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CHAPTER ONE

INTRODUCTION

1.1 Background of the Study

The term market may mean a public place for the@ae of buying
and selling. But in modern marketing concept thsrked ‘market’
has a broader significance. So a market meansugp griopeople with
needs and wants or may be both. Needs and wanis ahay not
induce an individual to by. For this be would needney to buying
power. Even with money sometimes people may not waspend it.
Therefore willingness to spend is also equally ingodt. (Layman,
2010: 165)

Similarly, marketing means we know only buying isgjlactivity but

in actual marketing means before production aner afales services
of all activities are included. Therefore marketiigga system of
business activities designed to plan price, pronatd distribute
something’s of value want and satisfying goods services to the
benefit of the market present and potential housebonsumers or

individual user.

Due to the globalize trend of world trade and beiss tough competitive
situation or environment is creating day by day thbeit is in domestic
market or in international market. No business oizmtion can be
isolated from influences of globalization. It isoprding more and more
opportunities as well as challenges. In this coowljt business
organizations have to conduct their activities teggecally strong. A

company can increase its market any other pahefmorld by setting or
installed industries and by selling the product ilgasSo, the

manufacturing companies are producing the severds pf product in



several countries and assemble it in several cegnto reduce cost and

to improve the quality.

Now a day's consumer's view towards any produgtite different than
previous time they give first priority to cost agdality, they mention not
where the product is produce and where from implorf@nsumer may
easily move one product to another if they meeir tpeority. So,

companies especially manufacturer are employing seseral tactic and
tools to make attention about their product andaettthem. Vast
competition among the manufacturers is happeningthim field of

marketing.

Advertisement, personal selling, publicity, trad@d etc. are techniques,
commonly used by all companies and it boosts upasdly excited to
consumers to consume the product and try a newuptott is because
these techniques and tools make noise around peaglto-day life. It
can make change the consumer's habits to consupdugbrand it
automatically increase in sales and sales acsvitiroduct sale is an
iImportant aspect of marketing activities. Manufaetls main aim is to
increasing sales; increase market share and immevie of market
position. Market position constitutes overall viefvconsumers/retailers
towards a particular products, price, package, ddeenent, delivery,

extra benefits and market share occupied by thduato

Being a country with rural markets, Nepal is famfrmodernized system.
The economy is characterized by low average peitacapcome. The
concept of buying Nepali products is very low, hem of low
availability of local brands. Besides practice alfles activities within the
country is very limited. The reputation earned bg tompany helps in

the follow up program of sales activities.



Market share is directly affected by the salesiaraiso directly affected
by sales promotion, so sales promotion refers the af different

promotional tools to stimulate or to create immeslsales.
1.2 Statement of the Problem

Previously, market was not competition in Nepales®hpaste market
the reason was only single brand 'Everest' wadadlaiin the market.
There was no choice or no alternative brands. Guoaswof toothpaste
was also not in large number. Gradually other mactufing industries
have been emerging with several brands like ClpsefRepsodent,
Clogate, and Flura and so on. Therefore the stnalf toothpaste market
Is quite difference now, most of people have beegirming to use
toothpaste due to the consciousness toward healtleasy availability of
various toothpaste in the market. So, size of marke well as
competition in the market is increasing day by dagidly and almost 90

percent market share covered by them in Nepalegeema

In this situation, the companies are spending Bggmce amount in ad, it
IS because without ad. the product can not sal¢her market. The
manufacturer are seeking to mention their markesitipm, market
position refers, market size occupied by a pamicproduct, ad. impact

consumers' views towards company and its prodact et

By considering above objects, following problems &or discussion of

the study.

1. What are the consumers' view about the ClosangoPepsodent
brand in-terms of packaging, price, accessibilingnefits and

quality etc.

2. What are the consumers' view of advertising dbs&up,

Pepsodent and other brands ?



3. What are the overall marketing situation of Elop and

Pepsodent ?

4. What are the sales position of Close-up and dekgpg in
Nawalparasi District?

1.3 Objectives of the Study

To face the above problems this study is conduatidl the following

objectives:

1. To analyze consumers' view about the Close-up ambdelent
brands compare in-terms of price, packaging, adubss benefits
and quality.

2. To examine consumers' view about advertising affecess of
Close-up and Pepsodent brands.

3. To analyze the market situation of Close-up ands&agnt in
Nawalparasi District.

4. To examine the sales position of Close-up and Reggdorand.
1.4 Significance of the Study

Industrialization plays vital role in developmeritavery country. Which
countries are industrialized there are many cortipes occurring among
industries to sell their products in the market. Juccess from the
competition, it needs proper marketing managemedtpalicy. Nepal is
dependent on agriculture, as well going on the whindustrialization
slowly. "Whether it is agricultural or industriaé&or, marketing plays
very important role in drawing attention in consurt@vard the products
and improper, making policy and its inefficiencywss as a hindrance to
the growth of the economy. By accumulating invele®or reducing the
output of the firms, which retards or even negdtes growth of an

economy".



Today's marketing era is modern marketing era. fhirel business is
running in 2% century. Even our companies are lacking by théebet
marketing policies, management and strategies.e\sil Nepal Limited
Is one of leading company in Nepal, primary objexdi of the study is
know the marketing policy and structure of UNL asdexpected to find
out the positive/negative of its market aspectthecontext of "Close-up
and Pepsodent" in Nawalparasi. Which may usefuleseame or other
industries to give an insight to their own poligydareformulate it to draw
the attention of consumers. Besides, the new flooking for a proper
marketing policy and structure and willing to tatke lesion from the

success or failure of their firms may be the beedfby the study.
1.5 Limitation of the Study

There is always many problems occur in the waysafiork. So here are
also many limitations during the research. Most dafta used in this
study have been obtained through questionnairervietv, so most data
are primary. Data are based on sample survey. &hponses of the
respondents are analyzed with percentile methoda&wdgraph chart of
necessary places. The variables are also limitatidnis study.
There are always many problems occurring in the wafays work. So,
here are also many limitations during the resedhdse are as follows:
a) This study is based in Nawalparasi district onlyickhdoes not
covered the whole part of the country.
b) Sampling technique has been used to select therrdspts for the
purpose of questionnaire and interviewing.
c) Primary data are collected only from Nawalparasirait.
d) Because of the lack of the research is this tdp&e secondary data

are limited with in Close-up and Pepsodent toottgpas



1.6 Organization of the Study
This research work is divided into five chapterdiles
Chapter | : Introduction

This chapter provides general background, stateraérnihe problems,
objectives of the study, significance of the stuldyjtation of the study

and organization of the study.
Chapter-1l: Review of Literature

This chapter provides information of different isswof marketing, which

Is related with topic by different books, journadports and research.
Chapter-lll : Research Methodology

This chapter is concerned with research methodolddye chapter
Includes introduction, research design, nature smgces of data, data
collection procedure, sapling, population, datacpssing and data

analysis.
Chapter-1V : Presentation and Analysis of Data

In data presentation and interpretation chaptegaech data are tabulated
and showing in table, bar graphs and pie chart.

Chapter-V : Summary, Conclusion & Recommendation

And last chapter is concerned with summary, commus &

recommendation.

At the end of this thesis bibliography and apperatexattached.



CHAPTER TWO

REVIEW OF LITERATURE

The purpose of literature review is to find out whesearch studies have
been conducted in one’s chosen field of study, &hdt remains to be
done. It provides the foundation for developing amprehensive
theoretical framework from which hypothesis can developed for
testing. Literature survey also minimizes the mdkpursuing the dead-
ends in research” (Wolf & Pant, 2009, P-59).

This chapter reviews the concepts concerning thgstumatter that are
written on textbooks on one hand. On the other htmsl chapter reviews
the previous studies which are related to the stilojatter of this study.
So, a brief review of some project works and sohesis is done. In
addition to that review of articles that are puidid in magazines,

newsletters etc. are also done.
2.1 Conceptual Review
2.1.1 Meaning

There may be a number of products in the markesate for the same
purpose such products consumed by consumers maypgierity to a
specific product among the crowed of products dusetveral reasons. To
keep first priority in mind of consumer, companiggmke effort in
different way. There are so many products in toastg is one of the
leading toothpaste in the market. Market positidrthe toothpaste in
which market position of the Close-up and Pepsodentdeal the major
marketing components such as promotion, price,ymtoand distribution
as well as advertisement and buying behaviour ofsemers. These

major factors are influencing how much in total s@mption of "Close-



up and Pepsodent" in the market and what is theeptage covered by
the Unilever Nepal Limited in total toothpaste netrk

Influence of the major marketing factors help diyeor indirectly to
increase or decrease the sales. To some exterspnaérselling and
publicity also one of the helpful components ta@ase sales but it is not
possible for all kinds of products due to cost &mie. Advertisement
helps to personal sales. Sales promotion is a s@ort strategy which
encourages to consumer for use once or tries dvecproduct by offering
different prices or something extra incentiveanéikes change the mind
of potential consumers and come to try the prodDce to this, sales
promotion helps to maintain a sound market positibthe product. Price
Is one of the most important factors in marketind 8 increase/decrease
sales volume. Price must be affordable by variaisgories consumer.
Product differentiation and product line can help ¢harge price
discrimination. placement of product at right timeright place is one of
the most important components of marketing. It sdip consume the
product regular so frequent distribution channelsstrbe maintain to
achieve sound market position. To make regular dbrawareness in
consumer's mind. Publicity and advertising is mogiortant part of the

marketing. Advertisement is making significant rtdanarket a product.

Advertising is not only one that makes to awarescomers. There are so
many other tools but it is more costly as well asreaneffective and it
pushes to buy the product to consumers while theyhat conformed or
in confusion. Sales promotion seeks to show or dayceonsumer where
advertising is indirectly hitting to potential camser through public
media regularly in mind. It is a long-term strategly creating brand
awareness whereas promotional campaigns boostleposa product.

Combine efforts of sales promotion and advertisiugl increase sales in



present as well as future. Now a day's sales piomaampaign and
advertising is going on which combining. There arany components
which directly affect the market position and saash as product, price,

promotion, distribution, advertising etc.
2.1.2 Marketing

We can distinguish between a social and a managaefnition of
marketing. A social definition shows the role mdikg plays in society.
One marketer said that marketing role is to "deladigher standard of
living". Here is a social definition that serves @uirpose: marketing is a
societal process by which individuals and groupsiobwhat they need
and want through creating, offering, and freelyreging products and
services of value with others. For a manageriahdafn, marketing has
often been described as "the art of selling prafudbut people are
surprised when they near that the most importaritqgfanarketing is not
selling ! selling is only the tip of the marketirgeberg. Peter Drucker, a

leading management theorist, plus if this way:

There will always, one can assume, be need for smiiag. But aim of
marketing is to make selling superfluous. The aimmarketing is to
know and understand the customer so well that tbeéyat or service fits
him and sells itself. Ideally, marketing shouldulesn a customer who is
ready to buy. All that should be needed then isnake the product or

service available.

When Sony designed its Walkman, when Nintendo desicga Superior
Video game, and when Toyota introduced its Lexu®raabile, these
manufacturers were swamped with orders becausehtheylesigned the

"right" product based on careful marketing homewor



The American Marketing Association Offers the fallng definition.
Marketing is the process of planning and executing conception,
pricing, promotion, and distribution of ideas, gepdnd services to create
exchanges that satisfy individual and organizatiguals. Coping with
exchange processes calls for a considerable anaunbrk and skill.
Marketing management takes place when at leaspartg to a potential
exchange thinks about the means of achieving desesponses from
other parties. We see marketing management asrtrena science of
choosing target markets and getting, keeping amavigg customers
through creating, delivering, and communicatingesiger customer value.
(Kotler, 2010, p-219).

2.1.3 Marketing Concepts

"Marketing has been developing together with dgwalent in human
civilization. If we trace three-four hundred yednack to the history of
human civilization, we find marketing of that timgy modern standard
was relatively uncultured. They did not need med@manor tools or
techniques of marketing as used today. But novihallsituations have
changed the need and want have changed. Humaataspiior excellent
and better status have given birth to thousandsaogeries, inventions
and innovations and established thousand of uniddifferent types of
industry to fulfill that aspiration. These changesurn not only invented
different sophisticated tools and techniques aridctVe strategies for
successful marketing but also made the marketimgoat competitive
field". (Parajuli, 2011, 1-3).

There are five completing concepts under which miggdions can choose
to conduct their business. The production conddet,product concept,
the selling concept, the marketing concept andsibh@etal marketing

concept. The first three concepts are of limitedfuisess today. The

10



marketing concepts holds that the key to achiewarganizational goals
consists of determining the needs and wants ofetargarkets and
delivering the desired satisfactions more effetyinand efficiently than

competitors.

It starts with a well defined market, focuses acsnsumer needs,
coordinates all the activities that will affectsstamers, and produces

profits by satisfying customers.

In recent years, some have questioned whether #nketing concept is
an appropriate philosophy in a world faced with anajemographics and
environmental challenges. The societal marketingcept holds that the
organization's task is the determine the needstsnaard interest of target
markets and deliver the desired satisfactions meiffectively and

efficiently than competitors in a way that preseme enhance the
consumer's and the society's well beings. The @incalls upon

marketers to balance three considerations. (Ka@09:221).
a. Company profits
b. Consumer satisfaction and
c. Public Interest

2.1.4 Evolution of Marketing

The evolution of marketing has been analyzed inlaimvay by various
authors in their independent works. Some of thd@astwere Willian J.
Stanton, Philip Kotler, Gary Armstrong etc. Thefe@lént stages in the

process of evolution of marketing area as follows.
a. Production Oriented Stage

The production concept lies in the philosophy t@tsumers will favor

products that are available and highly affordabid ¢hat management

11



should therefore focus on improving production adtstribution
efficiency. (Kotler, 2009:221).

Kotler and Armstrong think that it is still a uskfihilosophy in two types

of situations:

a. When the demand of a product exceeds the supplpagesnent
should took for ways to increase production.

b. When cost of production is high and is requireddexrease to

expand market. (Kotler, and Armstrong, 2009:27).
b. The Product Orientation Stage

The idea that the consumer will favor products tftdr the most quality,
performance and features and that the organizattwuld therefore,
devote its energy to making continuous product oupments. (Kotler,
20009).

c. The Sales Oriented Stage

This stage emerged with the philosophy that conssim@uld not buy
enough of the organizations' products unless tbarization undertakes
a large - scale selling and promotion effort. (Kat009:224).

d. Marketing Orientation Stage

The basic target of this stage is that the achiewesnof organizations
goals depend on determining the needs and wartergdét markets and
delivering the desired satisfactions more effetyivand efficiently than

do competitors. (Kotler, 2009 ).
e. Societal - Marketing Orientation Stage

This is the least development in the field of mérig The stage is based
upon the fact that the organization should deteenthe needs /wants and

interests of the target markets and deliver therelgsatisfactions more

12



effectively than do competitors in a way that maim$ or improves the

consumer's and society's well being. (Kotler. 2P29)

Table 2.1
Comparative Features of Marketing Concepts
Concept Star_tlng Focus Means Ends
Point
1. Production Factory | Production * Mass Profit through
concepts (Aims at orientation production production
selling what can * Low price efficiency
be produced) * Wide
availability
2. Product conceptFactory Product Quality* High quality | Profit through
(Aims at Orientation * Innovation | well-made
improving the * Performance| products
product) * Guarantee
3. Selling concept| Factory| Sellers needs\ggressive | Profit through
orientation Selling high sales
* Heavy volume
Promotion
4. Marketing Market Customer needs Integrate Profit through
concept orientation marketing Customers
satisfaction
5. Societal Market Social * Integrate Profit through
Marketing (Aims Responsibility | marketing customer and
at promoting orientation * Concern for | social well
Social welfare) social welfare | beings

Source: Agrawal, 2011
2.1.5 The Marketing Concept in Nepal

I The economy of Nepal is characterized by exgesdependence
on agriculture. The industrial sector is in a depelg stage. The
role of services has been growing in the recentsydaue to the
topographic diversity of the country coupled witbop transport

and communication facilities, marketing has remaiftagmented.

. The public sector remains dominant in the Nepaleconomy. The
private sector is developing and dominated by #milfy owned

and managed business. The advent of global congaspecially
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a.

in tourism and finance sectors, has resulted intrdmesfer of new

marketing skills along with capital and technology.

Marketing has traditionally remained a negesttaspects in Nepal.
Enterprises tend to concentrate on production atithg rather
than marketing. The selling concept has been sgras the
marketing philosophy of Nepalese managers. Theigpabttor has

generally remained indifferent to the marketing azpt.

The marketing concept has not embraced by nibspalese

organizations. This is clear from the following ipsi.

Management philosophy's most organizations @aNdoes not

emphasize customer orientation.

Target markets have not been clearly definedhbgt Nepalese

organizations.

Marketing information system has remained veeakvin most

organizations.

Marketing activities has remained fragmented the
organization structures. They have not been orgé#oizally
coordinated. Marketing department has not becomp&raof the

top management team.

Organizations tend to be more interested inymog products
and making profit through selling and productiorheTseem

least concerned about satisfying the needs ofuk®mers.

Prospects for the Marketing concept: Nepal hapeeenced
significant socio-economic changes over the lasty@ars. The
supply driven marketing where organizations cowld everything
the produced, is increasingly giving way to demamaven

marketing. The realization is gradually coming tbastomers and
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their needs are important in marketing. The inargastensity of
competition in the Nepalese market has also halp#us regards.

(Agrawal, 2011:8).
2.1.6 Development of Marketing

Marketing has developed in an evolutionary ratheant revolution
fashion. Its development has been influenced by phegress of

civilization and economic development of nations.

Figure 2.1
Stages of Marketing Development
Primary Stage | Pre-industrial Industrial
stage stage

Techno-Information
stage

I

Global Stage

Source: Agrawal, 2011
2.1.7 Basic Principle of Marketing Concept

a. Target markets should be defined carefully. Mganization can

operate in every market and satisfy every need.

b. Customer orientation is the key to organizatisoccess.
Organizational activities should be focused on meitgng and

satisfying customer needs.

C. Integrate marketing action is the essence oftoous need
satisfaction. All departments in the organizatidmowdd work

together to serve the customers interest.
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d. The ultimate purpose of marketing concept ibdlp organizations
achieve their objectives. Organizations can beskeae objectives

by providing customer need satisfactiofgri@wal, 2011:33)
2.1.8 Marketing System

A marketing system is a unified whole composed ridérmrelated and
interacting subsystem (parts) to achieve desirgecobes. Marketing is a
dynamic system consisting of input - processingrout- feedback

showing in figure.

Figure 2.2
Marketing System

Input Processing Output

A 4

Feedback

Source: Agrawal, 2011

I Input of the marketing system consists of therkadng mix

elements product, price, promotion and price.

I, Processing of the marketing system consistsen¥vironmental

influences and buyer decision processes.

li.  Output of the marketing system consists of tooser response
reflected by profit, market share, social welfared organizational

image.
Iv.  Feedback provides information to design input.

(Agrawal, 2011:5)
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2.1.9 Marketing Mix

The Marketing mix is the set of marketing tools @vhthe organization
blends to achieve the marketing goal in a defiradet market. The
marketing mix consists of everything the organaaitan do to influence
the demand for its product in the target market.

E. Jeromy McCarthy popularized the concept of 4 meduct, price,

place and promotion. The marketing activities wetassified and

categorized to belong to one of the group. Each perceived as having

its own mix such as the product mix place mix pna& and promotion

mix.
Figure 2.3
The Components of Marketing Mix

Product Mix Place Mix

Product quality Channel design
Variety Channel promotion
Features Channel motivation
Brand name Physical distribution
Packaging

Warranties

Price Mix Promotion Mix
Pricing objectives Personal selling
Setting price Advertising

Terms of sale Sales promotion
Discounts Public relation
Commission Direct marketing

(Source: Koirala, 2007)
Product Mix: It includes decisions on product line and mix, duct

guality, variety, design features, labeling, padgkggand labeling etc. it
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also includes important activities such as prodptnning and
development.

Place and Distribution Mix: It includes design of the distribution
channels, distribution networks, dealer proowti and motivation
systems and physical distribution of the product

Price Mix: It includes activities such as analysis of compegstprices,
formulation of pricing objectives, setting the q&iand determining
terms and conditions of sales, discounts and cosnomstc.

Promotion mix: It includes determining the promotional blerite
mixture of advertising, personal selling, salesypstion, public relations,
and direct marketing to popularize the use & product in the target
market.

The organization adopts an adequate blend of tineMs in relation to a
product in a defined target market. This meansotiganization needs to
adopt several marketing mixes for different product different target
markets. Each element of the marketing is perceteedbe under the
control of the marketing manager and can be altéoeachieve the
desired results in the target mark&twirala, 2007)

2.2 Review of Books
2.2.1 Products

In a narrow sense, a product is a set of attribatesembled in an
identifiable from. Each product is identified bycammonly understood
descriptive (or generic) name, such as steel, amagr, tennis rackers or
entertainment. Product attributes such as brandenand post sale
service that appeal to consumer motivation or byiypatterns play no

part in this narrow interpretation.

In marketing we need a broader definition of prddiecindicate that

consumers are not really buying a set of attripuiasrather benefits that
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satisfy their needs. A product is a set of tangarid intangible attributed,
including packaging, color, price, quality, and rda plus the seller's
services and reputation. A product may be a ga®tsjce, place, person,
or idea. In essence, then, consumers are buyindg mace than a set of
physical attributes when they buy a product. They buying want

satisfaction in the form of the benefits they excepreceive from the

product. We divided all products in to two categeri
a. Consumer Products
b. Business Products

"Consumer products are intended for use by houdetwisumer for non
business purpose(WilliamyMichael and Bruce, 2004.7-9).

2.2.2 Pricing

Pricing is also one of the important componentsnafketing. Pricing
strategy and pricing policy plays significant rédecreate a sound market
position for the product. A company may follow eéifént pricing
methods. Price may determine on the basis of variaators i.e., cost,
nature of the products, season, competition, roeshe government
geographic and so on. Pricing of the fast movingsamer goods product
Is sensitive very much. Most of the fast movingstamer goods products
have to face tough competition from the differeatdtdrs. To charge price
for such a company understood consumers buyingvimira economic

growth of the country, social aspects etc.

In context of Nepalese consumer and Nepalese neasketompanies, we
can see now that the prices charged for the artynfasing consumer
goods products on the basis of buying behaviowvels as purchasing
capacity on economic growth condition. Consumees raost mentioning

weight of a packet of toothpaste like Clouse-umpdedent, Colgate, and
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so on, but how much the price for a packet and eones always fixed
the price such as Rs. 15, Rs.20, Rs. 40 etc. Whaihee of the

toothpaste is increasing but the companies aredating small packets
for easy pronounceable price as well as low pricetloe view of

consumers. Similar pricing strategy follows by cokeepsi, instant
noodles and so on like pouched pepsi for Rs. 2%8JIgmacket of instant
noodles for Rs. 10, Purnima pack of fair and lovielyRs. 25, Rs. 1 or

Rs.2 for a shampoo pack.

"The contemplated price must be consistent with gaomg pricing
policies. Many companies set up a pricing departroédevelop pricing
policies and establish or approved pricing decwsiohheir aim is to
ensure that the sales people quote the price thakasonable to a

customer and profitable to the company”. (Aryal&J).

"Most companies will modify their basic price toward customer for

such acts as early payment, volume, purchase d@ndeaton buying.

Description of these price adjustments called distand allowances
follow. Before we begin however a world of warniiggin order. Many

companies are so ready to grant discount, allovsgaand special terms to
their deler and customer that they may fail toizeahow little profit may

be left. Companies should measure the cost of iggaetach discount or
allowances against in impact on making on the saley should

establish better policies as to what should betgcato customer are
bidding for their business(Santon, 2009:23)

2.2.3 Promotion

Promotion includes all the activities undertakenctummunicate and
promote products to the target market. The compsrarpromotion mix
consist of advertising, sales promotion, persoméing, publicity and

public relation. All the promotion activities hausen conducted to
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communicate with the firm's audiences to achievegate goals. The
situation of the company, product nature, consub@raviour etc. may
play role to pay priority for a company's whichrant of promotion is
most important. It is difficult to substantially ahge the product mix in
the short run. However, organizations can contnol ehange price mix
and promotion mix in the short run to meet the lemgles of the

changing environment.
a. Advertising

Advertisement is directed at cognitive and emotioagponses: building
brand awareness and brand attitude over time. Adirgy is any paid
form of non-personal presentation and promotionidefas, goods or
services by an identified sponsor targeted at rnassnunity at a single
effort. Advertising is one of the most importanbmotional tools that
companies see to direct persuasive communicatmterget buyers and
publics. Advertising is used to achieve various keting goals of the

firm. Some of these objectives include such as,
a. Toimprove brand image or brand awareness;
b. To inform and persuade the target audience;

c. To achieve a desired sales level and improve coygpan

profitability;
d. To successfully launch the new product to the ntarke
e. To support the personal selling;
f. To win the competition;

Advertising may be done through various means atianguch as ; print

media; audio advertising (Radios); visual adverggiFilm Slides); audio
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visuals (Film, television, etc.); displays (Windalisplays, Sky displays,

hoarding boards, electric neon's, etc.)

However, an effective advertisement is one, whi@h change the target
audiences' attitudes in favor of the firm's offBo. achieve any attitudinal
change, advertisement should posses several rewits; such as attract
attention of target customers towards the compdfey,aunderstand the
target audience properly and convince the targstoawers effectively.
(Shrestha, 2005:1-3).

In reality, consumers do not believe to a produgtich is not seen in
advertisement and cannot make decision to buy. Aidugy becomes life
partner of a product for marketing. Advertising tcas higher than
production cost of some product. It seems that idu®y is being strong

components in promotion very much.

Now a day, stars from different field such as spomtusic, movies etc.
are using in advertising to attract consumer. Hawevthere is
controversial analysis whether it is effective ot hut most of companies

has been introducing them as a brand ambassador als
b. Personal Selling

Personal selling consists of person communicatietwé&en the sales
persons and their prospects. Unlike advertisinginwolves personal
interactions between the source and the destinafiba most effective
method of promotion probably is to have sales persmall upon every
target consumer. For many institution, especidlse that appeal to the
mass market, this world be terribly inefficient. Agesult, they employ
mass marketing techniques, such as advertisingoRalr selling is very

important in industry.
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c. Sales Promotion

According to the American marketing AssociationJesapromotion
consist of those marketing activities, other thaerspnal selling,
advertising, and publicity, that stimulate consumperchasing and dealer
effectiveness, such as display, shows and exposjtiemonstrations and
various non-recurrent selling efforts not is thelioary routine. Sales
promotion is the third major promotional tool. dtused to coordinate and
supplement the advertising and personal sellinggnarames. Sales
promotion has increased considerably in importancescent years as
management has sought measurable short-term sakest. r Sales
promotion should receive the same strategic attenthnat a company
gives to advertising and personal selling. This mseastablishing
objectives and appropriate strategies. Separatgebughould be set for
sales promotion. Sales promotion can be directedartis final

consumers, middle men, or a company's own employee.
d. Public Relation

Marketers engage in public relation in order toalep a favorable image
of their organizations and products in the eyesth&f public. These
activities to parties other than target consuméeyTare; public at large,
labour union, the press, and environmental groupsblic relation
activities include sponsoring, lobbying, and usprgmotional messages
to persuade members of the public to take up aetkposition. The term
public relation refers to a firm's communicationsl aelationships with
the he various section of the public. These sestiamclude the
organization customers, suppliers, shareholders,plame, the
government, the general public and the societyhitlwthe organizations

operates.
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e. Publicity

Publicity is a means of promoting the mass market is similar to
advertising except that it free, is found in theliadnal portion of the
news media, and pertains to newsworthy events. cbmmon type of
publicity is news releases (also know as presaselg photographs and
feature stories press conference promotion canireeted towards final

consumers, middlemen, or a company' own employees.

Public relations and publicity are the last two rpotional methods.
Public relations are the brand, overall promotiorehiicle for improving
or maintaining an organization's image and its falite relationship with
its publics. Publicity, a part of public relations any promotional
communication regarding an organization and/opitsducts that is not
paid for by company benefiting from it. Typicallyare two activities are
handled in a department separate from the marketegartment is a
firm. (Rathor, 2006:9)

2.2.4 Distribution

Distribution is concerned with all business ackeatrevolving around the
problem of getting the product from the place ofnofacturing to the
final consumer. Distribution deals with two aspesftproduct movement:
marketing channels and distribution logistics. Mdikg channels or
channels of distribution is the system of relattopsamong the various
persons and institutions involved in the processnaivement and
ownership of products and facilitating exchangesstribution logistic

concerned with the physical movement of produdfsirala, 2007).

Most producers do not sell their goods directlyfit@l users. Between
producers and final users stands one or more niagketannels, a host

of marketing intermediaries performing a varietyfurfictions. Marketing
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channel decisions are among the most critical dwecisfacing
management. The company's chosen channel(s) pdijowifect all

other marketing decision.
a. Channels of Distribution
I. Meaning of Marketing Channels

"A distribution channel consists of the set of deand firms involved in
the transfer of title to a product as the produotves from producer to

ultimate consumer or business usé®&anton, 2009, 214)

The channel of distribution involves several indils and institutions
such as producer, suppliers, industrial users,drsmlagents, wholesalers,
retailers and consumers. It also includes sevéwalsfin the system. It
consists of forward flows and backward flows. Thenard flows more
from producers to the market. There are three faivibbws: product
flow, communication flow and ownership flow. Theckaard flows
move from the market to the producers. The backvilaw are: money

from sales, orders for products, and market infoilona( Santon, 2005)
Figure 2.4

Channel Structure For Consumer and Industrial products

v

Physical products

Communication >
Ownership title > Market
Producer
<+ Money from sales
< Order for products

Market information

4

Source: Koirala, 2007
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The channel structure is a combination of chanmehponents and
channel levels. The channel components are the vfpehannel
participates involved in the channel system. Thanadel levels are the
number of channel components in the channel sys@ém. channel
structure of consumer products and industrial pctslware different.

Similarly, the type of channel components alsoedgfbetween the two
type of products.

b. Channel Designs for Consumer Products

There are four design alternatives for the distrdsuof consumer goods,
ranging from a zero level to level three. Underozkavel design, the
producer may distribute the merchandise directly camsumers by
passing all marketing intermediaries. Under levet channel design, the
producer may use retailers to reach consumer®viel two designs, the
product may reach consumers through wholesalergedaders. In level

three designs, the producer may use the agents\teect and execute.
Figure 2.5

Channel Design for Consumer Products

Producers
~ Level - 3
z' @ Agent
o ()
G>.) - A\ 4
© © —
o Wholesaler Wholesaler
v
—_— QO
o) >
3 A4 \ 4 y
Retailer Retailer Retailer
v l
Consumers

Source: Koirala, 2007
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The sales transaction to different categories gfelsi The four design

have been presented in the diagram above.
c. Physical Distribution

In the marketing channels the products must be thamethe right
guantity at the right time to the right place irder to deliver desired
satisfactions to the end users or consumers. Rdlydistribution or
marketing logistic is concerned with them managdnoérfiow of goods
from the point of origin to the point of consumptio Marketing
organizations must manage the flow of goods andicgs from their
production locations to the market, and also makengement for a flow

of information between the two points.
2.2.5 Product Quality

When considering the physical product apart frone thdditional
attributes, real or fancied, bestowed on it by &ecéve marketing
program, the manufacturer's attention is usuallytezed on "Product
guality". In this context product quality is oftemeasured in terms of the
purity of grade of materials used, the technicafqoion of design, and
exacting standards of production. The level of ifpas usually set in
terms of either meeting or beating competition. ©aclevel of product
guality, in this sense, has been determined, nnwss$ fcarry out rigorous
programs of quality control and product testingetesure that technical
standards of product quality are ahdgddichel, 2010:114).

2.2.6 Brand Flexibility

Many marketers face, at one time or another, asaecinvolving brand
flexibility: should a new product be placed under existing brand's
umberella or should its own stand - alone brand? éxample, should

coca-cola used to brand pair of jeans ?
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Using the current name has some advantages. Timel lergoys good
level of awareness and a positive image. Its prodistribution is good.
Using the existing brand name would reinforce saffact for the entire
line. On the other hand, the current brand's equity not translate to
new product not based on the ingredient for whiah hirand is known.
Some fear that using the brand as an umbrella tmyvemd expanded
product line could dilute the brand. Both sideseéhawvell rationalized set
of arguments. those with a restrictive interpretatsay that because the
brand's equity has been built over 50 years arguaduct based on the
one ingredient, using the same brand name for ptoohade without
ingredient would only confuse the consumer abouttwhe brands for.
This confusion could weaken the established br&udther more, the
brand equity may not translate well to productaitt the ingredient so
that there could be little benefit to using it. krowith a flexible view of
brand equity find comfort in consumer research whbey see proof of
their brands flexibility. The issue isn't new. Ifsced by all those who
have to introduce new products and by those whece haaquired a
company with branded products. Does the new pragest a new brand
name or should it be placed under the umbrellanoéxasting product ?
should the acquired product line stand on its owanth or should it be
using and endorsement form the new corporatiotisaisthe issue should
not be viewed in the sole contexts of the new br@ndew products but
also in the context of the existing brand. How wilbe affected? Will it

suffer strength?

Brands are associated with a set of values, seldaim a specific
ingredient. There are a few exceptions but, gelyeraalues are what
define a brand. A brand like star bucks for insgars associated with

coffee. But, more than just the ingredient, it d&afor expertise in bean

28



selection and roasting, high quality, competenif,sy@ung professional
crowed, a pause during a busy day, etc. If ther® amther product that
could benefit from the same values, it could fifhtiin Cigars or Cognac

could come Close but have their own set of problems

Umbrella branding is a very efficient brand scheg@aper published in
Mckinsey Quarterly under the title "Brand Leverag®includes that
strong brands that are used across product cadsgamoduce shareholder
return on equity that is five percent above theraye for their industry.
A strong umbrella brand can help a new product gaeefaster
distribution and trail. on the other hand, umbrddtands are weakened
when they are used for sub-par products or prodoctthat fail - an
unavoidable risk with new product introductions. eyhalso make
consumer research more difficult, in part becaus¢éhe high level of
false awareness they generate. The effect of asimgrt copy on
consumer behaviour is thus more difficult to eveduaecause it tends to

benefit the entire brand as opposed to the onepnesluct is advertised.

The best and possibly the only tool you need isrg ¢lear idea of what
values the brands involved stand for. In facthi$ tis the only thing you
do, you should write a brand strategy for your dwands and for the
brands and for the brands you wish to acquire bef@mu make any
branding decision and preferably before an acdomsitakes place.
(Layman, 2010:67).

2.2.7 Brands Influence

This first thing to recognize when we talk abouarts is that they are
not just names, symbols, terms, designs or combimstof these,
although it is true to say that such things can tandifferentiate certain
products and companies from others. The additiongfedient that

makes a successful brand is personality.

29



Today leading brands are personalities in their oight and are well
known in all societies and cultures as film heroeston characters,

sports stars, or great leaders.

Thousands of people relate to brand personaliiethe same ways as
they do to human personalities. There is of cowagesychological basis
to this, and the psychology behind brands reabynstfrom Carl Jung's
work where he described the four functions so mitidnking, sensation,

feeling and institution. The secret to successfahting is the influence
the way in which people perceives the company odget, and brands
can affect the minds of customers by appealinghesd four mind

functions, or combinations of them.

Some brands appeal to the rational part of a petsothe elements of
logic and good sense (the thinking dimension) aagtoothpaste, which
prevents decay and cholesterol-free foods. Othgpeal to the sense of
smell, tasted, sight and sound such as fashioncasthetic products.
Some brand attract the emotional part of peopleapy to the feelings,
dimension to which consumer react with feelingswairmth, affection

and belonging. Products such as Harley Davidsomomycles and

companies like Benetton with its global village ttang exemplify these.

Then there is the strange phenomenon of intuitBesme of companies
and products are affricative to people who inteityvfeel comfortable
with them, because they see these brands as exiensi themselves, a
good fit to their personality, lifestyle, aspiratioand behaviour-

companies like the body soap, with the environmeyproach.

Brands influence consumer decisions to buy in drih@ above ways, or
through combination of them, sometimes with trenoersd persuasive

appeal.
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The Marlboro brand personality is a good exampld@iy a company

understands and combines the physical and emotieleahents that

appeal to certain customers who live or would ltwelive a certain

lifestyle. Products such as good credit cards, hestc or prestige items
help people to express themselves to others by w&mading that they

are different and have achieved something theyaaotxtension of the
personally, so it really is all in the mind. Theyk® brand management
and development is a clear understanding of whiaefiis a customer is
looking for. Time and again, research shows thatrtal driving force

behind market leadership is perceived value - prate or inherent

product attributeqParajuli, 2010:25)

2.2.8 People Prefer to buy Brands

Brands are also successful because people preéen tb ordinary
products. Today's world is characterized by momamex technology,
and this can be extremely confusing to people wigorat technology
minded. Brands can play an important role here oyiging simplicity

and reassurance to the uninitiated; offering a lquatear guide to a
variety of competitive products and helping constgemezach better
quicker decisiong(Parajuli, 2010:28)

2.2.9 Customer Desire into Sales

Consumer always want more. It does not matter wehbeing offered. If
it is there, they have at least a twinge of defsiret. But how do you take
that desire and convert it into a sale? To pusil@across the finish line

you need buying stimulators. The stimulators are:
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a. Appeal to the Emotions

People buy a product or use a service becauseeipect to feel a certain
way after ward. We buy vitamin supplements becdlsg will make us
feel stylish and affluent.

So think about the benefits of your product andveonthose benefits
into feelings. If you are selling a business opyaity, emphasize on how
great people will feel when they work for themsslvath no boss and no
set schedule. | you sell sports equipment, focushaw your quality

goods will improve technique and make your custemenners.

Use vivid, picturesque words to dramatize the fggiyour customers

will experience after they buy your product or sesv
b. Fear of Loss

One of the best stimulants for buying is not owhsay how the customer
will benefits from your product, but to mention haley will use if they
do not buy your product. The fear of loss drivesale as much as the
customer's desire for the product or service rerthiedcustomer that they
can either use your product or service, or they taa with the
consequences, you could say something like, Theehs yours. You
can live the life you have always dreamed of, ar gan stick with your

dead - end job for the next thirsty years.
c. So many Choice, So Much Indecision

The most successful advertisement focus on oneuptaat service. Do
not make the mistake of trying to list all your gugts and services in one
advertisement. Do not give the customer a choicéhey have to deal
with more than one product, you will have mass amlen on your
hands. Make the choice as easy as possible otleepois will lose the

sale.
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d. Increase Buying Options

A wide variety of buying methods exist for one @asot everyone likes
to buy the same way. Some people like to order theephone, someone
line, some through mail, some through fax. Andenatryone likes to use
credit cards, some people like to use checks dr. ddse points is, when
you increase your buying options, your appeal toenpeople. Give your

customers what they want, and they will give yowatwou want the sale.
e. Simplify the Process

The easier something is, the more people want o ylmr customers do
not want to deal with a difficult ordering or puesding process, so make

the procedure as simple, quick and pleasant asybmss
2.3 History of Toothpaste in Nepal

During the hunting era people of Nepal were nahm habit of cleaning
their teeth. Then gradually with the various otderelopments people
used Coal for cleaning their teeth and later oty wtaffed into Datyun
Stick and Neem Stick slowly. After sometime varicgmpanies were
established for the production of toothpaste. Tiuelpction and sales of
toothpaste in Nepal started in 1980 A.D., with élséablishment of Nepal
Tooth Product. The company started its marketingvides with the
production and sales of 'Everest' brand toothp&sterest toothpaste won
a gold medal in 1982 and 1983 A.D. The Brightelultry is the second
toothpaste company, which produces 'Brighter' toaste and was
established in 2042 B.S. in Thimi, Bhaktapur.

Nepal Lever Limited as a subsidiary of Hindustawdrewas established
in Hetauda in 1992 A.D. In 2004, the Nepal Levanited was changed
into Unilever Nepal Limited. This company produaasny products,

'‘Close - up' and 'Pepsodent' are popular toothp&stee it inception, it
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has been able to retain its top position is Negalasrket. After that
Clogate Palmolive Nepal was established at Hetaud®96 and started
to produce toothpaste in 1997. Recently one andihemd 'Anchar' is
produced and marketing by Anchor Health and Be@ase Pvt. Ltd. It
seems Close-up, Pepsodent, Colgate, Ancher arbpexie brands in
market.(Aryal, 2008)

2.4 Review of Previous Thesis

There has been no research on the toothpaste imgrketNepal. So,

only related some topic of marketing have beersesl/below.

Aryal (2002) has conducted a thesis on “The Studiylarket Share of

Colgate in Comparison with Other Brand.” Accordiogn his study, the

sales promotion works as a starter to the Tootkpastrs. People, who
are not so educated, are not loyal towards anycpéat brand. Due to

this, the sales promotion, advertisement easilaett attention of those
toothpaste users and as result the sales of thiatydar Toothpaste will

Increase. The sales promotion is very powerful,clwhian easily boost
the sales have its impact of market share.

The major objectives of his study are as follows: -
1 To identify the purchase/buying behavior of Colgatgthpaste.

2 To identify the market share of Colgate toothpasteomparison

with other brands.

3 To find out the popular media of advertisementtémthpaste, this
can easily attract the potential consumers on daend of

companies.
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The major findings of his study are as follows:-

a.

The maximum numbers of consumers use Close-up thiaer
brands.

The maximum consumers purchase the toothpaste ¢remeral
store and only minimum number of consumers purchthsa

toothpaste from wholesalers.

Maximum consumers take self-decision while buyiogthpaste

but minimum consumers take decision according herst

Most of the consumers are attracted through T.\dianBor buying
toothpaste.

Neupane (2003) has conducted the study on “Coldkd@onsumer

behavior in Kathmandu valley” . The main objectie¢she study were:

1)

i)

ii)

V)

To find brand preferences of consumers and theoracthat
develops such preferences.

To evaluate the role of advertising in product posing from the
consumer perspective.

To exmine consumption pattern of cold drinks.

To determine the store where from consumer wabugothe cold

drinks conveniently.

The findings of the study were.

i)
i)

ii)

The entire sample consumers have drinking habitelof drinks.
Coca Cola brand has its domination over Pepsi aold other
brands.

All of the respondents have frequent drinking habitl there is no
difference between the drinking habit of marriedl ammarried

consumers.
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iv) Coca cola brand is the most preferred brand of cridks in
Kathmandu valley.

v) Most of the consumer's government service holdegcher,
businessman and student prefer coca cola bran®epsi cola is
more popular among private service holder.

vi) Most of the consumers drink once a day, they buy one unit of

cold drinks at a time and they take decision dubuging.

Shrestha (2007) has done a research entitled “Maskeation of
toothpaste marketing in Katmandu Valley.” His olijgzs of the research
are to identify the consumers’ behaviors toward@spgtirchase and use of
toothpaste in Kathmandu Valley, to ascertain the and effectiveness of
advertisement and promotion-schemes on sales tstthpo analyze the
reaction of consumers on product, to observe thendrloyalty of

consumers in Toothpaste marketing.
The major findings of the study were as given below

1. Close-up and Pepsodent Toothpastes are top positikatmandu

valley.

2. Most of the consumers who consumed toothpaste aderu20

years of age.

3. Most of the Students have seen using toothpastenmparison to

other professional area.

4. Demand & Supply of toothpaste and Close —up ancdtemt are

highly increasing in Katmandu valley.

5. Consumers give more preference to the quality assl preference
to the brand.

6. In Kathmandu Valley, the main competitive brandstadthpaste
are Close-up, Pepsodent & Dabur.
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7.

People staying in Kathmandu Valley always use thawn
particular brand, if they can't get their own bratteén only they
purchase another brand.

Karmacharya (2011) has done a research entitlegdtiof Advertising

on Sales of Instant Noodles.” her study objectaesas follows:

a.

To analyze the impacts of advertising on consunatigide and

buying behavior.

To examine the effectiveness of the advertisingeirms of return

In sales over its expenses.

To analyze comparative analysis of advertising egps and sales.

. To analyze the effective advertising media of nesdand their

impact on the consumer.

The major findings of the study were as given below

a.

The majority of the respondents 78% are use instantlles use
daily and 12% respondents are use instant noodkes @ week, 7%
respondents are use instant noodles twice a weaks 380

respondents are use instant noodles occasionally.

Most of the respondents 38% found that T.V. adsegi is the
most effective form of advertising in Nepal. 30%pendent are

thought radio is effective.

Quality was the main pursuit for the respondend84pto purchase

these instant noodles after getting the informatiom advertising

. Wai-Wai instant noodles has a comparatively bedthye over the

Mayos instant noodles in the mind of the resporglaitich is best
supported like 46% and 38% respectively for thege brands
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where 10% of the respondents recall Rum-Pum andh@other

brands of the instant noodles.

e. Most of the respondents thought that there isatiogl between the
advertising and their buying behavior.

2.5 Research Gap

Most of the researchers tried to study consumeilavieh on different
products. However the researcher found that, theyat fully concerned
with the consumers behavior towards the productain they are
collecting the attitudes of the consumer not otlg behavioral issues

with regards to the consumers point of view.

Researcher conducted so far shows that researcAs¥s more

concentrated upon the market situation of tootlgpastcomparison of
market situation of a brand with all of availableutds. But no research
has been found which comparison of the markettsntua@f close-up and

pepsodent brand. This gap is supposed to be bietie current research.
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CHAPTER THREE

RESEARCH METHODOLOGY
3.1 Introduction

Research methodology is a scientific techniqueromad of inquiry in
order to collect necessary data or informatiort'foroduces knowledge

systematically and scientifically.

Research methodology is a way to systematicallyesthe research
problem. It may be understood as a science of stgdyow research is
alone scientifically. In it we study the variougss that are generally
adopted by a researcher in studying his reseaigm along with the
logic behind them. It is necessary for the researah know not only the
research methods/techniques but also the methoddldlgen we take of
research methodology we not only talk of the rageaethods but also
consider the logic behind the method we use irctmest of our research
study and explain why we are using the particulathod or technique
and why we are not using others so that reseasthitseare capable of
being evaluated either by the researcher himselbyothem. (Kothari,

2009:56).

In the context of marketing, Marketing is the pipad revenue generating
activity while other is revenue consuming. Markgtnesearch deals with
production and distribution problems, marketingtitnaons, marketing

policies and practices. It is better establishezhtproduction research
part because of not Closely interwoven with tecbgyl It covers the

iIssues like production planning, development, pgg¢ipromotion and

distribution. (Joshi, 2010:7).
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All above-mentioned views deals that the researethadology covers
the objectivity, reliability and validity of studyit seems that variable

used in the study as well as data collection aadyais.
3.2 Research Design

This research is basically descriptive in naturbe Thain aim of this

study is to find out the toothpaste market positroMNawalparasi district
reference to Close-up and Pepsodent. This studyestgjto the company
to make strength the market position. To fulfilisthpurpose, related
information from different aspects is collectedotigh the structured
guestionnaire for consumers and channels of digiab such as retailers.
For the study, the survey research design is addpteollect raw data
and descriptive type of survey research design deen followed to

evaluate and analyze the study.
3.3 Natures and Sources of Data

Most of the data used in this study are primargature. Some secondary
data has been also used for the purpose of thg. Salldhe primary data
were collected from shops and consumers and sofoemation's are
taken from authorized distributors of the compamigsvell as concerned
company and the sample size is categorized inrdifteprofessions, age

groups, area, educational background, sex and.so on
3.4 Data Collection Procedure

The questionnaire developed in structure from fdffeent aspect
according to objectives of the study and marketognplications are
applicable to different aspect of marketing pragicTwo different sets of
guestionnaires were prepared for the real consamershop owner. The
guestionnaire distributed through personal contawé by one and

requested respondent to fill it and the researchiso filled the
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guestionnaire by personal interview with shop ownwbo were stocking

toothpaste.
3.5 Population

The population of the study area was residenceawfdparasi district i.e.

consumers, shopkeepers and distributors respecti®él, 52 and 1.
3.6 Sampling

As the above-mentioned population, it is imposstblenclude the total
population in the study. So out of total populatid&® consumers and 52
retailer were surveyed randomly which are basedrea wise sampling

the researcher took there areas and the samplensizeth shop and

consumer.
Table 3.1
Sampling for Data Collection

1. Sunwal 15 6
2. Dumkibas 15 4
3. Arun khola 15 5
4. Chormara 15 5
5. Danda 15 5
6. Kawasoti 15 6
7. Pragatinagar 15 5
8. Amarapuri 15 4
9. Mukundapur 15 7
10. | Gaindakot 15 5

Total 150 52

(Source: Primary data)
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3.7 Data Processing and Analysis

All the questionnaires were distributed and co#dcby the researcher
herself so there was not any delay in collectiomwéstionnaires, which
were distributed among the respondents. Every mumestire was
thoroughly checked after the collection and wasitbaorrect in style of
fillings the same response of the collected quesaoes were put into
one place under the respective headings and thé redponses were
counted. The total response was presented in oiséemiable with the
help of the data master table. Necessary adjusthtbeen made for
attaining the objective of the study. Analysis baen made by percentile

method.
3.8 Data Presentation

The collected data are recorded systematicallytiftkesh and the available
information is grouped as per the need of the rekeaork in order to
meet the research objectives the collected daapezsented on the
tabular form for easy calculation and analysis. @ia&@ are presented and
interpreted in different headings. Data can be gnesl clearly and
divided either in table or bar graph and pie claadording to the nature
of data.

42



CHAPTER FOUR

PRESENTATION AND ANALYSIS OF DATA

In this chapter the data and information derivenfithe consumers and

retailers are presented and analyzed accordingjécto/e of the study.

This research is mainly an descriptive type; theeaecher has tried to
representative of the whole population. So, two sva¥ collection and
Interpretation of data is considered and givernis study.

4.1 Toothpaste Consumption and Market Scenario

Due to rapid growth of population, the demand dfibaeeds of human
being like food, shelter and cloths are increasiag by day. At the same
time, urbanization is also in increasing trend &#l ws other needs like
cosmetics goods, toothpastes, luxurious goods, lappkance goods etc.
Peoples have no alternatives to clean their teetirban area as well as
semi-urban area. Still in village area, most ofieeple use tooth powder
and other natural things like coal, small stickel @® on. But at the
movement, demand of toothpaste is increasing afit lod Nepalese
peoples to consume toothpaste is increasing. Nberetare so many
brands of toothpaste in Nepalese market and tooghpetition exists.
Close-up, Pepsodent, Clogate, Dabur, Anchor e&cwall know brands
in the market. But most of market share lead bys€&lap, Colgate,

Pepsodent and Dabur.
4.2 Market Position Study

To conduct the study in Nawalparasi district, resikeer developed two
types of separate questionnaires for consumer bmivasurvey and
retailer survey. The responses collected from 180semers and 52

shopkeepers in Nawalparasi district. Researchealasys tried to reach
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more accuracy; questionnaires were distributedhenbisis of sex, age,
income level, education, profession and area wiaé ¢an represent the
population for randomly selected samples. Collectedponses are
converted in several tabular from and analyzedfierént aspects, which

the study needs.

4.3 Consumers Behaviour

Consumers are always the most important for mark&® understand
consumer habit towards toothpaste, 150 questicemaiere distributed
to real consumers and returned back all. The foligwables give the
details.

4.3.1 Detail of Consumers /Consumer Profile

4.3.1.1 Gender Classifications

Table 4.1
Gender Classifications
Sex Respondents Percentage
Female 90 60
Male 60 40
Total 150 100
Source: Field Survey, 2014
Figure 4.1

Gender Classifications
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Source: Table No. 4.1
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Above table and figure shows out of total respoh@hrespondent are

female and 60 respondent are male. Comparativeiybets of female

respondents are more than male. Researcher toogtiaqueires to

housewife is the reason behind it.

4.3.1.2 Age Group of Consumers

Table 4.2
Consumers' Age Group in Years
Age Group Respondents Percentage
15-25 16 10.67
26-35 60 40
36-45 54 36
46 and Above 20 13.33
Total 150 100
Source: Field Survey, 2014
Figure 4.2

Consumers' Age Group in Years

13.33%

I
\

36%

10.67%

BE15-25 [(326-35 [36-45 E46 and Above

40%

Source: Table No. 4.2

Above table and figure shows most of the sample® wsken from age

group 15-25, 26-35 years, 36-45 years and abovegedfs which is
10.67%, 40%, 36% and 13.33% are respectively. Tragge groups

represent most of consumers' behavioural deterrsnan
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4.3.1.3 Respondents Education:

Education Level of Respondents

Table 4.3

Academic Level Respondents Percentage
Up to SLC 62 41.33
Intermediate 51 34
Graduate 31 20.67
Post Graduate 6 4
Total 150 100

Source: Field Survey, 2014
Figure 4.3

Education Level of Respondents

20.67%

O Upto SLC

0O Intermediate

O Graduate

Post Graduate

Source: Table No. 4.3

Above table and figure shows most of the houseatiteup to SLC and
intermediate in academic level. To collect accuratgonse frequently

such level of respondents were found very intargsand easy. Post

graduate level respondent few in nature and theyasy also.

4.3.2 Buying Behaviour of Consumers

Consumers buying habit is a significant determisantdetermine market

situation. To explore the hidden matter, researdhiadly asked to

respondents with only two brand names of toothpdkteugh his

46




structured questionnaire that usually they buy ai s about specific
brand and considerable factors while buy. The Walg details obtained

from respondents as;

4.3.2.1 The Brands Consumers Usually Buy

Table 4.4
The Brands Consumers Usually Buy
Brand Name Respondents Percentage
Close-up 51 34
Pepsodent 30 20
Both 9 6
Others 60 40
Total 150 100
Source: Field Survey, 2014
Figure 4.4

The Brands consumers Usually Buy

T O Close-up
0,
. 40% Pepsodent
4
B Both
& Others
6% 20%

Source: Table No. 4.4

Above- mentioned responses on the table and figiuogvs that Close-up
and Pepsodent brands have bought 34 percent armer2z@nt of the

consumers and both brands are used 6 percent obtisaimers. But only
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40 percent consumers are used other brands. Mogeagle are used

Close-up toothpaste according to response mentiabede.

4.3.2.2 Use of Specific Brand

Table 4.5
Use of Specific Brand
Brand Name Respondents Percentage
Specific 85 56.67
Any available brand 65 43.33
Total 150 100

Source: Field Survey, 2014
Figure 4.5
Use of Specific Brand
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Source: Table No. 4.5

Above table and figure show that still there is snaonsumers are loyal
to specific brand but most of them are within thw tor three brands
consuming. It seems that there is more possibiityncrease sales by
attracting them by launching different campaigrtsisl because 43.33
percent consumer's means there are waiting larg&emaize for any

toothpaste manufacturing company.
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4.3.2.3 Factors that Consumers Consider While BuyqToothpaste

Table 4.6
Factors That Consumers Consider While Buying Toothpste
Considerable Factors Respondents Percentage
Price 60 40
Brand name 54 36
Packaging 3
Attractiveness 3
Compactness 4 2.67
Flavor of toothpaste 9 6
Amount of Fluoride 4 2.67
Doctor's advice 2 1.33
Shopkeeper's advice 11 7.33
Total 150 100
Source: Field Survey, 2014
Figure 4.6

Factor That Consumers Consider while Buying Toothpate
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Source: Table No. 4.6

49




Presentation of above table and figure responsew shat 40 percent
consumers directly mentioned to make decision ty boothpaste
whereas 36 percent are follow brand name. It sékaigrice and brand
Image significant for and company to attract buy@ther factor like
flavor of toothpaste, shopkeeper's advice etc.adge to some extent
influencing factors but its present is very low.

4.3.2.4 Who Usually Makes the Decision to Buy Tooplaste

Table 4.7

Who Usually Makes the Decision to Buy Toothpaste

Decision Maker Respondents Percentage
Father 20 13.33
Mother 24 16
Husband 7 4.67
Wife 6 4
Brother 8 5.33
Sister 8 5.33
Self 64 42.67
Others 13 8.67
Total 150 100

Source: Field Survey, 2014
Figure 4.7

Who Usually Makes the Decision to Buy Toothpaste

Percentage
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Source: Table No. 4.7

50




Above table and figure shows that most of respohdeke decision self
l.e. 42.67 percent. Most of them are housewife targlstudy shows that
ladies plays important role to make buying decision

4.3.2.5 From Which Shop Consumer Buy Toothpaste

Table 4.8
From Which Shop Consumer Buy Toothpaste
Type Respondents Percentage
Wholesale 6 4
General store 122 81.33
Cosmetic shop 19 12.67
Medical shop 3 2
Total 150 100

Source: Field Survey, 2014

Figure 4.8
From Which Shop Consumer Buy Toothpaste

12.67% W

81.33%
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Source: Table No. 4.8

Above table and figure signals that most of consup#chased by

general store. This categories show that 81.33epérgeneral stores,
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12.67 percent cosmetic shop, 4 percent wholesalegrercent medical

shop.

4.3.2.6 Easy Availability of Your Brand

Table 4.9
Easy Availability of Your Brand
Availability Respondents Percentage
Yes 133 88.67
No 5 3.33
Sometimes 12 8
Total 150 100
Source: Field Survey, 2014
Figure 4.9
Easy Availability your Brand
3.33%  O%
é/ _, ‘h-""*ﬁm \

88.67%

\Yes EINo 1 Sometimes \

Source: Table No. 4.9
Above table and figure shows that 88.67 percenpamdents among

response get what they like the brand. 8 percesporedents are not
getting regular i.e. sometimes available and sonetinot. Still 3 percent

respondents are not getting easily.
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4.3.2.7 Notice Trend of Advertisement

Table 4.10
Notice Trend of Advertisement
Option Respondents Percentage
Yes 147 98
No 3 2
Total 150 100
Source: Field Survey, 2014
Figure 4.10

Notice Trend of Advertisement

2%

98%

B Yes

B No

Source: Table No. 4.10

Above responses clearly shows 98 percent respanti@itmeans almost
all the consumers notice the advertisement of Glps@and Pepsodent

toothpastes. Only 2 percent respondents isolaten femlvertisement

notice, which is a few very much.
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4.3.2.8 The Best Media for Advertisement of the Tdbpaste

Table 4.11
The Best Media For Advertisement of The Toothpaste
Media Respondents Percentage
Television 130 86.67
Radio 10 6.67
Hoarding 2 1.33
News paper 5 3.33
Others 3 2
Total 150 100
Source: Field Survey, 2014
Figure 4.11

The Best Media For Advertisement of The Toothpaste
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Source: Table No. 4.11

Among the responses most of respondent prefer eaddbt media for

advertisement is television i.e. 86.67 percentordpnts belief.
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4.3.2.9 One of the Best Advertisement of the Two Bnds

Table 4.12
One of the Best Advertisement of the Two Brands
Brand Name Respondents Percentage
Close-up 96 64
Pepsodent 54 36
Total 150 100
Source: Field Survey, 2014
Figure 4.12

One of the Best Advertisement of the Two Brands

Close-up
O Pepsodent

Source: Table No. 4.12

The table and figure shows that 64 percent respuadi&e advertisement
of Close-up and is looking more effective one. AB6 percent

respondents like advertisement of Pepsodents tasthp
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4.3.2.10 Best Quality

Table 4.13
Best Quality
Brand Name Respondents Percentage
Close-up 84 56
Peopsodent 48 32
Both 18 12
Total 150 100
Source: Field Survey, 2014
Figure 4.13
Best Quality

12%

32% 56%

‘ O Close-up O Peopsodent m Both

Source: Table No. 4.13

Among the responses most of respondent prefer eadelt quality is
Close-up toothpaste i.e. 56 percent respondentefb&ut only 32
percent respondent prefer as the best quality psdeent toothpaste and

12 percent respondents prefer as the best qualitgth toothpaste.
4.3.2.11 Experiences of Consumers Incentives

In Consumers Experiences Most of the Consumerdnigentives are as

follows;
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Table 4.14

Experiences of Consumers Incentives

Incentives Respondents Percentage

Any goods free 45 30

Rs. off 75 50

Gm Extra 10 6.67
Quantity discount 20 13.33
Total 150 100
Source: Field Survey, 2014

Figure 4.14

Experiences of Consumers Incentives

60

50 ~

40 ~

30

30 ~

Percentage

20 -

10 -

50

6.67

13.33

Any goods free

Rs. off Gm Extra

Quantity discount

Source: Table No. 4.14

Above table and figure indicates that most of co&is i.e. 50 percent
like Rs. off scheme according to consumers. Likeweny goods free

also one of the better incentives scheme in theperence. These

incentives directly can influence on sales.

4.4 Retail Sales /Shopkeeper Behaviour

Shopkeepers are nearest mediator with consumeranfpifast moving

consumer's goods manufactures. Their behaviourstiade towards a
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brand have significant effect on sales. So thesfggence towards a brand
helps to determine sales of a product. Here, rekBeaiincludes a study
due to importance of their behaviour with toothpalstand. Researcher
develops questionnaires for retail sales survey aAdresponses are

obtained as follows:

4.4.1 Shop Categories Various Brands of Toothpassze Selling

Table 4.15
Shop Categories Various Brands of Toothpaste are Bag
Type No. of Shopkeepers Percentage

General Store 39 75
Cosmetic Shop 5 9.62
Cold Store 6 11.54
Medical Shop 2 3.84
Total 52 100
Source: Field Survey, 2014

Figure 4.15

Shop Categories Various Brands of Toothpaste are Bag
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Above table and figure signals that toothpastebiees selling by general

store in the large scale. This categories show thgbercent represents

general stores, 9.62 percent represent cosmetig ahd 11.54 percent

cold store as well as 3.84 percent medical shop.

4.4.2 Brands Stock in a Shop for Sales

Table 4.16

Brands Stock in a Shop for Sales

Brand Name No. of Shopkeepers Percentage
Close-up 7 13.46
Pepsodent 10 19.23
Other 35 67.31
Total 52 100

Source: Field Survey, 2014
Figure 4.16

Brands Stock in a Shop For Sales
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Source: Table No. 4.16

Above table and figure shows the sales of tootlep@siNawalparasi and

that most of the shopkeeper have stock except Cipsend Pepsodent
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brands. In 13.46 percent shops found Close-up 318Pcent shops have
Pepsodent and 67.31 percent shops have other ldeadeand which is

due to sales more time.

4.4.3 Shopkeepers Buying Behaviour

Table 4.17
Shopkeepers Buying Behaviour
Source of Buyer No. of Shopkeepers Percentage

Distributors 22 42.31
Wholesaler 18 34.61
Both 12 23.08
Total 52 100
Source: Field Survey, 2014

Figure 4.17

Shopkeepers Buying Behaviour
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Source: Table No. 4.17

Most of shopkeepers i.e. 42.31 percent buy Closexugh Pepsodent
toothpaste from distributors only and 34.61 perchioipkeepers purchase
from wholesaler only. Remain 23.08 percent aretiyiom distributors

as well as wholesaler.
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4.4.4 Selling High Quantity of Toothpaste Brand
Table 4.18
Selling High Quantity of Toothpaste Brand

Brand name No. of Shopkeepers Percentage
Close-up 20 38.46
Pepsodent 11 21.15
Others 21 40.39
Total 52 100

Source: Field Survey, 2014
Figure 4.18
Selling High Quantity of Toothpaste Brand
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Source: Table No. 4.18
The table and figure shows that Close-up toothpaasemore sales from

the shops i.e. 38.46 percent sale on Close-up. Fsome shops,
Pepsodent also have more sales i.e. 21.15 perate® sn Pepsodent.
And only 40.39 percent sale on other availablehpaste. It seems that
the Unilever Nepal Ltd has capture the large maskete in Nawalparasi

district.
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4.4.5 Convincing Behaviour of Shopkeepers

Table 4.19
Convincing Behaviour of Shopkeepers
Convince No. of Shopkeepers Percentage
Yes 42 80.77
No 10 19.23
Total 52 100
Source: Field Survey, 2014
Figure 4.19

Convincing Behaviour of Shopkeepers

OYes ONo

Source: Table No. 4.19

Above table shows that 80.77 percent shopkeepernwirme their
consumers if they don't ask a specific brand and23L9ercent

shopkeepers mention not. It seems that sales malepend on seller's

convince behaviour at some extent.
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4.4.6 Followers of Shopkeeper's Advice

Followers of Shopkeeper's Advice

Table 4.20

Followers No. of Shopkeepers Percentage
100% 10 19.23
90% 3 5.77
80% 3 5.77
70% 2 3.85
60% 3 5.77
50% 12 23.07
40% 3 5.77
30% 2 3.85
20% 2 3.85
10% 2 3.85
Refuse 10 19.23
Total 52 100

Source: Field Survey, 2014
Figure 4.20

Followers of Shopkeeper's Advice
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Above-mentioned data on the table shows that cist®monvinced by

sellers. So push sell is also influencing factorgtrease sales by giving

extra benefit to sellers.
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4.4.7 Best Advertisements of the Brand on Shopkeef®eView

Table 4.21
Best Advertisements of the Brand on Shopkeeper's &iv
Brand Name No. of Shopkeepers Percentage
Close-up 33 63.46
Pepsodent 19 36.54
Total 52 100

Source: Field Survey, 2014
Figure 4.21

The Best Advertisements of the Brand on ShopkeeparView
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Source: Table No. 4.21

The table and figure shows that 63.46 percent stmpdes like
advertisement of Close-up brand and is looking nedfective one. And
only 36.54 percent shopkeepers like advertisementPepsodent

toothpaste.
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4.4.8 Best Media for Advertisement of the Toothpast

Table 4.22
Best Media for Advertisement of the Toothpaste

Media No. of Shopkeepers | Percentage
Television 39 75
Radio/FM 4 7.69
Hoarding 1 1.92
Banner 1 1.92
Pamphlet 1 1.92
Poster 2 3.85
Newspaper and Magazines 2 3.85
Musical Program 1 1.92
Exhibition 1 1.92
Total 52 100

Source: Field Survey, 2014

Figure 4.22
Best Media for Advertisement of the Toothpaste
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Among the responses most of shopkeepers prefdreabest media for

advertisement is television i.e. 75 percent shop&eebelief.

4.4.9 More Profitable Brand than Another

Table 4.23
More Profitable Brand than Another
Brand Name No. of Shopkeepers Percentage

Close-up 18 34.62
Pepsodent 7 13.46
Others 27 51.92
Total 52 100
Source: Field Survey, 2014

Figure 4.23

More Profitable Brand than Another

o Close-up
Pepsodent
O Others

Source: Table No. 4.23
On the view of 34.62 percent shopkeepers Closerapdchas more profit

than other. But most of the shopkeepers i.e. 5péd2ent getting more

profit than Nepalese leading brands.
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4.4.10 Best Packaging of the Toothpaste

Table 4.24
Best Packaging of the Toothpaste
Brand Name Quantity Percentage
Close-up 17 32.69
Pepsodent 14 26.92
Both 21 40.38
Total 52 100
Source: Field Survey, 2014
Figure 4.24

Best Packaging of the Toothpaste

32.69%
40.38%

26.92%

‘DCIose-up Pepsodent 0 Both ‘

Source: Table No. 4.24

On the view of 40.38 percent shopkeepers saysbibtht brand are best
packaging. But 32.69 percent shopkeepers says-Gfpbeand and 26.92
percent shopkeepers says Pepsodent brand is theals&aging.
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4.4.11 Good Distribution Channel of the Toothpaste

Table 4.25
Good Distribution Channel of the Toothpaste
Brand Name Quantity Percentage
Close-up 5 9.62
Pepsodent 3 5.78
Both 44 84.60
Total 52 100
Source: Field Survey, 2014
Figure 4.25

Good Distribution Channel of the Toothpaste

9.62%

84.6%

O Close-up @ Pepsodent O Both

Source: Table No. 4.25

Among the responses most of shopkeepers said thlatdrand have a
good distribution channel i.e. 84.60 percent shepkes belief.
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4.4.12 Shopkeepers Experiences most Customers Intieas
Table 4.26
Shopkeepers Experiences most of the Customers likecentives

Incentives Quantity Percentage
Any Goods free 17 32.69
Rs. off 27 51.92
Gm Extra 3 S5.77
Quantity Discount 5 9.62
Total 52 100
Source: Field Survey, 2014
Figure 4.26
Shopkeepers Experiences most of the Customers likecentives
60 -
50 4
o 40+
g 30
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Any goods free Rs. off Gm Extra Quantity Discount

Source: Table No. 4.26

Above table indicates that most of customers i1e95 percent like Rs.
off scheme according to shopkeepers. Likewise,goods free also one
of the better incentive scheme in their experientleese incentives
directly can influence on sales.

4.5 Distributors Survey

The business in Nepal is becoming complex day lyy 8averal business
companies are being established in Nepal, produsimijar products,
with their own brand. For increasing their markégse companies are

also taking the advantages of sales promotion. Theyo be strong in
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distribution system, which plays vital role in rag sales. If distribution
Is good, the customer who have brand awarenessneier shift to
another brand because they will find their brandilgavhenever they
want. Hence, the distribution plays the vital rdt# each and every

company in increasing their market share.

4.5.1 Sales of Close-up Toothpaste

Table 4.27
Sales of Close-up Toothpaste

Year Sales Amount (In Rs.)
2008/09 4547491
2009/10 5424062
2010/11 4471848
2011/12 5383571
2012/13 5730195
Average 5111433.4
SD 566074.63
Cv 11.07
Source: Sales Book of Nawalparasi Distributors and Appendix-11|

Figure 4.27
Sales of the Close-up Toothpaste

6000000+

50000004

40000004

30000004

2000000+

1000000+

04

2008/09 2011/12 2012/13

Source: Table No. 4.27

2009/10 2010/11

70



Above table and figure shows the sales record efad\@arasi distributors
Close-up toothpaste is gradually fluctuating trandmarket. In FY
2008/09 and 2009/10 Rs. 4547491 and Rs. 54240atbeely then
decrease in FY 2010/11 Rs. 4471848 again increanirigy 2011/12,
2012/13 Rs. 5383571 and Rs. 5730195 respectivhly.alierage sales of
Nawalparasi district Rs. 5111433.40 and the SD680%34.63 and CV is
11.07 percent.

4.5.2 Sales of the Pepsodent Toothpaste
Table 4.28

Sales of the Pepsodent Toothpaste

Year Sales Amount (In Rs.)
2008/09 2134080
2009/10 1529280
2010/11 2777760
2011/12 2646000
2012/13 2893536
Average 2396131.2

SD 564709.73
CcVv 23.57

Source: Sales Book of Nawalparasi Distributors and Appendix-1V
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Figure 4.28

Sales of the Pepsodent Toothpaste
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Source: Table No. 4.28

This sales record shows that Pepsodent toothpastdso gradually

increasing its market. In 2009/10, the sales avelgl decrease. Then

Pepsodent toothpaste was maintained their disioiaehannel and lunch

the different scheme. The average sales is Rs.13395 and the SD is
564709.73 and CV is 23.57 percent.

4

.6 Major Finding of the Study

On the basis of presentation and anlaysis of tleéd fsurvey and

subsequent analysis, the study has following ouésom

1.

3.

The people have age of 26-35 purchased toothpasstly.
Most of people are used Close-up toothpaste.

In Nawalparasi, females have the main decismmep than males

to purchase toothpaste.

Most of consumers are loyal towards any spebifand but they

prefer two or three brands.

Most of consumer are encourage to buy for @mekbrand name.

72



10.

11.

12.

13.

14.

15.
16.

17.

18.

19.

20.

21.

Most of consumer purchased by general store.
Consumers get easily which brand they like.

Most of consumer are easily noticed the adwartent of Close-up
and Pepsodent toothpastes.

Advertisement on television is effective foottgpaste.

In consumers' view, the best advertisemenSla$e-up then the

Pepsodent toothpaste.

Consumers prefer as the best quality is Clgs&athpaste than

the Pepsodent toothpaste.

Most of consumer suggest to buy Close-up t@stgpthen the
other brand.

Many consumer recognized the incentives of €lgs and

Pepsodent toothpaste.
Most of consumer like incentives of Rs. off amy goods free.
Toothpaste has been selling by general stafesitarge scale.

Almost all the shop has in stock to sale Clgsethan the
Pepsodent toothpaste.

Shopkeepers bought from distributors and wiatdesbut more

from distributors.

In shopkeeper's view, Close-up toothpaste hae mmales from

their shop.

Most of Shopkeepers convinced their customerbuty, so push

sell has more power to increased sales of thoswlbra

In shopkeepers view, the best advertiseme@lage-up then the
Pepsodent toothpaste.
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22.

23.

24,

25.

26.

27.

28.

29.

In shopkeepers view, advertisement on telavisoeffective for

those toothpaste.

The Close-up toothpaste is getting more pribfgn Pepsodent
toothpaste.

The both toothpaste are best packaging acaptdishopkeepers.

The both toothpaste had a good distributiomiceaaccording to

shopkeepers.

Rs. off scheme is more effective scheme forsgowers on the

experience of shopkeepers.

Gradually sells are increasing each year anddsound market
position of Close-up and Pepsodent toothpaste iwaNmrasi

district.

In Nawalparasi, overall demand of Close-up dPebsodent
toothpaste average Rs. 5111433.4 and Rs. 2393131.2.

The market share of Close-up toothpaste isrislw because the
CV of Close is 11.57 percent but Pepsodent toote@¥ is 23.57
percent in Nawalparasi district.
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CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1 Summary

Marketing management or a marketer has to undersgaactly whether
the company stands up in the overall market posdind what will do for
future to make further steps ahead. The main dbgdf this research
work is to analyze the market situation of Closeamul Pepsodent in
Nawalparasi District. To analyze consumers' viesuslthe Close-up and
Pepsodent brands compare in-terms of price, pacfagiccessibility,
benefits and quality. To examine consumers' viewuahkadvertising
effectiveness of Close-up and Pepsodent brandsoaexihmine the sales
position of Close-up and Pepsodent brand.

This research has conducted on the topic Marketi®o®f Toothpaste
in Nawalparasi District with reference to Close-apd Pepsodent.
Researcher herself visited the area of Nawalp&siict. Before going
on the field there were specific objectives of stigdy, so that two types
of questionnaire were developed. One type of quesdire is for
consumers and other is easy for specific studycidihg marketing has
4ps (product, promotion, price and place) so, ghattention to these 4ps
activities of UNL for Close-up and Pepsodent sthdye been done in
Nawalparasi.

In order to undertake this research more preciselsted literatures have
been reviewed. Review of literature provides theaunfiation of
knowledge which made the research work more effecind accurate.
Researcher has gone through the previous studiest ahe market
position of different products and has tried tbthke gap identified by the
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researcher. Research methodology is a way to stiiee research
problems. Researcher includes the research dewmtpre and sources of
data, data collection procedure, population andofiagy data processing
and analysis methods and data presentation. Thidy sis mainly

conducted on the basis of primary data collectenhffield visit.
5.2 Conclusions

This research was conducted to find out the cumnestket position of
Close-up and Peosodent toothpaste in Nawalparasictli Consumers,
sellers and distributors in Nawalparasi distrie #ire main source of data
for study. The researcher developed the two typgquaistionnaire, one
type of questionnaire for consumer side and otheshopkeeper side. It
was not possible to visit more consumer and shquksedue to many
limitations. So, randomly, questionnaires wereriligted and collected.
All the responses were analyzed by only percemtiéthod on tabular

form and figures.

This study indicates that overall toothpaste israasing therefore
expenditure on sales promotion and advertising e&gng can expand

market by toothpaste company.

The researcher found that the market share of @lpsies higher than
Pepsodent and other brands. Simultaneously Peapsbds the better
market share among toothpaste. During the surwegistalso felt that the
education level among the people was good, becdesguestionnaire

was filled accurately.

Most of the consumers are not loyal for any spea@bmpany or brand,;
therefore cash prizes are greatly effective fothpaste as promotional
tools. Consumers are not conscious about oral roast of them do not

check their teeth. People brush their teeth onbeanday in the morning.
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So companies can excess their market by provideadtin care programs

in this area.

Close-up and Pepsodent toothpaste are the braddilgver Nepal Ltd.
which has best popular multinational company than dther company.
The study shows that Close-up is popular amongdblpondents and it
has had good market share and has been able toitaaken identity in
the market. Its quality, advertisements are alsodgthan the other
brands. The Pepsodent toothpaste has also goocetnshréare and has
been able to make its own identity in the Nawalpiardo, overall UNL

has good market situation in Nawalparasi district.
5.3 Recommendations

Achieve and continue of sound market position isory of any
organization. Toothpaste market has a good marké&npal in the
country as compare as other consumer goods. Taithpa being a
necessary or basic thing in human life. Therefaredgquality as well as

reasonable price having toothpaste may achieve laayket size.

On the basis of above study, some suggestionscargred which may

applicable for concerned.

1. Attractive sales promotion tools can easily @ase sales of toothpaste
that must be related with cash prizes. There werend, mostly
consumers are not loyal for any particular branméaso the company
has to make clear about quality and content of ysbdvhich is

extraordinary than other brand of something diffiere

2. Advertisements on electronic medias are morect¥e, so the design
and story of advertisement have to make typicaomnething extra as
possible. People are not conscious about their logalth therefore

company has to lunch more and more participativeadénealth care
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campaigns which increase demand of toothpaste biécause; most of

people brush one a day, which is due to unconseibaat health.

. The language and message used in advertiseimauntibe effective

and easily understandable to all types of consgraarps.

. An improvement of toothpaste in the quality dndhg reasonable
price can be helpful measure to increase the volofmgales in the

market.

. Shopkeepers can make push sell which brand imawe profit than
others. so company have to give some extra casmtives for a long

time. It will be also a better to increase sales.

. Retailers are middleman between company andi&gsts, SO company
should provide benefit to their (retailer) by gigindifferent
scheme/bonus etc. If scheme/bonus are coming infukeae it should

be inform timely. It will be also a better to ines® sales volume.
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APPENDIX-I

Questionnaire for Consumer's Behaviour Survey

Name: Age:

Sex: Male/Female Family monthly income:
Size of your Family: Education:

Profession:

1. Which of the brands of toothpaste do you usually?

a. Close-up b. Pepsodent  c. Both d. OthexdiBp

Does your family use specific brand or any aldéd brand?
a. Specific brand b. Any brand

What do consider when you buy toothpaste?

a. Price b. Brand name c. Packaging

d. Attractiveness e. Compactness f. Flavor ofhpaste
g. Amount of fluoride  h. Doctor's advice i. Shepker's advice

Who usually makes the decision to buy toothpaste

a. Father b. Mother c. Husband
d. Wife e. Brother f. Sister
g. Self f. Others (Specify)

Where do you usually buy toothpaste ?
a. Wholesale b. General store
c. Cosmetics shop d. Medical shop

Do you get the brand easily which you want?
a. Yes b. No c. Sometimes

Have you noticed the advertisement of Closegp pepsodent
toothpaste?
a. Yes b. No.
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10.

11.

According to you which is the best media for two®thpaste
advertisement?

a. Television b. Radio c. Hoarding

d. News Paper e. Others (Specify)

Between the two brand advertisements, whichotiee best?
a. Close-up b. Pepsodent

Which toothpaste is the best quality?
a. Close-up b. Pepsodent c. Both

In your experience, what kinds of incentivessmof customers
like?

a. Any Goods free b. Rs. Off

c. Gm Extra(Extra Weight) d. Quantity discount.
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APPENDIX-II

Questionnaire for Retail Sales Survey

1. In which category does your shop exist?
a. General store  b. Cosmetic shop

c. Cold store d. Medical shop
2. In which brands are due to more stocking in yahap for sale?
a. Close-up b. Pepsodent c. Other (Specify)

3. Where do you buy from toothpaste?
a. Distributors b. Wholesaler c. Both
4. Which toothpaste has more sales from your shop?

a. Close-up b. Pepsodent c. Other (Specify)

5. Do you convince your customer?
a.Yes b. No

6. If yes, how many percentage of customers agaepadvice ?
a. 100% b. 90% c. 80% d. 70% e. 60%
f. 50% g. 40% h. 30% I. 20% j. 10%
k. Refuse

7. Between the two brand advertisements which stieei best ?
a. Close-up b. Pepsodent

8. In your opinion which is the best media for tt@othpaste
advertisement ?
a. Television b. Radio/FM c. Hoarding

d. Banner e. Pamphlet f. Poster
g. Newspaper and magazines h. Musical program
i. Exhibition

9. Which brand gives more profit than another ?
a. Close-up b. Pepsodent c. Other (Specify)
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10.

11.

12.

Which toothpaste is the best packaging ?
a. Close-up b. Pepsodent c. Both

Which toothpaste have a good distribution ckafin
a. Close-up b. Pepsodent c. Both

In your opinion, what kinds of incentives mottustomers like ?
a. Any Goods Free b. Rs. Off
c. Gm Extra (Extra Weight) d. Quantity Discount
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Appendix-III

Calculation of Standard Deviation (o) Sales of Close-Up

FY (N) Sales (X) (X - %) (X - X)2
2008/09 4547491 -563942 318031030518
2009/10 5424062 312629 97736641538
2010/11 4471848 -639585 409069483893
2011/12 5383571 272138 74058873334
2012/13 5730195 618762 382865917635

> X =25557167 (X -X)?=1281761946917

Total Sales of Close-Uf: X) =25557167
No. of Year (N) =5

We know,

Arithmetic mean(X) :ZTX = 25527167

Therefore, yearly average Sales of Close-Up i$R$1433.4

=5111433.4

Here,
Let the Close-Up sales beaxd the fiscal year be N from the data.

Now,
REVAY
Standard Deviatiorio) = \/@ - \/128176194617 _
N-1 5-1
\/32044048629

= 566074.63
Therefore the standard deviation of Close-Up i905@663
Again,
Coefficient of variance (CV) is,

CV. = standardleviation(o)

— x100%
mean(x)
= 200073 L 10m6 = 0.1107x1006 = 11.07%
511143.4

Therefore CV of Close-Up is 11.07%
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Appendix-1V

Calculation of Standard Deviation (o) Sales of Pepsodent

FY (N) Sales (X) (X - X) (X - X)2
2008/09 2134080 -262051 68670831421
2009/10 1529280 -866851 751431002941
2010/11 2777760 381629 145640540989
2011/12 2646000 249869 62434417213
2012/13 2893536 497405 247411535063

> X =11980656 (X - X)2=1275588327629

Total Sales of Pepsode(t X) =11980656

No. of Year (N) =5

We know,

Arithmetic mean(X) ZZTX _ 11920656

Therefore, yearly average Sales of Pepsodent i236131.2

= 2396131.2

Here,
Let the Pepsodent sales bed the fiscal year be N from the data.

Now,
_vY\2
Standard Deviatiorto) = \/@ - \/127558832729 _
N-1 5-1
,/31889708107
= 564709.73
Therefore the standard deviation of Pepsodent43@®.73
Again,

Coefficient of variance (CV) is,

_ standardleviation(o)

CV. = < x100%0
mean(x)
= 20470973 L1006 = 0.23567x100% = 23.57%
239613..2

Therefore CV of Pepsodent is 23.57%
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