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                        CHAPTER ONE

INTRODUCTION

INTRODUCTION
In the current challenging macro economic environment, few FMCG are seeing down trading by consumers. However, as majority of products of Marico are items of daily consumption, the pressure may not be as severe. Also, a failure of monsoon may play a spoil sport. Discretionary spending in services like Kaya may witness some slowdown. The margin outlook for most FMCG companies have improved for the better, the benefits of which are expected to be deployed in building existing brands and in establishing new ones as outlined by Marico. Marico reported a healthy top line growth 16.8% on consolidated basis to Rs 696.7 crores. The growth was led by strong expansion in volumes which witnessed a growth of 14% and 3% price led growth. This is in sharp contrast to the trend witnessed few quarters back where the value growth outpaced the volume growth which was mainly led by price increase. The strong performance during the quarter is mainly led by roust growth in international business and margin expansion due to lower input costs. PAT grew by 26.7% YoYo to Rs 58.6 crores. Excluding one time exceptional item on account of divestment of Sundari, the PAT would have grown by 37 % YoYo. Fastest Growing FMCG company in Bangladesh Marico Bangladesh Limited (MBL) holds a leadership position in the FMCG space. MBL is the subsidiary of Marico Limited, India (Marico). MBL's Products in Pure Coconut oil, Hair care and Skin Care reach out to more than 450,000,outlets in Bangladesh,  MBL generated a turnover of about Tk. 2650 Million (about USD 38.4 Million) during 2007-08. MBL markets well-known brands such as Parachute, Aromatic, Camelia, Hair Code and Beliphool to name a few, most of which enjoy leadership 

positions (No. 1 in coconut oil segment), with significant market shares in respective categories. Ranked 6th most trusted brand out 849 brands across 

the category by Bangladesh Brand Forum in 2008, Parachute holds 73% market share in coconut hair oil. One in every three Bangladeshi is a MBL consumer, while over 9.25 Million consumer packs from Marico reach to consumers every month.  Marico Bangladesh Limited (MBL) has tripled its turnover in 3 years, and achieved what very few FMCG companies would have been able to pull off-37.71% compounded annual growth over past 8 years. How did they achieve this? By looking beyond the traditional FMCG space and seeking focused avenues for growth. Transforming consumers from non-branded to branded coconut oil offering purity. From a small player to a 3rd largest FMCG multinational company. Focus not just on organic growth but also in-organic growth. At the same time, our  flagship brand ‘Parachute’ continued to grow year on year, providing a firm foundation for our growth .While Parachute has been successful in growing the market leading with 72% market share, becoming 6th best brand out of 849 brands country wide among local &MNC brands. Our large investment in brand building, 360 degree approach in marketing and expansion in distribution too has contributed rapid growth. Today Marico Bangladesh Limited has emerged as the fastest growing vestment in brand building, 360 degree approach in marketing and expansion in distribution too has contributed FMCG Company. Our approach to the market with uncommon sense has helped us challenge the norm to push the boundaries of our existing businesses and set up new ones. Over the past 17 years, Marico has been continually improvising, building new brands. It has created new 

categories and dominated markets with new products., Our large shares close to a 100%. Having moved up from products to services, Marico has now taken its brands to 24 countries worldwide, building a powerful 

franchise of 13 crore loyal consumers. Investments in brand building have enabled these brands to occupy the top positions in their respective categories, all the while allowing new brands to be continually developed. During this period, Marico has progressed from being a largely industrial enterprise to a more consumer-focused entity, creating enduring value for its consumers through a wide range of solutions  products and services. Today, Marico’s turnover largely comes from brands across products and services in the area of Beauty and Wellness. At Marico, we have a working atmosphere that is always open and experimentative from our inception. The existence of an open environment fosters the exchange of ideas and views across the organization, facilitating the flow of information. Members do not see the need to wait for a forum to express their opinions. Members have space for diversity of opinions and points of views, not with standing the person’s position in the company. Marico holds a leadership position in the Indian FMCG space. Marico's Products and Services in Hair care, Skin Care and Healthy Foods reach out to more than 20 countries in the Middle East, Asian sub-continent, Australia and USA. The company generated a turnover of about Rs. 19.1 billion (about USD 477 Million) during 2007-08 Marico markets well-known brand Saffola, Kaya, Sundari and Fiancee to name few, most of which enjoy leadership positions  with significant market shares in respective categories. Marico is present in the Skin Care Solutions segment through Kaya Skin Clinics (65 clinics in India and The Middle East) and  Weight Management segment through Kaya Life (3 clinics in India).
Marico is a branded player in Beauty and Wellness solutions. The company's key management strategies are built around differentiation and a way of thinking called 'Uncommon Sense'. 
Company Background
Marico Limited, a public company head quartered in Mumbai, India, was incorporated in  1988.It manufactures and sells consumer products such as hair care products, skin care products, food products, etc., in both domestic and international markets. It operate under three business lines -Consumer Products, Aesthetics Services and Global Ayurvedics. The company manufactures consumer products under brands such as Parachute, Sweekar Saffola, Revive, Sil Jam, Mealmaker, Silknshine, Shanti and  Mediker. Marico's subsidiary, Kaya Skin Care Limited, offers aesthetics  services and products such as enhancement services, problem solution services, anti-aging services, skin lightening products, soothing gels, revitalising tonics, skin repair complexes, etc. The company's joint venture with Sundari specialises in Ayurvedic skin care products. Marico has seven production units in India, one each in Goa, Kanjikode, Pondicherry, Daman, Jalgaon, Saswad and Dehradun. It also has one consumer products manufacturing unit in Mouchak, Bangladesh.The company's international offices are situated in Dubai (U.A.E.), Kathmandu (Nepal), Dhaka (Bangladesh) and Los Angeles (US). Kaya Skin Care Limited has 42 clinics across 14 cities in India and 3 clinics in the Raeford the financial year ending 31 March 2006 (FY06), Marico Limited reported consolidated revenues of US$ 250 million. Over the last five years, the company's revenues and profits have grown at a CAGR of 13 per cent and 15 per cent ,respectively. It has40nearly 1,300 employees worldwide. In September 2006, Marico was rated among the top 10 Indian marketers by Business. 

Marico Limited in Arab Countries

Marico ventured into the Arab market five years back through its premier brand -Parachute. The company offers a wide range of Parachute oils and creams in these markets. Parachute Coconut Hair Creams, one of the most successful products of the company in the Gulf region, include the Parachute Extra Nourishment Coconut Hair Cream, Parachute Extra Moisturizing Coconut Hair Cream, Parachute Intensive Care Coconut Hair Cream and Parachute Anti Dandruff Coconut Hair Cream. To further strengthen its presence in the Middle East. Marico Limited incorporated Marico. Middle East FZE as its subsidiary in November 2005. Marico Middle East FZE incorporated Kaya Middle East FZE as its subsidiary in December 2005. Marico also acquired the Ready Group's hair care brand, Fiancée, in Egypt for further expansion in the Arab world.

Marico Limited in the UAE

Marico launched Parachute Coconut Hair Cream sin the Gulf around five years back. It has captured over 22 per cent of the UAE market. In 2005, Marico established a company, Marico Middle East FZE, to expand its business in the UAE. Marico Middle East FZE has set up its subsidiary - Kaya Middle East FZE. Kaya Skin Centers are located in Dubai (Jumeirah and Karama) and Abu Dhabi.

Marico in Other Arabian Countries

In September 2006, Marico acquired the Fiancée brand from the Ready Group, Egypt, to enter the Egyptian hair care market. Marico also has a presence in the Gulf market through its offices in KSA, Oman, Qatar, Bahrain, Kuwait,Yemen, Lebanon and Sudan.

Meeting Regional Preferences and Targeting

Untapped Customer Segment
Being a more developed economy, the Middle East imitates the west; hence, when Marico entered the market, hair creams were preferred for hair nourishment an protection. as they promised the goodness of hair oils without their stickiness. Hence hair creams became a point of focus for Marico in the Middle East even though it was a completely new format for the organization as such. Brylcreem, the market leader in the hair cream segment at that point of time, catered predominantly to the male audience. Marico went ahead and launched hair creams targeting women -a bold step. Marico pursued this initiative as it spotted a significant opportunity, which had not been adequately tapped earlier by any other company. The entire marketing strategy was targeted towards the female audience. The product was an instant hit, and the company saw its sales graph moving up month-on-month, making hair creams the highest revenue generating brand in the Middle East for Marico.

Creating Brand Recognition - Celebrity Campaign

Marico followed a strategy based on a thorough consumer understanding - their dreams, their aspirations and their role models .As a part of this strategy, it decided to have a brand ambassador who could provide the brand with both credibility and a strong association.  However, the company was very cautious in choosing its brand.

Launching New Products

Marico has introduced several new products in the last year to increase its market share. These products include Sparsh baby oil ,Therapies herbal oil, Sun-n-Shine  conditioner, Parachute non-sticky hair cream, Parachute jasmine soap, etc. By focusing on the introduction of products and concentrating on R&D to develop new products, the company expects to increase its revenue and market share in India and overseas.

Company Vision
“To be the market leader”.
Company Mission
The vision will be achieved by-
• Marico's business model is based on focused growth across all its brands and territories driven by continuously improving value propositions to consumers.
• Market expansion and widening of retail reach
• Marico aims to be the leader in each of the businesses; by heightened sensitivity to consumer needs, setting new standards in the delivery and quality of products and services through processes of continuous learning and improvement. They want to improve the quality of people's lives in several parts of the world, through branded fast moving consumer products and services in Personal and Health Care sectors. They shall offer brands that enhance the appeal and nourishment of hair and skin through distinctive products and services based on the goodness of coconut.
Mission, Vision, Objectives & Strategies of Marico
Objectives of Marico Bangladesh limited
Marico Bangladesh Limited other natural substances and the underlying science of hair care and skin care. They shall make available brands that contribute to healthy living through, both products drawn from agriculture offered in natural or processed forms, and services. They shall develop, in parts of the world beyond the Indian Subcontinent, a franchise for our branded products and services. They shall aim to be a leader in each of our businesses through heightened sensitivity to consumer needs, setting up of new standard sin the delivery and quality of products and services and processes of continuous learning and improvement. They shall share our prosperity amongst members, share holders and associates, who contribute in improving our equity and market value. We shall acquire the stature of a friendly corporate citizen, contributing to the betterment of neighborhood communities, where we are significantly present.
Company profile
Marico's business model is based on focused growth across all its brands and territories driven by continuously improving value propositions to consumers, market expansion and widening of retailer each. Marico aims to be the leader in each of the businesses; by heightened sensitivity to consumer needs, setting new standards in the delivery and quality of products and services through processes of continuous learning and improvement. The model ensures that Marico.
Marico Bangladesh Limited is present in unique / ethnic Indian Product or Services categories where typical MNCs would not be strong. Therefore, Marico does not  unlike many other Indian FMCG Companies, get caught in MNC cross fires. .Marico is a professionally managed Company that has built for itself a stimulating work culture that empowers people, promotes team building and encourages new ideas. This has, over the years, enabled Marico to grow its stature as one of the few successful Indian FMCG Companies. National HRD Network awarded the National Award for out standing work in HRD Marico in 1994 as also the award for Top Performing Global Growth Company from India at the World Economic Forum in 1997. Marico aims to be the leader in each of the businesses by heightened sensitivity to consumer needs, setting new standards in the delivery and quality of products and services through processes of continuous learning and improvement. The products of Marico Bangladesh limited can be characterized as:
•Parachute (coconut oil)
•Aromatic Gold 

•Camellia Beauty soap
•Parachute 

METHEDOLOGY OF THE STUDY
For my study purpose I have to collect information from both primary and secondary sources For collecting the primary data firstly, I personally discussed with different officials of different Marico on the basis of the Questionnaire Secondly, data were collected from executives, managers etc. Of  Marico Bangladesh. Thirdly, a participative discussion were conducted with Mr. Aziz Ahamed, ceo. Of Marico Bangladesh. from which I have collected information about the company and the industry.

· Reports

· Articles

· Bulletin etc

By surveying the Marico I came to know about this sector. Their position in the industry their target groups, existing problems and prospect of this sector. I also surveyed some ongoing projects of the markets to know about the consumer side. I have visited marico Bangladesh  (Ltd ) to know about the current situation of this sector. The Research Approach The study approach is to collect the qualitative data and the following three approaches were used:                                      

1.Discussion

1. Personal Interview and 

2. The observation method

      While collecting the primary data the instant response were found and it was possible to observe the real situation.

Research Instrument Questionnaires are used to collect the primary data from the Marico BD  Ltd.

                                       LIMITATION

IN preparing this report we face some problems such as:

*Lack of  proper element to acquire data.

*Lack of accurate information.

*Lack of electricity.

*The relevant information was not sufficient to make aan in depth the study on such issue .

*Last but not the least  funds were available for the study also threated  in making the study more scientific as well as which can be replicated. 

CHAPTER TWO

FINDINGS AND  OBSERVATIONS
                About Parachute Advanced:
Parachute Advanced coconut hair oil from Marico has been made especially keeping in mind the needs of hair. Parachute Advanced contains essential oils of ylang-ylang to give it a rich and deep fragrance. It penetrates the hair roots better than other hair oils, strengthening the hair from within .Parachute Advanced coconut hair oil is for the all-aware young Indian woman who is demanding as she knows that there are a slew of other hair care products available to her. She is aware of the benefits of using hair oil and the role it plays in maintaining her hair healthy and well nourished.
Products:
The product is a direct result of consumer needs. Parachute Advanced is coconut hair oil with a rich and deep fragrance. It is also lighter than other coconut oils, which makes it ideal for the young, appearance conscious consumer. With regular use of Parachute Advanced, hair strength is known to increase by up to 16%. What's more, when applied pre-wash, Parachute Advanced reduces protein loss up to 28% and restores the health of hair.It is available in stores across India in three variants - 80 ml, 170 ml and 300 ml packs at Rs 27/-, Rs 48/- and Rs 80/- respectively.

	Innovations from Parachute Advanced:

	Personal Champi
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	Hot Champi
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	Easy Champi 


[image: image3.jpg]CAMELIA





[image: image4.jpg]



New Camelia International - Keeps you and your skin young
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About Camelia

Camelia Beauty Soap was acquired by Marico Bangladesh from Marks & Ally Limited in early 2005. The brand was re launched with three new variants - Beliphool, 

Products:
Camelia comes in three variants and is enriched with Vitamin E, which keeps your skin looking great. It conditions, nourishes and protects the skin, leaving it soft ,smooth and healthy.

Beliphool
Beliphool is best known for its delicate and sweet, soothing fragrance, which helps to calm the mind and induce relaxation. The gentle fragrance makes you feel fresh and confident, all-day long.

Cucumber
The hydrating, nourishing and astringent properties of Cucumber are a beauty secret for the skin. Regular use of Camelia Cucumber prevents dryness of the face and provides for a smooth toning of the skin. The end-result is fresh and happier looking skin.

Rose
Rose is an all-time favorite to enhance a woman's natural beauty. Camelia Rose is formulated with rose extracts. It not only nourishes and comforts the skin but also surrounds you with the exquisite fragrance of rose.

New Aromatic Gold - The new face of tradition
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About Aromatic
In October 2005, Marico Bangladesh acquired the brand Aromatic from Aromatic Cosmetics Ltd. The brand was re-launched as Aromatic Gold in October 2006 and having been on a steady growth path since then. It has natural and traditional ingredients and is available in four variants - Turmeric, Rose, Lemon and Neem.
Available in a modern and attractive packaging, the brand today stands for modern beauty with traditional values.

Products:
The product is designed to represent the concept of balanced modernity. The products are a perfect blend of time tested natural ingredients and milk cream.

Purifying Turmeric
The blend of turmeric and pure milk cream helps to enhance skin complexion.

Softening Rose
The Rose variant has all the natural goodness of rose water and milk cream, which makes your skin clean and fresh. Being a natural cleanser, rose water nourishes and protects your skin.

Refreshing Lemon
The astringent properties of lemon extracts act as a natural cleanser and toner for oily skin. Along with that, its fresh aroma helps to uplift the spirit and soothe the nerves.

Protective Neem
Aromatic Neem soap has the natural goodness of neem which protects the skin and maintains its natural complexion. The anti bacterial properties  of  neem keeps the skin clean and cle

Parachute: Marico's non-sticky,pure way to success 


MUMBAI: Wonder how many remember the popular the ad with the mom’s love for daughter theme in which the daughter signs off saying `Parachute Naariyal Tel, Ting tong’! 

Indeed, Marico’s flagship Coconut Oil brand, Parachute has come a long way ever since it acquired the brand from its parent Bombay Oil Mills in 1992. Now Parachute along with the other two acquired brands of Marico, Nihar and Oil of Malabar command a market share of 56 percent in India’s organized coconut oil segment.. Thanks to Marico’s efforts, the branded coconut oil segment now has a market penetration of 90% in a Rs 14 bn market. Another Rs 7 bn is accounted for by the unorganized segment. In tune with the changing demographic profile, growth in retailing and rising disposable incomes Marico launched a slew of new personal care products to appeal to the new young professional thereby reducing its dependence on the flagship product from 75% in 1990’s to 40 percent as of now, according to an analysis by PINC Research, Mumbai. 
“The value-added hair oils market in India is estimated at Rs18bn with an annual growth rate of 14-15%. Marico is present in this market with its range consisting of Hair & Care, Parachute Jasmine, Parachute Advansed, Shanti Badam Amla and Nihar. This range recorded a volume growth of 16% in FY'08 led by Shanti Badam Amla.” Parachute After shower Hair Cream garnered an impressive 28% market share within 2 months of its launch in Mumbai on Mar’05 furthermore capturing a current 42% share of the hair-creams market in India. Marico’s share in the male grooming segment including gels is 21%. Parachute was largely a success of branding a commodity on `purity’ value, the value-added coconut oils largely depended on the desire of the younger generation for personal grooming and appearance. The purity was reinforced by careful packaging and communication. The brand was established emphasizing Caring and Mother – Daughter. 
Marico also launched a brand in the functional foods food category—Saffola oil on the preventive platform and Sweekar sunflower oil. It also launched the Saffola cholesterol management and Saffola diabetes management atta mixes. It would be further exploring the health foods domain for new launches. 

Going global 
After entrenching themselves in India market, Marico has already made inroads into Middle East, Bangladesh, Egypt and South Africa. It owns a wholly owned subsidiary in Bangladesh where coconut oil is sold under Parachute brand. In addition, Marico Bangladesh sells soaps through the acquisition of Camelia and Aromatic in 2005. 
In South Africa, Marico acquired Enaleni Pharmaceuticals Consumer division Pty. Ltd in Nov’07. EPCD had three brands in its portfolio namely, Caivil in the premium hair care segment, Black Chic in the VFM hair care segment and Hercules in the OTC healthcare segment. These brands face competition from local brands such as Amka and Western MNC brands of Unilever and L'Oreal. Marico acquired the brands Fiancee and Haircode in Egypt within three months of each other in Q2FY07 and Q3FY07 respectively. While Fiancee is the market leader, Haircode is in second position in the category of gels, creams and cream gels. Currently, 10% of Fiancée revenues are contributed by exports. However, this number is expected to rise as the company plans to establish Egypt as a manufacturing hub to service North African markets such as Sudan, Morocco and Libya and the Middle East region, PINC Research noted. In the after shower hair cream market within the Middle East, Marico commands leadership position in UAE and has established itself as the second largest participant in KSA (Kingdom of Saudi Arabia 

Hair, skin clinics 
Recently, Marico has launched the concept of branded hair and skin care clinics in India and abroad. Branded as Kaya Skin Clinic, so far Marico has open 62 clinics in India and 10 in the Middle East. The hair care and skin care business of Marico is carried out through a chain of clinics under the brand name of Kaya Skin Clinic. At present, there are a total of 72 clinics with 62 in India and 10 in the Middle East. Among the 72 clinics, 7 were added recently in FY09 and a further 8 more new clinics are expected by the end of the year bringing the total number of new clinics in FY09 to 15. Marico targets to open 15 new clinics every year in cities it has already established presence and move on to new cities after saturating the demand in existing cities. A newly launched Kaya skin clinic is generally expected to break even in the 12th month of operations. 

Cooling Hair 
Marico is expected to roll out its Maha Thanda brand in March 2009 which is in the cooling hair oil segment. It was launched in Bihar recently but its performance was not satisfactory, according to reports. The cooling hair market in India is estimated to be Rs4bn with an annual growth rate of 20%. The company will have to face stiff competition from Emami's Himani Navratna tail which currently dominates the cooling oil market with a 55% market share, PINC Research said .Based in Mumbai, the company has a distribution network of over 2.5 mn outlets in India and overseas, with a reach spanning 24 countries. 
“Marico has emerged as the leading Indian FMCG company with the ability to explore untapped opportunities through inorganic growth. The company’s ability to establish itself in a differentiated space in several consumer categories has set it apart from the other FMCG companies. In addition, it has succeeded in innovating brand extensions and new product launches,” PINC Research said. 

                                        KAYA SKIN CLINIC
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The Indian Skin care solutions business is growing fast with increased awareness demand for cosmetic enhancement. With advancements in medical technology, safe and effective procedures are available that enhance the look and feel of the skin. Kaya Skin Clinic offers scientific, unisex dermatological procedures most of them using US FDA approved technology in an environment that is serene and Zen-like. Kaya thus offers an ideal combination of aesthetic and clinical  care. 'Kaya' was an entrepreneurial leap of faith marking Marico's entry into skin care solutions business.  It was a true reflection of uncommon sense for a company in hair care products to move, instead of merely logical product extensions, straight into skin care services. It attempted to leverage Marico's 
strengths in the Personal Care business and in-depth understanding of the needs of the Indian consumer. Kaya Limited is now recognized as a pioneer in skin care and has become a benchmark for efficacy and client care. In just over 4 years, Kaya now spans 57 Skin Clinics in 20 Indian cities, in addition to the 9 in Middle East. Over 350,000 delighted customers now pledge their trust in Kaya. Kaya Limited seeks to create a differentiation as a corporate service provider offering safe, efficacious and credible Skin Care services range through its Skin Clinics at multiple locations. This would be in contrast with the large number of small 'singular' clinics currently present in this segment. Kaya targets high-end customers in Sec A-1 and A-2 with age group of 18-50 years across metros and mini metros in the country. The objective is to provide result-oriented, personalized, non-surgical skin solutions in serene Zen environment. With In-clinic workshops, Radio Buzz, Press Activities, sophisticated TV and print advertising, new launches like the Bridal packages and Meso Glow, Kaya has re-defined the marketing approach.

Kaya Services
All services at Kaya begin with a 'skins cription' - an in-depth analysis of a client's skin and a treatment plan customized to each skin type prescribed by a Kaya Skin Advisory (KSA) certified dermatologist. All the services offered at Kaya Skin Clinic are designed and supervised by a distinguished team of 100 dermatologists and carried out by certified skin practitioners, each with more than 300 hours of training

	The treatments available include services segregated into three distinct categories:
Enhancement services:
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Kaya Skin Polishing & Brightening.
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Kaya Glow TM.
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Kaya Face Rejuvenator.
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Kaya Eye Rejuvenator.
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Kaya Back Shine.
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Kaya Hairfree.
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Kaya Skin Lightening. 
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Kaya Skin Renewal.
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Problem Solution services:

Products

As part of the solutions, Kaya has also got a range of skincare products, which are the result of an extensive skin-care research. All kaya skin clinic products are  researched and developed by dermatologists. The products are dermatological tested and approved for Indian skin by the Kaya Skin Advisory, which comprises of more than 180 dermatologists.
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Dark Circle Reduction.
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Kaya Pimple-Free.
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Kaya Pigmentation & Scar Reduction.
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Skin-Tags & Wart Removal.



	 

	Anti-aging services:
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Kaya Non surgical face-lift.
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Kaya Photo-facialTM.
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BOTOX®.
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Fillers.

 

BOTOX® is a registered trademark of Allergan, Inc.
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Kaya Life - a new approach to weight control

A Kaya Life presents a new method for weight control developed with years of research by leading scientists. It features the revolutionary Synergy-4 System, which combines the 4 elements that contribute most to weight loss and body-shaping.

	What makes the Kaya Life Program unique:
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Mind Power: the program unleashes your mind's power for effective weight loss.
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Sustainable results: you'll keep the weight off even after the program is over.
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Healthier way to lose weight: you lose fat, not muscle mass.
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No sacrifices: no major adjustments in your lifestyle or schedule.
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Team of 4 experts in the field working together for you.
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	Food and Meal Planning: 
A diet plan without sacrifices. Instead of denying you food, we use a system called Portion Counting.


Lifestyle Counselling:
Your Kaya Life Coach™ helps you unlock the most powerful tool in weight loss: your mind.

Energising Exercise:
A no excuses', 20 minute exercise plan for both cardio and strength training. Designed for busy schedules. 


Inch Loss and Body Shaping:
The Kaya Life Therapist uses the latest technology to help you lose inches in your 'problem areas'.


Unleashing the power of your mind
Most weight loss programs don't take into account the impact that your mindset has on weight. The Kaya Life program works with your mind, not against it, making it more effective and easier to follow. Expert's help you modify certain behaviours and even tailor a diet and exercise plan to suit your mindset.




Keep the kilos off for good
Expert's show you how to harness the power of your mind to keep the weight off forever. Over the course of the program, you'll learn how to manage your own diet and plan your exercise routine, making you the expert.

How the Kaya Life plan works
Our team of experts start the process by learning about your body type, lifestyle and specific weight issues. Then they customise every element of the program to suit you. The result is a plan that's effective, easy to stick to and works in synergy with your life.


About Mediker:
Mediker is a brand for treating lice and a market leader in its category. Mediker, a three-decade-old brand was acquired by Marico from Procter & Gamble, in July 1999, in the shampoo format. Lice problem is a very common problem among girl children in the age group of 5 - 12 years.  A child can go through physical, mental and psychological problems due to lice. Problems like anemia, pediculosis, lack of concentration, bleeding through excessive scratching, rejection, social embarrassment etc. can add to the child's growing up pains. Mediker is an easy painless solution, which helps the mother tackle this problem. The brand has caught on, not just in the urban sections of India but also the rural.

Product:
Mediker today has three products in its portfolio: Mediker Anti Lice treatment, Mediker Anti Lice Oil and Mediker Plus Anti Lice Oil.

Mediker Anti Lice treatment

In its first avtaar, Mediker pioneered the switch from the traditional lice comb, which is painful to use, to an easy and effective way of treating lice using shampoo.

Mediker Anti Lice Oil

Marico recognized a consumer need and also launched 'Mediker Anti Lice Oil' to provide an alternative to a different consumer segment who is more comfortable with the hair oil format. Mediker Anti-Lice Oil, or simply Mediker Oil, contains Coconut oil with Neem extracts and Camphor that effectively fight the problem of lice. The product was nationally launched in December 2002.

Mediker Plus Anti-Lice Oil

Mediker Plus Anti-Lice Oil was launched specifically in the Southern markets in February 2005, as the South Indian consumer was looking for an alternative to Mediker Anti-Lice Shampoo.

Contributor's to Mediker's success

Success of the Mediker brand is the result of constant innovation by the R&D team, consumer-centric communication and excellent distribution. Mediker now symbolizes 'Freedom of Childhood' enabling children to enjoy the childhood pleasures and empowering the mother with the solution to tackle this menace. Mediker is committed to educating the consumer about the lice menace and problems that children can face therefore. To this end Mediker not only conducts awareness campaigns in the media, but also undertakes activation programs in small towns, school contact programs and PR initiatives across.

About Mediker:
Mediker is a brand for treating lice and a market leader in its category. Mediker, a three-decade-old brand was acquired by Marico from Procter & Gamble, in July 1999, in the shampoo format. Lice problem is a very common problem among girl children in the age group of 5 - 12 years. A child can go through physical, mental and psychological problems due to lice. Problems like anemia, pediculosis, lack of concentration, bleeding through excessive scratching, rejection, social embarrassment etc. can add to the child's growing up pains. Mediker is an easy painless solution, which helps the mother tackle this problem. The brand has caught on, not just in the urban sections of India but also the rural.

Product:
Mediker today has three products in its portfolio: Mediker Anti Lice treatment, Mediker Anti Lice Oil and Mediker Plus Anti Lice Oil.

Mediker Anti Lice treatment
In its first avtaar, Mediker pioneered the switch from the traditional lice comb, which is painful to use, to an easy and effective way of treating lice using shampoo.

Mediker Anti Lice Oil
Marico recognized a consumer need and also launched 'Mediker Anti Lice Oil' to provide an alternative to a different consumer segment who is more comfortable with the hair oil format. Mediker Anti-Lice Oil, or simply Mediker Oil, contains Coconut oil with Neem extracts and Camphor that effectively fight the problem of lice. The product was nationally launched in December 2002.

Mediker Plus Anti-Lice oil
Mediker Plus Anti-Lice Oil was launched specifically in the Southern markets in February 2005, as the South Indian consumer was looking for an alternative to Mediker Anti-Lice Shampoo.

Contributor's to Mediker's success

Success of the Mediker brand is the result of constant innovation by the R&D team, consumer-centric communication and excellent distribution. Mediker now symbolizes 'Freedom of Childhood' enabling children to enjoy the childhood pleasures and empowering the mother with the solution to tackle this menace. Mediker is committed to educating the consumer about the lice menace and problems that children can face therefore. To this end Mediker not only conducts awareness campaigns in the media, but also undertakes activation programs in small towns, school contact programs and PR initiatives across.                                                                                       
There are various factors involved in Marico's remarkable transition from a localized oil manufacturer to a health and wellness powerhouse. They are:
1. Differentiation in all its product and service offerings:
The focus of the company across all the products was on health and wellness and it was this focus that the company used to differentiate itself from the competition. Let’s see the example of  Saffola  and  Kaya  skin care clinics.
1. Saffola: It was one of the first brands in the country to equate health consciousness with cooking oil. It leveraged on heart problems and positioned itself as an edible oil which lowered the risk of a heart attack by reducing cholesterol. In order to stay in tune with the changing tastes and preferences of the customer, Saffola also came in three variants, Saffola Gold, New Saffola ,and  Saffola tasty brand.    The  Saffola  brand  was  extended  to  salt  and  sugar management and cholesterol management products.
2. Kaya skin care clinics
 
They were established by Marico to take advantage of the opportunities presented by the Indian beauty industry. They filled a void in the country for skin clinics and helped make people look good. It had also expanded its services through 'Skin Zones', which were information kiosks located at shopping malls that offered skin care counseling. Kaya's success was due to the personalization of services for the customer and the holist solutions offered. It's  popular  services  were  laser  hair  reduction,  acne  scar  and  pigmentation reduction. It also started selling a range of hypoallergenic products for sensitive skin. Kaya Life was launched to provide holistic weight loss solution. which centered around lifestyle counseling, meal planning, exercises and body shaping.

3.Diversified  range of product The product portfolio of the company includes coconut oils, edible oils, hair oils and other hair care products, fabric care products, soaps, baby care products, processed foods and skin care. It manufactures and markets its products under the brand names of Hair Code, Fiancee, Aromatic, Kaya, Caivil, Black Chic, Oil of Malabar, Manjal, Revive,Mediker, Shanti, Nihar, Hair & Care, Sweekar, Saffola and Parachut.
4.Understanding of Consumer Needs
Marico always recognized the needs of the market and capitalized on the opportunities, whether it be in the edible oils, skin care, or hair care segment.Let us see the example of Parachute oil.
Brand name:
Parachut..

TAEGET AUDIENCE

primary target audience of ‘Parachute’ is women of all ages in both urban and rural population of India.
Pioneering idea:
Parachute pioneered the idea of selling the coconut oil in plastic.
Communication:
Mass communication on the platform of ‘caring’ with mother daughter theme.
Innovation strategy:
Marico followed innovation as a major strategy in building Parachute brand. The following strategies are followed by the company to offer a customized product in all seasons, to grab the price conscious customers and to provide value for money.

1.20 ml Parachute:
- a Rs 5 SKU that enables loose oil users toupgrade to Parachute.
2.Flip Top Cap for Parachute bottles
- to enhance thesafety and protect the purity of Parachute
3.Parachute Mini
- a bottle shaped small pack being sold a tan MRP of Re. 1

4..Easy Jar of parachute to facilitate usage especially.
5.Parachute Advanced refined hair oil and Parachute Jasmine
Target audience: Young and appearance conscious consumer. Positioning: Focuses upon the fragrance aspect of the oil.
6.Parachute After shower Hair Cream
 Target audience: Young men Positioning: Focuses upon stylish look, non sticky and nourishing aspect.
7.Parachute Sampoorna
Target audience: Women customers Positioning: Focus on providing strong hair.
8.Parachute Advansed Starz Gentle Shampoo
Target audience:Children Positioning:Focus on enriching hairs with coconut proteins & vitamin with fragnance of strawberries.
9.Parachute Therapie
Baseline: 45 Day hair fall solution
10.Parachute Advansed Ayurvedic Hot Oil
Positioning: On the platform of ‘Naturals’ which makes hair healthier.
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About Parachute After shower:
The need for males to look good has never been more important - They are a reflection of the growing confidence of the country as a whole. More and more males in India are realizing the importance of "great looking hair" & want a product that can be used to "style hair daily". In India, the youth below the age of 25 years, account for 54% of the entire population and find the usage of hair oils to be "messy" & "outdated". They want more modern formats. Parachute After shower styling gels & creams offer this new age consumer a range of male grooming products that provide the goodness of coconut proteins without the inconveniences of oil and helps them style their hair the way they want to - products that can be used everyday.

PAS has brought about a refreshing change in the way male grooming products were perceived. It has extended the natural goodness and trust of parachute into the men's hair grooming, by making products having the goodness of natural ingredients that make hair softer by providing nourishment and also help styling as opposed to being perceived to be chemical and damaging to hair. Today, AFS styling gels and creams are available in over 2.3 lakh outlets all over the country. This has given a reason for millions of men across the country to go ahead and style on - and create a confident India...
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Parachute Aftershower Hair Cream - was launched in Mumbai in March 2005, as an experiment. Within 2 months of its launch in Mumbai, it grabbed an impressive 28% market share, which it has increased in its journey to date. It was launched pan India in August 2005 to provide consumers experience of a new age grooming product.

OIL OF MALABAR
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About Oil of Malabar:
Oil of Malabar is premium quality edible grade coconut oil. This brand is one of Marico's recent acquisitions, having been bought in November 1999. Oil of Malabar, as the name suggests, is positioned on purity - as the oil from the land coconut hair oil. Launched in 1992, the brand has grown in stature to become a national brand. Today, it sells in over fifteen states across India , with a strong rural presence. Ever since its launch, the brand has been known for its quality and was amongst the earliest to launch flexi/pouch packs to tap the vast rural market.

Oil of Malabar's consumer franchise spans women of all age groups. As mentioned earlier, the brand has a strong rural presence.
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About Saffola Functional Food - Cholesterol Management:

Saffola Functional Food (TM) which helps in Cholesterol management

Saffola enters into the Functional Food category with specialized products like Saffola Functional Food™** which helps in Cholesterol Management. They are mainly dietary components that may provide various health benefits. Saffola Functional Food for Cholesterol Management is one of the main products in the atta mix category that helps manage cholesterol with daily Rotis.

HELPS CHOLESTEROL MANAGEMENT WITH DAILY ROTIS
Saffola Functional Food™** which helps in Cholesterol Management is 100% vegetarian with Oats, Barley, Fiber and Soya protein. Being natural, it can also be consumed by the whole family.
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About Product:
REDUCES BAD CHOLESTEROL BY UP TO 29% IN 3 MONTHS*

 Research has proven that Saffola Functional Food™** which helps in  Cholesterol  Management reduces bad cholesterol by up to 29% in 3 months*,
 if used as specified. But to manage cholesterol effectively, the importance of a  healthy lifestyle cannot be over emphasized. A short jog, a quick walk or even
a few  sit-ups at home coupled with a healthy food pattern could go a long way in keeping  your cholesterol, and your worry lines, at bay.

EASY TO USE
All you need to do is add the 500 g pack to 2 kg atta before you make rotis. (For best results consume approximately 6 rotis per person per day). 

YOUR ROTIS TASTE THE SAME
Saffola Functional Food™** which helps in Cholesterol Management leaves the bitterness out, and your rotis remain as tasty as they have always been. 

OTHER PREPARATIONS
It can be used for other preparations like Khakhra, Idli, Dosa, Thepla etc. 
*This is food. Not a medicine. Results not typical. Individual results may vary. A healthy lifestyle with a proper exercise is a must. We urge you to follow a diet low in fat, saturated fat, and cholesterol in addition to using or product as recommended. If you are on medication, please consult your doctor
before using this product.
** Atta Mix.

ABOUT  SAFFOLA
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Saffola, positioned on the 'good for Heart' platform was small in volume terms, till 1993, when a series of hard-hitting ads took the brand to new heights. Awarded the 'Brand of the Year' in 1993 and again recently in 2005 by The Advertising Club of Bombay, the brand has continuously modernized and upgraded itself. A new aesthetically defined shape was launched in 1998 ensuring glug-free pouring. The brand was repositioned as 'Heart of a Healthy Family' and extended to a value added edible oil and salt.  A guide for  heart carers as well as proactive health seekers on various aspects of dietary health.  Provides a free personalized diet plan service, which anyone can use to get a diet as per his or her    individual health requirements. Saffola also introduced Dial A Dietician service in 2004  With its team of highly qualified dieticians this service provides everyone free and personalized diet advice and tips on maintaining a regular health regime., by simply dialing the number 1800 22 2929 from anywhere in the country.

Contributor's to Saffola's success:

The key to Saffola's growth has been its impactful advertising and the innovative marketing techniques, helping consumers experience a full health care service, not just a product. The 'Saffola Healthy Heart Foundation' was set up to provide a whole lot of additional services to enable consumers to take the required steps to improve their lives.
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There was a certain misconception in the minds of people who took heart attack as first symptom of ill-heart health. The corrective action in their lives happened post that. Saffola in its endeavor has used  several platforms to highlight the risk factors concerning heart care that if not taken cared off could worsen to an heart attack. The new Dil Ko Rakhiye Jawaan campaign brings to light the risk factors  like Obesity, stress, hypertension etc prevalent in our daily life that could act as trigger points. Every year on World Heart Day, Saffola conducts several events that highlight the preventive steps that can be taken for healthy heart. Also all round the year various on ground events like Health runs and Health check up camps have been organized for the same.                    

 The secret of  Marico's  success:

A sense of emptiness envelops us as we walk past the coffee shop to get to the Ming Yang restaurant on the first floor of Taj Lands End at Bandra. The coffee shop, which is usually full of people, doesn't have a soul even at lunchtime, except for a couple of stewards performing an unfamiliar role -- waiting for guests, write Shyamal Majumdar and Sapna Agarwal.Ming Yang also seems to be as lonely as the sole steamer on the sea outside -- barely a couple of tables are occupied. We are slightly late as our car was stopped 100 meters away from the hotel and we were asked to put our mobile phones and bags on a tray for screening. For now, at least, life in Mumbai is going to be very different from what we've been used to.Harsh Charandas Mariwala was clearly aware of the new security bandobast at the hotel, which is just a two-minute drive from his office, and had come in earlier. We order fresh lime soda and Mariwala refers to the mass anger against politicians. He also talks about how companies such as Marico are seriously looking at including succession planning in its disaster management policy."We call it a drop-dead succession plan. The possibility of the entire leadership team being exposed to grave danger at one time may be remote. But terror attacks like these show companies have to address such uncomfortable issues", the Marico CMD says, quickly adding that life has to go on after all. We take the cue and ask him about Marico's remarkable transition from a localised oil manufacturer to a health and wellness powerhouse. The waiter serves steamed dimsums. Mariwala had moved out of the six-decade-old Bombay Oils, a family-run commodity business, in the early '90s to set up Marico, which till a few years ago was dependent on just two brands -- Parachute and Saffola -- for a lion's share of profits. "I figured out quite early in life that I love and know how to make money. So I worked hard to take rward, innovation is the key and that's possible only if you have talented people aroundParachute beyond Maharashtra. But those were baby steps. If you have to take a giant leap fo you," he says.  An open office culture (everyone in his office calls him Harsh) was the first step. Over 250 MBAs from top-notch institutes now work with him and Mariwala -- who lacks an MBA degree -- realised he had to "upgrade (his) knowledge base" if he had to speak their language. He had done courses in IMD, Switzerland, is a regular participant at C K Prahlad's CEO Forums, and reads all five business dailies and at least four business magazines.Since innovation is the key to the success of any FMCG brand, the CMD himself attends numerous sessions with target customers (from doctors for endorsing Saffola to barbers for Parachute after-shower cream) just to understand their needs. The tall, balding Mariwala is clearly an unpretentious industrialist, a man who is not overtly concerned about the accoutrements of wealth. He's dressed casually in a shirt and trousers.As the main course arrives -- "burnt" garlic rice, vegetables in black bean soya sauce and stir fried Kenya beans -- Mariwala says he would classify the changes that the company is going through in four different buckets: Transition from oils to value-added FMCG products (Saffola Gold, for example); from a purely Indian firm to a global entity (the company has huge operations in Bangladesh and has made a string of acquisitions in South Africa and Egypt); from low-value to high value-added products (Saffola atta mixes and Parachute gels); and from being only in the products space to becoming a solutions player (the highly successful Kaya clinics with their own range of skin care products).One of the key reasons for Marico's success (over Rs 1,900 crore -- Rs 19 billion) turnover in 2007-08 and growing at over 20 per cent annually) is its constant ability to pick its spots in the crowded segment. For instance, edible oil is a huge category, but Marico occupies a small, high-end segment selling oil supposed to be good for the heart. This ensures higher margins and avoiding the chance of getting caught in a price war.
"I can't fight with MNCs in their primary categories. So what is a fringe category for them is the main category for us. I want to be the market leader in whatever category I am in. The trick is to identify areas where MNCs won't enter," Mariwala says.That explains Marico's entry into the anti-lice shampoo segment where MNC presence is negligible. Even in South Africa, the company has concentrated on the ethnic hair category, which is growing at a scorching pace. That's also the reason why Marico has quickly exited the baby oil category where MNCs have a dominant presence.

MARICO'S BUSINESS DIRECTION - 2010:
world, through branded Beauty & Wellness products and solutions. We shall offer brands that enhance the appeal and nourishment of hair and skin through distinctive products and services based on the goodness of coconut, other natural substances and the underlying science of hair care and skin care. We shall make available brands that contribute to healthy living, through, both products drawn from agriculture offered in natural or processed forms, and services. We shall develop, in parts of the world beyond the Indian Subcontinent, a franchise for our branded products and services. We shall aim to be a leader in each of our businesses through heightened sensitivity to consumer needs, setting up of new standards in the delivery and quality of products and services and processes of continuous learning and improvement. We shall share our prosperity amongst members, shareholders and associates, who contribute in improving our equity and market value. We shall acquire the stature of a friendly corporate citizen, contributing to the betterment of neighbourhood communities, where we are significantly present. At Marico, we have a We commit ourselves to improving the quality of people's lives in several parts of the working atmosphere that is always open and experimentative from our inception. The existence of an open environment fosters the exchange of ideas and views across the organization, facilitating the flow of information. Members do not see the need to wait for a forum to express their opinions. Members have space for diversity of opinions and points of views, not withstanding the person’s position in the organization.
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	Financial Statements for MARICO BANGLADESH LTD (MBL)
Year over year, Marico Bangladesh Limited has been able to grow revenues from $5.4B to $6.4B. 
Most impressively, the company has been able to reduce the percentage of sales devoted to selling, 
general and administrative costs from 15.73% to 12.56%. This was a driver that led to a bottom line
 growth from $675.1M to $764.8M.

View Income Statement In U.S. Dollar[image: image47.wmf]
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 HYPERLINK "http://investing.businessweek.com/businessweek/research/stocks/financials/financials.asp?symbol=MBL:BD&dataset=balanceSheet&period=A&currency=native" 
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 HYPERLINK "http://investing.businessweek.com/businessweek/research/stocks/financials/financials.asp?symbol=MBL:BD&dataset=cashFlow&period=A&currency=native" 
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Currency in
Millions of Bangladesh Takas

As of:

Sep 30
2008
Restated
BDT
Sep 30
2009
Restated
BDT
Sep 30
2010
Press
Release
BDT
Mar 31
2011
BDT
Revenues

2,658.9

4,056.7

5,358.3

6,407.3

TOTAL REVENUES

2,658.9

4,056.7

5,358.3

6,407.3

Cost of Goods Sold

1,882.6

2,984.2

3,756.6

4,679.4

GROSS PROFIT

776.2

1,072.5

1,601.7

1,727.9

Selling General & Admin Expenses, Total

363.1

577.5

843.1

804.6

OTHER OPERATING EXPENSES, TOTAL

363.1

577.5

843.1

804.6

OPERATING INCOME

413.1

495.0

758.6

923.3

Interest Expense

-6.0

-6.9

-33.9

-42.6

Interest and Investment Income

21.4

91.4

201.6

328.8

NET INTEREST EXPENSE

15.4

84.5

167.7

286.2

Currency Exchange Gains (Loss)

0.2

0.0

--

10.0

Other Non-Operating Income (Expenses)

--

--

0.0

-91.2

EBT, EXCLUDING UNUSUAL ITEMS

428.7

579.5

926.3

1,128.4

EBT, INCLUDING UNUSUAL ITEMS

428.7

579.5

926.3

1,128.4

Income Tax Expense

161.4

108.6

251.2

363.6

Earnings from Continuing Operations

267.3

470.9

675.1

764.8

NET INCOME

267.3

470.9

675.1

764.8

NET INCOME TO COMMON INCLUDING EXTRA ITEMS

267.3

470.9

675.1

764.8

NET INCOME TO COMMON EXCLUDING EXTRA ITEMS

267.3

470.9

675.1

764.8




LEADERSHIP
Marico is led by a team of talented and experienced leaders,
with Harsh Mariwala, Chairman & Managing Director at the forefront.
	Unit
	Scope
	Leader
	Designation

	Consumer Products Business
	FMCG business in India, including all embedded functions
	Saugata Gupta
	Chief Executive Officer- Consumer Products

	International Business
	FMCG business overseas including all embedded functions and Sundari
	Vijay Subramaniam
	Chief Executive Officer- International Business

	Kaya Business
	Kaya and Wellness businesses including all embedded functions
	Rakesh Pandey
	Chief Executive Officer- Kaya

	Technology
	Research and Development, CQA & six Sigma for all SBUs and Fus
	Vilas Shirhatti
	Chief- Technology

	HR and Strategy
	Human Resources for all SBUs and FUs and Strategy for the Marico Group
	Milind Sarwate
	Chief - HR & Strategy


CSR:  "A good company delivers excellent products and services, and a great company does all that and strives to make the world a better place."
Corporate Social Responsibility to Marico is an expression of being a responsible citizen. Marico defines it as all roles played by it in the course of discharging its responsibility to all the constituencies from which the organization draws strength for conducting its business. CSR is thus community membership and leadership.
Marico's CSR is based on interdependence and it believes in the need for an efficient business eco-system, where business and the rest of the society co-exist with respectful interdependence.
The various constituencies targeted and reached out for CSR are:
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The neighborhoods of all Marico locations
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 Under this initiative Marico at various office and factory locations in India and overseas promotes  education, sports, art, culture and supports welfare and relief operations.
Marico Innovation Foundation
Spheres or processes which if strengthened enable business to prosper and uplift the status of the whole society. Setting up of the Marico Innovation Foundation reflects on Marico's belief in innovation as a process. The Foundation's objective is to fuel Innovation in India. Initiatives undertaken by the Foundation are:

	 
	[image: image53.jpg]


Researches in the areas of cutting edge innovations in the Business and Social Sectors.
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A unique partnership between top Indian Business Schools and the corporate world in 
    Applied Innovation
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Innovation For India Awards to reward Business and Social Innovation.


Company Analysis:

SWOT Analysis: 

SWOT analysis involves an examination of a firm’s strength, weakness opportunities, and threats. It helps to evaluate firm’s strategies to exploit its competitive advantages or defend against its weakness. Strength and weakness involve identifying the firm’s internal abilities or lack thereof. Opportunities and threat includes external situation such as competitive forces discovery and development of new technologies, government regulations and domestic and international economic trends.The strengths of a company give the firm a comparative advantage in the market place. Perceived strength can include good customer service or strong financial resources. To remain strength they must continue to be developed, maintained and defended through prudent capital investment polices. Weakness result when competitors have potentially exploitable advantages over the firm. Once weaknesses are identified, the firm can select strategies to mitigate or correct the weakness. Opportunities or environmental factors that favor the firm can include a growing market for the firm’s products, shrinking competition favorable exchange rate shifts a financial community that has confidence in the outlook for the industry or firm or identification of a new market or product segment. Threats are environmental factors that can hinder the firm in achieving its goals. It would include a slowing domestic economy , additional government regulation an increase in industry competition, threat of entry , buyers or suppliers, seeking to increase their bargaining power or new technology that can absolute the industry’ s product. Now we discussed the SWOT analysis on the concept of our thesis paper of MARICO Company . At first we describe about strength of the company and so on. 

Strength: 

· Brand image:  Firstly, MARICO has stayed in the local market in Bangladesh for many years. So they are so experienced and stationed in people’s mind deeply. Everyone in Bangladesh is aware of MARICO. MARICO portrays different kinds of products which are already exist in the market and people like it. So there is strong brand preference for MARICO over other substitutes in the mind of a number of consumers. 

· Superior quality control measures: MARICO maintain and control the superior quality of the product. It is the policy of  agricultural marketing  company limited to market products of consistent quality at home and abroad as per  would standards  produced by  in accordance with good manufacturing practices.

· Integrity: MARICO believes success depends upon the quality and value of their products by providing a safe, wholesome economically efficient and a healthy environment for their customers and by providing a fair return to their investors while maintaining the highest standards of integrity.

· Market share: Because of the variety of the product MARICO leads in the share market and increasing the market share.

· Customer satisfaction: Whenever MARICO exist in the market, that time customer consumed their product. They launch different kinds of product and the price of the product is measurable. So the customer satisfied with the MARICO product.

Weaknesses: 

Limited decision taking capacity: The MARICO Company is existing under the rules and regulation of agricultural marketing company limited. So MARICO can not take any instant decision to adjust the sudden market changes.

Price disadvantage: Sometime price of the product may be varying because of raw material. Because the price of the raw material which is also the key ingredient of their product line, is comparatively expensive than that of their competitors in Bangladesh especially the emerging ones. So this makes them sell their products at a higher cost than most of their competitors. 

Lowest per capita consumption: Bangladesh has the lowest per capita consumption in the entire world. So upper class and middle class can bear the MARICO product but the lower class people can not bear it. 

Lack of geographical coverage: Sometime the MARICO product can not reach in the definite geographical area because of lack of communication. 

Opportunities:

· The agriculture sector is the largest contributor to GDP. So MARICO produced canned fruit and vegetables, mushrooms etc and it is the part of agriculture. So it’s an opportunity to contribute to GDP.

· The crop production system is highly labor intensive and there is an abundance of labor in the country.

· Through the production of the MARICO product the employment opportunity are increased in Bangladesh.

· Through the production of the good product there is a great opportunity to attract the foreign investors.

· Company can develop the effective distribution system.

· MARICO Company can make survey to make effective product.

Threats:

· Uncertainty in receiving fair prices 

· MARICO mainly produced the agro- based product and most of the products are perishable. So it has to be preserved system.

· Inadequacy of appropriate technology.

· Lack of required capital.

· Decreasing market share.

· Major prolonged economic depression.

· Reduces the customer due to low quality of the product.

	Opportunities
	Threats

 

	Strengths

 
	Weaknesses





MARICO BANGLADESH LTD :COMPANY PROFILE

Marico Bangladesh Limited (here in after referred to as MBL),  subsidiary   of Marico Limited India, (hereinafter referred to as Marico), is one of the front footer in the Fast MovingConsumer Goods (FMCG) market in Bangladesh. It was incorporated on 6 September 1999
under the Companies Act 1994 as a private limited company with an authorized and paid-up capital of Tk. 10.00 million and went into commercial operation on 30 January 2000 with its flagship brand “Parachute Coconut Oil”. Company’s present authorized capital is Tk. 400 million and paid-up capital is Tk. 283.50 million.Within a couple of years Parachute Coconut oil captured a significant market share in Bangladesh and at present it holds 72% market share of branded coconut oil market in the country. Recently its “Parachute” brand was awarded as the 6th Overall Best Trusted Brand out of 849 Brands (both local and MNCs) operating in Bangladesh and 3rd Best Brand in the FMCG category by Bangladesh Brand Forum, an affiliation of Singapore based Brand Forum

NATURE OF BUSINESS

Marico Bangladesh Limited is a leading multinational FMCG Company. The company is the manufacturer and marketer of well-known consumer brands like Parachute, Parachute Beliphool, Aromatic, Camelia, Hair Code, Parachute Advanced etc. To enhance the appeal for hair and skin through distinctive products and services based on the goodness of coconut, other natural substances, and the underlying science of beauty and hair care, it offers different extended brands like Therapie, Hair Cream, and After Shower Gel etc
Marketing Mix of MARICO 

Marico is a leading Indian group providing consumer products and services in the areas of Health and Beauty based in Mumbai. During 2009-10, the company generated a Turnover of about Rs.26.6 billion (USD 600 Million)[2] , in respect of its food, hair care and skin care related activities. Marico's own manufacturing facilities are located at Goa, Kanjikode, Jalgaon, Saswad, Pondicherry, Dehradun and Daman.In Bangladesh, Marico operates through Marico Bangladesh Limited, a wholly owned subsidiary Manufacturing facility at Mouchak, near Gazipur.The organization holds a number of brands viz. Parachute, Saffola, Sweekar, Hair&Care, Nihar, Shanti, Mediker, Revive, Manjal, Kaya, Aromatic, Fiancee, HairCode, Caivil, Code 10 and Black Chic. Marico’s brands and their extensions occupy leadership positions[citation needed] with significant market shares[citation needed] in a number of health and beauty areas. In addition to being a producer of consumer products the organization also operates Kaya Skin Clinic (of which (as of 2010) 87 exist in India, 13 in UAE) and 1 in Bangladesh. Marico recently acquired the aesthetics business, of the Singapore based Derma Rx Asia Pacific Pte. Ltd.  Harsh Mariwala is the Chairman and MD of this organization. The company has 3 divisions the Consumer Products Group(CPB), The International Business Group and Kaya. CPB is headed by Saugata Gupta. The company in recent years has been known for its foreign acquisitions in countries. 


Products
Parachute is premium edible grade coconut oil, a market leader in its category. Synonymous with pure coconut oil in the market & is positioned on the platform of purity. Parachute thus enjoys tremendous equity, trust with every passing generation & loyalty in the urban as well as rural sectors of India. Innovations in the packaging  whether from the aspect of user-friendliness or aesthetics have and continue to help Parachute grow.
Parachute Advanced: Parachute Advanced contains essential oils of ylang-ylang to give it a rich and deep fragrance. It is for the all-aware young Indian woman who is demanding, is aware of the benefits of using hair oil and the role it plays in maintaining her healthy and well nourished hair. It is lighter than other coconut oils & with regular use of Parachute Advanced, hair strength is known to increase by up to 16%.Innovations from Parachute Advanced: Personal Champi – It is a combination pack consisting of a Parachute Advanced 300 ml bottle and a head massager. Hot Champi – It consists of hair oil warmer and a bottle of Parachute Advanced coconut hair oil. Parachute Advanced Re-vitalizing Hot Oil – This oil is enriched with a special warming oil which keeps it hot from inside. It gives extra care during winter & does not freeze in winters.
Parachute Jasmine – Parachute Jasmine is a hair oil that gives nourishment, has a lingering fragrance & is delivered through a completely non-sticky format. This makes Parachute Jasmine great post-wash oil. The Parachute Jasmine woman is between 18 – 24 years confident and progressive yet has her roots in traditional values and culture.
Parachute Aftershower – Parachute Aftershower styling gels & creams offer this new age consumer a range of male grooming productsParachute Therapie – A Therapie to reduce hairfall in 45 days.
Parachute Advanced Starz – Parachute Advanced Stars is a range of hair care products specially created between 3-10 years. This range includes Parachute Stark Gentle Shampoo, Parachute Stark Non-Sticky Hair Oil and Parachute Advanced Stark Nourishing Cream Gel.

Price -
Parachute: 200ml – Rs. 39, 20ml – Rs. 5, Mini – a bottle shaped small pack:Re. 1,Parachute Advanced: 80ml – Rs. 27, 170ml – Rs. 48, 300ml – Rs. 80, Parachute Therapie: 50ml – Rs.190, Parachute Jasmine: Rs.500ml – Rs. 90, 50ml – Rs. 12, Stark Shampoo: Rs. 100ml –Rs. 54, Aftershower Cream: 50g – Rs. 35, 100g- Rs. 62, Aftershower styling gel: 60g – Rs. 58
Place –
Parachute sells all over India both in urban as well as rural India. Parachute Hair Oil is sold through retailers like supermarkets, kiranas, baniyas, general stores etc It is also sold in Bangladesh and the Middle East.
Promotion –
It advertises through Televison, Print ,Outdoor ,Digital.  The brand has been endorsed by celebrities like Deepika  Padukone, Diya Mirza, Yuvraj, Sreesanth. Advertising is heavy before Holi & during winters. Popular & effective campaigns like ‘1 hour champi kiya’ (have you done an oil head massage 1 hour before shampooing) help remind people about the benefits of oiling before hairwash. Parachute also uses van campaigns, Haats in rural areas to promote the brand. Sales Promotions like “20% extra” was made on the 200ml pack.

CHAPTER THREE
CONCLUSION AND SUGGETIONS

CONCLUSION& SUGGESSIONS
Marico is a rewarded company of Bangladesh. Marketing is key to the success of any FMCG company. However, implementing a marketing strategy needs the support of technology and at Marico, marketing and technology work closely to ensure this. Today, technology has to understand and balance three things to develop products and technologies for a marketing strategy. So marketing strategies of this company are satisfactory. The major products of the company are hair oil, skin care, beauty care, health care, food item etc. Their pricing policy is customer satisfaction basis. Distribution strategy follows good use of sellers and distributors all over Bangladesh. Promotional measures are taken through free sample distribution, concession price, discount and commission, participation and exhibition and post sale service. The company has goodwill in the market. Sales volume is in high level. Good earnings and profitability are there. Company management is highly efficient and cooperative. Financial resources are properly managed. Because of democratized management employees are highly motivated to work. In today's business market Marico BD lead a very good financial position in Bangladesh. There equity position is good. Marketing effectiveness is satisfactory. Marketing and management employees are work like a chain. A very efficient audit system is there. Company's employees are trained for there specific job Financial analysis, marketing information system, data collection all are computerized.

The pricing policy of   Marico LTD. is very attractive to the customers as a result their maximum products are sold out before product. Legal side of this company is structured to face any kind of problems. But the logistics department is unstructured. For this reason, the company has to bear an extra cost. The raw materials procurement system is not structured, they have no substitute suppliers as a result they face problems for consumer product. Overall position of this company in the consumer market is good 
enough in this short period of establishment. In this short period they create goodwill in the market and their target is to the number one in this industry. Three months are short time to know everything of a company and it is too difficult to recommend something for the company. Even then I have tried my best to observe the overall position of the company. On the basis of my little knowledge, I may suggest the following recommendations for the smooth & successful operation of their business in a Bangladesh. .MARICO is the largest grower and processors in the country. At the time of preparing this we discover various ways of doing financial and business calculations. Such as we did calculation of different ratios and analysis like dupont, sensitivity, valuation, and risk analysis.  We also had an idea of forecasting different business risks associated with the firm’s overall financial performance. While doing this, we have to gone through various difficulties. like the annual report in not well-managed, some information relating to their business is not showing the proper projection of sales, profit, and losses. Overall industry information was not available, lack of electricity, hampered at the time of preparing this assignment. After analyzing the financial statement of MARICO . we find out that overall position of the company in an agro based industry is in top position in Bangladesh.                                  
 Opinions of the company executives

Marketing strategy of the company is very effective. Pricing of product is competitive. Distribution channels are organized. There  is very demand of their product. Advertising and publicity are perfectly done. Promotional measures are highly satisfactory. They are to compete with  low quality product. Still they have strong position in the market. 

                                                    SUGGESSIONS                                                                               
1. Marketing information system should be developed.

2. Strategic marketing activity should be improved.

3. Marketing research cell should be there.

4. Marketing people should give more training.

5. Marketing cost should be controlled.

6. Sales revenue has to increase.

7. Advertisement should be more effective.

8. More discount and commission has to be given.

9. Marketing mix should be proper managed.

10. Marketing difficulties should controlled by the management. 

QUESTIONNAiRE

Name Of the company: MARICO Bangladesh LTD.

Name of the respondent:

Please mention your nature of product:

1. How the pricing is fixed up?

2. What are the factors considered in pricing?

3. How distribute your product?

4. What are difficulties of distribution?

5. How do you control the difficulties?

6. What are your suggestions for this? 

7. What are the promotions measures taken?

8. What are its benefits?

9. How can you develop your products?

10. What are the difficulties in development of product?

11. What are your suggestions for this?

12. What is main strength point of your company?

13. What is the weakness of your company?

14. What is the opportunity of the company?

15. What is the threat of the company?

16. What are your developing marketing effectiveness?  
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