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Gujarat Co-operative Milk Marketing Federation Limited

Sada Bypass Road Mol Jheel, Gwalhor-474 001 (M Py

Date: 17.06.2022

ncerm

This letter is to certify that Ms. Avishikta Dash has successfully completed her training program of

four weeks with GCMMF Lid., Gwalior. Her training tenure was from 162 May, 2022 to 17% June,
2022,

Project title "Retail Census and Promotion Activities”

Wishing her all the best for the future.
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Branch Manager,
GCMMF Lid,
Gwalior

Amul SAGAR



A S T

|  INDUSTRIAL TRAINING REPORI

Gujarat Co-operative Milk Marketing Federation Ltd.
Date — 16" May — 1'.-'“‘ June

e R

Ba nsal Tfadg r-s &1

T e e e e L R e e e

I I T e o T T I S S S e e

| |  auDEDBY- ,f

SUBHIJTEE AY' T F.j A Dr. Sanjoy Kumar j
1) Rnhin Hnm:ln E’rnswaml 2} Nahaﬂfip Mmty wh Ajay Gupta
3) Avishikta Dash 4)Putul Gochhait Faizan Khan

Mugberia Gangadhar Mahavidyalaya

Vill & P.O. & P.S.:-Bhupatinagar Dist:-Purba Medinipur, Pin:-721425

e




i ————

L 0 R o i B R R ) o e S S i e i R A e o ik

A EDGE

WITH DEEP SENSE OF GRATITUDE I EXPRESS MY
THANKS TO DR. SWAPAN KUMAR MISHRA,
PRINCIPAL AND THANKS TO MY CO-ORDINATOR DR.
APURBA GIRI, H.0.D OF B.VOC (FOOD PROCESSING)
WITHOUT WHOSE GUIDANCE THIS INDUSTRIAL
TRAINING WOULD NEVER'HAD BEEN SUCCESSFUL.

WE CONVEY OUR REGARD TO DR. SANJOY KUMAR,
(BM), AJAY GUPTA(OIC) AND FAIZAN KHAN FFR
ALSO THANKS TO DISTRIBUTOR, BANSAL TRADERS,

JHANSI FOR GIVING US GPP@RTUNITY TO DO THE
SALES & MARKETING TR&I’HIHG

WE ARE THANKFUL TQ* ALL/STAFFS OF BANSAL
TRADERS FOR ALL NEEDFUL: HELP.WE SHOW OUR

RESPECT TO OUR PAm:-;NTs WHO" TNSISTED AND
ENCOURAGES US Tttf‘ DG THIS MNG
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INTRODUCTION

Amul is an Indian dairy cooperative , based at Anand in the
state of Gujarat , India . The word Amul is derived from the Sanskrit word

Amulya » Meaning rare , valable . The co - operative was inftially referred
hulrmd-mqu&mLhnftaﬂhmﬂmnmm.

Fmﬂhfﬂ&ﬂhnmmmnmﬂﬂnhﬂj.ﬂmﬁuﬁm
ﬁ-mﬁkmFﬂHﬁmLﬁ{mﬂF}.mhﬁyh
Mﬂlmwumﬂpmiﬂm-

mmmamm,mmmmmms
hﬁ“ﬂﬂﬂﬁﬂm.hhmmm
&ehgmfnﬁhanﬂhhﬁn:ﬂhﬁmmm“.

m.vmm,m-dmﬂmmmMumm
years ( 1973-2006 } , is credited with the soccess of Amul .

whm,thmmmm
ﬂMﬁm.mneMIM}-WIﬂln\fﬂh{
Puph},ﬁu‘utﬂﬂuﬁm]mmﬂrmﬂmttmmdm
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HISTORY

“Pl‘-hit::l:.nl E;::T perative registered on 1 December 1946 as = response to the
Pokon dairy , in the milk producers by traders or agents of the only existing dairy , the
i “: small city -ﬂll"l“t'-tnl.!.ﬂw._ﬂﬂlk_,-wlﬂg_h often went sour In summer ,
e prices of milk were arbitrarily determined . Moreover , the government had
given monopoly rights te Polson to collect milk from mikika and supply It to Bombay city .

Angered by the unfair trade practices , the farmers of Kaira approached Sardar
Vallabhbhal Patel under the leadership of local fammer leader Tribhuvandas K Patel . He
advised them to form a cooperative and supply milk directly to the Bombay Milk Schemeo
instead of Polson { who did the same but gave them low prices ) . He sen Morarfl Desal to
organise the farmers . In 1946 , the milk farmers of the area went on a strike which led to
the setting up of the cooperative to collect and process milk . Milk collection was
decentralized , as most producers were marginal farmers who could deliver , at most , 1-2
litres of milk per day . Cooperatives were formed for sach village , too .

The cooperative was further :lﬂ-hpnd and mmged by Dr. Verghesa Kurien with H.M.
Dahaya Dalaya's innovation of making skim milk powder from buffalo milk ( for the first time
in the world ) and a little later , with Kurien’s h_-'ﬁlp'. making it on a commercial seale , led to
the first modem dairy of the ﬂﬂﬂm‘ﬂ" .at Anand , which would compete against
established players in the market . Kurien's brother - in - law K.M. Philip sensitized Kurien to
the needs of attending to the "Lﬁ'lnr points of marketing , including the creation and
popularization of a brand . 1'hl_§§ led to the search for an attractive brand name . In a
brainstorming session , a chemist who worked in the dairy laboratory suggested Amul ,
which came from the Sanskrit word ™ amulya ™ , which means " priceless * and ™ denoted and
symbolised the pride of swadeshi production. '

The trie’s { T. K. Patel ;, Kurien and Dalya’s ) success at the cooperative’s dairy soon
spread te Anand's neighbourhood in' Gujarat . Within a short span , five unlons in other
districts - Mehsana Banaskantha Baroda , Sabarkantha and Surat wers set up - To combine
forces and expand the market while saving on advertising and avoid competing against each
other , the GCMMF , an apax marketing body of these district cooperatives , was set up In
1973. The Kaira Union , which had the brand nama Amul with it since 1955 , transferred to

GCMMF .

In 406849 , it was awarded the " Bast of all ’ mjhﬂlndﬂll-ﬂnnnlmlﬂﬂrm.
Adding to the sSuccess , Dr. Madan Mohan Kashyap [ faculty Agricultural and Engineering
Department , Punjab Agricultural University Ludhiana ) , Dr. Boaduran ( visiting faculty ) and
Dr Feryll { formar . student of Dr Verghese Kurlen ), visited the Amul factory in Gujarat as a
research team headed by Dr. Bhesmsen & Shivdayal Pathak { ex - director of the Sardar Patel
Renewable Energy Research instituts ) in the 1960s . A milk pasteurization system at the

i
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Rescarch Centre of Punjab Agricultural University [ PAU j Ludhlana was then formed under
the guldance of Kashyap .

PLANTS

The first plant is at Anand, which dngagnq in the manufacturing of
milk ,butter ,ghee,milk powder, flavoured milk'; lassi and buttermilk .

second plant is at Mogar, which ennaged in manufanturlng chocolate |
mutramul and Amul IFI-I :
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Others plant

% Uttam Dan Factory , Sarkhej, Ahmedabad
% Cattle feed plant , Palanpur , banaskantha
% Chees producing plant ;, Khatra] ,Gujarat

Cattle feed plant ,Khadiya , panchmahal

AMUL PRODUCTS :-

A. Bread Spred
AMUL Butter:- Utterly Buttery Decision
AMUL Lite:- Low fat ,Jow cholestercl Bread spread

Delicious Table Margine:- The delicious way to eat healthy

B. Powder Milk
Amul spray infant milk :- Still ,mother milk is best for baby
Amul instant full cream milk powder
Sagar skimmed milk powder
Sagar tea coffee whitener _ -
Amulya dairy whitener .~ -
C. Amul fresh milk :-
Amul tazza toned m[lhf‘?'
Amul standardised milk
Amul Mithaimate
Amul fullcream milk
Amul Gold Milk
Amul Tazza Double Milk
Amul lite slim and trim milk
Amul cool checolate milk _
Amul cool flavoured botteled milk
Amul cool flavoured tetra pack
Amul shakti toned milk

D. Cheese:-
Amul pasteurized processed cheese

Amul cheese spread
Amul emmental cheese
Amul pizza mozzaralla cheese

E. For cooking
Amul ghee

e e e o e g I T T e 8 0 e 0 e - s -
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Cooking butter
Amul malal paneer
Utterly decisious pizza

Mithai mate
Masti dahi

D. Frozen product :- Amul ice cream Amul chocolate Amul lassi

PRODUCT RANGE :-
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Amul works on the model of being value for money and simultaneously
protecting the Interest of farmers . It sells a wide range of products

making it India’s largest food brand .

R R A | |

Amul targets mass market of the r.nu'n_try' by providing best quality
available at best available prices . This strategy has helped company
attract a lot of customers in the past and will do so in future also . Dalry
cooperatives established by Amul catapulted India to prominence on the
world dairy map with a 21 % share of global milk output by utilising the
collective strength of millicns of small and marginal farmers .
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Market Analysis :- !
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Size and Holding =-
Amul recorded a tumover of around US $ 7.3 billion last fiscal year . t's

dairy cooperative movement now includes 190.516 village - level dairy
cooperative organisations in India , with 16.9 million farmer households as

members and 50 million gallons of milk handled per day .
These are members of India"s almost 245 district - level milk producer's

cooperative unlons , each of which has at least one dairy plant and Is
charged with processing and adding value to milk collected by village -

level dairy cooperatives .




Customer Analysis :-

e o

Every since its foundation , Amul has constantly developed itself in
staying relevant for all these years In the minds of consumer .

Amul emphasizes the models of providing value for money to the
customers and protecting the interests of farmers simuitaneously .

Customer Target :-

Customer Amul Products

Kids Chocolate, Amul kool, Amul milk,
Milkshake

Women ; _. JAmul calei

Youth | Amul pizza, cheese spread

Health conscious

Amul shakti heaith food drink,
Amul lite butter , Nutramul

Colorie conscious

Amul lite , sagar skimmed milk
powder and trim milk

Target audience:-

Best quality
poducts

Affordable
rices

T RECE WM B W B e B R e e e o g g e 5 o e o e i ol e e "o e e g e ooy oy o gy WG WM WS MG MECTE WE LM WS WL U LT e e o o e s b e TR TR EOCEE W RO m

=1



L

——— - v - R - P i O R e 2

It target the market of Indla with no premium offerings by providing the
best quality product at affordable price .It follows a low-cost price
strategy which attractsits consumer and helps Amul in sustaining its
competitive advantage.

Competition Analysis :-
l:nm_paﬂturs

i =

Heritage Butter  Britannia
Butter
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Dabur Honey Patanjali Honey

Amul Honey

Market turnover :-

The Gujarat Cooperative Milk-Marketing Federation (GCMMF), which
markets "Amul’ brand of milk and dairy products, registered a tumover of
Rs 39,248 crore in 2020-21,

The tumover of the Amul group (GCMMF and member unions) crossed Rs
23,000 crore in the year when it celebrates the 75th year of Amul
cooperative movement. GCMMF aims to double its group turmover to Rs 1
lakh crore by 2025, it said after its 47th annual general meeting (AGM).

GCMMF had registered a sales tumover of Rs 38,542 crore in 2019-20, a
rise of 17 percent as compared to the previous financial year.
Consolidated turnover of all products sold under the "Amul’ brand was Rs
52,000 crore last financial year. |

GCMMF, the apex body of 'I'B':dalw cooperatives in Gujarat, achieves an
impressive turnover in the T5th year of the Amul cooperative movement
that was born in 1946, leading to its establishment in 1973.

This Cooperative, which began with two small villages collecting just 250
litres of milk per day in 1946, today handles more than 29 million litres of
milk on a peak operating day. Today, 75 years hence, Amul is the largest

food and FMCG (fast-moving consumer goods) brand in India,”

Turnmrer of GCMMF {In E rures}
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Qutlet :-
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CONCLUSION A

The AMUL captured the 60 % of the market , Mother Dairy
captured 30 % and 10 % are the remaining brands . The
customers are loyal towards Amul products and demand
of Amul products is also good in the market . But in some
area Mother Dairy try to capture Amul customers by
providing schemes and freezers to the retailer, so that the
retailers sells Mother Dairy products . Due to high demand
of Amul pouch dahi and buttermilk retailers are bound to
keep Amul products . The company should work on their
distribution network and on the replacement policies of
the expired and defected products . There should be a
proper grievance handling process so that the relationship
between retailers distributors remain good .
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