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INTRODUCTION

INTRODUCTIONOFSCM

Supplychainmanagementhasaveryimportantroletoplaywithintheorganization

because itinvolves with the responsibility forpredicting and satisfying end

customers'demandbackthroughtothesupplierandcreatesopportunitiesforthe

procurementprofessionaltocontributetotheorganization’ssuccess.Theobjective

ofsupplychainmanagementistocreatethemostvaluefortheentiresupplychain

network,includingtheend-customer.Successfulsupplychainmanagementinvolves

thecoordinationofactivitieswithinthefirm andbetweenmembersofthesupply

chain.Withintheorganization,thesupplychainreferstoawiderangeoffunctional

areas.

TheseincludeSupplyChainManagement-relatedactivitiessuchasinboundand

outboundtransportation,warehousing,andinventorycontrol.Sourcing,procurement,

and supplymanagementfallunderthesupply-chain umbrella,too.Forecasting,

productionplanningandscheduling,orderprocessing,andcustomerserviceallare

partoftheprocessaswell.SupplyChainManagershaveavitalroletoplayin

managingcost,astheyareinapositiontomonitorandinfluencethewholecost

base across the business and the supplychain .CommercialDepartmentof

BritanniaIndustryisoneofthemostvitalfunctionaldepartmentsoftheCompany

whichdealswiththesupplychainactivitiesofBritanniaIndustry.Inordertokeepall

thebusinessesrunningflawlessly,thededicatedandhardworkingemployeesofthis

departmentmaintain a good liaison with the customers,both nationaland

international.TheCommercialDepartmentisconsistentlyachievingthebestprices

fortheproductsthattheypurchase,ensuringenormousamountofcostsavingsfor

the company.Itoffers invincible professionalism and expertise in the entire

commercialactivitiesofBritanniaIndustry.

SupplyChainManagementcanbedefinedasthemanagementofflowofproducts

andservices,whichbeginsfrom theoriginofproductsandendsattheproduct’s

consumption.Italsocomprisesmovementandstorageofraw materialsthatare

involvedinworkinprogress,inventoryandfullyfurnishedgoods.

Themainobjectiveofsupplychainmanagementistomonitorandrelateproduction,

distribution,and shipmentofproducts and services.This can be done by
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companieswithaverygoodandtightholdoverinternalinventories,production,

distribution,internalproductionsandsales.
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Intheabovefigure,wecanseetheflowofgoods,servicesandinformationfrom the

producertotheconsumer.Thepicturedepictsthemovementofaproductfrom the

producertothemanufacturer,whoforwardsittothedistributorforshipment.The

distributorinturnshipsittothewholesalerorretailer,whofurtherdistributesthe

productstovariousshopsfrom wherethecustomerscaneasilygettheproduct.

Supplychainmanagementbasicallymergesthesupplyanddemandmanagement.

Itusesdifferentstrategiesandapproachestoview theentirechainandwork

efficientlyateachandeverystepinvolvedinthechain.Everyunitthatparticipatesin

theprocessmustaim tominimizethecostsandhelpthecompaniestoimprove

theirlongterm performance,whilealsocreatingvalueforitsstakeholdersand

customers.This process can also minimize the rates by eradicating the

unnecessaryexpenses,movementsandhandling.

Hereweneedtonotethatsupplychainmanagementandsupplychainevent

managementare two differenttopics to consider.The Supply Chain Event

Managementconsidersthefactorsthatmayinterrupttheflow ofaneffective

supplychain;possiblescenariosareconsideredandaccordingly,solutionsare

devisedforthem.

SupplyChainManagement-Goals

Everyfirm strivestomatchsupplywithdemandinatimelyfashionwiththemost

efficientuseofresources.Herearesomeoftheimportantgoalsofsupplychain

management−

 Supplychainpartnersworkcollaborativelyatdifferentlevelstomaximize

resourceproductivity,constructstandardizedprocesses,removeduplicate

effortsandminimizeinventorylevels.

 Minimizationofsupplychainexpensesisveryessential,especiallywhen

there are economic uncertainties in companies regarding theirwish to

conservecapital.

 Costefficientandcheapproductsarenecessary,butsupplychainmanagers

needtoconcentrateonvaluecreationfortheircustomers.

 Exceedingthecustomers’expectationsonaregularbasisisthebestwayto

satisfythem.
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 Increased expectations ofclients forhigherproductvariety,customized

goods,off-seasonavailabilityofinventoryandrapidfulfillmentatacost

comparabletoin-storeofferingsshouldbematched.
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 Tomeetconsumerexpectations,merchantsneedtoleverageinventoryasa

sharedresourceandutilizethedistributedordermanagementtechnologyto

completeordersfrom theoptimalnodeinthesupplychain.

Lastly,supplychainmanagementaimsatcontributingtothefinancialsuccessofan

enterprise.In addition to allthe points highlighted above,itaims atleading

enterprisesusingthesupplychaintoimprovedifferentiation,increasesales,and

penetrate new markets.The objective is to drive competitive benefit and

shareholdervalue.
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INTRODUCTIONOFDISTRIBUTIONCHANNEL

Distributionreferstothetransferofagoodsfrom onebusinesstoanother.It

canbefactorytosupplier,suppliertoretailer,orretailertoendcustomer.Itis

definedasachainofintermediaries;eachpassingtheproductdownthechaintothe

nextorganization,beforeitfinallyreachestheconsumerorend-user.Thisprocessis

knownasthe'distributionchain'orthe'channel.'Eachoftheelementsinthese

chainswillhavetheirownspecificneeds,whichtheproducermusttakeintoaccount,

alongwiththoseoftheall-importantend-user.

Globalsupplychainmanagementhastremendouslygainedimportancesince

thepastdecadesduetotheglobalcompetitivebusinessenvironment.Christopheret

al.(2006)stressontheneedofsupplychaindesignforglobaloperationsandthey

arguethatthechoiceofsupplychainstrategyimpactscompetitiveperformance.

Theinternationalizationorglobalization1ofsupplychainshasincreasedforeign

competitioninthecountries’localmarkets.Forthisreason,companiesmustmake

quick and wise decisions atstrategic and operationallevels regarding the

procurementofgoodsandservicesgloballyinordertominimizetheextentof

procurementrisksorproblems.Procurementfirmsestablishrelationshipsnetworks

withtheirkeysupplierswhentheyperceivesupplyrisks.

TheirstudyonsupplyriskmanagementviarelationalapproachintheChinese

business contextreveals thatimproved communication and suppliertrustare

positivelyrelatedtosupplierperformanceandemphasizedthatinorderto“mitigate

qualityrisks,supplychainmembersarecoordinatedbysharingtheirinformation”.

This resultsupports on integration ofthe globalsupply chain.Supply chain

management(SCM)hasreceived in recentyearsa greatdealofattention by

researchersandpractitioners.EffectiveSCM willleadtoaloweringofthetotal

amountofresourcesrequiredtoprovidethenecessarylevelofcustomerservicetoa

specific segmentand improving customerservice through increased product

availability and reduced order cycle time;engage in information exchange

(forecasting techniques, inventory management, delivery) and structural

collaboration(just-in-timesystem,outsourcing,vendor-managedinventoryandco-

locatingplants)relationshipswithdownstream supplychainpartnerstocreateend-

customervalueandmaximizebenefitsandminimizecostsalongthesupplychain.

Thus,thenatureofSCM becomesvisibletoparticipatingcompanieswithsuccessful
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implementationintheeverchangingglobalenvironmentofthebusinessworld,risks

abound and itgreatlyaffects the decision making processes ofthe business

management.
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UnderstandingDistributionChannels

Adistributionchannelisapathbywhichallgoodsandservicesmusttraveltoarrive

attheintendedconsumer.Conversely,italsodescribesthepathwaypaymentsmake

from theendconsumertotheoriginalvendor.Distributionchannelscanbeshortor

long,anddependonthenumberofintermediariesrequiredtodeliveraproductor

service.

Goodsandservicessometimesmaketheirwaytoconsumersthroughmultiple

channels—a combination ofshortand long.Increasing the numberofways a

consumerisabletofindagoodcanincreasesales.Butitcanalsocreateacomplex

system thatsometimesmakesdistributionmanagementdifficult.Longerdistribution

channelscanalsomeanlessprofiteachintermediarychargesamanufacturerforits

service.

DirectandIndirectChannels

Channelsarebrokenintotwodifferentforms—directandindirect.Adirectchannel

allowstheconsumertomakepurchasesfrom themanufacturerwhileanindirect

channelallowstheconsumertobuythegoodsfrom awholesalerorretailer.Indirect

channelsaretypicalforgoodsthataresoldintraditionalbrick-and-mortarstores.

Generally,iftherearemoreintermediariesinvolvedinthedistributionchannel,the

priceforagoodmayincrease.Conversely,adirectorshortchannelmaymeanlower

costsforconsumersbecausetheyarebuyingdirectlyfrom themanufacturer.

ChannelsofDistribution#4.FunctionsofDistributionChannel:

i.Warehousing

ii.InventoryManagement

iii.Transportation

iv.OrderProcessing

v.MaterialHandling

vi.Information&CustomerEducation

vii.Selling

viii.Financing

ix.Promoting

x.Negotiating

xi.MarketingIntelligence
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xii.Servicing
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COMPANYPROFILE
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COMPANYPROFILE

Britannia Industries Limited is an Indian food and beverage company.

Foundedin1892andheadquarteredinKolkata,itisoneofIndia'soldestexisting

companies.ItisnowpartoftheWadiaGroupheadedbyNusliWadia.Thecompany

sellsitsBritanniaandTigerbrandsofbiscuits,breadsanddairyproductsthroughout

India and in more than 60 countries across the world.Beginning with the

circumstancesofitstakeoverbytheWadiagroupintheearly1990s,thecompany

hasbeenmiredinseveralcontroversiesconnectedtoitsmanagement.However,it

doesenjoyalargemarketshareandisexceedinglyprofitable

Thecompanywasestablishedin1892byagroupofBritishbusinessmenwith

aninvestmentof₹295.Initially,biscuitsweremanufacturedinasmallhousein

centralKolkata.Later,theenterprisewasacquiredbytheGuptabrothers,mainly

NalinChandraGupta,anattorney,andoperatedunderthename"V.S.Brothers."In

1918,C.H.Holmes,anEnglishbusinessmanbasedinKolkata,wastakenonasa

partnerand TheBritannia BiscuitCompanyLimited (BBCo)waslaunched.The

Mumbaifactorywassetupin1924andPeekFreansUK,acquiredacontrolling

interestinBBCo.BiscuitswereinhighdemandduringWorldWarII,whichgavea

boosttothecompany'ssales.Thecompanynamewaschangedtothecurrent

"BritanniaIndustriesLimited"in1979.In1982,theAmericancompanyNabisco

Brands,Inc.acquired the parentofPeekFreansand became a majorforeign

shareholder.

BritanniaIndustriesisoneofIndia’sleadingfoodcompanieswitha100yearlegacy

andannualrevenuesinexcessofRs.9000Cr.Britanniaisamongthemosttrusted

food brands,and manufactures India’s favorite brands like Good Day,Tiger,

NutriChoice,Milk Bikis and Marie Gold which are household names in India.

Britannia’s productportfolio includes Biscuits,Bread,Cakes,Rusk,and Dairy

productsincludingCheese,Beverages,MilkandYoghurt.Britanniaisabrandwhich

manygenerationsofIndianshavegrownupwithandourbrandsarecherishedand

lovedinIndiaandtheworldover.Britanniaproductsareavailableacrossthecountry
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incloseto5millionretailoutletsandreachover50%ofIndianhomes.
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Thecompany’sDairybusinesscontributescloseto 5percentofrevenueand

Britanniadairyproductsdirectlyreach100,000outlets.

BritanniaBreadisthelargestbrandintheorganizedbreadmarketwithanannual

turnoverofover1lactonsinvolumeandRs.450croresinvalue.Thebusiness

operateswith13factoriesand4franchiseessellingcloseto1mnloavesdaily

acrossmorethan100citiesandtownsofIndia.

Wehaveapresenceinmorethan60countriesacrosstheglobe.Ourinternational

footprintincludespresenceinMiddleEastthroughlocalmanufacturinginUAEand

Oman,aretheNo2biscuitplayerinUAEwithastrongcontentiontoleadershipand

haveasimilarlystrongmarketpositionintheotherGCCcountries.Wearealsothe

marketleadersinNepalandareintheprocessofinvestingamanufacturingfacility

inthecountry.

OurfootprintspreadsacrossNorthAmerica,Europe,AfricaandSouthEastAsia

throughexportsandweareinvestinginastate-of-the-artfacilityinMundraSEZ,

Gujarat,toservicetheexportsmarkets.

Ourstrategicexpansionplanisbasedontheprincipleof‘Onenew marketayear’.

WeplantoexpandthroughlocaloperationsinAfricaandSouthEastAsiainthe

comingyears.

Britanniatakesprideinhavingstayedtruetoitscredo,‘EatHealthy,ThinkBetter’.

Havingremovedover8500tonnesofTransFatsfrom products,Britanniabecame

India’sfirstZero TransFatCompany.Over50% oftheCompany’sportfolio is

enrichedwithessentialmicro-nutrientswhichnourishthebody.

ThecompanysetuptheBritanniaNutritionFoundationin2009,andbeganworking

on public private partnership to address malnutrition amongstunder-privileged

childrenandwomen.

BrandBritanniaislistedamongstthemosttrusted,valuableandpopularbrandsin

varioussurveysconductedbyprestigiousorganizationslikeMillwardBrown,IMRB,

WPPGroupandHavasMediaGrouptonameafew.
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Ourrelentlessfocusonqualityandfreshnesshavewonusprestigiousaccolades

includingtheGoldenPeacockNationalQualityAwardandtheRamakrishnaBajaj

NationalQualityAward.
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However,the award that we cherish the most is the one given by our

consumers.Britanniaisrecognizedasoneofthemosttrusted,valuableandpopular

brandsamongIndianconsumersinvariousreputedsurveys.

Britanniabelievesthat‘Taste&Trust’areitssobriquetandwillconstantlyendeavor

tomakeaBillionIndiansreachoutforadelightfulandhealthyBritanniaproduct

severaltimesaday!

Business

Thecompany'sprincipalactivityisthemanufactureandsaleofbiscuits,bread,rusk,

cakesanddairyproducts.

Biscuits

Thecompany'sfactorieshaveanannualcapacityof433,000tonnes.Thebrand

namesofBritannia'sbiscuitsincludeVitaMarieGold,Tiger,Nutrichoice,Goodday,

5050,Treat,PureMagic,MilkBikis,Bourbon,NiceTimeandLittleHeartsamong

others.

In2006,Tiger,themassmarketbrand,realised$150.75millioninsales,including

exportstotheU.S.andAustralia.Thisamountsto20%ofBritanniarevenuesforthat

year.

AlsoBritanniaIndustrieshasropedinBollywoodactorSalmanKhantoendorseits

rangeof'Tiger'brandofbiscuits.AccordingtoBritannia,Khanwillplayarolein

furtherenhancingTiger'scorevaluesthroughhisassociationinpresentingthebrand,

itsproductsandpromotionalactivities.

DAIRYPRODUCTS

Dairyproductscontributecloseto10%toBritannia'srevenue.Thecompanynotonly

marketsdairyproductstothepublicbutalsotradesdairycommoditiesbusiness-to-

business.Itsdairyportfoliogrewto47%in2000-01andby30%in2001-02.Itsmain

competitorsareNestléIndia,theNationalDairyDevelopmentBoard(NDDB),and

Amul(GCMMF).

BritanniaholdsanequitystakeinDynamixDairyandoutsourcesthebulkofitsdairy

productsfrom itsassociate.

On27October2001,BritanniaannouncedajointventurewithFonterraCo-operative

GroupofNewZealand,anintegrateddairycompanywhichhandlesallaspectsofthe
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valuechainfrom procurementofmilktomakingvalue-addedproductssuchas

cheeseandbuttermilk.Britanniaintendstosourcemostoftheproductsfrom New

Zealand,whichtheywouldmarketinIndia.Thejointventurewillallow technology

transfertoBritannia.BritanniaandNewZealandDairy



23

eachhold49% oftheJV,andtheremaining2percentwillbeheldbyastrategic

investor.Britanniahasalsotentativelyannouncedthatitsdairybusiness(probably

including Dynamix)would be transferred to the jointventure.However,the

authorities'approvaltothejointventureobligedthecompanytostartmanufacturing

facilitiesofitsown.Itwouldnotbeallowedtotrade,exceptatthewholesalelevel,

thuspitchingitincompetitionwithDanone,whichhadrecentlyestablisheditsown

dairybusiness.

MISSION

ThemissionstatementofBritanniasays"Toimprovethefinancialhealthofour

membersandcustomersbysatisfyingtheirevolvingborrowing,investmentand

housingneeds.”
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OBJECTIVESOFTHESTUDY
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OBJECTIVESOFTHESTUDY

 TounderstandthechannelsdistributionandmarketingprocessofProducts.

 Tostudytheimprovecustomerservicethroughincreasedstockavailability.

 TounderstandthemanufacturinganddistributionprojectofBritanniaIndustry.

 TounderstandthepricingmethodofProducts.

 ToincreaseefficiencyofmanagingtheCustomers,Productsandservices.

 Tounderstandthedifferencebetweenthetraditionalmarketssupplychain

andsupermarketssupplychain.
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HYPOTHESIS
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HYPOTHESIS

H0 :- ThereisdependenceonchanneldistributionbyBritannia
Industry.

H1 :- ThereisnodependenceonchanneldistributionbyBritannia
Industry

.
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SCOPEOFTHESTUDY
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SCOPEOFTHESTUDY

Supplychainmanagement focusesonreducingtheoveralloperatingcostofthe

organisation.Itaimsatbringingefficiencyandraisingtheprofitabilityoforganisations.

Bydevelopingaproperchainitbringsdownthepurchasingcost,productioncostand

deliverycost.Itenablessmoothflowofrawmaterialsfrom thesuppliertoan

organisationwhichreducestheholdingperiodofmaterialswiththesupplierandavoids

anylossesduetodelayinproduction.Similarly,companiesarenotrequiredtoholdon

expensiveinventoriesforalongertimeanddistributequicklythroughthesupplychain.

 Supplychainmanagementhelpsinprovidingbetterservicetocustomers.All

productionstrategiesareframedinaccordancewithrequirementsofcustomersto

manufacturerightproduct. Itproperlyanticipatesthedemandsofcustomersbefore

initiatingtheproduction.Supplymanagersmonitoralloperationsofbusinessand

ensurethatqualityproductsareproducedusingbestcombinationofresources.Right

productavailabletorightcostprovidebettersatisfactiontocustomers.Thiswillboost

theirconfidencelevelincompany’sproducts
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RESEARCHMETHODOLOGY
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RESEARCHMETHODOLOGY

ThestudyofconductingresearchisResearchMethodology.Research:Theword

researchiscomposedoftwosyllables“Re”and“Search”.“Re”istheprefixmeaning

‘Againoroveragainoranew’and“Search”isthelattermeaning‘toexamineclosely

andcarefully’or‘totestandtry’.Togethertheyform,acareful,systematic,patient

study and investigation in some field ofknowledge undertaken to establish

principles/policies.Researchcanalsobedefinedas-

 Searchforknowledge

 Systematicandscientificsearchforgettingrelevantanswersonanytakenup

specifictopic.

 Scientificenquiryintoasubject.

 Researchisamovementfrom theunknowntotheknown.

 ItisthevoyageofdiscoveryAcctoBulmer,Researchisprimarilycommitted

toestablishingsystematic,reliableandvalidknowledgeaboutthesocial

world.

AccordingtoCliffordWoody,Researchcomprisesof

 Definingandredefiningproblems.

 Formulatinghypothesis(basicidea)

 Collecting

 Organizing

 Evaluatingdata

 Makingdecisions

 Suggestingsolutions

 Reachingconclusions

Marketing isan essentialaspectofeverybusinessorganization,ifitisto be

successful.Goodmarketingmanagersarereferredtoasthosewhohavefairandare

abletotakedecisionsbasedontheirinstinctsandgutfeelinginotherword,thisare

personwho areclearlytriedto understandto particularindustry,thereproduct

offering,theircompetitor,therecustomerand aboveallhow to usemarketing

communication to successfullysellas product.Butthe continuouslychanging

marketingenvironmentinvolvesagreatamountofuncertainty,riskandaboveall

substantialmarketingexpenditure.
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Mostmarketersareforremovedfrom theirultimatecustomerthetorchbearwho

willbetheultimatedecisionmakertodeterminethesuccessorfailureoftheproduct.

Yetthesemanagersmustbeknowledgeableandwellinformedabouttheirmarket,

customerandcompetitorsoastomakegoodmarketingdecision.Thisiswherethe

conceptofthemarketingresearchfacilitiesbyprovidinginformationtoaidthe

decisionmakingprocess.

Attheendoftheday,forthemarketingdecisionmakers,marketingresearchisgroup

ofmethodandtechniquetoproviderelevantinformationthatcansupportanalysis

anddecisiontodowiththecreationandmanagementofmarketingcommunication.

Beforegoingintothedefinitionofmarketingresearchletusbrieflyexaminethe

meaningoftermsresearchandmarketresearchsimplystatedresearchreferstothe

process ofcollecting,documentating and analyzing importantcriticalrelevant

informationpertainingtoanyproblem orquestion.Thismeanthatthepresenceofa

problem orqueryorquestionimpliesresearchistobeundertaken.

Foryeartogether,theIndianindustryhasalwaysreliedonentrybarriertoprotectit

from competition.Duringthisperiod,thesuccessofthefirm dependeduponpolitical

patronageratherthanoperationalefficiencyandperformance.From thecustomer

sidetherewasaforcedloyaltyandgrudgingacceptanceofhightariff.

However,now theintegrationoftheIndianindustrywiththeglobaleconomythe

customerarealsobecomingmoreaware,demandingandsophisticated,withthe

adventofe-commerceandthedisappearanceoftradebarriers,marketingfirmsneed

tostretchthemselvesinordertoreachoutthecustomer.

ResearchApproaches-

Therearetwomainapproachestoresearch,namelyquantitativeapproachand

qualitative approach. The quantitative approach involves the collection of

quantitativedata,whichareputtorigorousquantitativeanalysisinaformalandrigid

manner.Thisapproachfurtherincludesexperimental,inferential,andsimulation

approachestoresearch.Meanwhile,thequalitativeapproachusesthemethodof

subjectiveassessmentofopinions,behaviorand attitudes.Researchinsucha

situationisafunctionoftheresearcher’simpressionsandinsights.Theresults

generatedbythistypeofresearchareeitherinnon-quantitativeform orintheform

whichcannotbeputtorigorousquantitativeanalysis.Usually,thisapproachuses
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techniqueslikein-depthinterviews,focusgroupinterviews,andprojectivetechniques.
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UNIVERSEOFSTUDY:-

UniverseofstudyforthisprojectisNagpurcity

SAMPLESIZE:-

Thesamplesizeisusedon50Respondents

SAMPLEMETHOD:-

ThismethodisusedinRandom Method

RESEARCHSTUDY

Aresearchdesignmaybroadlybeclassifiedintothreemaincategories

• Descriptive research: Descriptive studies are undertaken in many

circumstances.Whentheresearchisinterestedinknowingthecharacteristics

ofcertaingroupsuchasage,sex,educationallevel,occupationorincomeetc.
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RESEARCHDESIGN
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DATACOLLECTION

Datacollectionisastandoutamongstthemostessentialstagesincarryingona

research.Youcanhavethebestresearchplanintheworld,however,intheeventthat

youcan’tgatherthenecessarydatayouwillnothavethecapacitytocompleteyour

venture.Datacollectionisanextremelychallengingworkwhichneedsexhaustive

planning,diligentwork,understanding,determinationandmoretohavethecapacity

tocompletetheassignmenteffectively.Datacollectionbeginswithfiguringoutwhat

sortofdataisneeded,followedbythecollectionofasamplefrom acertainsection

ofthepopulation.

Allmarketingresearchcantaptwosourcesofdataforinvestigationthatare:

1)Internalsources

2)Externalsource

Factandfigurearetherawmaterialswithwhichtheresearchwork.Internal

sourcesarethecompaniesownrecordregister,documents,salesrecordinvoices

provide valuable information regarding sales byproductterritories,customers,

Research starts with internaldata and itis irrespective .Preliminary orthe

explanativephaseofresearchusuallytapstheinternalsourceinitially.Allother

sourcesandinformationaretheexternalsourceofdata.

ThesamplingareawasNagpurdistrict.Almost60respondentswerecovered

duringtheresearchwork.itincluded2stockiest,5dealersand3retailersand50

customers.Questionnairemethodwasfollowed.

Anotherwayofclassifyingthesourceofinformationis-

1.Primarydata

2.Secondarydata

Aresearchplanwasfollowedforgatheringprimarydata,secondarydataor
both.

PrimaryData-

Whensomeonerefersto"primarydata"theyarereferringtodatacollectedbythe

researcherhimself/herself.This is data thathas neverbeen gathered before,

whetherinaparticularway,oratacertainperiodoftime.
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Researcherstendtogatherthistypeofdatawhenwhattheywantcannotbefind

from outsidesources.Youcantailoryourdataquestionsandcollectiontofitthe

needofyourresearchquestions.

Thiscanbeanextremelycostlytaskand,ifassociatedwithacollegeorinstitute,

requirespermissionandauthorizationtocollectsuchdata.Issuesofconsentand

confidentialityareofextremeimportance.

Primarydataactuallyfollowsbehindsecondarydatabecauseyoushouldusecurrent

informationanddatabeforecollectingmoresoyoucanbeinformedaboutwhathas

alreadybeendiscoveredonaparticularresearchtopic.

Primarydataisthedatacollectedbytheresearcherthemselves,i.e.

1.interview

2.observation

3.actionresearch

4.casestudies

5.lifehistories

6.questionnaires

7.ethnographicresearch

SecondaryData-

Ifthetimeorhassleofcollectingyourowndataistoomuch,orthedatacollection

hasalreadybeendone,secondarydatamaybemoreappropriateforyourresearch.

Thistypeofdatatypicallycomesfrom otherstudiesdonebyotherinstitutionsor

organizations.Thereisnolessvaliditywithsecondarydata,butyoushouldbewell

informedabouthowitwascollected.

Thereareanumberoffreeservicesonlineaswellasmanyothermadeavailable

throughyourcurrentstatusasBYUstudents.

Secondarysourcesaredatathatalreadyexists

1.Previousresearch

2.Officialstatistics
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DATAANALYSIS&INTERPRETATION

GENDER

Opinion Percentage

Male 56

Female 44

Total 100

INTERPRETATION

Outof50valuablecustomersofBritannias28customersaremaleand22

customersarefemale.TheyareregularlyusingtheBritanniaIndustryProductsin

his/herregularlifeandtheyareverysatisfiedwiththeproductpriceandservices

ofBritannias.

4
Male

Femal
5
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AGE

Opinion Percentage

20-30 20

31-40 30

41-50 50

Total 100

INTERPRETATION

Outof50Valuablecustomers50%ofcustomerbelongsto41-50ageslab,30%

customersbelongsto31-40ageslaband20%ofcustomersbelongsto20-30age

slab.

2

5

20-
30

31-
40

3
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OCCUPATION

Opinion Percentage

Govt.Employees 20

Pvt.Employees 30

SelfEmployed 50

Total 100

INTERPRETATION

Outof50Valuablecustomers50%ofcustomerbelongstoSelfemployedcategory,

30%customersbelongtoPvtEmployedand20%ofcustomersbelongtoGovt

Departments.

2

5

Govt.
Employees

Pvt.

Employees

3
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MONTHLY(FAMILY)INCOME

Opinion Percentage

10000andabove 20

15000andabove 30

20000andabove 50

Total 100

INTERPRETATION

Outof50Valuablecustomers50%ofcustomerbelongsaveragefamilymonthly

incomearound20thousandandabove,30%customersbelongtoaveragefamily

monthlyincomearound15thousandandaboveand20%ofcustomersaverage

familymonthlyincomearound10thousandandabove.

2

5

10000and
above

15000and
above

3
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Areyoufrom theurbanareaorruralarea?

Opinion Percentage

UrbanArea 60

RuralArea 40

Total 100

INTERPRETATION

Outof50Valuablecustomers60%ofcustomerbelongsurbanareaand40%

customersbelongtoruralArea.

40

UrbanArea

RuralArea

60
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AreyouawareofthepromotionsactivitieslaunchbytheBritanniaIndustrySchemes?

Opinion Percentage

Awareaboutthe
schemes

84

NotAware 16

Total 100

INTERPRETATION

Outof50Valuablecustomers84%ofcustomerareawareaboutthe

promotionsschemesofBritanniaIndustrySchemes.But16%ofcustomerarenot

wareaboutthat.

16

Awareaboutthe

schemesNotAware

84
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Howlongyouareworkingintheorganization?

Opinion Percentage

0–2Years 6

2–5Years 16

5–10Years 30

Morethan10Years 48

Total 100

INTERPRETATION

From thechartthat24employeesareworkingformorethan10years.Even

no.ofemployeesworkingbetween5-10yearsare15.Thisshowsthattheoperation

managementprocess in Britannia Industry is very smooth and mostofthe

employeesareregularfollowstheorganizationrulesandregulations.Thisindicates

thatemployeearesatisfiedandtheirrespondentwereinterviewedanditwasfound

thatemployeetoknowwhiletheyarecontinuingintheircompanyformorethan10

yearandfollowedthattheyareoverallsatisfied.

6

1

4

0-2Years

2-5Years

55-10Years

Morethan10

3
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AreyoucomfortablewiththeSupplyChainProcessinBritannia?

Opinion Percentage

Good 50

Satisfied 40

Bad 10

Total 100

INTERPRETATION

50% ofemployee express as a good environmentremain and as per

employeestheprocessofSupplyChainProcessisverysmooth.From theremaining

50% about40% saysasatisfactoryjobenvironmentonlyabout10% feelsbad

workingenvironmentisthere.Therearenotsatisfiedwiththewaytheyaregiventhe

work.Theyfeelthereisthebiasisthere.

1

5

Good

Satisfie

dBad
4
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2

TopManagement
Decision

BranchManager

5 Bot

1

WhatareprocessesofimplementationofnewSupplyChainProcess?

Opinion Percentage

TopManagement
Decision

26

BranchManagerLevel 16

Both 58

Total 100

INTERPRETATION

About58%ofimplementationsofnewSupplyChainProcessisdonewiththe

mutualunderstandinginbetweenmanagementofthecompanyandbranchhead.

26% implementation isdoneon thedirection oftop managementand 16% of

implementationisdoneonthedirectionofbranchmanager.
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Doyouknowwhoyourcriticalsuppliersarewhatexposurestheyfaceforatleast

oneproductline?

Opinion Percentage

Yes 75

No 25

Total 100

INTERPRETATION

From theabovegraphitisclearthatthe75%criticalsuppliersareexposures

andoneproductlineand25%notcriticalsuppliersareexposuresandoneproductline.

2

Ye
s

No

7
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Aresupplierexposuresintegratedinthedecisiontoselectasupplier?

Opinion Percentage

Yes 70

No 30

Total 100

INTERPRETATION

From theabovegraphitisclearthatthe70%supplierexposuresintegratedin

thedecisiontoselectasupplierand30%notexposuresintegrateddecisionthe

supplier.

3

Ye
s

No

7
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Haveyoudevelopedsupplychainriskmitigationstrategy?

Opinion Percentage

Yes 60

No 40

Total 100

INTERPRETATION

From theabovegraphitisclearthatthe60%developedsupplychainstrategy

but40%notdeveloped.

40

Yes

No

60
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Areyourcriticalsupplierswillingtopartnerorarepartneredwithyoutomitigatethe

risk?

Opinion Percentage

Yes 80

No 20

Total 100

INTERPRETATION

From theabovegraphitisclearthatthe80%willingtopartnerorarepartner

withriskand20%willingtopartner.

20

Yes

No

80
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Doyouhaveotherstrategiestodealwithsupplierswhoarenotwillingtopartner

withyou?

Opinion Percentage

Yes 75

No 25

Total 100

INTERPRETATION

From theabovegraphitisclearthatthe75%otherstrategiestodealwith

suppliersand25%nototherstrategiestodealwithsuppliers.

2

Ye
s

No

7



55

FINDINGS



56

FINDINGS

 Outof50valuablecustomersofBritannias28customersaremaleand22

customers are female.They are regularly using the Britannia Industry

Productsinhis/herregularlifeandtheyareverysatisfiedwiththeproduct

priceandservicesofBritannias.

 Outof50Valuablecustomers50% ofcustomerbelongsto41-50ageslab,

30%customersbelongsto31-40ageslaband20%ofcustomersbelongsto

20-30ageslab.

 Outof50Valuablecustomers50% ofcustomerbelongstoSelfemployed

category,30% customersbelongtoPvtEmployedand20% ofcustomers

belongtoGovtDepartments.

 Outof50 Valuablecustomers50% ofcustomerbelongsaveragefamily

monthlyincomearound20thousandandabove,30% customersbelongto

averagefamilymonthlyincomearound15thousandandaboveand20% of

customersaveragefamilymonthlyincomearound10thousandandabove.

 Outof50Valuablecustomers60%ofcustomerbelongsurbanareaand40%

customersbelongtoruralArea.

 Outof50 Valuable customers 84% ofcustomerare aware aboutthe

promotionsschemesofBritanniasandIndianGovtSubsidiesSchemes.But

16%ofcustomerarenotwareaboutthat.

 From thechartthat24employeesareworkingformorethan10years.Even

no.ofemployeesworkingbetween5-10yearsare15.Thisshowsthatthe

operationmanagementprocessinBritanniaIndustryisverysmoothandmost

oftheemployeesareregularfollowstheorganizationrulesandregulations.

This indicates thatemployee are satisfied and theirrespondentwere

interviewedanditwasfoundthatemployeetoknowwhiletheyarecontinuing

intheircompanyformorethan10yearandfollowedthattheyareoverall

satisfied.

 50% ofemployee express as a good environmentremain and as per

employeestheprocessofoperationmanagementisverysmooth.From the

remaining50%about40%saysasatisfactoryjobenvironmentonlyabout10%

feelsbadworkingenvironmentisthere.Therearenotsatisfiedwiththeway

theyaregiventhework.Theyfeelthereisthebiasisthere.
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 About58% ofimplementationsofnew operationmanagementprocessis

donewiththemutualunderstandinginbetweenmanagementofthecompany

andbranchhead.26%
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implementationisdoneonthedirectionoftopmanagementand16% of

implementationisdoneonthedirectionofbranchmanager.

 From theabovegraphitisclearthatthe70% oforganization/businessunit

concernedabouttheoperationrisksoftheproductand30%oforganization

unitnotconcernedabouttheoperationrisks.

 From theabovegraphitisclearthatthe80%ofpreliminarydiscussionwith

operationaboutthesupplyofOilriskmanagementand20%notpreliminary

discussionwithoperationaboutthesupplyofOilriskmanagement.

 From theabovegraphitisclearthatthe60%integratedriskmanagementof

thecompanyturnoverand40%notintegratedriskmanagementintocompany

turnover.

 From theabovegraphitisclearthatthe75%criticalsuppliersareexposures

andoneproductlineand25% notcriticalsuppliersareexposuresandone

productline.
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CONCLUSION

 ItconcludethattheBritanniaIndustrycanprogressrapidlybyidentifyingnew

facilitylocationsandincreasingexistingtargetmarketandfacilitylocationsby

launchingnewcompetitiveproductatminimum cost.

 BritanniaIndustryUnityDrivehadasimplebutessentialmessageandobjective.

TobringtogetherthepeopleofIndiabypromotinginthewordsofBritannia

Industryfounder,“Unity,Faith&Discipline”.

 Inatimeofuncertaintyandfear,BritanniaIndustryrosetotheoccasionand

builtaplatform ofsolidarityandtogethernessforthepeopleofIndia.

 Thecampaignprovedtobeasuccessfulinitiativeinnotjustprovidinghopefor

ourpatrons,butalso allowed Britannia Industryto take an effective step

forwardduringtoughtimesandentrustotherresponsivecompaniestoactina

similarmanner.

 From dataanalysisofcustomerswecanunderstandthatOutof50Valuable

customers84% ofcustomerareawareaboutthepromotionsschemesof

BritanniasandIndianGovt.SubsidiesSchemes.But16%ofcustomerarenot

wareaboutthat.

 Andoutof50Valuablecustomers60% ofcustomerbelongsurbanareaand

40%customersbelongtoruralArea.

 Andoutof50Valuablecustomers50% ofcustomerbelongsaveragefamily

monthlyincomearound20thousandandabove,30% customersbelongto

averagefamilymonthlyincomearound15thousandandaboveand20% of

customersaveragefamilymonthlyincomearound10thousandandabove.
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SUGGESTION

 BritanniaIndustrycanprogressrapidlybyidentifyingnewfacilitylocationsand

increasing existing targetmarketand facility locations bylaunching new

competitiveproductatminimum cost.BritanniaIndustryUnityDrivehada

simplebutessentialmessageandobjective.

 TobringtogetherthepeopleofIndiabypromotinginthewordsofBritannia

Industryfounder,“Unity,Faith&Discipline”.

 Inatimeofuncertaintyandfear,BritanniaIndustryrosetotheoccasionand

builtaplatform ofsolidarityandtogethernessforthepeopleofIndia.

 Thecampaignprovedtobeasuccessfulinitiativeinnotjustprovidinghopefor

ourpatrons,butalso allowed Britannia Industryto take an effective step

forwardduringtoughtimesandentrustotherresponsivecompaniestoactina

similarmanner.

 Britanniashasalreadyimplementednewideasonregularbasis.

 Wecanrecommendalltheservicesrelatedtooperationmanagementshould

processthroughonline.WiththisfacilityBritanniascansavesomuchtimeand

operationalcost.

 Allthefacilitiesrelatedtobuynewconnectionandrequestforrefillingshould

betakenonlinemode.BritanniaIndustryshouldbeavailable24*7inallthe

locations;urbanaswellasrural.



63

BIBLIOGRAPHY



64

BIBLIOGRAPHY

BOOKNAME

 OperationsStrategy(Paperback)byMichaelLewis(shelved2timesas

operationsmanagement)
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ANNEXURE

1.GENDER

 Male

 Female

2.AGE

 20-30

 31-40

 41-50

3.OCCUPATION

 Govt.Employees

 Pvt.Employees

 SelfEmployed

4.MONTHLY(FAMILY)INCOME

 10000andabove

 15000andabove

 20000andabove

5.Areyoufrom theurbanareaorruralarea?

 UrbanArea

 RuralArea
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6.AreyouawareofthepromotionsactivitieslaunchbytheBritanniaIndustry
Schemes?

 Awareabouttheschemes

 NotAware

7.Howlongyouareworkingintheorganization?

 0–2Years

 2–5Years

 5–10Years

 Morethan10Years

8.AreyoucomfortablewiththeSupplyChainProcessinBritannia?

 Good

 Satisfied

 Bad

9.WhatareprocessesofimplementationofnewSupplyChainProcess?

 TopManagementDecision

 BranchManagerLevel

 Both

10.Doyouknowwhoyourcriticalsuppliersarewhatexposurestheyfaceforat

leastoneproductline?

 Yes

 No

11.Aresupplierexposuresintegratedinthedecisiontoselectasupplier?

 Yes

 No

12.Haveyoudevelopedsupplychainriskmitigationstrategy?

 Yes
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 No

13.Areyourcriticalsupplierswillingtopartnerorarepartneredwithyouto

mitigatetherisk?

 Yes

 No

14.Doyouhaveotherstrategiestodealwithsupplierswhoarenotwillingto

partnerwithyou?

 Yes

 No


