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CONTENT

The overall aim of the study was
to analyze the market capture of
the established vs newly
launched market.

OBIJECTIVES:
To access the market
penetration for Epigamia &

Amul’s flaavyo products in
Ahmadabad.

* To understand the buying
behavior of the
consumers towards these
brands.

* To study the marketing
and branding strategies of
these companies.

* To know the distribution
system of these products

Study type: Descriptive
study

Data source: Primary
and secondary research
Source of primary data:
Field observations
Questionnaire

Sample Design

Target population:
Retailers, consumers,
Salesforce (focus-group)
Sampling method: Non-
probability convenience
sampling

Sample size: 100

Study Location:
Ahmedabad

Duration: 3 months




AMUL FLAAVYO
Live probiotic

Taste, Healthy and
refreshing treat for all
age people.

GCMMF [Gujrat co-operative milk marketing federation]
M.D: RS Lodhi

LAUNCHED: 2013

FLAVOURS: 5 FLAVOURS
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ORIGIN CEO FLAVOURS SIZES VARITIES HIGHLIGHTS price



EPIGAMIA FUNDING

FOLLOWING ARE THE INVESTORS

DANONE MANIFESTO

VERVILINES - 90CR

DSG CONSUMER
138CR

AMUL FLAAVYO

GCMMEF- INDIAN
ORGANISATION

FIRST PLAYER TO INTRODUCED
PROBIOTIC VITAMIN FORTIFIED
FLAVOURED YOGURT



EPIGAMIA & AMUL FLAAVYO DISTIBUTION PROCESS

Whereas Amul flaavyo covers only dedicated Amul parlour i.e. 50 outlets. Sales
approx. 25000/month. Salesman visits 4 times. 20% margin




SWOT ANALYSIS

EPIGAMIA & AMUL FLAAVYO

* PRODUCT EXTENTION

PRODUCT EXT.
TARGETING
TIER 2 CITIES

STRENTH e PLATFORM MORE

* BIG BRAND NAME
* HIGH CUSTOMER LOYALTY
e COST EFFECTIVE

THREAT

PRICE: HIGH COST °  NEWENTERANTS

LOW SHELF LIFE

* LACK OF MKT.
* INAPPROPRIATE BRANDING
* POOR CUSTOMER REACH

* TARGETING OTHER MEANS OF SELLING

*  LIMITED CHOICE OF FLAVOURS



PORTER’'S 5 FORCE MODEL

1] Threat of new entrants

2] Bargaining power of customers

3] Bargaining power of suppliers

4] Threat of substitutes

5] Competitive rivalry

* 1]JMEDIUM

* MEDIUM
PRESSURE IN
ENTERY
MARKET

« 1]JHIGH

* THERE ARE
NO ENTERY
BARRIER

BARGAING: BARGAING:
CUST SUPPLIERS

r 97

A\
2]MEDIUM 3] LOW
PRESSURE STRAIGHT FROM
COMPETOTIORS ORGANIC FARMS
2]HIGH 3] LOW

VARIOUS COMPETITORS SUPPLIERS ARE LOCAL

THREAT
SUBSTITUTES

4]Low
LESS AVAILABILITY
IN MAKET

4] HIGH
AVAILABILITY OF
OTHER BRANDS

b 4

S5]MEDIUM
DOMINANT MARKET

5] HIGH
OTHER BRANDS AND
LOCAL PLAYERS



BRAND MODEL

KAFERPER PRISM MODEL

‘ « PHYSIQUE .

CULTURE

. Taste & * Co-operating
Quality(A.F) * Sharing
e Attractive i
* Fun loving

quality(EPIGAM)

| * PERSONALITY « REFLECTION
! * Pure Indian ‘ * Value
Oriented
* Greek touch
* Add on Meal
RELATIONSHIP
N  Sociable Y * Proud Indian & Fun loving

* Friendly « Gut friendly snack



MARKET REACH

This slide is perfect for long text descriptions

Potential Buyers

Following points are as to reach out to
customers

o 6 6 6 6 o6 o6 o o o PRICING
TTTrereeen Epgamia
LRRREIIEIL am Ty
3.Free samples Fll.e S 4_0
4.Bizom aavyo:15
software
5.Power of

digital marketing



KEY POINTS

AMUL FLAAVYO AND EPIGAMIA
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AMUL EPIGAMIA EOIGAMI EPIGAMIA PRODUCT FLAVVYO:PROBIO
HERITAGE BETTER A MORE DIGITAL LINE 1ST NATURAL

EXTENTION

Brand Strategy Sales Marketing concept

Idea



DATA CUSTOMERS
LECTI
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RETAILERS



KNOWN BRAND

m amul flaavyo M epigamia

preferred popular brand
among consumers.




SALESMAN VISITS

1]

Preferred
Salesman
visit in
retailers’
shops

BRANDS

H EPIGAMIA

AMUL

0 0.5 1 1.5 2 2.5 3 3.5

EPIGAMIA AMUL



preferred marketing tools by Epigamia brand.

Epigamia reach

40%

35%

35%

30%

25%

22%
18%

15%

10%

5%

0%

social media offline advertisement  friends and family local stores



Amul flaavyo awareness

0.35

. -
. 28% i
0 0
0.05

Lack of lack of lack of lack of
availability marketing positioning advertising
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Reason behind
Amul flaavyo
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lead
conversion

of
Epigamia.

' EPIGAMIA LEAD CONVERSTION ‘

® HUGE MARGIN

m ATTRACTIVE
OFFERS

B GIFT COUPOUNS

W FREE SAMPLES

-




preferred monthly target of Amul
flaavyo and Epigamia brand.

MONTHLY TARGET

000000
oooooo
000000
AMUL UNITS

000000

000000

EPIGAMIA UNITS

B EPIGAMIA UNITS @ AMUL UNITS



QUESTTIONAIRE

Do you know about probiotic?*®
Yes ¢
No

Do you know about Epigamia
or amul flaavyo?

M=)
NO S

How do you came to know
about epigamia and Amul?

Social Media
Advertisement offline
Friends and family
Local stores

Why uou are unaware of og
Amul flaavyo?

Lack of availability
Lack of marketing

Lack of positioning
Lack of advertising

In probiotic yogurt which one

do you like in taste? .
Amul flaavyo .
Epigamia .

How do you convert new
retailers:

Margins .
Attractive offers .
Gift coupons .
Free samples .

What is the Monthly Turnover

of product?

1-5 lakh -
5-10 lakh -
10-15 lakh .

15 lakhs above

What is the distribution
medium?

100 above

100-200
300-500
500 above

How much margin Epigamia &
Amul give

pA
10%
15%
30%

How frequent salesman visits
a week?

Once
Twice
Thrice

Do you feel difficulty in
availability of the product?

Yes
No



CONCLUSION

FOLLOWING OBSERVATION STATES THAT:

Amul being a big heritage brand with huge range of
product line is failed to market as well brand their

product Amul Flaavyo. Reasons below
e Lack of marketing

e No social coverage

e Targeting the customers

e Lack of branding

e Reaching out non dedicated retail shops

e Lack of communication

e Not proper consumer reach



EPIGAMIA- THE CURRENT MARKET LEADER

Whereas EPIGAMIA being just 4-year-old brand did miracle to the probiotic yogurt industry
and became the key leader of the probiotic yogurt segment.

e Strong sales force

e Covering supermarkets & local stores
e Strong distribution chain

e Different product ranges

e \ariant pack sizes and popular flavors
e Innovating marketing schemes

e Like- collaboration with filter copy videos,

guerrilla marketing. Activities, bloggers,

Instagram ang different social platform

coverage etc.,
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