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its  products and production facilities, including
certification from Food Safety and Standards Authority
of India (FSSAI) for pasteurized milk, flavoured milk, butter,
Ghee and fermented milk products, AGMARK quality
certification by the Government of India forGhee and butter
and ‘Halal’ certification for UHT and flavoured milk
products, skimmed milk powder, whole milk powder, dairy
whitener and sweetened condensed milk.

What is advertising?
Advertising is a non-personal form of promotion

that is delivered through selected media outlets that,
under most circumstances, require the marketer to pay
for message placement. Advertising has long been viewed
as a method of mass promotion in that a single message
can reach a large number of people. The purpose of
advertising is to convince customers that a company’s
services or products are the best, enhance the image of

Advertising and marketing of PrabhatGhee

A. S. KSHIRSAGAR

The study aimed at advertising and marketing strategies of Prabhat Group of Industries. The study was conducted in Family
Bazaar, Masjid Bandar area in Mumbai city, Maharashtra state. It has been observed that more number of dairy firms is present
in Ahmednagar district of Maharashtra (20 numbers). From this district, Prabhat dairy is selected on the basis of large
production of different milk products. Various advertising mediums used by Prabhat dairy for marketing of different products
is studied along with its different promotional activities. This paper mainly highlights the task such as in shop activity which
was conducted in Family Bazaar, Masjid Bandar area (Mumbai). Under this assignment survey was conducted in Mumbai city,
to find out in which area sale is less of Prabhat Ghee. During survey we prepared questioner and we found that in Mumbai,
Masjid Bandar is the area where sale of Prabhat Ghee is less as compared to other companies. After completion of the activity
to find out the impact on customer along with the impact it has happened on sales in that area.
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Prabhat Dairy Limited is an integrated milk and dairy
products company in India catering to institutional
as well as retail customers. They produce fresh,

dry, frozen, cultured and fermented dairy products,
including pasteurized milk, flavoured milk, sweetened
condensed milk, ultra-pasteurized or ultra-high
temperature (UHT) milk, yoghurt, dairy whitener, clarified
butter (Ghee), milk powder, ingredients for baby foods,
Lassi and Chaas. They sell their products under our
retail consumer brands as well as ingredient products or
as co-manufactured products to a number of institutional
and multinational companies. Prabhat Group of Industries
have received several quality certifications for
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the company, point out and create a need for products or
services, demonstrate new uses for established products,
announce new products and programmes, reinforce the
salespeople’s individual messages, draw customers to
the business, and to hold existing customers.

Prabhat dairy uses following mediums for
advertisement :
Electronic media :

– FM Radio
– TV
– ETV Marathi
– Star Pravha
– Star Maja.

Outdoor media :
– Hoardings
– Vehicle branding
– Local train branding.

Print media :
– Newspaper advertising
– Leaflets and offer leaflets.

Prabhat dairy uses following mediums for
promotion:

– Vehicle road show
– Retailer boards
– Offer coupons
– In shop promotion.
For conducting this activity Prabhat dairy focused

on females as target customers and conducted
assignment 1) In shop promotion. By performing the
activity sale observed was 9-10lit/day, whereas sale was
6-8 lit/day before conducting the In shop activity.

Objectives :
To study the impact of in shop activity on customer

and sales of company.

METHODOLOGY
This study was conducted in Masjid Bandar area

(Mumbai) and market named Family Bazaar for
promoting Prabhat Ghee in the year 2014. Before
conducting activity we designed outline of task and
following points were considered 1) Survey the market
and finalize the shop. 2) Agency selection. 3) Note down
the sale during the In shop activity. 4) Find out impact of
post in shop activity on sale. 5) Compare the sale of all
brands, analyze and report it to marketing dept. head.
The shop name Trinity super market was selected based
on the criteria of high customer foot fall and low sale
also this area was specially selected because company
sale had declined in this area due to new competitors
such as Amul, Gowardhan, Mother dairy etc. Relevant
information was collected through a survey conducted
with help of area sales manager of Prabhat dairy. To
carry out in shop promotion female promoters were hired
from advertising agencies (Table A). Mostly we observed
that female usually come to shop so preference was
given to female promoters to promote Prabhat Ghee.
We hired two female promoters, they were provided with
samples of Ghee along with packaging of 1 lit. 500ml.
250 ml. and 100 ml of Ghee. The activity was conducted
during the month of June. Time of activity was 10:00 am
to 7:00 pm. Promoters were told to be in shop for
promotion at 09:45 am during in shop activity and scheme
provided was 20 Rs. off for 1 lit pack. And cost of 1 lit.
Pack was 410 Rs. (after providing off). Price of 1 lit.
pack of Amul and Gowardhan Ghee was 425 Rs. and
420 Rs., Respectively. Customers were less during the
week but on Saturday and Sunday number of customers
visiting shop were more and goes on decreasing upto
Monday. Near about half the customers who visited shop
were attended (on an average) and sampling was
provided to check the quality and purity of Ghee along
with its taste, also they were asked about different Ghee
brands and took customer feedback.

ANALYSIS AND  DISCUSSION
The in shop day wise report is presented in the Table

1 given below and it was observed that sale gradually
increased from Wednesday to Friday and it was highest
on Saturday and Sunday during the activity i.e. 19-20 lit/

Table A : Rates of women promoter from different agency
Sr. No. Name Rate (Per day)

1. Dreams promoter 900

2. Nestor marketing 1000

3. Siddhart advertising India PVT LTD 1200
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day. Further it was also found that mostly females shop
for their family, so female promoters which we hired for
the in shop activity had great impact on customers and
we were able to increase our company sale.
Approximately 60 per cent of customers who visited the
shop were provided with samples of Ghee and out of
those customers 40 per cent of customers purchased
our product it seems that customers switched their brand
after they were provided with samples. We found that
the rate of women promoter from DREAM
PROMOTER agency was minimum so we selected and
hired two women promoters from that agency.

Conclusion :
Customers were provided with samples to know

about the product and its taste after we provided them
with sample of Ghee, they were eager to buy the product.
And also many customers said that they are willing to
buy Prabhat Ghee as it has good quality as compared to
price. It was observed that sale increased up 9-10lit/day
after successfully completing in shop activity before that
sale was 6-8lit/day, and during second post in shop survey
the sale observed was 10 lit/day so we can conclude
that sale can be increased by conducting such activities
.
REFERENCES
Alvárez-Alvárez, B. and Vázquez-Casielles, R. (2005).

Consumer evaluations of sales promotion: The effect
on brand choice. European J. Mktg., 39(1/2) : 54–70.
doi:10.1108/03090560510572016.

Ansell, J., Harrison, T. and Archibald, T. (2007). Identifying
cross-selling opportunities, using lifestyle
segmentation and survival analysis.  Mktg.
Intelligence & Planning, 25 (4) : 394-410.

Barnes, J.G. and Howlett, D.M. (1998). Predictors of equity in
relationships between service providers and retail

customers. Internat. J. Bank Mktg., 16(1): 15-23.

Bawa, K. and Shoemaker, R.W. (2004). The effects of free
sample promotions on incremental brand sales. Mktg.
Sci., 23(3) : 345–363. doi:10.1287/mksc.1030.0052.

Beatty, S.E., Mayer, M., Coleman, J.E., Reynolds, K.E. and
Lee, J. (1996). Customer-sales associate retail
relationships. J. Retailing, 72 (3): 223-247.

Blattberg, R.C., Eppen, G.D. and Lieberman, J. (1981).
Purchasing strategies across product categories. J.
Consum Res., 3(3) : 143–154.

Blattberg, R.C. and Neslin, S.A. (1989). Sales promotion: The
long and short of it. Mktg. Lett., 1 : 81–97.

Blattberg, R.C. and Neslin, S.A. (1990). Sales promotion:
Concepts, methods, and strategies. Englewood Cliff,
Prentice Hall, NJ.

Bridges, E., Briesch, R. and Yin, C.K. (2006). Effects of prior
brand usage and promotion on consumer promotional
response. J. Retail., 82(4) : 295-307. doi:10.1016/
j.jretai.2006.08.003.

Campbell, L. and Diamond, W. (1990). Framing and sales
promotions: The characteristics of a “good deal.”  J.
Consumer Mktg., 7(4) : 25–31.

Carson, D. and Coviello, N. (1996). Qualitative research issues
at the marketing/entrepreneurship interface. Mktg.
Intelligence & Plann.,14 (6): 51-58.

Chaffey, D., Mayer, R., Johnston, K. and Ellis-Chadwick, F.
(2000). Internet marketing. Pearson Education
Limited, Harlow, Essex, 5-10.

Chandon, P. (1995). Consumer research on sales promotions:
A state-of-the-art literature review. J. Mktg. Mgmt.,11
: 419 - 441.

Chandon, P., Wansink, B. and Laurent, G. (2000). A benefit
congruency framework of sales promotion
effectiveness. J. Mktg., 64 : 65–81.

Chase, R.B. and Hayes, R.H. (1991). Beefing up operations in

Table 1 : In shop day wise report
Date Time in Time out Foot fall Customer attended Sampling done Sale lit/day

10/6/15 Wednesday 11:00 AM 7:00 PM 60 40 20 15 lit.

11/6/15 Thursday 10:30 AM 7:00 PM 66 35 22 17 lit.

12/6/15 Friday 11:00 AM 8:00 PM 70 40 29 18 lit.

13/6/15 Saturday 10:00 AM 7:00 PM 77 48 36 19 lit.

14/6/15 Sunday 10:00 AM 8:00 PM 72 45 38 21 lit.

15/6/15 Monday 11:00 AM 7:00 PM 55 39 27 13 lit.

16/6/15 Tuesday 11:00 AM 7:00 PM 59 34 25 14 lit.

ADVERTISING & MARKETING OF PRABHAT Ghee

38-41



HIND INSTITUTE OF COMMERCE AND BUSINESS MANAGEMENT

Internat. J. Com. & Bus. Manage., 10(1) Apr., 2017 :
41

service firms. Sloan Mgmt. Rev.,33 (1) : 15.

Dwyer, F. Robert, Paul, H. Schurr and Sejo, O.H. (1987).
Developing buyer-seller relationships. J. Mktg., 51 :
11-27.

Fogel, S.O. and Thornton, C.G. (2008). What a Hassle!
consumer perceptions of costs associated with sales
promotions. J. Promotion Mgmt., 14 ( 1-2): 31-44.

Foote, N.N. (1969). Market segmentation as competitive
strategy. Incurrent controversies in marketing
research (Ed.) Bogart, L., Chicago, Markham
Publishing Company, pp.129-139.

Grove, S.J., Fisk, R.P. and John, J. (2003). The future of services
marketing: forecasts from ten services experts. J.
Services Mktg., 17 (2): 107.

Harvard Business Review (2001). Customer relationship
management. Harvard Business School Press.

Hunt, K.A. and Keaveney, S.M. (1994). A process model of

the effects of price promotions on brand image.
Psychol. & Mktg., 11(6) : 511–532.

Irons, K.W., Little, J.D.C. and Klein, R.L. (1983). Determinants
of coupon effectiveness. In : F.S. Zufryder (Ed.),
Advances and practices of marketing science 1983.
Proceedings of the 1983 ORSA/TIMS Marketing
Science Conference (pp. 157–164). Los Angeles, CA:
University of Southern California.

Lowe, B. and Barnes, B.R. (2012). Consumer perceptions of
monetary and non-monetary introductory
promotions for new products. J. Mktg. Mgmt., 28 :
(5-6) : 629.

Palazón-Vidal, M. and Delgado-Ballester, E. (2005). Sales
promotions effects on consumer-based brand equity.
Internat. J. Mktg. Res., 47(2) : 179–204.

Sudarshan, D. (1995). Marketing strategy: Relationships,
offerings, timing and resource allocation. Prentice
Hall, NEW JERSEY.

 A. S. KSHIRSAGAR

38-41

10t h

 of Excellence
Year

 


