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CHAPTER-1

EXECUTIVE SUMMARY



Stainless steels were initially developed in the first quarter of last century, it
was just four decades ago when stainless steel first production started in India
and was primarily getting used for pots and pans in kitchen with some

exception in engineering use.

Stainless steel for utensils allowed blooming and spreading the industry in
other regions. The cutlery includes any hand implement used in preparing,

serving, and especially eating food in the western world.

Cutlery is more usually known as silverware or flatware in the United States,
where cutlery usually means knives and related cutting instruments. Although
the term silverware is used irrespective of the material composition of the
utensils, the term tableware has come into use to avoid the implication that they
are made of silver. The topic selected for the project is “study of customer

relations with respect to distribution channel members for ramson

industry"

This project helped me to understand the various market trends. competitor’s

analysis and various marketing tactics. The location of project was the Nashik

city, the duration was for two months.

Project was carried out in two stages, in first stage i have to identify and take

the photographs of stainless steel utensils outlets. In second stage 1 have to

prepare the beat plan area wise and make a survey through questionnaires by

interacting with retailers. In this 1 get a result that the market for ramson

industry can be hugely expanded, but only if the company makes the good

promotional activities and makes the end uscrs awarc about its product.



CHAPTER-II

OBJECTIVES OF THE PROJECT




To identify the potential dealers for ramson in nashik region.

To create an effective networking strategy for ramson in nashik

region.

To develop healthy relationship amongst the distribution channel

members through networking.

To identify the factors that will build strong relationship in

distribution channel members.
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COMPANY PROFILE



Ramson Industries&

Seven Seas Corporation

® The Ramson story began in the year 1970 with the setting up of a

manufacturing unit primarily for cook and serve spoons to cater to the needs

of its home market.

With excellence, quality and innovation, Ramson has spread its wings
across India with a strong network of more than 40 esteemed distributors all

over India leading to around 10,000 retail points across more than 500

towns in India with 25 dedicated sales staff.

Seven Seas brings the world to you, with the best international designs in
kitchenware, tools and household items. Main Purpose is to provide quality

products which are not available and difficult to manufacture in India.

Seven Seas aspires to bundle every product with the power of 7: quality,

affordability, durability, innovation, variety, genuineness and best price.

Ramson has taken an impressive position not only in the hearts of its huge

customer base but also managed to be an integral part of every household
kitchen.

Mission:

The Company’s aim is to reach new markets and more consumers. With pan-

India presence and a vast distribution network, Ramson is well positioned to

tap these opportunities.



Vision:

Aims to bring the world within your reach — with the best and most convenient
products, keeping in line with modern trends .Vision is to revolutionize

traditional and bring in elements of utility, luxury and class.

Slogan:
STYLE, STATUS, STEEL.

Logo:

Seven’ sraxe
Seas_,

banging the world to U

Fig: 3.01logo of seven seas. Fig.3.02 logo of ramson

Location:

Government Industrial Estate, charkop, kandivali(west), Mumbai.

Product range and variety:

o Graters & Slicers

e Colanders

¢ Strainers

¢ Kitchen Tools

¢ Kitchen Gadgets

e Cutlery Sets & Stands
o Knife Sets

* Bottles & Containers
e Storage Jars

e Vaccum Bottles

¢ VaccumCoffe pots and Jars
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Products can be t iti
raditionally pe divided into these broad categories

Cook and Serve Table Cutlery & Kitchen Tool
en Tools

Patterned
Utensils

Spoons C ¢
utlery Sets & Gadgets Utensils

Utensil KG Stai
ainless Steel Hard Anodised Non stick

Range
g COOkware Cookware Gift Sets

Cookware

Kids Licensee Range for Barbie, Disney, Spiderman
Chota Bheem, Ben 10, Frozen ’

Fig.3.03: product categories.

Products are now grouped function wise and purpose wise:

DINE SERVE COOK STORE  PREPARE

Kitchen Tools
Table Cutlery Serving
. Kitchen Tools
Cutlery Sets
- Kitchen tools

Kitchen Tools Containers Kitchen Gadgets
Cooking

with handle
Stainless Steel Canisters
with design
' Casseroles

Buffet Sets

Induct'i;lm & Tri Mixing Bowls
y

Hard Anodised

Trays

Barware

Tiffins Miscellaneous

Nonstick Inductin

Lemon Sets

Dinner Sets

|
| L

VS

R I -



C Ompetitors:

Prestige & Hawl:
gL & Hd\\‘kll\S(COOk\\’&\l‘L‘)

Milton & cello('l‘it‘t‘m‘&hutllcs)

Borosil&p_\Tex(baking disheg)

Kishco Toops metro(cutlery)

Ocean &treo(glasses)

PRODUCTS:

Fig.3.07.vaccum bottle

Fig.3.06: serve products

b
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Fig.3.08: containers
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Fig.3.09.cut lery.

SWOT ANALYSIS

Strengths

-_Efirduﬁng Values since 1970

Qunirilﬂl:ly products
“Trendsetter
and

Kitchen Tableware

Empowered by Innovation

No complete awareness to the end

o

Fig.3.10: pooja thali

Weakness

—

uscers

Lack of promotional activities

' Uneven supply to the distributors

Expensive products.

Opportunities
By increasing promotional activities,
ramson can make a huge market n

nashik region.

lmpmvﬁg the networking  with

retailers they can have good sales.

Threats

"(‘mnpctitors like prestige  and
Hawkins giving quality products in

affordable price.

| Convincing retailers for sales who

have faced uneven supply of

products.
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THEORETICAL BACKGROUND
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CUSTOMER RELATION.

On a more strategic level, many believe placing customers at the center of all
of your business activities-including product design, quality and pricing is a
central component of building effective customer relations. In other words, you

need to see the world through the eyes of the customers, with them at the center

and your role as serving the needs of your customers.

The development of an ongoing connection between a company and its

customers. The relationship involves marketing communications, sales support,
technical assistance and customer service. The relationship is measured by the
degree of customer satisfaction through the buying cycle. Here customer

relation is defined in a broad term as satisfaction of retailers as they are the

customers to the company.

DISTRIBUTION CHANNELS:

Behind every product or service that reaches consumers there are marketing

channels in the background, which play a significant role.

A marketing channel is a set of interdependent
anizations involved in the process of making a product or

Individuals and org



ROLE OF MARI\'ETING CHANNELS —

*Channels provid
§ de the meang by i
¢ans by which the firm moves the goods and services

1t PI‘OdUL‘L\\ to llltilll.‘ltc users
l ﬂti“ll“\ lh\ CX l < CC acls CC
Achan NS " i ( (
i 2¢ pl 0Cess h\ ‘lllllllg (hc Illlnth‘l‘ ‘l. rontacts nec ss:ll‘y

* Adjust for discrepancies ;
jus R ancies > market®
pancies in the market S assortment of goods and services via

sorting
* Standardize exchange transactions
* Facilitate searches by both buyers and sellers

TYPES OF MARKETING CHANNELS -

Marketing channel: system of marketing institutions that promotes the

physical flow of goods and services. along with ownership title, from producers

to consumer or business user; also called a distribution channel.

Marketing intermediary: wholesaler or retailer that operates between

producers and consumers or business users; also called a middleman.

Wholesaler: marketing intermediary that takes title to goods and then

distributes these goods further; wholesaler is also called a jobber or distributor.

Resell the goods further.

Retailers: marketing intermediary that distributes or sells the goods to the end

users.



CHANNEL STRATEGY DECISIONS

Factors which i
Impact the geleet:
selection of a marketing channel in lud
« > cCrudge;

« Market factors
e Product factors
» Organizational factors

« Competitive factors

CHANNEL STRUCTURE —

The channel
Structure adopted by a company depends on the number of

intermediaries it used to distribute its products to end users

In Zero level channels, the manufacturer directly sells to the end customers

through door-to-door selling, telemarketing and so on.

In One level channel the manufacturer distributes the product directly to the

retailer who 1n turn sells them to end users.

In a two level channel there are two channel intermediaries present between
the manufacture and the customer. These are the wholesalers and retailers. The

manufacturer sells the goods to the wholesalers who sell to the retailers. The

retailers than sells it to the customers.

Three level channels are characterized by the presences of three channel

intermediaries between the manufacturer and the customer. They are

wholesalers, agents and retailers. An agent mediates between the wholesalers

and retailers.



Sales promotion i urage
< 1S the shor € purchase ‘
* Short-term ; i
s lerm incentives to encours
of a product or service T e
e Discounts

e Coupons

e Displays

e Demonstrations

Sales promotion i
ncl o
N udes coupons, contests, cents-off deals, and premiums
that attract consume i o - |
I attention and offer strong incentives to purchase. It can be

used to dramatize product offers and to boost sagging sales

CHANNELS MEMBER:
The key constituents of a marketing channel are manufacturers,

intermediaries and end users. The term manufacturers refer to the producer of
the goods or service that is being sold.

Manufacture possess and own the merchandise till it leaves the production
site and reaches the next member of distribution channels.
. The middlemen from an important role in the marketing channel. They

execute some marketing functions more efficiently than producer do.

Depending on their role in the distribution process middlemen can be

classified as merchants, agents and facilitating intermediaries.
Merchants differ from agents in that the former own the title of merchandise

while agents do not own the title but negotiate it.
themselves with the transter of

Facilitating intermediaries do not involve
ilitators. Eg. Warehouses, advertising agencies, research

title but only act as fac

agencies etc.

FUNCTIONS OF MARKETING CHANNELS:
n involves all the activities by means of which products flow

Channels functio

from manufacturer to end users.



They play an im
ay portant roje j
cin dc!crmining channel structure, A tl luct
. :. As the produc

moves !hmugh diffe
Crent stapeg
SLages in the py i
> marketing C i
hannel various 5
2 ) us members in

the channel perform various functi
§ ons.

The function performeq by marketing channels ig as f
1) Facilitating the strategic Aim of chanmel Me'l;;l)s follows:
Marketmg channel facilitate the strategic aim of chuntnrc;l members and help
them att.am goals‘. Eg. Bank serves as marketing channel for insurance
companies. In this role bank se|] insurance product to their customer and help

insurance companies fi :
panies fulfill their strategic aim of increasing market share

2)F u.lfillmg the Interaction Process: Marketing channels coordinate the
?rderlng system, delivery timing and merchandising and help fulfill the
Interaction process with the customer. By coordinating all the aspects of the

distribution process, they facilitate the smooth flow of goods and products from

produce to consumer.

3) Market Coverage and Product availability: The marketing channel cover
the market by contacting existing and potential customers. They also provide

customer support service in the form of credit, delivery and technical advice at

price affordable to customer and profitable to companies.

4) Market Development: Apart from the making goods and services available

to existing customers and potential customers and providing support services

the channels also contribute towards expanding the manufacturer’s market

share by adding new business from customers.

5) Technical Support: The extensive use of computers in almost every sphere
of society has made the world highly dependent on technology. Many users
rmation on how to use a product. Technical support is

will need technical info



and manufacture’s .
Proﬁtabﬂlty 1s the inventory levels that maintain by

els have maintaining a certain level s of

inventory to be able to meet customer demangd

8) Facilitate selling by being physically close to customer.

9) Provide distributional efficiency to the firm by bridging the manufacturer

with the user efficiency and economically.
10) Break the bulk and cater to the tiny requirements of buyers.

11) Assemble products into assortments to meet buyer’s needs; match
‘segments of supply” with ‘segments of demand’.
» Assist in sales promotion.

» Assist in developing sales forecast/sales plans of territory.
CHANNEL INTENSITY -

Channel intensity refers to the numbe
distribution or marketing channel.

The degree of market exposur
services an important consideration whil

i jaries used.
determining the number of intermediarie

r of intermediaries present in a

e sought by the company for its products or

¢ formulating channel policy and
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RESEARCH METHODOLOGY




RESEARCH:

The systematic investigation and stud

establish facts and reach New conclusiong

research as a scientific and Systematic procedure for obtaining pertinent
information on a specific topic. In fact, research is a systematic and scientific

investigation or inquiry for search of new facts in any branch of knowledge.

Research compromises a systematic method of exploring actual persons and
groups, focused primarily on their experience within their social worlds
inclusive of social attitudes and value and the mode of analysis of these
experience permits stating proposition in the specific form. In short, the search

for knowledge through objective and systematic method of finding solution to a

problem is research.

DESCRIPTIVE RESEARCH:

o describe characteristics of a population or

Descriptive research is used t : bout how/when /wh
pl being studied. It does not answer questions about iow/when /why
cnomenon ’



ualitative res )
Q earch often has the aim of description and researchers m ay

follow-up with inati
p €xaminations of why the observations exist and what the

implications of the findings are,
The purpose of descriptive research is to —

v' Observe
v" Describe

v" Document

DATA SOURCES:

Data is collected by both primary and secondary sources

A. Primary data:
Primary data is the data which is collected for first time by the
y HIM/HER for the specific purpose. For this research the

investigator b
on from 35 retailers from nashik reason.

researcher has collect informati

B. Secondary data:
data is the data collected from
d from various sources like

someone else than the user.
Secondary

This data is collecte

company website,

brochures and internet.



Methods of data cojje, tion

roce i i
process and technique is known as simple

random sampling, and should no ndom
- . g, shoul t be confused with systematic rando
ampling. A simple m ei un ury 1uerfo e
ple random sample is an biased surveying techniq h
urpose rese )
purp arch paper the researcher takes sample size of 35 il
retailers in

NaS 1 i i

Type of research Descriptive

S . . .
ampling unit Retailers from Nashik city

Nashik city (Shivajinagar, ashoknagar,
shramiknagar, gangapurgau, mhasrul link

road,makhmalabadnaka,cidco,CBS,

MGroad).

35 retailers.

— | .
Simple random sampling

Sampling method

-
Primary and secondary

Questionnaire

R .
€search instrument
_ B
Structure closed ended questionnaire

v —
— ta collection method
— j’——’_‘/_J
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DATA ANALYSIS



|. Do you stock ramson Product

1. Yes ————|
.

2. ‘No ——|
“Table: 6.01: product stock. —— |

retailers

Yes No
responses

Graph.6.01: product stocked

INTERPRETATION:

All the 35 retailers stock the ramson product 1.e.100% of them stock the

ramson product.



» Which variety of product do
) You stock of
ramsonp.

—
Sr.no. particulars No. o
- - 0T respon
1 Cook spoong 6 Pondent Perce“tage
[—— B
’ Serve spoong P — 7%
\
] 72%
3 Other  culery (7|
0\
segment 1%
m: variety of product stocked. N
\1
variety of product stocked
-
ol 72%
[ 20 —
§
L ®15 -
| [7)
|
L 10
el 11%
 ORE

Serve spoons

Cook spoons
variety of products

Graph.6.02: variety of product stock

INTERPRETATION:

. “ these |
All the 35 retailers stock ramson product and out of the

" them S
€00k spoons, 72% stock serve spoons and 11% of the

Segment,

Other cutlery segment

9, of them stock

7

tock other cutlery



1 Availability of ramsong, seve
J. n Seas prod
ucts

Sime [porioda 0. of

1. i Tespondent Percentage
S

2

[ —

3

from distributor.

Poor —

e
— | -]
Satisfactory | 20%
\

Good |

) :
Excellent |

80%

* 25
| 20—
) |
| 3
| 'ﬁ 15
| @
| o
10 -
| |

5

0
a Excellent
Bad Poor Satisfactory Good
availability of product

L I -

Graph.6.03: availability of ramson &seven s€as

INTERPRETATION:

. - o
or availability from distributor an
po

Out of 35 retailers 20% of them have R

Lo of ramson Pro
80% of them have satisfactory availability

distributor.



4 Are the company sales policy flexible?

"Srno particulars )

\
No. of reéspondent Percentage

Yes I e—
23%
2. No 27\"770/\
Table.6.04: flexibility of company sales policy. \%

flexibility of company sales policy
| 0

25 + —

20 4 — ee———— —

15 - - SUN——

Retailers

10 -

flexibility of policy

Graph.6.04: flexibility of company sales policy

INTERPRETATION:

¢ olicy is flexible
Out of 35 retailers 23% of them said that the company sales policy

and 77% of them said that it is not flexible.



Percentage

Table.6.05: satisfaction \\

R
Vith libera] policy of Complny\

satisfaction With liberj| policy
_

5 —mror—

20—

Retailers
[S=Y
(U]

[EY
o
—

Yes No

satisfaction with policy

—_— -1

Graph.6.05: satisfaction with liberal policy of company

INTERPRETATION:

Out of 35 retailers 34% said that they are satisfied with the liberal policy o

‘ : 1 By
company and 66% said that they are not satisfied with the policy



delivery of order on time.

delivery of order on time

30 — _—

25

[
o

Retailers
-
w
}

29%
10
5
0
Yes
delivery on time

Graph.6.06: delivery of order on time

INTERPRETATION:

35 I 1S Z a EC (v} "(CT 'ln til“e l‘md /100
ctal 0 S

does not get on time.



- profit margin you get from ramsop

1.0 particulars
Bad 0 ercentage

.
E—
‘Poor
3 atisfactory Dy ——
[ Good ——— 57%
4. Good 4\120/\\

P—
Table.6.07: profit margin \%—\

—— B —_—

|

profit margin from ramson

-
57%

31%

Retailers

10 -

12%

; |

Good Excellent

Bad Poor Satisfactory
profit margin

e —
—_— _—

Graph.6.07: profit margin

INTERPRETATION:

a0 of
ofit margin, 277

at they get fair Pr

_ id th
Out of 35 retailers 31% of them sai argin and 12%

t a
C ;(1

they get good profit margin.



< Are you satisfied with the ramgqp, Product?

anim
Sr.no P IS No_ of .
Yes S

]. 3
'1// NO \\ 660/0

' 12
Table.6.08: satisfaction with product. \

Percentage

satisfaction with products of ramson

Nl ad V4
25 00/ .

————— e

20 ——

34%

Retailers

No

Yes

satisfaction with product

-

e ———

Graph.6.08: satisfaction with product.

INTERPRETATION:

hem said that they are satistied

. i %of t
Ailet analysisout 01 32 I y are not satisfied.

id the
{0 stock ramson product and 34% of them sal



9. Does ramsOn gIVEs any supp oy for sale f
$ Of prog
uct

<o particulars N
e TN

'H/’/' No

35— o
2 ¥ B —

N
o
|
|
|
|
|
|
|

Retailers
—
(Ua)
|
|
|
|

—
o
}
|
|

|

support for sales

BE—
SE—

Graph.6.09: support for sales of product

INTERPRETATION:
mson bl
From 35 retaile rs, 9% of them said that rd

don
product and 91% of them said that ramson



10. W 'hich typ

Sr.no particulars On use?
| . NO of
/ a. Dis %
,Pl'/-/—f counts NW}
; 2. b. COUpOnS '0\9%\
o
3' C Free Samples -0\\
’ \
4. d. Trade shows 0\ )
/ .\—
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\ ‘”]dblm) Of the Products i N0L50 good to retailers from distributors.

Almost 80% of Ietailer gg;

d that the availability of product is
satisfactory ang 20% said it g

poor.

Most of the retailers (779

v i not
) said that the company sales policy is no
flexible.

: | anies liberal
66% O0f them said that they are not satisfied with comp

policy and 34% said they are satisfied.

they don’t get any sales support.

ional schemes for
ramson has not used any sales promotiona
Till now

effective sales of product.
duct.
letely aware about the pro
rs are not comp
The end use

o &
f the retailers are finding shortage of availability of ramson
Some O

seven seas products.

jers are not satisfied with the product they stock.
Dealer
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: rking with
lackmg in NEtWO - them. No Support for sales of product. N
. No

omoﬁ(ma] schemes are used for sales promotion. Retailers are not satisfied
isfie

ith the sales policy of ramson. Retailers are finding companies liberal policy

non flexible. Profit margin of to the retailers is satisfactory. The end users are

of Completely aware about the ramson products.
n
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the shortage of product.
e Theyv should make the ¢
1 - ake the company sales policy more flexible which will
welp the ' ‘ave the )
p them to improve the networking with distribution channel members
e Thev s ale the . N
ey should take the meet of retailer’s atleast in six months so that the

) > ~e > - - .
problem can be understood by company from retailers and company can

solve 1t on time.

e They should give the support for sales of product.

ake retailers more aware and

e Use various sales promotion schemes to m

ase the sales of the product.
nal activity

incre
to make end users completely

e Also increase the promotio

aware of 1ts products.
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ANNEXURE



QUESTIONNAIRE

| Do you stock ramson prody;

a. Yes

p. No
c. Use to stock before

) Which variety of product do YOu stock of g,
mson,

a. Cook spoons
b. Serve spoons

c. Other cutlery segment
3. Availability of ramson& seven seas products from distribytor

a. Bad

b. Poor

c¢. Satisfactory
d. Good

e. Excellent

4. Are the company sales policy flexible?

a. Yes

b. No

. s foy?
3. Are you satisfied with companies liberal policy

a. Yes

b. No

ered to you Of time.

it is deliv
®If you give any order to ramson then does
4. Yes

b. No



. Profit margin yoy get from ramg
on.

a. Yes

b. No

8. Are you satisfied with the ramson produyct?

a. Yes

b. No

9. Does ramson gives any support for sales of product,

a. Yes

b. No
10. Which type of sales promotional schemes does ramson use?

a. Discounts
b. Coupons

c. Free samples
d. Trade shows

e. No scheme used

11. If the target is achieved than does the ramson gives any rewards?

a. Yes
b. No
es this problem is solve by

12. If the customer found any product faulty than do

company?

a. Yes

b. No



ers are completely awgqre about the ramsg
m

, The

13.

groduct”

N & sevep seas
‘ ee

strongly disagr

a.
isagree

Disagt 1sagree
b. ither agree nor disag

Nel
C.
d Agree

rec
Strongly agre
e.
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