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CHAPTER - 1 

INTRODUCTION
INTRODUCTION

Marketing Research is a vehicle through which we can obtain information about present and potential customer’s behavior, their reaction and prospective about marketing.  Learning more about the consumer and marketing is the heart of marketing research.  The objective of this study is to know about the consumer’s perception & preference towards Beer of MML against its competitors including Shaw Wallace& United Breweries

‘Beer’ it self has a niche in the market.  A certain age group people use to drink for the sake of just showing which some people take it just as a substitute to whisky.  The Beer industry is developing with speed of app. 15%.  The Mohan Meakin enjoys a good position in the Beer Market by launching Meakin 10000 in Ghaziabad, but in whole India the position goes to United Breweries.The coming up of Multinationals in the filed has made it tough for the company to capture the same market share as it was enjoying few decades ago.  Since thirty years put now seeing the current requirements the company decided to change its old pattern and planned to walk with the Traits. This study contains the about the reaction of consumers towards the Beer.  The target consumers are there figured and the area for research is also sound and through it.

Through the proper & throughout research of the companies & its external environment the SWOT, Conclusion and Recommendation are concluded with proper marketing strategies. This research study is taken in NCR area.

This research training helped me in getting more practical and enhanced my awareness level of consumer oriented towards buying a product of beers .

ABOUT BEER:

(a) BARLEY grains are turned into MALT (i.e. from starch to fermentable sugars) by being germinated, roasted & mashed

(b) MALT is put into hot (slightly salty) Water.

(c) HOPS is added to help the chemical process along and for the taste and flavour (in India the HOPS flower is grown in Kashmir and Himachal Pradesh) 

(d) YEAST is added to trigger the chemical process called fermentation .

   After a week fermenting, the next process is conditioning or building up   the carbon dioxide to give the beer its white frothy head. Finally, after filtering, the beer is heated to kill off any bacteria and to preserve it when it's in the bottle.

Types of Beer
a) Top Fermented. eg. Ales (Typical English beer) 
b)  Wheat Beer 

c)  Bottom Fermented 

Serving Beer
(a) Beer should be served at 13-15 degrees 

(b) If it's lager it should be served colder than other beers

(c) Tilt the glass at an angle and pour slowly. This means you'll get the better small layer of white frothy "head" rather than a large one

(d) In some pubs you can ask for drought beer from the large "keg". When the bartender flicks open the "tap", the beer passes through a chilling unit as it travels to your glass.

CLASSIFICATION

(a) Lager: A pale, light brew, it is stored for a specified period before being bottled or canned. This German word means "storehouse".

(b) Pilsner: A type of lager beer, it is light with 3.0 - 3.8% alcohol and has a medium hp flavour.
(c) Ale: Top fermented, this kind of beer has distinct hop aroma. The alcohol content is around 4 - 5%

(d) Stout: Dark with burnt flavour and strong malt aroma; it is heavily hopped and contains 5 - 6.5% alcohol.

(e) Porter: This is less dark than stout, even less hopped and is somewhat sweet. Alcohol content is around 5%.
(f) Creamy Ale: A highly carbonated beer that is produced by a combination of Ale and lager.
(g) MALT: A Strong flavoured , high alcohol content beer that ranges in   flavour & colour

BEER PROCESSING CHART
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NEED OF THE STUDY 

NEED OF THE STUDY
Today’s world is the world of Competition.  In every field there is competition, the success of any company or product largely depends upon competition. In present scenario customer has became aware about the market, having full knowledge of it.  

Competition provides a good quality of product to the customers.  If a company wants to survive itself it will have to face through-cut competition.  In liquor industry there is also competition.  The increasing awareness and exposure to wines among consumers and the removal of quantitative restrictions in 2001 has been a big boost to the wine industry. It saw the emergence of new companies like Future Wine and Spirit Brand (P) Ltd (FWSB), set up recently by two non-resident Indians (NRIs) from USA.   The consumption of liquor is growing at 20 per cent per annum. ‘Beer’ consumption in the country is slated to treble in the next ten years with the segment for strong beer segment registering high growth. It boasts of a growth of 25 per cent per year. The increasing awareness and exposure to wines among consumers and the removal of quantitative restrictions in 2001 has been a big boost to the wine industry. 

 In other news, United Breweries has got into an agreement with Shaw Wallace, to get a majority stake in the latter from Jumbo World Holdings Ltd. in a deal worth Rs.1,300 crores. With this UB’s market share in India is expected to go up and will help the company in attaining better scale of operations. The BSE Sensex fell by 3.84% for the week, while Nifty moved down by 4.44%. Mid cap stocks witnessed relatively more selling as reflected in the 5.28% fall in the CNX Midcap 200. FII flows turned negative during the week and the outflows were to the tune of $29.7 million in the first three trading days. 


Scottish & Newcastle has agreed a $171m (£88m) deal that will give it joint control of India's biggest brewer, the maker of Kingfisher lager. 

The deal will leave S&N and Mr Mallya with stakes of 37.5% each after the UK brewer receives a 17.5% stake via new shares and acquires a further 20% in an open market offer. Mr Mallya has promised that he will sell down his stake appropriately.

United Breweries' main brand, Kingfisher, was launched in the 1960s and now accounts for one in three beers sold in India, making United the market leader with 39%. Its closest rival, Shaw Wallace, has 30% of the market. Last year London-listed SABMiller took a controlling stake in Shaw, prompting industry speculation over the future of United Breweries as an independent player. 

Beer : Beer is distributed, through state level distributors, to a large network of retailers. Each state has approximately 5,000 retail outlets. All distributors and retailers require a licence issued by state level excise authorities in order to operate. Distributors margin is 5-10% while retailers' margins are 20-30%. 

Beer Market: The Indian consumer thinks of beer as being of two types: mild and strong, depending on the alcohol content. Strong beers have an alcohol content in excess of 5% v/v. However, draught and diet beers have been introduced with some success. In terms of types of beer, the market segments are Regular, Strong, Diet, Premium, and draught. The regular beers account for the bulk of the market.

The industry actually saw flat, or even a mild negative growth. Capacity utilisation in the industry was below 60 per cent. Even large companies, including those from the UB group, went through very difficult times. However, buoyancy is returning this year. Sales have gone up by 27 per cent in the six months of the current fiscal and we expect this growth to be sustained. 
We are urging the government to make the policy for beer distinct from that of alcohol or spirits on the grounds that beer has lower alcohol content and is consumed by youth. Today more people are going for cheap alcohol because they find beer uneconomical. In a way government is encouraging consumption of hard alcohol by treating beer and spirit the same way. In contrast, world over beer is much less regulated than spirit. It is openly available in groceries and supermarkets. We believe deregulation of the beer industry in India is inevitable and when that happens, the industry will definitely grow.

Strong beer is unique to the Indian beer industry. Through strong beer the industry is responding to meet customer aspirations for value for money. Typically, strong beer is not very palatable. Actually, UBL has been among the last of the companies to enter the strong beer segment. Originally, strong beer came from small companies such as Mohan Meakins. In the market, there are local brands available in this segment.


In India, beer is preferred by youth. Though 60 to 65 per cent of consumers start with beer as their first drink, they shift to hard alcohol by the time they nudge 30. Moreover, consumption of spirits and beer is not entirely a social phenomenon in India. A lot of people drink alone. These people are looking for value for money. In this category, value for money translates into how much fizz one gets from consumption. Obviously, thanks to a lower alcohol content, the fizz is lower in beer compared to spirits such as whisky and rum. This is causing depression in the beer industry.
The major Competitors of Mohan Meakin Ltd. Products are below: -

United Breweries:

In 1898, UB Group was established with the name of McDowell’s.  The company is going to  continues to be India’s no. 1 spirits company. The market share of the company is 36% in the spirits industry with growing. 
Shaw Wallace:

In 1886 Shaw Wallace is established in Calcutta. SWC is one of the leading spirits and beer company in the country with brands like Royal Challenge, Director’s Special and Hawards 5000. The market share of the company is 15% in the spirits industry.

Jagajit Industry:
Jagatjit Industries is owned and managed by Bhai Mohan Singh. It has one of the largest distilleries in the country located at Kapurthala in Punjab. The company's main market is in the Northern part of the country. Aristocrat and Bonnie Scot are its two leading brands. The company also manufactures and markets malted food drinks. Besides the Kapurthala plant, the company has 3 other plants in UP located at Noida, Sahibabad and Sikandarabad. The company has a 9% market share in the Indian liquor market. 

There are other companies which are keeping in view the day to day increasing competition in the field & to meet the demand of the customer’s more efficiently and effectively, the company has used easy and simply way of distribution channel to reach the product directly to the customer.

BACKGROUND
COMPANY PROFILE OF MOHAN MEAKINS LIMITED

An Englishman named Edward Dyer from the UK who set up the first-ever brewery in 1855 at Kasauli, India and brought to “Hindootan” the first thrills of Modern beer. Riding on the ware of his successful venture, Dyer set up breweries in the old Simla and Solan(U.P), Lucknow and Mandalay(Burma).  During this time another like minded Englishman H.G. Meakin, who head from a brewer’s family in Burton-on-treat, decided to set up shop on the sub-continent and therafter founded the firm Meakins & co.  He purchased the old Simla and Kasalui breweries and constructed others at Dalhousie, Ranikhet, Chakrata, Darjeeling and Kirkee.

Both these firms E.Dyer & Co. and Meakin & Co. continued separate business dealing uptill the 1920’s.  During WorldWar I, When importing beer was a hard risk, the two firms supplied cheap, but good quality beer to the thirsty subcontinent.  Huge quantities were sent overseas, like the Egypt, where soldiers more than welcomed reasonably priced beer. 

After the first World War in 1953 the two firms merged and formed Dyer Meakin Co.  The name and style were recharged after reconstruction of the Co. with the Indian asserts named Dyer Meakin Breweries Ltd.  

As if being fashioned by history, the company once again went through landmark change when two years after Indian Independence in 1949, the management was taken over by the last N.N. Mohan.  The company asserts 

that profits register a manifold increase under a dynamic stewardship of N.N. Mohan to mark the contribution of Mohan the company name changed from Dyer and the name was Mohan Meakin Breweries Ltd. in 1967.

In 1969 Mr. N.N. Mohan passed away & reins of the bursting conglomerate feel into the hands of both his sons, Col. V.R. Mohan and Brig. Kapil Mohan, and under his stewardship the Company saw vast growth.  Assisted by their father’s vision they laid the foundation for the Mohan Nagar industrial complex (Near Delhi on G.T. Road) which began production in 1962 and comprised of production activities such as a distillery, brewery, cold storage Unit, ice factory, malt extract Unit, food products Unit, breakfast food Unit and glass works etc. 

The first brewery is established for the purposed to simply quality spirit to the drinking people at Kasuali.  They found good quality of water of natural spring at koral peak above the village known as Solan therefore, the beer making was shifted from Kasauli to Solan .

During the probation years in the seventies the company acquired a number of units which were on the average of collapse.  Some of the more notable ones were Artos Brewery in Andhra Pradesh, Mysore, Fruit Products Limited in Bangalore and Nagaland Distillery in Nagaland.  These Units were made highly productive within a short span of time.  The cultivation of ‘hops’ an important ingredient in beer manufacture, was for the first time in India, undertaken by the Company in Jammu & Kashmir.  In keeping with the times, Mohan Meakins also entered the international market in a big way and began exporting beverage to countries such as the U.S.A. U.K., Japan & the nation of Western Europe and the Middle East.

The company also began exporting manpower and technical know how overseas especially where collaboration existed.  A distillery and glass factory was set up by the Meakins personal at Nairobi, Kenya, and breweries were set up in Nepal and Bhutan.

Apart from liquor, the other Meakin products which began to view for good quality profile were Mineral water, Cornflakes, Mango Nectar and Apple juice.  Brig. Mohan was also instrumental in promoting a new venture called SIDECO Mohan Tool Kerala Ltd. Which was a Meakin’s project in collaboration with the Kerala State Industry & Employment Corporates.  A bottling plant at Bhankarpur (near Chandigarh) and collaboration with South Indian parties for sale of IMFL Brands were among other steps company took in order to consolidate its market position.  It was this transformative inclination that lead the Company to rename itself in 1980 as Mohan Meakin Limited.

Production of beer by Indian Breweries is 75 million cases (12 bottles of 750 ml) or 47 millions, & 15% to 17% beer market is covered by Mohan Meakin Ltd.

A few last words on Mohan Nagar, virtually a township equipped with its own hospital, schools staff quarters.  Most officers working with Mohan Meakin have seen atleast twenty years of Service and these are surely many most to come.  They sear loyalty to the company & its head and point to the fact that cordial relations between the entire working staff, numbering 5,000 are the backbone of Meakins stability.

PARENT UNIT

OF

MOHAN MEAKIN LIMITED
PARENT UNIT

OF

MOHAN MEAKIN LIMITED
The registered office of Mohan Meakin Limited is situated at Solan in H.P. and its manufacturing and bottling centers are located at:

Solan H.P. 


:
Distillery, Brewery and Bottling

Kasauli H.P. 

:
Distillery

Lucknow U.P.

:
Distillery, Brewery, Glass Unit

Mohan Nagar U.P.

:
Distillery, Brewery, Glass Unit, Bottling & 

Fruit juice Unit

SISTER CONCERNS COMPANIES

A. IN INDIA

1) Mohan cold water Brewery Ltd. Lucknow.

2) Mohan Rocky Spring Water Breweries Ltd. Maharashtra.

3) Mount Shivalik Breweries Ltd. Punjab.

4) Astob Breweries Ltd. A.P.

5) Nagaland Distilleries Ltd. A.P.

6) Mohan Breweries & Distilleries Ltd. Madras.

7) Shivalik Kenima Pvt. Ltd. Gwalior.

8) Golden Drink Pvt. Ltd. Gwalior.

9) Sidco Mohan Kerla Ltd. Kerla

10) Mohan Chemicals & Dyers Ltd. Kerla.

11) Mysore Fruit Product Ltd. Mysore.

12) Mohan Sharmik Udyog Ltd.

13) Mohan Zupack Ltd.

14) Maharashtra Distilleries Nagpur.

B. OUT SIDE INDIA

The Mohan Meakin Ltd. Has provided technological know how machinery and trained personal to set up projects as follows:

1) The company has helpers to set up distillery under the Arug Welfare project in Bhutan.

2) The company has established a Breweries in collaboration with Himalayan Breweries Ltd. At Katmandu(NEPAL).



3) In Kenya Mohan Meakins (KENYA)Ltd. has a distillery and a Glass factory.

Manufacturing Units Of Shaw Wallace

a) Uran, Navi Mumbai
b) Sica, Pondicherry
c) Doburg, Satara, Maharashtra
d) Paradeep, Orrisa
e) Haryana

f)  Sangareddy, AP

g) Meerut, U.P
Distilleries

a)Aurangabad, maharastra
b) Alwar, Rajasthan
c) Malkajgiri, Hyderabad
d) Baddi, Himachal Pradesh
e) Bannerghatta, Bangalore
f) Bhadrakali, West Bangal
g) Bhankar , simbhaoli
h) Chandigarh
i) Palghat, Kerala
j) Faridabad, Haryana
k) Pampasar, Hospet, Karnataka
l) Gopalpur-On-Sea, Orissa 
SHAW WALLACE Company Comes Under JUMBO GROUP which is Headed by Ms VIDYA MANOHAR CHABARIA. Apart From SHAWWALLACE Company the JUMBO Group today has the following companies under its flag:

1) Jumbo Electronics Ltd.
2) Mather & Platt Ltd. 

3) Gordon Woodroofe Ltd. 

4) Falcon Tyres Ltd.  

5) Dunlop India Ltd.
 6) India Tyre Rubber Co. ( India ) Ltd. 

7) Hindustan Dorr-Oliver Ltd.
8) New Video Pvt. Ltd.
PRODUCT PROFILE OF MOHAN MEAKINS
PRODUCT PROFILE OF MOHAN MEAKINS
1) BEER

Meakins 10000
Golden Eagle

Golden Eagle Deluxe Premium

Black knight Super Strong

Solan No.1 Extra Strong

Solan No. 1 Super Strong

Gym Khana

Golden Eagle Herbal Beer

Asia 72 Mild Beer

Lion Beer

2) WHISHKY

Solan No. 1 Malt Whisky
Summer Hall

Colonel’s Special Malt Whisky

Golden Eagle

Diplomat Deluxe Malt Whisky

Black Knight Malt Whisky

King Castle

Cellar 117

M.M.B. Whisky

Old Master

3) RUMS

Old Monk Supreme
Old Monk Gold Reserve

Old Monk White Rum

Black Beauty

Old Monk XXX Rum

4) BRANDIES

Triple Crown
Golden Eagle

Doctor’s Reserve No.1

DM
M.M.B.

5) GINS

Big Ben London
M.M.B.

6) JUICE

Mohan’s Gold Coin Apple Juice
Gold Reserve Mixed Fruit Juice

7) Vodka

Kaplansky Vodka
8) MINERAL WATER

Golden Eagle Mineral Water

Mohan’s Mineral Water

9) BREAKFAST FOODS

Mohan’s New Life Corn Flakes

Mohan’s Wheat Porridge

10)  VINEGARS
Mohan’s Pure Malt Vinegar

Mohan’s Synthetic Vinegar

11)  EXTRACTS
Brewer’s Yeast 

Malt’s Extract

12) OTHER FOOD
Pickle

Jam & Jelly

13) EXPORT PRODUCTS
Beers
Rums
Whisky
Brandy
Gin


THE LIQUOR INDUSTRY IN INDIA

Despite step-motherly treatment from the government by way of exorbitant taxes and negative policy decisions, the liquor industry has managed to stay afloat and is on the verge of tremendous growth. The Indian brewing industry has been on a roll for the past many years, despite bans by some state governments and an unfavourable policy environment. Despite declining trends worldwide, the Rs 5,000 crore Indian liquor industry has been growing rapidly and multinational companies with unremitting regularity innundate the Indian market with new brands. This trend has been fostered to a great extent by the removal of quantitative restrictions.

The overall growth of the liquor industry has been reflected by the findings of International Wine and Spirit Records (IWSR), an UK-based research organisation, which states that India took over US as the largest whisky consumer two years ago and the consumption is growing at 20 per cent per annum. IWSR also places India in third position worldwide in the spirits segment. Beer consumption in the country is slated to treble in the next ten years with the segment for strong beer segment registering high growth. Besides these traditionally strong segments ie. beer, whisky and other spirits, India has a potentially huge market for wines and pre-mixed drinks or Ready To Drink (RTDs).
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However, according to H R Ahuja, senior vice-president, FWSB, “Though the removal of quantitative restrictions has been a welcome move, the government has levied additional custom duty to protect the domestic market. Hopefully in this year’s budget the government will reduce the duty. There is no threat to the domestic players as there is enough scope for all players to grow. In fact the medium range wine below Rs 450, mostly produced by the domestic players has recorded the highest growth.”

Echoing similar sentiments, Amar Jog, junior vice-president, Chateau Indage, said, “There is enough scope for growth and more players will enter the fray which is good for the industry.” Domestic companies like Chateau Indage, Grover Wines and recent entrant Sula Wines have all done exceedingly well. 
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Jog stated that a survey recently conducted by Ernst & Young indicated that Indage constitutes 91 per cent of the wine industry in India. “Domestic wines are now sold internationally which is a clear indicator of the quality. Our wines are being sold in more than 300 restaurants in Paris alone. Soon we shall be launching a wine in New York,” said Jog.
However, in his opinion the main pitfall faced by the domestic market is that under international banners we may have very mediocre quality wines coming in at very cheap rates. “This would definitely affect the domestic wine market as we cannot match those prices and could give the market a wrong turn. Apart from the Indian wineries, the consumer would also lose in terms of the quality of wine available to him,” stated Jog.
Education of the consumer is the answer to this problem and most companies have adopted it as part of their marketing strategy and as a means of facing competition. 
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Globally, Breezer is available in many flavours, which includes watermelon, cranberry, orange, lime, pineapple, peach, lemon and ruby grape fruit. Breezer is currently available across 30 countries in the world with UK as its biggest market. The brand stormed the UK in 1993 after tasting success in the US and induced widespread consumer shift from pints of lager and white wine. It was positioned as a credible alternative to beer.
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According to Val Smith, chairman, IWSR, the market of RTDs in Britain is 10 million cases. “RTDs in the European market has eaten into the beer sales by 10-15 per cent and the US beer market has also been hard hit. 

THREE CHEERS FOR BEER
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Despite being placed 39th in the world rankings, the beer market in India with 5.6 million bottles is the most emerging market and is set for rapid growth in the coming decade. USA with 232, China with 219 and Germany with 107 million bottles is placed first second and third respectively. With 85 million potential beer drinkers set to be added in the next ten years, the market will see penetration levels increase from 11 to 20 per cent. 

According to Dr Mohan Krishna, deputy general manager-strategic planning, Shaw Wallace Breweries Limited, factors like rising incomes, changing lifestyles and removal of market distortions will fuel the growth of the beer market. He informed that the strong beer is currently the largest and 

fastest growing segment currently enjoying 61 per cent share while the mild beer segment has 39 per cent share. While the mild segment has witnessed a fall from 66 per cent Since ’93-94, the strong beer segment has seen a growth from 34 per cent since93-94.
The three main reasons for the rise in strong beer segment, according to Dr. Krishna, is that it gives greater intoxication (helps one get a kick), more value for money (high kick for lower price) and in summer consumers prefer to drink chilled strong beer instead of hard liquor. Consumption of strong beer is pegged at 75 per cent in smaller towns and cities compared to 65 per cent in metros and bigger cities. Studies according to Dr Krishna predict that the mild segment will be placed at 21 per cent and the strong beer segment at 79 per cent of the total beer market in India by year 2011-12. 
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A host of international beer brands have entered the Indian market over the past few years in the mild beer segment like Becks, Fosters, Corona, San Miguel, Cobra, Castle Lager. Among these Fosters has made the biggest impact. Among the Indian brands in the mild segment Kingfisher of United Breweries, Royal Challenge from Shaw and Wallace are amongst the most popular brands. Kingfisher has also made its impact abroad. Smith felt that Indian strong beers were really good and comparable with the international brand. He said that there was great potential in marketing Indian strong beers, especially in France and United Kingdom. “The French are interested in stocking novel beers and Indian strong beers could find place in restaurants in Paris and London along with Japanese, Chinese and Kenyan beer. The marketing trick to sell Indian beers abroad is to have a very definite Indian identity as consumers should identify the product with India,” stated Smith.
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There are around 23,000 licensed liquor outlets in India, with another 10,000 outlets such as bars and restaurants. States vary as to their treatment of liquor and there are restrictions on the transfer of alcohol between states. In Tamil Nadu, Kerala and Andhra Pradesh the distribution is controlled by the state government, which enables changes in political parties to dramatically affect the availability of alcohol. In Andhra Pradesh a change of government resulted in a ban on the sale of alcohol in the state, while in Uttar Pradesh, Rajasthan and Punjab, liquor distribution licenses are auctioned to the highest bidder. Such a system encourages market concentration by favouring existing suppliers. Only in sates such as Maharashtra, where distribution is relatively open, are new entrants able to compete effectively. Draught beer is popular in Mumbai and Bangalore and in these cities a large number of pubs and bars operate.

DIFFERENT DUTIES ON LIQUOR

(a) Excise Duty
(b) Export Pass Fee
(c) Vend Fee
(d) Sale Tax/Surcharge
(e) License Fee
(f) Toll Tax
(g) Brand/Label Fee
(h) Permit Fee
(i) Transportation Fee
(j) Import Pass Fee

(k) Additional Duty

(l) Distillery/Brewery License Fee

(m) Bottling Fee

(n) Litterage Fee

(o) Assessment Fee

(p) Franchise Fee

Distribution Systems

A.    FOR RETAILORS


Order slip sent on the behalf of the wholesaler

Goods delivered

                                        Order slip sent to Excise Office




and Pay Excise Duty

    Goods delivered

B.  FOR C.S.D.


Order slip sent on the behalf of the C.S.D.

Goods delivered

                                        Order slip sent to Excise Office







    Goods delivered




C.  FOR BARS

Order slip sent on the behalf of the Bar Holder

Goods delivered

                                        Order slip sent to Excise Office




and Pay Excise Duty


                                      
CHAPTER - 2
RESEARCH METHODOLOGY

RESEARCH METHODOLOGY

This research was conducted to find out the awareness of the customers towards the beer brands of MML against its competitors mainly united breweries & shawwallace.

Research refers to the systematic method consisting of enacting the problems, collecting that facts or data, analyzing them and reaching certain conclusion either in the form of generalization for some theoretical formulation.  The research conducted by researcher is Exploratory Research. 

Exploratory Research: - This type of research is Qualitative and Quantitative.  Qualitative refers to the character of data or the process by which the data are gathered. The researcher here tries to identify the potential opportunities.  But the research conducted here is designed to help to choose among the various courses of action.  This research is conclusive.  In this study a decision is made to select one course of action.  The hypothesis which is already established is in the market.  

Statistical Method,  used by researcher to collect the data.  The data has been collected by interviewing the best unit. 

DATA is a collection of raw information based on certain facts and figures. It is collected on a number of ways mainly Primary and Secondary source.  

In this research the data is collected form Primary source & secondary source.

Sampling: -  The data was to be collected only from the Consumers and Retailers.  A questionnaire was prepared and interviewing with Retailers and Consumers.  On the bases of questionnaire conclusive research has been done, which tells us the degree to which the product varies with user’s characteristics like age, sex, income, etc.  This research helps to gather facts. Data is also collected from the internet mainly from the website google.com

· No. of Samples used in the Survey = 100

· Sampling used to find unit of Survey- Probability

· Sampling Unit

For Retailer – Liquors Shop

For Consumer – Drinking ‘Beer’

· Area of Research Study: - NCR 

· Secondary data from internet

OBJECTIVES

OBJECTIVES

It is said that the well defined objective is half attained.  In order to make sure that a proper research has been taken ensures defined clear cut objectives and outline as a prerequisite.  The research objectives of the study are:-

· To determine the Market position of Beer produced by Mohan Meakin Ltd. with its competitors mainly Shaw Wallace and United Breweries. 

· To determine the perception of consumer towards beer of Mohan Meakin Ltd.

· To know the market share of Mohan Meakin Ltd. regarding to beer only.

· To determine the competitors of Mohan Meakin Ltd.

· To analyzing the marketing strategies of beer companies in present as well as future.

· Analyzing strengths, weakness, Opportunities, threats, of Mohan Meakins against its competitors.

RESEARCH METHODOLOGY
(Sample size, Instrument Used, Methods of data collection)   

Exploratory Research: - This type of research is Qualitative and Quantitative.  Qualitative refers to the character of data or the process by which the data are gathered. The researcher here tries to identify the potential opportunities.  But the research conducted here is designed to help to choose among the various courses of action.  This research is conclusive.  In this study a decision is made to select one course of action.  The hypothesis which is already established is in the market.  

Statistical Method, used by researcher to collect the data.  The data has been collected by interviewing the best unit. 

DATA is a collection of raw information based on certain facts and figures. It is collected on a number of ways mainly Primary and Secondary source.  

In this research the data is collected form Primary source & secondary source.

Sampling: -  The data was to be collected only from the Consumers and Retailers.  A questionnaire was prepared and interviewing with Retailers and Consumers.  On the bases of questionnaire conclusive research has been done, which tells us the degree to which the product varies with user’s characteristics like age, sex, income, etc.  This research helps to gather facts. Data is also collected from the internet mainly from the website Google.com

· No. of Samples used in the Survey = 100

· Sampling used to find unit of Survey- Probability

· Sampling Unit

For Retailer – Liquors Shop

For Consumer – Drinking ‘Beer’

· Area of Research Study: - NCR 

· Secondary data from internet

SCOPE OF THE STUDY 
SCOPE OF THE STUDY 

Today’s world is a world of competition.  The concept of marketing is totally changed, in every field customer has became aware that, now the market is customer oriented.  The prime motive of the company should be customer delight hence to survive and achieve higher goals.

Beer industry is one industry, which is growing at the rate of 15% approximately in the Indian market. A comparative study has been done here to  determine the perception of a consumer towards products mainly beers of Mohan Meakin Ltd. as against its competitors mainly United Breweries and Shaw Wallace, market expansion in future, marketing strategies, Strengths , weaknesses of the company and remedies the company can undertake to compete with its competitors and enhance its growth. This study is also helpful for the researchers who are willing to do research on Beer industry.

This research done is Qualitative as well as Quantitative Qualitative refers to the character of data or the process by which the data are gathered. A try has been done here to identify the potential opportunities. Statistical Method has been used to collect the data.  The data has been collected by interviewing the best personnel in the unit. In this research the data is collected form Primary source (The data is collected only from the Consumers and Retailers.  A questionnaire is prepared by interviewing Retailers and Consumers) as well as from a Secondary source (the data is collected from the internet through the companies websites& Google .com).

It is clear that from this comparative study that the market of Beer industry is largely dominated by three players United Breweries, Shaw Wallace & Mohan Meakins with United Breweries capturing the largest 29% share in the market. The main reason why Mohan Meakin is lagging behind in this industry is that they are expending much less on advertisements of their products as compared to United Breweries & Shaw Wallace. They should start some Incentive schemes for Retailers & consumers for increasing the sale, if they loose the confidence of the Retailers, the company can loose the market to their competitors. The company should make concrete efforts in going to each corner of India and not just concentrate on North India.

In spite of making my sincere efforts to make the dissertation a perfect one there are certain limitations in the study, which are felt while writing the report.  As the study is an exploratory one designed to find new hypothesis, readers are not suggested to conclude the result.  The study suffers from the basic limitations of the possibilities of difference between what is recorded and what is true as also the report is based on some secondary data so there might be chance of some inaccuracy of data. 

LIMITATIONS
LIMITATIONS
In spite of making all my efforts to make the dissertation a perfect one there are certain limitations in the study, which are felt while writing the report.  As the study is an exploratory one designed to find new hypothesis, readers are not suggested to conclude the result.  The study suffers from the basic limitations of the possibilities of difference between what is recorded and what is true.  

In addition, some limitations regarding the study are mentioned.

(a) The sample size is very less and therefore the tests on large population cannot be done.

(b) Lack of time and financial resources prevented the investigator from    carrying out an in depth study.

(c) The findings of the survey are based on the subjective opinion of the respondents and there is no way of assessing the truth of the statements.

(d) There are some respondent’s bias which cannot be removed.
No competitors are interviewed and hence there is a problem of comparing the brand with others thoroughly.  Besides this some help has been taken from any secondary data of this type in this regard.

(e) As report was based on some secondary data so there might be chance of some inaccuracy of data.

CHAPTER – 3
DESCRIPTIVE WORK ON SUBTOPIC OF THE STUDY 

DESCRIPTIVE WORK ON SUBTOPIC OF THE STUDY 
Research refers to the systematic method consisting of enacting the problems, collecting that facts or data, analyzing them and reaching certain conclusion either in the form of generalization for some theoretical formulation.  The research conducted by researcher is Exploratory Research. 

Exploratory Research: - This type of research is Qualitative and Quantitative.  Qualitative refers to the character of data or the process by which the data are gathered. The researcher here tries to identify the potential opportunities.  But the research conducted here is designed to help to choose among the various courses of action.  This research is conclusive.  In this study a decision is made to select one course of action.  The hypothesis which is already established is in the market.  

Statistical Method, used by researcher to collect the data.  The data has been collected by interviewing the best unit. 

DATA is a collection of raw information based on certain facts and figures. It is collected on a number of ways mainly Primary and Secondary source.  

In this research the data is collected form Primary source & secondary source.

Sampling: - The data was to be collected only from the Consumers and Retailers.  A questionnaire was prepared and interviewing with Retailers and Consumers.  On the bases of questionnaire conclusive research has been done, which tells us the degree to which the product varies with user’s characteristics like age, sex, income, etc.  This research helps to gather facts. Data is also collected from the internet mainly from the website Google .com

CHAPTER – 4 
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& INTERPRETATION
DATA ANALYSIS & INTERPRETATION
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CONCLUSION
SUGGESTION&CONCLUSION

    The following are Recommendations for the company to improve itself in the market. They are as follows -

(a) Mohan Meakin should expend on Advertisements, as they pay less attention on this as against United Breweries & Shaw Wallace.

(b) Credibility of Distribution channels.

(c) Incentive schemes for Retailers should be started by Mohan Meakin Ltd for increasing the sale, if they loose the confidence of the Retailers, the company can loose the market to their competitors.
(d) Brand – Franchisee should be started in Metro Areas.

(e) The company Representative should regularly visit to the Retailers to solve their problems.

(f) The company should also offer some Gifts for the consumers.  

(g) Lack of marketing & advertising infrastructure by Mohan Meakins as against its competitor’s .The company should take into consideration this point.
(h) The company (MOHAN MEAKINS) should adopt marketing strategies for each & every part of the country as position of company in India is not so good except some parts of northern India.
The study which has been taken concludes that the product of MML is satisfactory product for the consumers.  The sale of MML is average rather than good. According to previous study report of Business Today, MML position in the Beer market is quite satisfactory.

CONCLUSION

The study which has been taken concludes that the product of MML is satisfactory product for the consumers.  The sale of MML is average rather than Good. According to previous study report of Business Today, MML position in the Beer market is quite satisfactory.

The following are conclusions of this study:-

A.   CUSTOMERS

(a) The awareness of MML is less amongst consumers due to less advertisement.

(b) Strong Beer is much consumed rather than Mild Beer.

(c) Taste of Beer attracts most consumers while taking a Beer.  

(d) Consumers prefer Bottled Beer.

(e) Most of the consumers feel happy after consuming Beer.  They feel relaxed after consuming Beer.

(f) In U.P. consumer take Beer for Kick & in Delhi take for Enjoy.
(g) According to some consumer the Golden Eagle have no proper taste, but their strong beer are doing well.

(h) In strong Hawards-5000 & in Mild Golden Eagle is more preferred by the consumers.

(i) No attractive scheme is offered by the MML.

(j) Consumers are not Brand loyal; they change their loyal according to availability.

(k) UNITED BREWRIES kingfisher is preferred in India as against those of Mohan Meakins &Shaw Wallace.

(l) Position of MOHANMEAKINS holds good in some parts of Northern India

B. RETAILERS:-


Two most preferred Brands are Golden Eagle and Hayward’s- 5000 in Ghaziabad.


1) Hayward’s & Kingfisher expenditure on advertisement is much more than the MML Brands.

2) Some Retailers do not feel happy while selling the MML product, due to not attractive scheme & helped by consumer and they are attracted towards condition of environment in and around the Retail shops. They are more comfortable with products of United Breweries, Shaw Wallace
   3) More schemes should be provided by Mohan Meakins as                       ShawWallace  & United Breweries gives more schemes.
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APPENDICES

APPENDICES
A. FOR CONSUMERS:

1) Do you drink Beer?
2) yes  


No   

3) How often do you drink Beer?

Occasionally    

Regularly    


4) What type of Beer is consumed by you?

Strong  

Mild



Both

3(A.) Which Brand is prefer by you in Strong segment…………….?


3(B.) Which Brand is prefer by you in Mild segment………………?


5) What are most determinates factor affect you while purchasing Beer?

 Taste

Brand Name

Price

Other


6) Have you heard about Mohan Meakin Ltd. 

Yes


No


7) What do you feel about the rating of MML’s Products?
Good

Satisfactory

Poor

8) Rating of companies in your opinion?

Mohan meakins[ ]  Shawwallace[ ]   United breweries[ ]

9) How much Beer is consumed by you within one time?

1Bottle
1-2Bottle

2Bottle


10) You drink Beer usually when you are 
In the Party/with friends

In sad moment

In Happy

No reason

11) Does the retailer force you to purchase other Beer in the absence of demanded Beer?

             Yes
No

12) You like to consume the Beer at
Home
Bar/Pubs
Restaurant
Open Space

13) Do you want to give any suggestion to MML for their product?
if yes then Please …………….

Personal Information

Name:
Address:
Sex:
Age:
Occupation:

B.  FOR RETAILERS:

1) How many Brands of Beer is sold by you?

……………..


2) Which type of Beer is mostly demanded by the consumer?
 Strong  

Mild



Both


3) Which Brand in Mild Beer is mostly demanded………………


4) Which Brand in Strong Beer is mostly demanded………………


5) How much quantity of Beer sold by you of MML daily?
10 cases

10-20cases
20cases


6) Which Brand of MML has good sale in the Market?
Golden Eagle

Meakin10,000
Gold Lager

Other


7) Do you satisfied with the distribution system of the MML?
Yes


No


8) Do you think that promotional expenditure help to boost sales?.
Yes


No


9) Do you think that sales can be affected by providing scheme to you and consumers?

Yes


No


10) Biggest competitors of MML in the market.……………….

11) Which company has got more sale & goodwill in the market?
Mohan Meakins[ ]     Shaw Wallace[ ]      United breweries[ ]

12) Does the company representative visit your outlet regularly?
Yes


No


13) Do you want to give any suggestion to MML for improvement?
if yes, then ………………………..

Personal Information


Shop 

Name:
Address:
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