 Cow's qpure qmilk: UHT qprocessed qbacteria qfree qin qa  

 tamper-proof qtetra-fino qpack qwhich qkeeps qthis qmilk 

fresh  

for 60 qdays qwithout qrefrigeration quntil qopened. qAvailable  

in 500ml qFino qand qin 200ml qBricks 

 

 

 Nandini qGhee: A qtaste qof qpurity. qNandini qGhee, qmade  

from qpure qbutter. qIt qis qfresh qand qpure qwith qa qdelicious  

flavor. qHygienically qmanufactured qand qpacked qin qa qspecial  

pack qto qretain qthe qgoodness qof qpure qghee. qShelf qlife qof 6 

months qat qambient qtemperatures. qAvailable qin 200ml,  

500ml, 1000ml sachets, 5lts tins and 15.0 kg tins 

 

 Nandini qCurd: made qfrom qpure qmilk. qIt's qthick qand 

delicious.  

Giving qyou qall qthe qgoodness qof qhomemade qcurds. qAvailable  

in 200gms qand 500gms qsachet. 
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 NandiniPeda: No qmatter qwhat qyou qare qcelebrating! qMade 

from qpure qmilk, qNandiniPeda qis qa qdelicious qtreat qfor qthe 

family. Store qat qroom qtemperature qapproximately 7 qdays 

Available qin 250gms qpack qcontaining 10 pieces qeach. 

 

 Nandini Gulab Jamoon Mix: Great qway qto qthose qsoft qand  

juicyjamoon qtreats qat qhome! qNandiniGulabJamoon qMix qis  

made qfrom qNandini qskimmed qmilk qpowder, qmaida, qsoji qand 

Nandini qSpecial qqGrade qGhee. qAvailable qin 100gms qand 

200gms qstandy qpouch qwith qa qfive qlayer qfoil qlamination. 

Shelf 

life qof 6 qmonths. 

 

 Nandini qspiced qButter qMilk: qis qa qrefreshing qhealth qdrink. It 

is  

made qfrom qquality qcurds qand qis qblended qwith qfresh qgreen 

chilies, qgreen qcoriander qleaves, qasafoetida qand qfresh qginger. 

Nandini qspiced qbutter qpromotes qhealth qand qeasy qdigestion.  

It qis qavailable qin 200 qml qpacks qand qis qpriced qat qmost 

competitive qrates, qso qthat qit qis qaffordable qto qall qsections qof qpeople. 

 

 Flavored qmilk: Sterilized qflavored qmilk, qa qnutritious qand 

healthy qdrink qand qan qall-season qwholesome qdrink qavailable 

in 

 five qdifferent qflavors - pineapple, qrose, qbadam, qpista. 
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 Nandini qButter: Rich, qsmooth qand qdelicious. qNandini 

  

PRICE qLIST qOF qMILK qAND qMILK qPRODUCTS. 

SL. Products’ qname Net qAmt Commission MRP 

1 Tonnedqmilk/ltr 23.40 0.60 17.00 

2 Standardqmilk/ltr 18.00 1.00 19.00 

3 Double qtonne qmilk/ltr 15.00 1.00 16.00 

4 Homogenizedqstd 

milk/ltr 

17.00 1.00 18.00 

5 Curds 18.00 2.00 20.00 

6 Butterqmilk 11.40 1.60 13.00 

7 Peda/kg 116.00 12.00 128.00 

8 200mlqGhee 186.36 18.64 205.00 

9 500 mlqGhee 180.90 18.10 199.00 

10 1000mlqGhee 177.27 17.73 195.00 

11 S.F.M/bottle 10.48 1.52 12.00 

12 Jamoonqmix/200gm 

pack 

27.83 4.17 32.00 

14 Mysoreqpack/kg 196.40 23.60 220.00 

15 Paneer 115.00 10.00 125.00 

16 Butter 500gm 151.79 18.21 170.00 
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INFRASTRUCTURAL FACILITIES 

 Facilities for the employees 

 Quarters, hospital etc. facilities and allowances are given. 

 Canteen facility is made available to the employees. 

 Promotion facilities available. 

 Permanent workers get one increment every year. 

 Factory provides 2 pair of uniforms and 1 pair of shoes every 2 year to 

the workers. 

 Bonus  is  8.33%  based  on  workers  salary. 

 Bank  facility  ( DCC )  bank 

 Compensations and medical facilities are available if any accident occurs 

COMPETITORS OF KOMUL 

     As per Business market much competitive organization competing with 

KOMUL. At present major competitors for KOMUL are 

 Aroygya 

 Dodla 

 Thirumala 

 Real Fresh 

 Milkway 

 Neelgiri 

 Ujwal. 

 Heritage, Jercy 

 Vijayakrishna 

ACHIVEMENTS: 

 They are able to produce milk from 13 taluks as which are covering 

those 4 districts and also selling the milk these taluks and towns. 

 All the DCS(I,e. registered and function)where under control of single 

admimistrative. They are following the decisions made by the head 

office. 

 92% of the DCS are able to make profits. every day they are able to 

produce 38,830 liters of milk & they were paying 32,000 to the milk 

suppliers. 
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 Under qthe program qof “national qdairy qdevelopment qboard” qto qreduce 

qthe environment pollution  & to newly smokeless to selected 

societies. 

 Union is conducting training programs to employees , union 

members, society members etc.for implementing of modern 

technology periodically with  the help of state & central government 

union are able to provide loans to the SC/ST members of co-operative 

societies for their development. 

 

SWOT ANALYSIS 

 

STRENGTHS    

1) Market qleader. 

2) Provides qexcellent qveterinary, qVaccination, qExtension qfacilities, qFeeds qand 

qFodder q q seeds qsupply qetc., qin qthe qfield, qwhich qcannot qbe qthought qoff qby qany 

qprivate qoperator. Hence qearned qlot qof qgoodwill qfrom qmember qproducers, 

qwho qpatronize qthe qUnion throughout qthe qyear. 
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3) “NANDINI” qis qa qtrusted qhousehold qbrand qname. 

4) Highly qremunerative qand qtimely qpayment qto qproducers. 

5) Economies qof qscale q– qMore qvolumes qleading qtoe-less qcost qon qeach qunit 

qsold, qwhich is qdifficult qto qmatch qby qany qone qin qthe qmarket. 

6) Union qis qin qgood qfinancial qposition, qeven qwith qleast qmargin qbetween 

qprocurement price (one qamong qthe qhighest qin qthe qcountry) qand qsale qprice 

(one qamong qthe qlowest qin the qcountry). 

Good qinstitutional qsupport qfrom qKMF, qNDDB, qNCDFI, qEtc., 

WEAKNESS 

1) Lack qof qflexibility qin qdeciding qabout qits qoperation. qNo qauthority qover 

qissues qlike pricing, qoffering qvolume qdiscounts qetc 

2) No qreplacement qpolicy, qresulting qin qsafe qindenting qby qthe qAgents.q 

3) Enterq– qUnion qcompetition qin qsame qplace. 

4) As qit qis qcooperative qundertaking qno qproper qrules qand qregulation qare 

qfollowed. 

OPPORTUNITIES 

1) KOMUL qhas qgot qBallari, qraichur qand qkoppal qmarket qwhich qcan qbe 

qextended qvery comfortably qto 1.5 qLakhs q qliters qmarket qin qabout qcouple qof 

qseasons. 

2) Because qof qlogical qlocation qKOMUL qhas qa qperennial qsupplies qof qmilk qto 

qTamil Nadu qand qKerela 

3)  At qmuch qbetter qprice qthan qany qother qmilk qunions‟ qprice qobtained qin 

qKarnataka 

4) Institutional qmarkets, qbakeries, qhotels, qEtc., qare qnot qfully qtapped qand qthese 

qcan captured qpreferably qby qdirect qmarketing. 

5) Market qmilk qshare qof qunorganized qsector qstill qremains qto qbe qtapped. 

6) Exploit qthe q“Human qFace”, qby qpositioning qin qthe qmarket qas qan qorganization 

qwith social qresponsibilities qof qserving qthe qmilk qproducer qby qpaying 

qremunerative qprice and qserving qcustomer qby qoffering qhygienic qquality 

qproduct qat qa qreasonable qprice throughout qthe qyear. qUnion qis qnot qin qthe 

qbusiness qto qmaximize qthe qprofit qas qin qthe case qof qprivate qdairies qand qis 

qacting qas qprice qstabilizing qforce qin qthe qmarket. Projecting qthese qto qthe 
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qcustomers qwill qreinforce qthe qpositive qimage qof qthe organization qin 

qcustomers‟ qminds qas qa qcaring qorganization qwhich qservice qto qthem qas its 

qmotto. 

THREATS 

1) After qliberalization, qentry qbarriers qin qthe qdairy qindustry qeased qfor qnew 

qentrants. 

2) Private qdairies qprocure qmilk qat qlowest qcost qfrom qproducers qand qsell qmilk 

qresorting qto unethical qtrade qpractices. 

3) It qis qa qmarketing qwar qin qwhich qunion qhas qto qfight qby qrules qand qother qi.e., 

qprivate dairies qdo qnot qfight qby qrules. qHence, qthere qis qno qlevel qplaying qfield 

qfor qorganization with qsocial qresponsibilities qto qcompete qwith qorganizations 

qwith qpurely qprofit motive. 

4) Some qprivate qdairies qare qselling qhomogenized qmilk, qwhich qappears qrich. 

qThe qunion cannot qhomogenize qall qits qhuge qquantity qof qmilk qbeing qsold qdue 

qto qlack qof homogenizing qcapacity qand qincrease qin qprocessing qcost. 

5) Plans qof qmajor qcompanies qlike qReliance, qITC qto qenter qinto qmilk qmarket qin 

qfuture. 

FUTURE qGROWTH qAND qPROSPECTS 

1. To qactive qmore qco-operative qsocieties. 

2. To qprocure qmore qthan 4.0 qlakhs qkilograms qof qmilk. 

3. Introduce qnew qproducts. 

4. Implementing qvision 2011 qwith qthe qhelp qof qNDDB. 

5. Complete qcomputerization qof qthe qactivities qof qthe qunion. 

6. Establishment qof qmore qBulk qMilk qCoolers. 

7. Modernization qof qmain qdairy. 

8. Extend qthe qplant qwith qthe qhelp qof qNDDB. 

9. Increasing qthe qplant qcapacity qfrom 2, 00,000 qLPD qto 5, 00,000 qLPD. 



20 
 

FINANCIAL STATEMENTS 

BALANCE SHEET AS ON 31
st
 MARCH 2017-18 AND 2018-19 

PARTICULARS 
MARCH 

2019 

MARCH 

2018 

Share of fund    

Share capital  11,63,200 9,65,766 

Reserve and surplus  3,34,40,042 2,74,33,289 

 3,46,03,242 2,83,99,055 

Secured loans 3,08,61,164 2,30,45,696 

Unsecured loans 77,15,297 55,17,408 

 3,85,76,455 2,85,63,104 

Tax liability  11,33,717 36,26,837 

Total 7,43,13,414 6,05,88,996 

Fixed assets   

Tangible 4,58,81,708 4,02,12,586 

Intangible 82,74,707 56,23,456 

Capital WIP 91,66,947 76,59,619 

Currents assets, loans and advances 60,16,279 44,77,384 

Inventories 68,93,097 49,95,667 

Sundry debtors 20,53,588 16,95,998 

Bank 9,77,638 7,99,446 

Loans& advances 25,54,625 28,8,999 

Other current assets  2,28,476 

Total 8,18,18,589 6,77,81,631 

Less: currents liabilities & provisions   

Liabilities 6,00,41,411 50,34,845 
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Provisions 15,01,034 21,57,790 

Total 7,43,13,413 6,05,88,996 

 

 

PROFIT AND LOSS ACCOUNT OF KOMUL 

PARTICULARS 2018-19 2017-18 

INCOME   

Revenue from operators 8,87,81,270 7,17,85,744 

Less :excise duty 1,88,06,374 1,45,47,484 

Revenue from operating(net) 6,99,74,896 5,72,38,260 

Other Income 84,07,486 80,47,825 

Total Revenue 7,83,81,982 6,52,86,085 

Expenditure   

Cost of materials consumed 5,22,92,105 4,20,44,606 

Change in investment of WIP (62,30,045) (2,56,8,962) 

Employee benefits expenses 57,54,124 46,71,843 

Financial costs 11,19,963 8,75,994 

Depreciation & amortization 9,12,076 7,95,345 

Other expenses 1,48,53,620 1,21,96,835 

Total expenses  6,87,01,843 5,80,12,661 

Profits before tax 96,80,139 72,73,424 

   

Current tax  13,77,013 23,41,490 

Differed tax  5,90,148 10,03,496 

PROFITS OF THE YEAR 77,12,978 39,28,438 
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CHAPTER-2 

THEORETICAL BACKGROUND AND LITERATURE 

REVIEW 

 

THEORY OF BRANDS AND BRANDING 

In qthis qchapter qtopics qsuch qas qbrand qas qa qvalue qcreator, qbrand qassociations, qbrand 

image qand brand qidentity qare qcovered, qbecause qthese qare qthe qbrand qrelated qfactors 

that qare qvital qnot only for qthe qresearch qbut qin qorder qto qcreate qa qsuccessful qbrand. 

BRANDIMAGE 

A qbrand qimage qis qhow qthe qconsumers qperceive qthe qbrand (Aaker 1996, 69). qAaker 

(1991, 109-110) qexplains qthat qbrand qimage qis qa qset qof qassociations qwhich qmight qnot 

even qreflect qthe objective qreality. 

Arnold (1998, 94) qsays qthat qbrand qimage qrefers qto qthe qway qin qwhich qcertain qgroups 

decode all qof qthe qsignals qresonating qfrom qthe qproduct qor qservice.An qonline qwriting 

(Brand qimage, qwww.asiamarketresearch.com/glossary/brand- qimage.htm) 

explains qthe qconcept qof qbrand image qas qfollows: 

Brand qimage qcan qbe qreinforced qby qbrand qcommunications qsuch qas qpackaging, 

advertising, promotion, qcustomer qservice, qword-of-mouth qand qother qaspects qof qthe 

brand qexperience. 

Brand qimages qare qusually qevoked qby qasking qconsumers qthe qfirst qwords/images qthat 

come qto their qmind qwhen qa qcertain qbrand qis qmentioned (sometimes qcalled "top qof 

mind"). qWhen responses qare qhighly qvariable, qnon-forthcoming, qor qrefer qto qnon-

image qattributes qsuch qas cost, qit qis qan qindicator qof qa qweak qbrand qimage. 

BRANDIDENTITY 

Brand qidentity qprovides qdirection, qpurpose qand qmeaning qfor qthe qbrand. qIt qis qa qset qof 

associations qjust qlike qbrand qimage. (Aaker 1996, 68.) qThe qdifference qbetween qbrand 

image and qbrand qidentity qis qthat qbrand qimage qis qformed qin qthe qminds qof 

customers/consumers qbut brand qidentity qis qassembled qby qthe qbrand qowner. qBrand 

identity qconsists qof qtwo qlayers; qcore identity qand qextended qidentity (Brand qIdentity– 

A qbrand qbuilding qconcept 2010). 

http://www.asiamarketresearch.com/glossary/brand-
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                        Brand identity layers 

Referring qto qan qonline qarticle qBrand qIdentity - A qBrand 

Building Concept (2010) qcore- and qextended qidentity qare 

explained; 

Core qidentity qrepresents qthe qtimeless qessence qof qa qbrand. qIt qis qmore qresistant qto 

changes qand time qthan qthe qextended qidentity. qCore qidentity qis qthe qreason qwhy qthe 

brand qexists qand qwhat the qbrand qstands qfor. qExtended qidentity qprovides qtexture qand 

completeness qfor qa qbrand. qIt means qthe qadditional qdetails qthat qpulls qthe qbrand 

together qand qmakes qit qcomplete. 

Aaker (1996,78) qexplains qthat qto qensure qthat qthe qbrand qidentity qhas qenough qdepth 

and particles qa qfirm qshould qconsider qits qbrand qas qa qproduct, qorganization, qperson 

and qsymbol. The qgoal qof qthese qperspectives qis qto qhelp qclarify, qenrich, qand 

differentiate qan qidentity. 
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Brand perspectives after Aaker’s definition (Aaker 1996, 79.) 

 

BRAND  AS  APRODUCT 

Brand qas qa qproduct qdeals qwith qthe qbrand qassociations qattached qto qa qproduct qor 

service. qIt qis closely qlinked qto qbrand qchoice qdecisions qand qthe qexperiences 

consumers qhave qof qits quse. qThe core qelement qis qto qrecognize qthe qproduct qcategory 

the qbrand qbelongs qto. qThe qkey qidea qis qto connect qthe qbrand qto qthe qspecific qproduct 

group qso qthat qit is the first one the consumers recall when thinking of the 

group.The attributes that qare qrelated qto qbrand qas qa qproduct qare quality, qpurpose qof 

use, qtypes qof qusers qand qthe qorigin qof qthe qproduct qor qservice. 

BRAND  AS  ANORGANIZATION 

Brand qas qan qorganization qconcentrates qless qon qthe qproduct qor qservice qitself qbut 

primarily qon attributes qof qthe qorganization. qThese qattributes (for qexample 

innovation qand qquality) qare created qby qthe qpeople, qculture, qvalues qand qprograms qof 

the qcompany qand qare qmore qresistant to qcompetitive qclaims. qThis qis qbecause qit qis easy 

to qcopy qa qproduct qand qproduct qfeatures qbut duplicating qan qorganization qwith qunique 

people, qvalues, qand qprograms qis qalmost qimpossible 
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BRAND  AS  APERSON 

Brand qas qa qperson qconsiders qthe qbrand qas qhaving qhuman qattributes qsuch qas qfun, 

active, formal or qyouthful. qA qbrand qpersonality qcan qimprove qthe qbrand qbecause qa 

consumer qcould qrelate qto it qand qexpress qtheir qown qpersonality. qIn qthe qsame qway qas 

personalities qinfluence qhuman relationships, qbrand qpersonality qcan qbe qthe qbasis qof qa 

relationship qbetween qthe qcustomer qand the qbrand. qBrand qpersonality qcan qalso 

arbitrate qcertain qimages, qfunctions qand qbenefits qof qa product qor qservice qitself qto qa 

consumer. 

BRAND  AS  ASYMBOL 

A qstrong qsymbol qmakes qit qeasier qfor qconsumers qto qrecognize qand qrecall qa qbrand. qThe 

absence of qa qsymbol qcan qbe qa qreal qdisadvantage qto qa qbrand. qA qsymbol qcan qbe qa qvisual 

imagery, metaphors qand/or qbrand qheritage qthat qrelates qto qa qbrand. qThe qsymbol qis qat 

its qstrongest qwhen it qrelates qto qsome qextra qvalue qthat qthe qbrand qprovides qif 

purchased. 

BRANDDEFINITION 

Brands qhave qbeen qaround qfor qa qvery qlong qtime qalready. qThe qearlier qdays, qpeople 

used qto mark their cattle or claypots qwith qa qburntmark.“The word brand comes 

from qold qNorse brand, meaning qto qburn.” (Keller 2008, 2.) 

Today qthe qword qbrand qhas qgained qmore qand qmore qabstract qmeanings. qA qbrand 

means qall qthe in ceptions, qassociations, qdescriptions, qideas qand qpromises qthat 

develop qin qconsumers‟ minds qabout qa qproduct qor qbusiness (Brändäys 2007-2010). 

Brand is the added value for what the consumeris ready to pay qmore,compared 

to qan ordinary, qunnamed qproduct qthat qfulfills qthe qsame qdesire (Laakso q2003,22). 

Keller (2008,2) qconcludes qAmerican qMarketing qAssociation‟s qdefinition qof qa brand 

as follows: “--- qwhenever qa qmarketer qcreates qa qnew qname, qlogo, qor qsymbol qfor qa new 

product, he qor qshe qhas qcreated qa qbrand.” 

Not qonly qphysical qproducts qcan qbe qbranded qbut qmany qother qthings; qservices, 

distributors, online qproducts qand qservices, qpeople qand qorganizations, qsport, qart qand 

entertainment, geographical qplaces qand qideas qaccording qto qKeller (2008, 10-26). 

A qstrong qbrand qcan qdeliver qfor qa qcompany qmarket qleadership, qa qstable qor 

sustainable competitive qadvantage, qinternational qreach, qa qplatform qfrom qwhich qto 
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expand qactivities qand long-term qprofit. qIt qis qa qhuge qasset qfor qcompanies, qin qbrand 

marketing qterms qit qis qequity (Arnold 1998, 1-5). 

To qemphasize qthe qimportance qof qbranding qit qis qwanted qto qrecon qthat qbrands qare 

studied qand followed qworldwide qvery qcarefully; qas qan qexample qthe qannually 

performed qinternational studies qof qthe qgreatest qbrands qin qthe qworld. qThe qlist qof qbest 

global qbrands 2010 qpublished qon Interbrand‟s qwebsite qshows qthat qUnited qStates qare 

at qthe qmoment qthe qleader qin qbranding qbut Finnish qNokia qis qnot qfar qbehind. qBelow 

are qlisted qten qglobal qbrands qin qa qsuperior qorder according qto qInterband. 

For qconsumers qbrands qare qvital qbecause qthey qprovide qthem qinformation qof qthe 

product maker qand qthus qallow qconsumers qassign qresponsibility qto qa qparticular 

manufacturer qor distributor (Keller q2008, 6). 

Brands qalso qease qthe qconsumers‟ qdecisions qof qwhich qproduct/brand qto quse. qIf qthe 

consumers can qrecognize qor qrecall qa qbrand (brand qawareness) qit qis qmore qlikely qthat 

they qwill qalso quse qa product qof qthat qcertain qbrand. “Awareness qrefers qto qthe qstrength 

of qa qbrand‟s qpresence qin qthe consumers‟ qminds.” (Aaker 1996, 10) 

Being qable qto  qidentify qa qbrand qalso qreduces qthe qrisk qof qa qproduct qbeing qsomething 

not wanted qand qit qalso qreduces qthe qsearch qcosts qand qtime. qBrands qact qas qa qpromise of 

qa qquality for qconsumers. qConsumers qoffer qtheir qloyalty qand qtrust qto qa qbrand 

possessing acertainun derstanding of how the qbrand will actand how its product 

will perform. If qthe qbrand meets these qcertain qassumptions qit qmost qprobably qleads 

toconsumers qusing qthat qsame qbrand qalso in the qfuture. qBrand qcan qbe qa qsignal qof 

quality. qBrands qcan qact qas qsymbolic qdevices, qmeaning that qthrough qbrands qpeople 

can qproject qtheir qself- qimage. q“Certain qbrands qare qassociated with qcertain qtypes qof 

people qand qthus qreflect qdifferent qvalues qor qtraits.” (Keller 2008, 6-8). 

The qadvantages qof qbrand qfor qcompanies qand qmanufacturers qare qthat qbrands qhelp qto 

organize inventory qand qaccounting qrecords. qBrands qalso qprovide qcompanies qlegal 

protection qfor features qand qaspects qof qa qproduct. qBrands qgive qconsumers qa qsignal qof 

the qquality qlevel qof qits products qand qbrands qare qpowerful qtools qto qsecure qa 

competitive qadvantage. qFor qexample qthe author qrecalls qa qstudy qwhere qCoca-Cola 

and qPepsi qwere qcompared. qWhen qpeople qwere asked qwhich qsoda qthey qpreferred, the 

majority qanswered qCoca-Cola. qHowever qafter qa tasting, qduring qwhich qthe 

participants qwere qblindfolded, qmost qof qthem qpreferred qthe qtaste qof Pepsi qand qnot 
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qCoca-Cola. qThis qindicates qthat qthe qCoca-Cola qhas qbetter qsucceeded qin branding 

itself qand qthus qgained qcompetitive qadvantage. 

Keller (2008,9) qsuggests qthat qstrong qbrands qresult qin qbetter qearnings qand qprofit 

performances. qThis qstatement qis qsupported qby qArnold (1998, 1-5). 

“Successful qbrands qcan qdeliver qsuperior qlevels qof qprofit qover qthe qlong qrun.” 

“A qstrong qbrand qcan qdeliver qfor qa qcompany qmarket qleadership, qa qstaple qor 

sustainable qcompetitive qadvantage, qinternational qreach, qa qplatform qfrom 

which qto expand qactivities, qand, qof qcourse, qlong-term qprofit.” 

“A qstrong qbrand qis qa qbig qasset qfor qcompanies qand qgenerates qprofits 

for qyears, qin brand qmarketing qterms qit qis qequity.” 

 

Forming a brand 

 

KELLER’S CBBE-MODEL 

Keller (2008) qpresents qa qCBBE- qmodel (Customer-Based qBrand Equity), 

a qfour step qprogram qto qbuild qbrands. qHe quses qa qCBBE qpyramid qto 

demonstrate qthe qfour steps qand qin qorder qto qgain qsignificant qbrand qequity 

the qtop qof qthe qpyramid qmust qbe reached. qThis qmodel qis qintroduced qto 

provide qtheoretical qtools qfor qBra management. 

The qpyramid qcontains qsix “brand qbuilding qblocks”. qThe qones qon qleft qrepresent 

more realistic brand qbuilding qwhere qas qthe qones qon qright qrepresent qemotional qbrand 
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building. According to Keller (2008, 60)” qmost qstrong qbrands qwere qbuilt qby qgoing 

up qboth qsides qof  the  pyramid.” 

 

 

 

Customer-Based Brand Equity Pyramid 

Brand qsalience qmeasures qawareness qof qthe qbrand, qhow qwell qis qthe qbrand qrecalled 

and recognized, qwhat qthings qremind qof qthe qbrand, qcan qconsumers qlink qthe qbrand 

with qthe qright name, qlogo qand qsymbol? qBrand qawareness qhelps qconsumers qto 

understand qwhich qof qtheir needs qthe qparticular qbrand qis qdesigned qto qsatisfy. qIt qalso 

helps qconsumers qto qunderstand qwhat is qthe qcategory qwhere qthe qbrand‟s qproducts qor 

services qare qcompetig qin qand qwhat qare qthe products qand qservices qthat qthe qbrand 

offers. (Keller 2008, 61.) 

“Brand qperformance qdescribes qhow qwell qthe qproduct qor qservice qmeets qcustomers‟ 

more functional qneeds” (Keller 2008, 64). qBrand qperformance qis qan qimportant qtool 

in differentiating qits‟ qproducts. qKeller (2008) qhas qlisted qfive qattributes qand qbenefits 

that support qdifferentiation qand qthus qcan qcreate qadvantage qto qa qbrand. 

 Primary qingredients qand qsupplementaryfeatures 

 Product qreliability, qdurability, qandserviceability 

 Service qeffectiveness, qefficiency, qandempathy 

 Style qanddesign 

 Price 
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Brand qImagery qdeals qwith qthe qpsychological qand qsocial qneeds qof qa qcustomer. qIt 

tells qthe customer qwhat qto qexpect. qBrand qimagery qtries qto qarbitrate qassociations, 

intangible qaspects of qa qbrand, qto qconsumers qand qthe qsuccess qof qa qbrand qrelies qon 

how qwell qconsumers qinterpret these qintentions. qThe qfour qmain qintangibles qare 

 Userprofiles 

 Purchase qand qusagesituations 

 Personality qandvalues 

 History, q 

 heritage qand qexperiences 

The qmost qimportant qbrand qjudgments qare qquality, qcredibility, qconsideration, qand 

superiority. qBrand qjudgments qare qcustomers‟ qopinions qand qperceptions qof qa qcertain 

brand which qthey qform qby qevaluating qthe qbrand‟s qperformance qand qimagery 

associations. (Keller q2008,67-68.) 

Brand qfeelings qare qthe qemotional qresponses qof qconsumers qtowards qa qbrand. qBrand 

feelings only qwork qfavorably qif qthe qconsumers‟ qposses qpositive qimages qof qa qbrand. 

(Keller 2008, 69-71.) 

Brand qresonance qis qthe “ultimate qrelationship qand qlevel qof 

identification qthat the qcustomer qhas qwith qthe qbrand” (Keller 2008, 72). 

Keller qdivides qbrand resonance qinto qfour qcategories: 

 Behavioralloyalty 

 Attitudinal qattachment 

 Sense qofcommunity 

 Active qengagement 

BRANDASSOCIATIONS 

According qto qAaker‟s qManaging qBrand qEquity (1991,109) qbrand qassociations qare 

“anything linked qin qmemory qto qa qbrand.” qBy qthis qAaker (1991) qrefers qto qfeelings, 

product characteristics, qsymbols, qlife-style, qcertain qobject qand qactivity. 

Aaker (1991,110-113) qalso qexplains qthat qassociations qcreate qvalue qto qboth qfirms qand 

customers qby qhelping qto qprocess qand qretrieve qinformation; qset qof qfacts qand 

specifications that otherwise qwould qbe qdifficult qfor qthe qcustomer qto qprocess qand 

access, qand qexpensive qfor qthe company qto qcommunicate. 
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Associations qhelp qto qseparate qone qbrand qfrom qanother qbuy qdifferentiating qthe 

product/service qand qpositioning qit. q“A qdifferentiating qassociation qcan qbe qa qkey 

competitive advantage.” qAssociations qrepresent qbases qfor qpurchase qdecisions qand 

for qbrand qloyalty. 

To qsupport qAaker‟s qthinking qArnold (1998, q12) qwrites: 

The qneed qmet qby qa qproduct qis qvital qfor qunderstanding qthe qcritical qsuccess 

factors facing a qcompany, qbut qbrand qdifferentiation qis qmore qusually qdriven qby 

positioning qto qmeet consumer qwants. qIn qparticular, qthe qintangible qor emotional 

wants qof qconsumers qare the qsource qof qloyalty qto qa qbrand. 

He qconcludes qthat qcustomer qloyalty qand qpreference qis qa qkey qto qsuccess. 

Brand qassociations qalso qgive qa qreason qto qbuy. qSome qassociations qinvolve qproduct 

attributes or qbenefits qthat qgive qa qconsumer qa qspecific qreason qto quse qthat qbrand. qThe 

associations qcan also qdeal qwith qthe qfeelings qof qcredibility qand qconfidence qin qthe 

brand. (Arnold 1991, 112.) 

Brand qassociations qcan qcreate qand qlink qpositive qfeelings qand qattitudes qto qa qbrand. 

These feelings qcan qeither qbe qcreated qduring qthe quse qexperience qbut qalso qlikable 

symbols qcan qtrigger those qfeelings qfor qexample. (Arnold 1991, 112.) 

“An qassociation qcan qprovide qthe qbasis qfor qan qextension qby, qcreating qa qsense qof qfit 

between the brand qname qand qa qnew qproduct, qor qby qproviding qa qreason qto qbuy qthe 

extension” (Aaker 1991, 113). qFavorable qassociations qof qa qbrand qlower qthe qstep qto 

try qa qnew qproduct qof qthat qsame brand 

. 
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The Value of Brand Associations according to Aaker (1991, 111.) 

LITERATURE REVIEW  

Brands qplay qa qkey qrole qin qenhancing qthe qvalue qof qproducts qand qprotecting qthe 

product qfrom being qimitated qby qcompetitors (Aaker 1991). qIn qfact, q„A qproduct qis 

something qthat qis qmade qin a qfactory; qa qbrand qis qsomething qthat qis qbought qby qa 

customer. qA qproduct qcan qbe qcopied qby qa competitor; qa qbrand qis qunique. qA qproduct 

can qbe qquickly qoutdated; qa qsuccessful qbrand qis timeless‟ (King, qcited qin qAaker 1991, 

p.1). qTherefore, qbrand qequity qis qone qof qthe qmost interesting qtopics qto qboth qacademic 

researchers qand qpractitioners (Wood 2000). qTwo qmain approaches qto qbrand qequity 

are qindicated qas qthe qfinancial qand qthe qcustomer qperspective (Myers q2003). 

Compared qto qthe qfinancial qapproach qof qbrand qequity, qcustomer qbased qbrand equity 

has qdominated qthe qliterature qon qbranding. qHowever, qcustomer-based qbrand qequity 

has qreceived qconsiderable qattention qin qthe qindividual qconsumer qcontext, qbut 

relatively qlittle in qa qbusiness qto-business qcontext. qIn qshort, qthe qdevelopment qof 

branding qtheory qfrom service rendering qbrands qwill qmake qa qsignificant qcontribution 

to qboth qbrand qmanagers qand marketing qresearchers. 

 J. Douglas McConnell(1968) q, qhas qconducted qa qresearch qstudy qtitled, q“The 

Development qof qBrand qLoyalty: qAn qExperimental qStudy”, qA qfield 

experiment qwith a qfactorial qdesign qshowed qthat qconsumers qdeveloped 

preferences qfor qthree qbrands qof a qphysically qhomogeneous qproduct(beer), 



32 
 

identical qexcept qfor qbrand qname qand price. qThe qsignificance qof qthe 

experiment qfor qmarketing qresearchers qlies qmainly qin the qrelative importance 

of qperceived qquality qas qa qdeterminant qof qbrand qloyalty. Obviously qprice qis 

only qone qcue qto qquality qin qthe qreal qworld, qand qthis qmakes perceived qquality 

more qdifficult qto qmeasure qthan qpurchases qover qtime. qNevertheless, it qis 

considered qthat qmore qcomplex qmodels qhaving qsuch qvariables qwill qprovide 

considerably qgreater qpredictive qpower qthan qthe qstochastic qmodels qbeing 

suggested. 

 Jagdish qN. qSheth (1968) q, qin qthe qpaper, “A qFactor qAnalytical qModel qof 

Brand Loyalty”, qWith qfactor qanalysis qas qa qmethod qof qestimating parameters, 

an qempirical model qof qmeasuring qbrand qloyalty qfor qindividual qconsumers 

based qon qfrequency and pattern qof qpurchases qis qpresented. qSince qwe qare 

more qaccustomed qto qprobability notions, qan qinteresting qextension qof qthis 

research qwould qbe qto qestablish qisomorphic transformation qof qbrand qloyalty 

scores qinto qprobability qmeasures. qThe qresulting probabilities qwould qthen qbe 

functions qof qboth qfrequency qand qpattern (history) qof purchases qbecause 

brand qloyalty qscores qare qthemselves qbased qon qboth qfrequency and pattern qof 

purchases. qDespite qsome qlimitations, qthe qmethod qseems qsuperior qto 

stochastic qmodels qfor qgenerating qrobust qmeasures qat qthe qindividual qlevel. 

Reviews in brand qloyalty qare qrestricted qthough qit qis qan qexhaustive qarea qto 

qexplore qcomplete reviews qand qit qmay qdeviate qfrom qthe qtitle. 

 Kevin qLane qKeller (1993), qhas qcontributed qa qpaper qin qthe qtopic, 

“Conceptualizing, Measuring, qand qManaging qCustomer-Based qBrand 

Equity”. qThe qauthor qpresents qa conceptual qmodel qof qbrand qequity qfrom qthe 

perspective qof qthe qindividual qconsumer. Customer-based qbrand qequity 

occurs qwhen qthe qconsumer qis qfamiliar qwith qthe qbrand and qholds qsome 

favorable, qstrong, qand qunique qbrand qassociations qin qmemory. qThe article 

also qexplores qsome qspecific qaspects qof qthis qconceptualization qby 

considering how qcustomer qbased qbrand qequity qis qbuilt, qmeasured, qand 

managed. qBuilding qbrand equity qrequires qcreating qa qfamiliar qbrand qname 

and qa qpositive qbrand qimage-that qis, favorable, qstrong, qand qunique qbrand 

associations. qStrategies qto qbuild qcustomer-based qbrand qequity qare discussed 

in qterms qof qboth qthe qinitial qchoice qof qthe qbrand identities (brand qname, qlogo, 

and qsymbol) qand qhow qthe qbrand qidentities qare supported qby qand qintegrated 
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into qthe qmarketing qprogram. qTwo qbasic qapproaches qto measuring qcustomer-

based qbrand qequity qare qoutlined. qThe qindirect qapproach measures qbrand 

knowledge q(brand qawareness qand qimage) qto qassess qthe qpotential sources qof 

brand qequity. qThe qdirect qapproach qmeasures qthe qeffects qof qthe qbrand 

knowledge qon qconsumer qresponse qto qelements qof qthe qmarketing qmix. qThis 

article provides qthe qbase qfor qthis qresearch qstudy 

 Chan qSu qPark qand qV. qSrinivasan (1994) q, qtheir qstudy qon “A qSurvey-

Based qMethod for qMeasuring qand qUnderstanding qBrand qEquity qand qIts 

Extendibility” qthe qauthors develop qa qnew qsurvey-based qmethod qfor 

measuring qand qunderstanding qa qbrand's equity qin qa qproduct qcategory qand 

evaluating qthe qequity qof qthe qbrand's qextension qinto a different qbut qrelated 

product qcategory. qIt quses qa qcustomer-based qdefinition qof qbrand equity qas qthe 

added qvalue qendowed qby qthe qbrand qto qthe qproduct qas qperceived qby qa 

consumer. qIt qmeasures qbrand qequity qas qthe qdifference qbetween qan 

individual consumer's qoverall qbrand qpreference qand qhis qor qher qbrand 

preference qon qthe qbasis qof objectively qmeasured qproduct qattribute qlevels. To 

understand qthe qsources qof qbrand equity, qthe qapproach qdivides qbrand qequity 

into qattribute-based qand qnon qattribute-based qcomponents. 

 Cathy qJ. qCobb-Walgren, qCynthia qA. qRuble qand qNaveen qDonthu(1995) 

in qtheir qpaper titled qBrand qEquity, qBrand qPreference, qand qPurchase qIntent, 

explores qsome qof qthe consequences qof qbrand qequity. qIn qparticular, qthe 

authors qexamine qthe qeffect qof qbrand qequity on qconsumer qpreferences qand 

purchase qintentions. qAs qa qresult qof qthe qstudy, qacross qthe qtwo categories 

hotels qand qhousehold qcleansers, qthe qbrand qwith qthe qhigher qadvertising 

budget yielded qsubstantially qhigher qlevels qof qbrand qequity. qIn qturn, qthe brand 

with qthe qhigher qequity in qeach qcategory qgenerated qsignificantly qgreater 

preferences qand qpurchase qintentions. 

 Deepak qand qAgarwal (1996), qin qtheir qresearch qstudy, q“Effect qof qBrand 

Loyalty qon Advertising qand qTrade qPromotions: qA qGame qTheoretic 

Analysis qwith qEmpirical Evidence”, qIn qthis qpaper qthe qauthors qexamined qthe 

issue qof qbalancing qmedia advertising(pull qstrategy) qand qtrade qpromotions 

(push qstrategy) qfor qmanufacturers of consumer qpackaged qgoods. qThe 

analysis qindicates qthat, qif qone qbrand qis qsufficiently stronger qthan qthe qother 
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and qif qadvertising qis qcost qeffective, qthen qthe qstronger qbrand loyalty qrequires 

less qadvertising qthan qweaker qbrand qloyalty, qbut qa qlarger qloyal segment 

requires qmore qadvertising qthan qa qsmaller qloyal qsegment. qThe qanalysis 

indicates qthat qthe qretailer qpromotes qthe qstronger qloyalty qbrand qmore qoften 

but provides qa qsmaller qprice qdiscount qfor qit qcompared qto qthe qweaker qloyalty 

brand. qIn this qsense, qthe qstronger qbrand qplays q"offensive" qby qusing qmore 

trade qpromotions, and qthe qweaker qbrand qplays q"defensive" qby qemphasizing 

advertising. qThe qresults shows qthat, qthe qretailer qpromotes qstronger qloyalty 

brands qmore qoften qbut qprovides qa smaller qprice qdiscount qon qaverage qfor 

them qcompared qto qweaker qloyalty qbrands. 

 Lauranne qBuchanan, qCarolyn qJ. qSimmons qand qBarbara qA. qBickart 

(1999) q, written qan qarticle qlabeled qas qBrand qEquity qDilution: qRetailer 

Display qand qContext Brand qEffects. qIn qthis qresearch, qthe qauthors 

demonstrate qthat qthe qretailer's qdisplay decisions qcan qnegate qthe qequity qof qan 

established qbrand. qSpecifically, qthe qresults demonstrate qthat qhigh-equity 

brand qvaluations qare qinfluenced qby qan qunfamiliar context qbrand qwhen (1) qa 

mixed qdisplay qstructure qleads qconsumers qto qbelieve qthat the context qbrand qis 

diagnostic qfor qjudging qthe qhigh-equity qbrand, (2) qthe qprecedence given qto 

one qbrand qover qanother qin qthe qdisplay qmakes qexpectations qabout qbrand 

differences qor qsimilarities qaccessible, qand (3) qthe qunfamiliar qcontext qbrand 

disconfirms qthese qexpectations. 

 TülinErdem, qJoffre qSwait, qSusan qBroniarczyk, 

DipankarChakravarti, qJean-Noël qKapferer, qMichael qKeane, qJohn 

Roberts, qJan-Benedict qE. qM. qSteenkamp and qFlorian qZettelmeyer 

(1999) q, qcontributed qa qresearch qstudy qin qthe qtitle, qBrand Equity, qConsumer 

Learning qand qChoice, qThe qobjective qof qthis qpaper qis qto qexplore the qlinks 

between qbrand qequity, qconsumer qlearning qand qconsumer qchoice qprocesses 

in qgeneral qand qconsidering qtwo qrecent qtrends qin qthe qmarket qplace: qStore 

brands qand the qInternet. qBrand qequity qhas qgenerally qbeen qdefined qas qthe 

incremental qutility qwith which qa qbrand qendows qa qproduct, qcompared qto qits 

non-branded qcounterpart. qThe study qamplified qthis qdefinition qand qproposed 

that qbrand qequity qbe qthe qincremental effect qof qthe qbrand qon qall qaspects qof qthe 

consumer's qevaluation qand qchoice qprocess. 
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 ArjunChaudhuri qand qMorris qB. qHolbrook (2001) q, qconducted qa qstudy qin 

the topic, q“The qChain qof qEffects qfrom qBrand qTrust qand qBrand qAffect qto 

Brand Performance: qThe qRole qof qBrand qLoyalty”. 

 Lampo, qSandra qScamardo (2001) qin qhis qPh.D qstudy qtitled qas q“ qAn 

exploration qof services qbranding, qexplored qthe qreasons qfor qbranding qof 

services. qHe qquoted qin qhis study qthat, qbrand qdevelopment qis qcrucial qin 

services, qand qmay qbe qeven qmore important qto qservices qthan qto qproducts. 

This qdissertation qcontributes qa qtheoretically- and qempirically-based qmodel 

of qservices qbrand qpreference qto qthe qliterature providing qacademicians qand 

brand qmanagers qa quseful qframework qfor qunderstanding the qrelationship 

between qservices qbrand qassociations, qservice qtype, qand qservices brand 

preference. qThe qresults qoutlined qthe qimportance qof qfundamental qaspects qof 

services qbranding, qwhich qgives qmore qemphasis qfor qthe qpresent qresearch. 

 James qB. qFaircloth, qLouis qM. qCapella qand qBruce qL. qAlford (2001), qin 

their research qpaper qtitled, qthe qEffect qof qBrand qAttitude qand qBrand qImage on 

Brand Equity qoperationalizes qbrand qequity qand qempirically qtests qa 

conceptual qmodel adapted qfrom qthe qwork qof qAaker (1991) qand qKeller 

(1993) qconsidering qthe qeffect qof brand qattitude qand qbrand qimage qon qbrand 

equity. qThe qresults qindicate qthat qbrand equity qcan qbe qmanipulated qat qthe 

independent qconstruct qlevel qby qproviding qspecific brand qassociations qor 

signals qto qconsumers qand qthat qthese qassociations qwill qresult qin images qand 

attitudes qthat qinfluence qbrand qequity. qThe qresults qsuggest qthat qfocusing on 

the qconstructs qthat qcreate qbrand qequity qis qmore qrelevant qto qmanagers qthan 

trying to qmeasure qit qas qan qaggregated qfinancial qperformance qoutcome 

 Steve qHoeffler qand qKevin qLane qKeller (2002), qconducted qa qresearch 

study qin qthe topic, q“Building qBrand qEquity qthrough qCorporate qSocietal 

Marketing”. qIn qthis article, qthe qauthors qdescribe qsix qmeans qby qwhich qCSM 

programs qcan qbuild qbrand equity: (1) qbuilding qbrand qawareness, (2) 

enhancing qbrand qimage, (3) qestablishing brand qcredibility, (4) qevoking 

brand qfeelings, (5) qcreating qa qsense qof qbrand community, qand (6) qeliciting 

brand qengagement. qThe qauthors qalso qaddress qthree qkey questions qrevolving 

around qhow qCSM qprograms qhave qtheir qeffects, qwhich qcause qthe firm qshould 

choose, qand qhow qCSM qprograms qshould qbe qbranded. qThe qresults identified 

through qhypothesis qare qCo qbranding qthrough qa qCSM qprogram qis 
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mostappropriate qas qa qmeans qto qcomplement qthe qbrand qimage qwith qthe 

specific associations qleveraged qfrom qthe qcause. 

 Susan qM. qBroniarczyk qand qAndrew qD. qGershoff (2003), qconducted qa 

research qin the qtopic, q“the qReciprocal qEffects qof qBrand qEquity qand qTrivial 

Attributes”. qThe authors qpresent qtwo qexperiments qthat qexamine qthe qeffect of 

brand qequity qon consumer qvaluation qof qsuch qtrivial qattributes qand qthe 

reciprocal qeffect qthat qmay qhave on qbrand qequity. qThe qresults qshow qthat qboth 

high qand qlow qequity qbrands qbenefit from offering qan qattractive qtrivial 

attribute qin qthe qabsence qof qa qdisclosure qof qits qtrue qvalue. Competing qlow 

equity qbrands qbenefit qby qsharing qthe qtrivial qattribute qwith qa qhigher equity 

brand, qwhereas qcompeting qhigh qequity qbrands qbenefit qfrom quniquely 

offering a qtrivial qattribute. 

 Peter qJ. qDanaher, qIsaac qW. qWilson qand qRobert qA. qDavis (2003) q, qin their 

paper, A qComparison qof qOnline qand qOffline qConsumer qBrand qLoyalty, qthe 

authors‟ compared qconsumer qbrand qloyalty qin qonline qand qtraditional 

shopping qenvironments for qover q100 qbrands qin q19 qgrocery qproduct 

categories. qThey qcompared qthe qobserved loyalty qwith qa qbaseline qmodel, qa 

new qsegmented qDirichlet qmodel, qwhich qhas qlatent classes qfor qbrand qchoice 

and qprovides qa qvery qaccurate qmodel qfor qpurchase qbehavior. The qresults 

show qthat qobserved qbrand qloyalty qfor qhigh qmarket qshare qbrands qbought 

online qis qsignificantly qgreater qthan qexpected, qwith qthe qreverse qresult qfor 

small qshare brands. qIn qcontrast, qin qthe qtraditional qshopping qenvironment, 

the qdifference qbetween observed qand qpredicted qbrand qloyalty qis qnot qrelated 

to qbrand qshare. 

 Woo qGon qKim qand qHong-Bumm qKim (2004) qin qtheir qstudy, qMeasuring 

Customer-based qRestaurant qBrand qEquity: qInvestigating qthe qRelationship 

between Brand qEquity qand qFirms' qPerformance qstated qthat qStrong qbrand 

equity qis significantly qcorrelated qwith qrevenues qfor qquick-service 

restaurants. 

 Girish qN. qPunj qand qClayton qL. qHillyer (2004), qconducted qa qresearch qwork 

in qthe topic, qA qCognitive qModel qof qCustomer-Based qBrand qEquity qfor 

Frequently Purchased qProducts: qConceptual qFramework qand qEmpirical 

Results qresearch. qFour cognitive qcomponents qare qlabeled qas 
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global qbrand qattitude, qstrength qof qpreference, qbrand qknowledge, qand qbrand 

heuristic. The qresults qindicate qthat qall qthe qidentified qcognitive qcomponents qare 

important determinants qof qcustomer-based qbrand qequity. qSpecifically, qthe 

brand qheuristic component qserves qas qan qimportant qmediator qin 2 q"cognitive 

chains" qthat qlink qglobal brand qattitude qto qbrand qknowledge qand qglobal qbrand 

attitude qto qstrength qof qpreference, respectively. 

 PankajAggarwal (2004) q, qin qhis qpaper qtitled, q“ qThe qEffects qof qBrand 

Relationship Norms qon qConsumer qAttitudes qand qBehavior” qquoted qthat, 

when qconsumers qform relationships qwith qbrands qthey quse qnorms qof 

interpersonal qrelationships qas qa qguide qin their qbrand qassessments. qTwo 

relationship qtypes qare qexamined: qexchange relationships qin qwhich qbenefits 

are qgiven qto qothers qto qget qsomething qback qand communal qrelationships qin 

which qbenefits qare qgiven qto qshow qconcern qfor qother‟s needs. qResults qalso 

show qthat qwhen qthe qrequest qfor qa qreturn qfavor qis qimmediate, qthe 

evaluationqof qthe qcommunal qand qexchange qparticipants qis qnot qsignificantly 

different. A qnotable qfinding qof qthe qresearch qis qthat qthe qparticipants‟ 

responses qwere qnot qlimited to qthe qspecific qaction qof qthe qbrand qbut qextended 

to qtheir qoverall qbrand qevaluations qas well. 

 Roland qT. qRust, qKatherine qN. qLemon qand qValarie qA. qZeithaml,(2004) , 

in qtheir paper qon, q“Return qon qMarketing: qUsing qCustomer qEquity qto qFocus 

Marketing Strategy”, qThe qauthors qpresent qa qunified qstrategic qframework 

that qenables competing qmarketing qstrategy qoptions. qThe qchange qin qthe 

firm's qcustomer qequity qis the qchange qin qits qcurrent qand qfuture qcustomers' 

lifetime qvalues, qsummed qacross qall customers qin qthe qindustry. qTo 

demonstrate qhow qthe qapproach qcan qbe qimplemented qin a qspecific qcorporate 

setting qand qto qshow qthe qmethods qused qto qtest qand qvalidate qthe model, qthe 

authors qillustrate qa qdetailed qapplication qof qthe qapproach qby qusing qdata from 

the qairline qindustry. qTheir qframework qenables qwhat-if qevaluation qof 

marketing return qon qinvestment, qwhich qcan qinclude qsuch qcriteria qas qreturn 

on qquality, qreturn qon advertising, qreturn qon qloyalty qprograms, qand qeven 

return qon qcorporate qcitizenship, given qa qparticular qshift qin qcustomer 

perceptions. 

 Janell qD qTownsend (2005) qin qhis qPh qD qresearch qtitled, qSources qand 

consequences of qbrand qequity qin qthe qautomotive qindustry, qfocused qto 
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understand qthe qeffect qof qfirm level qstrategic qactions qon qconsumerbased 

dimensions qof qbrand qequity, conceptualized qas qawareness, qintended loyalty, 

perceived qquality, qperceived economy, qand qimage. qThe qresults qindicate qa 

positive qeffect qof qadvertising, qas measured qby qannual qexpenditures, qon qall 

the qdimensions qof qbrand qequity, qexcept luxury qimage. qInnovativeness, qas 

defined qby qnew qproduct qintroductions, qpositively affects qall qthe qdimensions 

except qperceived qvalue. qThe qcontextual qfactors qof qregion of qorigin qand 

global qbrand qreach qhave qmixed qeffects qon qthe qconsumer-based dimensions 

of qbrand qequity. 

 JelenaJokanovic (2005) qin qher qresearch qstudy, qtitled qCorporate qBrand 

equity valuation qin qthe qFood qand qbeverage qIndustry qin qSlovenia, qAll qother 

corporate qbrands do qnot qadd qas qmuch qvalue qto qthe qoverall qcompanies‟ 

market qvalues. qThe qresults qof the qstudy qreveal qthat qthese qcompanies qare qless 

sensitive qto qconsumer qperceptions. Owners qof qthe qcorresponding qcorporate 

brands, qhave qto qkeep qin qmind qthat qthe qbrand equity qvaluation qis qcrucial qfor 

their qcompanies. qWhile qmeasures qsuch qas qprofitability ratios qmust qbe 

considered qshort qterm, qthe qvalue qof qthe qbrand qis qa qlong qterm qstrategic 

measure, qwhich qgives qindication qof qthe qfuture qpotential qof qboth qproduct qand 

company. qOne qof qthe qimplications qof qthe qstudy qstates qthat qthe qinfluence qof 

equity qof individual qcorporate qbrand qon qthe qoverall qvalue qof qthe qcompany 

differs qfrom qone company qto qanother. 

RESEARCH QGAP 

The qresearch qliteratures qreviewed qfor qthe qconduct qof qthe qstudy qwas quseful 

from qthe stage qof qobjective qand qquestionnaire qconstruction qtill qthe 

discussion qchapter. qThe past qfindings qhad qgiven qmore qemphasis qon customer 

based qbrand qequity qdimensions, its qrelationships, qinfluence qof qeach qmodel qto 

brand qresonance qand qequity. qMost qof qthe studies qwere qcarried qon qfor qsingle 

products qor qgeneral qproduct qor qservice qcategories. Hence, qpresent qstudy qis 

focused qto qknow qthe qcustomers‟ qbrand qresonance qwith regard to qthe qmilk 

brands 

. 
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CHAPTER-3 

RESEARCH DESIGN 

STATEMENT OF THE PROBLEM  

Based qon qthe qimportance qof qbrand qawareness qand qbrand qimage qto qthe qcompany‟s 

qsurviving and qcarrying qwith qthe qcuriosity qto qthe qinexistence qof qKOMUL qbusiness 

qin qkolar qwhich qis qthe big qmilk qindustry qin qkolar, qwe qmanage qto qinvestigate qto qwhat 

qextent qthe qkolar qpeoples qknow about qthe qbrand qof qKOMUL (brand qawareness) qand 

qwhat qkinds qperception qof qthe qbrand qof KOMUL qas qreflected qby qthe qbrand 

qassociation qheld qin qtarget qcustomers‟ qmemory(brand image). 

NEED QFOR QTHE QSTUDY 

Carrying qwith qthe qconception qof qbrand qawareness qand qbrand qimage qpackaged qinto 

qthe qcase of KOMUL qbrand, qwe qaim qto qinvestigate qthe qdegree qof qKOMUL qbrand 

qawareness qamong qthe kolar qpeoples qmind (brand qawareness) qand qthe qperceptions qof 

qKOMUL qbrand (brand image). 

OBJECTIVES qOF qTHE qSTUDY: 

 To qstudy qthe importance qof consumer preference for branded products 

based on income.  

 To find out how brand influences in consumer decision making.  

 To find out the impact of price on purchase decision.  

SCOPE OF THE STUDY  

This project helps in finding out qthe qeffect qof qbrand qimage qon qconsumer 

preference. qThe study focuses on various factors such as price, packaging of the 

product, customer satisfaction, and good will of the company, quality, customer 

service and brand name which affect the customer preference for the branded 

product and their purchasing decision. 
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METHODOLOGY  

TYPE OF RESEARCH  

Descriptive, applied and conclusive research analysis based on correlation 

research approach and cross-sectional research analysis will be used for 

analyzing and interpreting the data.  

SOURCES OF DATA  

This qstudy qwill qbe qbased qon qboth qprimary qand qsecondary qdata. qPrimary qdata 

will qbe qcollected qfrom qthe qfield qthrough qsurvey qand qsecondary qdata qwill qbe 

collected qfrom qbooks, qjournals, qand qwebsite.  

DATA COLLECTION  

This includes a cross-section survey to collect data from customers. 

INSTRUMENT  

Well-structured and designed questionnaire was prepared by the researcher to 

collect data from the selected samples.  

SAMPLING qMETHOD  

Simple qrandom qsampling qmethod qwas qused qto qcollect qthe qdata.  

SAMPLE SIZE  

Data was qcollected from a sample size of 100 peoples from different age group 

for the purpose of study and analysis.  

PLAN OF THE ANALYSIS  

Statistical qPackage qfor qthe qSocial qScience (SPSS) qwas qused qfor qconducting 

various tests such as Frequency analysis, cross Table analysis, parametric test 

for data qanalysis qand qinterpretation. 

HYPOTHESIS  

Null: There qis qno qsignificant qdifference qbetween qconsumer preference for 

branded products according to income.  
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Alternative: There is significant difference between consumer preference for 

branded products according to income. 

LIMITATIONS 

 The sample size is limited to 100 members; hence the result of the study 

cannot be taken as universal.  

 Findings qof qthe qsurvey qare qbased qon qthe qassumption qthat qthe 

respondents qhave qgiven qcorrect qinformation.  

 Since qthe qrespondents qhad qto qfill qthe qquestionnaire qwhile qbusy qwith 

their qhectic qschedule, qmany qpeople qwere qreluctant qto qanswer.  

 The study was conducted only in Kolar area and therefore, several other 

potential samples outside the city were neglected.  
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CHAPTER-4 

Table 4.1 qShow qthat qage qof qthe qrespondents 

No. of qRespondents Frequency Percentage 

18-20 20 20 

20-30 45 45 

30-40 30 30 

45-above 5 5 

 

Graph 4.1 Age of the respondents 

 

Interpretation: 

From the above table  20% of respondents falls in the age of 18-20, 45% of 

respondents‟ falls in the age of 20-30, 30% of respondent‟s falls in the age of 

30-40 and 5% of respondent‟s falls in the age of 45 above.        
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Table 4.2 qshows qthe qoccupation qof qthe qrespondents  

Occupation No. qof qRespondents Percentage 

Students 20 20 

Working Employees 35 35 

Farmers 40 40 

Others 5 5 

 

Graph 4.2: The occupation of the respondents 

 

Interpretation:  

  From qthe qabove qtable 20% qof qthe qrespondents qare qstudents, 

35% of the respondents are working employees, 40% of the respondents are 

farmers and 5% of the respondents are others. 
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Table 4.3 shows the price sensitive customers 

No. of Respondents Frequency Percentage 

 Yes  70 70 

No 10 10 

Situation based 20 20 

 

Graph 4.3: Price sensitive customers 

 

Interpretation: 

 From qthe qabove qtable 70% qof qthe qrespondents qare qprice 

sensitive customers, 10% of the respondents are not price sensitive customers 

and 20% of the respondents are price sensitive customers at situation based.  
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Table 4.4 shows the loyal customer for the product you buy. 

Products No. of Respondents Percentage 

Yes 50 50 

Never 10 10 

Only quality products 40 40 

 

Graph 4.4: The loyal customer for the product you buy. 

 

Interpretation: 

 From qthe qabove qtable 50% qof qthe qrespondents qare qloyal 

customers for the product, 10% of the respondents are not loyal customers for 

the product and 40% of the respondents are loyal customers for the quality 

product  
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Table 4.5 Shows that you use the product are easily available. 

Easy Availability No. of Respondents Percentage 

Yes 70 70 

Mostly 20 20 

No 10 10 

 

Graph 4.5: You use the product that is easily available. 

 

Interpretation: 

 From qthe qabove qtable qit qis qanalyzed that 70% qof qthe 

respondents quse qthe qproducts that are easily available, 20% of qthe qrespondents 

they qmostly use the products that are easily available and 10% of the 

respondents are not using the products that are easily available. 
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Table 4.6 Shows that Brand ambassadors influence your buying decisions? 

Brand ambassadors No. of Respondents Percentage 

Yes 20 20 

No 60 60 

Some times 20 20 

 

Graph 4.6:Brand ambassadors influence your buying decisions. 

 

Interpretation:  

  From qthe qabove qtable 20% qof qthe qrespondents qinfluence qthe 

brand ambassadors in buying decisions, 60% of the respondents are not 

influence the brand ambassadors in buying decisions and 20% of the 

respondents sometimes may influence the brand ambassadors in buying 

decisions. 
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Table 4.7 Shows that have faith in brands? 

Faith in Brands No. of Respondents Percentage 

 Yes  80 80 

No 20 20 

 

Graph 4.7: Have faith in brands. 

 

Interpretation:  

  From qthe qabove qtable 80% qof qthe qrespondents qhave qfaith in 

brands and 20% of the respondents are not faith in brands. 
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Table 4.8 shows the quality of KOMUL. 

Quality No. of Respondents Percentage 

Excellent 45 45 

Good 130 130 

Average 120 120 

Poor 15 15 

 

Graph 4.8: The quality of KOMUL. 

 

Interpretation: 

 From qthe qabove qtable 45% qof qthe qrespondents qmarked qthe 

quality of KOMULare excellent, 30% of the respondents marked the quality of 

KOMULare good, 20% are marked as average and 5% are marked as poor. 
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Table 4.9 Shows that the experience with KOMUL? 

Experience No. of Respondents Percentage 

Good 45 45 

Worse 10 10 

Average 20 20 

Excellent 25 25 

 

Graph 4.9: The experience with KOMUL. 

 

Interpretation: 

 From qthe qabove qtable  45% qof qthe qrespondents qshared qhis 

experience like good, 10% of the respondents shared his experience like 

worse,20% of the respondents shared his experience like average and 25% of the 

respondents shared his experience like excellent. 
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Table 4.10 shows the overall opinion after sales service delivered by dealer. 

After sales service No. of Respondents Percentage 

Excellent 20 20 

Good 35 35 

Average 35 35 

Poor 10 10 

Graph 4.10: The overall opinion after sales service delivered by dealer. 

 

Interpretation: 

  From qthe qabove qtable 20% qof qthe qrespondents qare qsaid their 

opinion after sales service deliver by the dealer is excellent, 35% of the 

respondents are said their opinion after sales service deliver by the dealer is 

good, 35% of the respondents are said their opinion after sales service deliver by 

the dealer is average and 10% of the respondents are said their opinion after 

sales service deliver by the dealer is poor. 
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Table 4.11 shows the medium of communication that influences Brand 

Preference. 

Medium of 

communication 

No. of Respondents Percentage 

Print Media 15 15 

Electronic Media 25 25 

Word of Mouth 40 40 

Sales promotion 20 20 

Graph 4.11: The medium of communication that influences Brand Preference. 

 

Interpretation: 

  From qthe qabove qtable 15% qof qthe qrespondents qare qcame qto 

think qabout the brand through print media, 25% through electronic media, 

40%through word of mouth and 20% through sales promotion. 
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Table 4.12 shows the trust level of KOMUL. 

Trust Level No. of Respondents Percentage 

Very High 35 35 

High 30 30 

Average 20 20 

Low 15 15 

 

Graph 4.12: The trust level of KOMUL. 

 

Interpretation: 

  From qthe qabove qtable 35% qof qthe qrespondents qtrust qin qKOMUL 

is very high, 30% of the respondents are trust in KOMUL is high, 20% of the 

respondents are trust in KOMUL is average and 15% of the respondents are trust 

in KOMUL is low. 
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Table 4.13 shows the percentage of satisfaction towards some significant 

attributes. 

Significant attributes No. of Respondents Percentage 

Comport 25 25 

Safety 30 30 

Availability 5 5 

Product price 40 40 

 

Graph 4.13: The percentage of satisfaction towards some significant attributes. 

 

Interpretation: 

  From qthe qabove qtable qit qis qanalyzed qthat 25% qof the 

respondents satisfied with the comport, 30% with the safety, 5% with the 

availability and 40% with the product quality. 
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Table 4.14 shows the overall satisfaction towards KOMUL of the 

respondents. 

Satisfaction No. qof qRespondents Percentage 

Highly qsatisfied 125 125 

Satisfied 135 135 

Neutral 30 30 

Dissatisfied 10 10 

Graph 4.14: The overall satisfaction towards KOMUL of the respondents. 

 

Interpretation: 

  From qthe qabove qtable 10% qof qthe qrespondents qare qdissatisfied 

with the overall performance of KOMUL, 30% of the respondents are neutral 

with the overall performance of KOMUL, 35% of the respondents are satisfied 

with the overall performance of KOMUL and 25% of the respondents are highly 

satisfied with the overall performance of KOMUL. 
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CHAPER:5 

Findings: 

1. 50% have loyal customers because of its service and availability, 

which is easily accessible. 

2. Since the majority of respondents are farmers that leads 70% of 

respondents to become price sensitive customers. 

3. The majority 80% of respondents are having faith in brands. 

4. Since 80% of the customers are fulfilled with the after sales service 

delivered by dealer. 

5. The majority 70% of respondents are came to known about the brand 

through word of mouth and electronic media. 

6. Since the majority, 60% of the respondents trust level is very high 

because of its quality, service, and price and for its brand. 

7. The product is easily available, so the majority 70% of the 

respondents chooses this brand.  

8. The majority 60% of the respondents have satisfied towards the 

KOMUL. 

9. The majority 50% of the respondents are satisfied with the cost of the 

KOMUL. 
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Suggestions: 

1. The study revealed that the Brand Preference for KOMUL among 

customers in Kolar is high among farmers and working 

employees are the maximum of current KOMUL customers are 

showing the Brand Loyalty. 

2. The study revealed that the major factors which influence the 

preference for KOMUL Brand. However, the study shows that 

the cost of KOMUL is reasonable and the respondents are 

satisfied.  

3. The majority 30% of the respondents are not satisfied after sales 

service delivered by the dealer. In addition, they have to 

concentrate on this aspect. 
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CONCLUSION: 

This study helps to me a lot and I have gained knowledge and some new 

experience while doing the project in the field research survey. In addition, I met 

large number of peoples with different behavior and perception. From this 

project, it is concluded that the Brand Image of KOMUL among customers is 

higher in Kolar. Towards KOMUL people trusted so much because of preferable 

Brand in terms quality, availability and price. So, not only for initial buying but 

also to ensure the future buying. It is advisable to implement the suggestions to 

retain the customers. 

  The most of the customers are the famers and the working empolyees. 

The students and other customers are not preferred. 
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ANNEXURE 

 

1.Age of respondents 

a. 15-20 ( )b.20-25( ) c.25-30( ) d.30-35( ) 

 

2.  Gender of respondents 

 a.  Male( ) b. Female ( ) 

 

3 .  Which Nandini pduct do you prefer the most? 

Pede( ) b. Ice Cream( ) c.Other( ) 

 

4 .How do yu know about Nandini Piducts? 

a. Advertisement ( )  b. Word of mouth( ) c. Friend neighbor ( ) 

 

5.Advertisement given by Nandini is sufficient? 

a. Yes( ) b. No( ) 

 

6. How do you feel about the Advertisement of Nandini when compared to other 

brand? 

a.Very satisfied Satisfied ( ) b.satisfied ( ) c. Average(  ) d. Port ( ) 

 

7. Are you aware of the mobile van services provided by Nandini 

a.Yes( ) b. No( ) 

 

8.Place of purchasing Nandini milk products 

a.Door delivery( ) b. Milk pastor( ) c. Bakery ( )  d. Provision store ( )  
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9.Factors influencing to buy Nandini milk products? 

a.Quality( ) b. Price( ) c. Serviced( ) d.Beando( ) 

 

10. Which of the Nandini products you use? 

a. Ghee( ) 

b. khova ( ) 

c.  paneer 

       d. Lassi flavored drinks( ) 

 

11. How do you feel Design of Nandini Milk packaging? 

a. Attractive( ) b. non-attractive( ) 

 

12. Do you agree that NANDINI Products are best than other Milk brand 

product? 

a.  Yes( ) 

b.  No( ) 

  

13. According to you, which of the following parameter is important while 

purchasing Ghee ? 

a.  Brand( ) 

b.Prices( ) 

c.Quality ( ) 

d. Small( ) 

e.Fat content( ) 

 

14. Are you satisfied with the quality of Khova by which brand? 

a. Nandini ( ) b. Amule( ) c. Sudha ( ) 
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                                       ACTIVITY CHART  

                                                                                                               

 

 

                                                                                SHASHANK.K.A 

                                                                                    1CR18MBA44  

SL. 

NO 

Activity 

 

Activity Details Duration 

1 Activity 

1 

 

 Understanding Structure, Culture and 

functions of the organization/identification 

of business problem from the Industry 

from the literature study 

Week-1 

06-01-2020  To 13-01-2020 

2 Activity 

2 

 

 Discussion with the guide for finalization 

of research design and instrument and 

presenting the same to the guide. 

Week-2 

14-01-2020 To 21-01-2020 

3 Activity 

3 

Collection of data, editing of the collected 

data, coding. 

tabulating and presenting to the guide for 

suggestions for analysis. 

Week-3 

22-01-2020 To 28-01-2020 

4 Activity 

4 

Analysis and finalization of report and 

making presentation to the guide 

Week-4 

29-01-2020 To 08-02-2020 

5 Activity 

5 

Submission of the final Report to the 

University before one week of the 

commencement of theory examination 

Week-5 

10-02-2020 To 15-02-2020 
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