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EXECUTIVE SUMMARY 

In today’s competitive world while entering in the market it is very necessary to have 

good knowledge of the potential of a particular market.  The information regarding the 

activities of competitor’s existing in the market so that we can plan each activity 

according to that. It is also, necessary to retain the existing customers apart from 

attracting the new customers.  

In the year 1946, the first milk union was established. This union was started with 250 

liters of milk per day. In the year 1955 AMUL was established. In the year 1946 the 

union was known as KAIRA DISTRICT CO-OPERATIVE MILK PRODUCERS’ 

UNION. This union selected the brand name AMUL in 1955.  

The brand name Amul means “AMULYA”. This word derived from the Sanskrit word 

“AMULYA” which means “PRICELESS”. A quality control expert in Anand had 

suggested the brand name “AMUL”. Amul products have been in use in millions of 

homes since 1946. Amul Butter, Amul Milk Powder, Amul Ghee, Amul Cheese, Amul 

Chocolates, Amul Shrikhand, Amul Ice cream, Nutramul, Amul Milk and Amulya have 

made Amul a leading food brand in India. Today Amul is a symbol of many things like 

of the high- quality products sold at reasonable prices, of the genesis of a vast co-

operative network, of the triumph of indigenous technology, of the marketing savvy of 

a farmers' organization. 

The Project is concern with the buying pattern & market analysis of Amul dairy milk 

in New Delhi city. The project included as part of MBA Program.  

Title: “A STUDY OF CONSUMER BUYING PATTERN TOWARDS AMUL MILK”  

Organization: “Gujarat Co-operative Milk Marketing Federation (GCMMF), Anand, 

Gujarat”.  

Objective: The primary objective was to find customer response towards Amul milk. 

My aim was to go through the customers to know the interest of purchasing & using 

Amul milk. Basically, the study was for the demand of Amul milk among the 

customers. And also, to know the complaints on Amul milk. 

Research Methodology: Research type was descriptive. The research was done through 

customers. I have collected the primary data through questionnaire which was filled by 
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retailers, customers. Questions were both open and close ended. The secondary data 

was collected from website. Sampling done is non-probability sampling. 

Findings: Usually there are around more players in of liquid milk exist. Those are like 

Chitale, Katraj, Krishnai, Mahanand, Amul, Warna, and many other local brands. As 

per the findings CHITALE is the Market leader and having more market share. 

Awareness of Amul dairy milk among the retailers as well as consumers is average but 

acceptance is low. The sale is totally depending on the retailers. 

Data Analysis: The data analysis has done area wise. It gives idea about the competitors 

of Amul dairy milk. 
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1.1 INTRODUCTION TO STUDY 

About Consumer Buying Pattern 

Buying patterns refer to the why and how behind consumer purchase decisions. They 

are habits and routines that consumers establish through the products and services they 

buy. 

Buying patterns are defined by the frequency, timing, quantity, etc. of said purchases. 

These patterns are determined by factors such as: 

• Where someone lives 

• Where they work 

• How much money they make 

• What they enjoy and prefer 

• What their friends and family recommend 

• What their goals and motivations are 

• The price of the product or service they're interested in (and any active sales or 

discounts) 

• Any product displays 

• The necessity of the product or service 

• Festivals, holidays, rituals, or celebrations 

 

Predicting Customer Buying Patterns 

Many, many things influence a customer’s buying behavior and patterns. These types 

of purchases fall into four consumer behavior categories: 

• Routine purchases (e.g. weekly grocery shopping) 

• Limited decision-making purchases (e.g. a new salon recommended by a 

friend) 

• Extensive decision-making purchases (e.g. a new car) 

• Impulse purchases (e.g. a pack of gum at the register) 



 
10 

 

Buying patterns are present in all of these types of consumer behavior, but they’re most 

prevalent and predictable through routine purchases. (We’ll dive more into these types 

and examples in the following section.) 

Marketers at companies in all these industries work to uncover and understand the 

buying patterns of their customers. Most buying patterns are established through the 

typical buyer journey: awareness, consideration, and decision. 

When a pattern is established, however, the buyer then no longer has to become aware 

of their problem and consider a solution — they simply repeat the decision stage over 

and over, thus creating the pattern. 

So, how can marketers and salespeople uncover the current buying patterns of their 

customers? The most straightforward way is to ask. Once you set a baseline of customer 

behavior and expectations, you can then start to predict their patterns — and those of 

similar shoppers. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://blog.hubspot.com/sales/what-is-the-buyers-journey
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1.2 OBJECTIVES OF THE STUDY 

• To know awareness of people towards Amul products. 

 

• To know the preference of Amul products with comparison to other 

competitive brands. 

 

• To know the factors which affects consumer’s buying behaviour while 

purchase milk. 

 

• To study various factors such as quality, price, easily available etc. Is 

influencing lot and influences positively. 

 

• Ideas about to increase the sale of the “Amul”. 
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1.3 SCOPE OF THE STUDY 

• AMUL Products is the one of the important products which is used all over the 

world. Consumer buying behaviour is an important element in the marketing 

activity. 

 

• This study is used to calculated various opinions of the consumer who are using 

the AMUL products. 

 

• The company can come to know about the strength and weakness of the 

product. 

 

• This will help to know the needs and wants of every individual in day to day 

life. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
13 

 

1.4 LIMITATIONS OF THE STUDY 

• Time duration for the research was less. 

 

• People are reluctant to spare time.  

 

• Since, the sample size was limited, it was not sufficient to cover the opinion of 

entire Delhi.  

 

• Due to CoVid-19 Pandemic, face-to-face interaction was not possible with the 

customers. Hence, the data has been collected in virtual mode.  

 

• The study is confined to the area New Delhi only. 

 

• The data is collected for the research is on primary data given by the 

respondents, so there is chance for personal bias. So, the accuracy is not true. 

 

• Due to storage of time and other constraints the study has been limited to 100 

respondents. 
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2.1  PROFILE OF INDIAN DAIRY INDUSTRY 

India is ranked 1st in milk production contributing 23 per cent of global milk 

production. Milk production in the country has grown at a compound annual growth 

rate of about 6.2 per cent to reach 209.96 million tonnes in 2020-21 from 146.31 million 

tonnes in 2014-15. 

The top 5 milk-producing states are: Uttar Pradesh (14.9%, 31.4 MMT), Rajasthan 

(14.6%, 30.7 MMT), Madhya Pradesh (8.6%, 18.0 MMT), Gujarat (7.6%, 15.9 MMT) 

and Andhra Pradesh (7.0%, 14.7 MMT). 

The Government of India in association with the Department of Animal Husbandry and 

Dairying in June 2020 announced a $ 2.1 Billion infrastructure development fund with 

an interest subsidy scheme to promote investment by private players and MSMEs in 

dairy, meat processing and animal feed plants which in return is expected to create 3.5 

million jobs.  

The food processing ministry on Monday said its flagship scheme 'Pradhan Mantri 

Kisan Sampada Yojana (PMKSY)' has been extended till March 2026 with an 

allocation of Rs 4,600 crore. PMKSY is an umbrella scheme incorporating ongoing 

schemes of the ministry like Integrated Cold Chain and Value Addition Infrastructure, 

Food Safety and Quality Assurance Infrastructure, Infrastructure for Agro-processing 

Clusters, Creation / Expansion of Food Processing and Preservation Capacities and 

Operation Greens. 

 

2.2 GUJARAT COOPERATIVE MILK MARKETING FEDERATION 

GCMMF: An Overview 

Gujarat Cooperative Milk Marketing Federation (GCMMF) is India's largest food 

products marketing organization. It is a state level apex body of milk cooperatives in 

Gujarat which aims to provide remunerative returns to the farmers and also serve the 

interest of consumers by providing quality products which are good value for money. 

CRISIL, India's leading Ratings, Research, Risk and Policy Advisory company, has 

assigned its highest ratings of "AAA/Stable/P1+" to the various bank facilities of 

GCMMF.  
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Member’s   : 13 district cooperative milk producers' Union  

No. of Producer Members   : 2.9 million  

No. of Village Societies  : 15,322 

Total Milk handling capacity  : 13.07 million litres per day  

Milk collection (Total - 2009-10) :  3.32 billion litres  

Milk collection (Daily Average 2009-10) :  9.10 million litres  

Milk Drying Capacity    : 647 Mts. per day  

Cattle feed manufacturing Capacity  : 3740 Mts. per day 

 

 

2.3  PROFILE OF AMUL 

AMUL means "priceless" in Sanskrit. The brand name "Amul," from the Sanskrit 

"Amoolya," was suggested by a quality control expert in Anand. Variants, all meaning 

"priceless", are found in several Indian languages. Amul products have been in use in 

millions of homes since 1946. Amul Butter, Amul Milk Powder, Amul Ghee, 

Amulspray, Amul Cheese, Amul Chocolates, Amul Shrikhand, Amul Ice cream, 

Nutramul, Amul Milk and Amulya have made Amul a leading food brand in India. 



 
17 

 

(Turnover: Rs. 52.55 billion in 2007-08). Today Amul is a symbol of many things. Of 

high-quality products sold at reasonable prices. 

 

50 years after it was first launched, Amul's sale figures have jumped from 1000 tonnes 

a year in 1966 to over 25,000 tonnes a year in 1997. No other brand comes even close 

to it. All because a thumb-sized girl climbed on to the hoardings and put a magical spell 

on the masses. 

AMUL stands for- 

A – Anand   

M – Milk  

U – Union  

L – Limited 

AMUL (Anand Milk Union Ltd.) is based on four hands, which are coordinated with 

each other. The actual meaning of this symbol is co-ordination of four hands of different 

people by whom this union is at the top position in Asia.  

First hand is of farmers, without whom the organization would not have existed.  

Second hand is of processors, who process the raw material (milk) into finished goods. 

Third hand is of marketer, without whom the product would have not reached the 

customers. 

Fourth hand is of customers, without whom the products would have not carried on. 
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BASIC INFORMATION 

Company Name Amul India 

Industry Type Food processing FMCG 

Product/ Services Dairy products 

Revenue Rs. 386 billion (2020) 

Address 
Gujarat Cooperative Milk Marketing Federation, PO Box 

10, Amul Dairy Road, Anand 388 001, Gujarat, India 

No. of employees 
1,000 (marketing arm) & 3.6 million (milk producing 

members) 

URL https://amul.com/index.php  

 

OWNERSHIP & CAPITAL 

Year established 1973 

Representative/ Business Owner B M Vyas 

Trade & Mark 
North America, South America, 

Western Europe 

Main market 
Eastern Asia, Southeast Asia, Mideast 

Africa 

Total Annual Sales Volume Above US $100 Million 

 

 

2.3.1  MISSION, VISION & OBJECTIVES OF AMUL 

Mission of AMUL 

“We the motivated and dedicated workforce at Amul are committed to produce 

wholesome and safe foods of excellent quality to remain market leader through 

development of quality management system, state of art technology, innovation and 

eco-friendly operations to achieve delightment of customers and milk producers.” 

Vision of AMUL 

Amul has a vision to provide more and more satisfaction to the farmers, employees and 

distributors. There are two major competitive advantages of Amul over other brands. 

First and foremost is the supply chain. Because of the large numbers of dairy suppliers, 

https://amul.com/index.php
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Amul has a tremendous strength and reliability in its supply chain. Hence it is able to 

produce such high volumes.  

The second competitive advantage is the wide product portfolio due to which it can run 

Amul shop’s and also have its products present in retail. The product portfolio is such 

that products like Butter and Ice cream are cash cows for the company. 

Objective of AMUL 

Is to ensure that the maximum share of the consumer’s rupees goes back to the milk 
producers. 

 

 

2.3.2  PRODUCT LIFE CYCLE STAGES 

A product passes through distinct stages during its life in market, each posing different 

challenges, opportunities and problems. Profits rise and fall at different stages of the 

product life cycle. There are four different stages of product life cycle, namely  

1. INTRODUCTION STAGE  

2. GROWTH STAGE  

3. MATURITY STAGE  

4. DECLINE STAGE  

Different products of AMUL are in different stages in the product life cycle. Products 

like milk, butter, chocolate and cheese are in the maturity stage, while ice-creams, 

chocolates and shrikhand are still in the growth stage. On the other hand, products like 

milk powders, infant food, frozen food items and mix are in introduction stage.  

The company adopts aggressive selling techniques for those products which are in the 

introductory stage, while very less promotional programmes are carried out for those 

products which are in the growth or maturity stage. 
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2.3.3  PRODUCT RANGE 

Vast varieties of products are offered by AMUL which are as follows:  

BREADSPREADS  

• Amul Butter  

• Amul Lite Low-Fat Bread spread  

• Amul Cooking Butter 

 

CHEESE RANGE  

• Amul Pasteurized Processed Cheddar Cheese 

• Amul Processed Cheese Spread  

• Amul Pizza (Mozarella) Cheese  

• Amul Shredded Pizza Cheese  

• Amul Emmental Cheese  

• Amul Gouda Cheese  

• Amul Malai Paneer (cottage cheese) Frozen and Tinned  
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• Utterly Delicious Pizza 

 

MITHAEE RANGE (ETHNIC SWEETS)  

• Amul Shrikhand (Mango, Saffron, Almond Pistachio, Cardamom)  

• Amul Amrakhand  

• Amul Mithaee Gulabjamuns  

• Amul Mithaee Gulabjamun Mix  

• Amul Mithaee Kulfi Mix  

MILK RANGE  

• Amul Taaza 3% fat Milk  

• Amul Gold 4.5% fat Milk  

• Amul Slim-n-Trim 0% fat milk  

• Amul Chocolate Milk  

• Amul Fresh Cream  

• Amul Snowcap Softy Mix  

• Amul Taaza Double Toned Milk  

PURE GHEE  

• Amul Pure Ghee  

• Sagar Pure Ghee  

• Amul Cow Ghee  

INFANT MILK RANGE  

• Amul Infant Milk Formula 1 (0-6 months)  

• Amul Infant Milk Formula 2 (6 months above)  

• Amulspray Infant Milk Food 

MILK POWDERS  

• Amul Full Cream Milk Powder  

• Amulya Dairy Whitener  

• Sagar Skimmed Milk Powder  

• Sagar Tea and Coffee Whitener  

SWEETENED CONDENSED MILK  

• Amul Mithaimate Sweetened Condensed Milk  

FRESH MILK  

• Amul Taaza Toned Milk 3% fat  

• Amul Gold Full Cream Milk 6% fat  
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• Amul Shakti Standardised Milk 3% fat  

• Amul Smart Double Toned Milk 1.5% fat  

 

CURD PRODUCTS  

• Amul Masti Dahi (fresh curd)  

• Amul Butter Milk  

• Amul Lassi 

 

 

AMUL ICECREAMS 

• Royal Treat Range (Rajbhog, Cappuchino, Chocochips, Butterscotch, Tutti 

Frutti) 

• Nut-o-Mania Range (Kaju Drakshi, Kesar Pista, Roasted Almond, Kesar 

Carnival, Badshahi Badam kulfi, Shista Pista Kulfi) 

• Utsav Range (Anjir, Roasted Almond) 

• Simply Delicious Range (Vanilla, Strawberry, Pineapple, Rose, Chocolate) 

• Nature's Treat (Alphanso Mango, Fresh Litchi, Anjir, Fresh Strawberry, Black 

Currant) 

• Sundae Range (Mango, Black Currant, Chocolate, Strawberry) 

• Milk Bars (Chocobar, Mango Dolly, Raspberry Dolly, Shahi Badam Kulfi, 

Shahi Pista Kulfi, Mawa Malai Kulfi, Green Pista Kulfi) 

• Cassatta 

• Tricone Cones (Butterscotch, Chocolate) 

• Megabite Almond Cone 

• Frostik - 3-layer chocolate Bar 

• Fundoo Range - exclusively for kids 
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• SlimScoop Fat Free Frozen Dessert (Vanilla, Banana, Mango, Pineapple) 

 

CHOCOLATE & CONFECTIONERY 

• Amul Milk Chocolate 

• Amul Fruit & Nut Chocolate 

• Amul Eclairs  

BROWN BEVERAGE 

• Nutramul Malted Milk Food  

MILK DRINK 

• Amul Shakti Flavoured Milk 

 

 

2.3.4  AWARDS OF AMUL 

Amul a co-operative society and its co-operation has led many different awards in its 

favor.  

• “Magsaysay” award for community leadership presented in manila, Philippines 

to Shri Tribhuvandas Patel, Shri D N Khurody and Shri V. Kurien 1964. 

• “Padmabhusan” award given to Shri T.K. Patel 1965. 

• “Padmshri awarded was given to V. Kurien, general manager, by the president 

of India 1987. 

• “Best Productivity” awarded by national productivity council for the year 1985-

86 awarded to Amul dairy. 1988. 

• “Best Productivity” awarded for the second successive year 1986- 87 by the 

president of India, Mr. R. Venkatrao to kaira union. 1993. 

• “ICA” Memenoto towards genuine and self-sustaining co- operative worldwide 

ICA regional office for Asia and pacific, New Delhi, 1996. 1999. 

• “G.B.Birla” award Moreover, the Amul union has achieved the prestigious ISO 

9001-2000 and HACCP Certificate and effects are got to obtain ISO 14000. 
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2.3.5  AMUL IN ABROAD 

Amul is going places. Literally. After having established its presence in China, 

Mauritius and Hong Kong, Gujarat Cooperative Milk Marketing Federation 

(GCMMF), India’s largest milk cooperative, is waiting to flood the Japanese market. 

Then, GCMMF is also looking at Sri Lanka as one of its next export destinations. Amul 

products are already available on shelves across several countries, including the US, 

China, Australia, West Asian countries and Africa. GCMMF recorded a turnover of Rs 

2,922 crore last fiscal. Its products include pouch milk, ultra-heat treated (UHT) milk, 

ice-cream, butter, cheese and buttermilk.   

 

2.3.6  AMUL'S SECRET OF SUCCESS 

The system succeeded mainly because it provides an assured market at remunerative 

prices for producers' milk besides acting as channel to market the production 

enhancement package. What's more, it does not disturb the agro-system of the farmers.  

It also enables the consumer an access to high quality milk and milk products. Contrary 

to the traditional system, when the profit of the business was cornered by the 

middlemen, the system ensured that the profit goes to the participants for their socio-

economic upliftment and common good. Looking back on the path traversed by Amul, 

the following features make it a pattern and model for emulation elsewhere. 

 

2.3.7  AMUL HAS BEEN ABLE TO: 

• Produce an appropriate blend of the policy makers farmers board of 

management and the professionals: each group appreciating its routes and 

limitations,  

• Bring at the command of the rural milk producers the best of the technology and 

harness its fruit for betterment.  

• Provide a support system to the milk producers without disturbing their agro-

economic systems,  

• Plough back the profits, by prudent use of men, material and machines, in the 

rural sector for the common good and betterment of the member producers and 

The Union looks after policy formulation, processing and marketing of milk, 

provision of technical inputs to enhance milk yield of animals, the artificial 
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insemination service, veterinary care, better feeds and the like - all through the 

village societies. Basically, the union and cooperation of people brought Amul 

into fame i.e., AMUL (ANAND MILK UNION LIMITED), a name which 

suggest THE TASTE OF INDIA. 

 

2.3.8  PLANTS OF AMUL 

• First plant is at ANAND, which engaged in the manufacturing of milk, butter, 

ghee, milk powder, flavoured milk and buttermilk. 

• Second plant is at MOGAR, which engaged in manufacturing chocolate, 

nutramul, Amul Ganthia and Amul lite. 

• Third plant is at Kanjari, which produces Cattel feed. 

• Fourth plant is at Khatraj, which engaged in producing cheese. Today, twelve 

dairies are producing different products under the brand name Amul. 

Today Amul dairy is no. 1 dairy in Asia and no. 2 in the world, which is matter of proud 

for Gujarat and whole India. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
26 

 

 

 

 

 

 

 

 

 

chapter – 3  

Literature 

Review 
 

 

 

 

 



 
27 

 

3. LITERATURE REVIEW 

50 years after it was first launched, Amul's sale figures have jumped from 1000 tons a 

year in 1966 to over 80,000 tons a year in 2018. No other brand comes even close to it. 

All because a thumb-sized girl climbed on to the hoardings and put a spell on the 

masses. 

Bombay: Summer of 1967. A Charni Road flat. Mrs. Sheela Mane, a 28-year-old 

housewife is out in the balcony drying clothes. From her second floor flat she can see 

her neighbors on the road. There are other people too. The crowd seems to be growing 

larger by the minute. Unable to curb her curiosity Sheela Mane hurries down to see 

what all the commotion is about. She expects the worst but can see no signs of an 

accident.  

It is her four-year-old who draws her attention to the hoarding that has come up 

overnight." It was the first Amul hoarding that was put up in Mumbai, "recalls Sheela 

Mane." People loved it. I remember it was our favorite topic of discussion for the next 

one week! Everywhere we went somehow or the other the campaign always seemed to 

crop up in our conversation. "For 35 odd years the Utterly Butterly girl has managed to 

keep her fan following intact. So much so that the ads are now ready to enter the 

Guinness Book of World Records for being the longest running campaign ever. 

The current milk process mapping in India is from milk producers to milk collection 

agents. It is then sent to the milk chilling stations and are transported in bulk to the 

processing plants, and then send to the sales and finally to the customer. In developing 

nations milk is being produced by small households and milk productions contributes 

to livelihoods, food nutrition Milk provides comparatively fast returns for small-scale 

producers and is a crucial supply of money financial gain. this is often a study the 

present selling practices adopted by the union in Tamil Nadu and their methods for 

developing the dairy trade and additionally guarantee availableness of quality milk and 

milk product tothe shoppers at affordable rates. (Ref: Diary industries and its 

development in Tamilnadu: Dr. B. Saranya, Mohanapriya D) 

David Christopher et al (2010) in his study explained “A cross sectional analysis of 

U. Syogurt demand” found that as a product yogurt has a certain factor such as price 

and income and factors affecting consumption. As per the analysis certain quantified 
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demographic characteristics such as marriage, presence of children, female head of 

household employment to have certain impacts on demand of yogurt products 

consumed at home with only presence of child in household. The female head of 

household, children, presence of child in home being present in yogurt products. 

Income and prices are the driving forces in yogurt consumption. 

Kore K. B Pattanaik A. K sharma K and Mirajkar P P (2012), Effect of feeding 

traditionally prepared fermented milk Dahi as a probiotic on nutritional status, hindgut 

health and hematology in dogs explained regarding hard milk merchandise area unit 

milk substrates that area unit ready by mistreatment edible microorganisms that change 

the carbohydrates, proteins and fats to nontoxic merchandise with flavours, aromas and 

textures pleasant to the customers it will be yoghourt, Kefir, Kumiss, Acidophilus milk, 

Bulgarian milk, Leben, Dahi and Lassi. Dahi, curd is thought of the oldest Indian hard 

milk product and is equivalent to western yoghurt that is edible, refreshing, and has 

characteristic style liked by the individuals of all age bracket the scale of production 

ranges from home level to industrial scale as well as preparation by halwai’s milk 

retailers in geographic region. currently days use of hard foods as well as probiotics in 

varied forms containing selection of microorganisms is increasing in human and 

veterinary medication. Hence, this study tried to validate effectuality of home dahi/curd 

as a probiotic in canine model. 

Indian Chilikacurd – A potential dairy product for Geographical Indication 

registration (Dhiraj Kumar Nanda, Rameshwar Singh, S K Tomar, S K Dash, 

Jayakumar S, Dilip K Arora, Reeti Chaudhary & Dinesh Kumar) Curd/Dahiis 

thought of as the oldest Indian fermented dairy farm product, that is connected to our 

mythology with lord Krishna and has been used as a regular item of our diet 

from ancient time, curd is been counseled for treatment of varied unwellness in 

Ayurveda and have conjointly been scientifically verified for control of symptom 6,17. 

It is counseled that regular use of curd can scale back a variety of episodes of 

symptom6. Chilika curd are often prompt in concert of the best example that is ready 

by a ancient process associate degreed has an increased time period. 

Factors influencing purchase intension towards cup yogurt (Taweesak Amaruka 

choke) This analysis intends to research and establish factors has positive influence 

upon purchase intention towards cup food. The objectives of the studies are a unit to 
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understand cup food client behavior also as examine factors touching purchase import 

towards cup food. it's a quantitative study exploitation online self-administered form 

that is haphazardly distributed via Facebook and E-mail. The sample size is 402 

respondents World Health Organization sleep in national capital, often consume cup 

yogurt (Key brands: Dutchie, Dutchie Bio, Meiji, Meiji Balkan nation, Meiji and and 

Activia) in past one month. 

Since  the  turn  of  nineteenth  century, Cooperatives  have  existed  as  predominant 

types  of  association  in  the  dairy  business around  the  globe.  At times  they  have 

assumed  the  job of  creating  newborn  child industry  while  at  different  occasions  

they have been utilized to reinforce frail creation bases  in  a  situation  where  showcase 

disappointments will in general be higher for minor  producers.   

In  some  her  cases,  a system  of  little  makers  has  sorted  out themselves  to  all  the  

more  likely  market their  items.  The executives  of  these cooperatives  have  

additionally  prompted some  intriguing  administrative  bits  of knowledge  for  

administrators  with  regards to  rising  just  as  created  economies.  

Enormous  rising  economies,  e.g.,  India  and China,  have  complexities  that  extend  

from improvement of business sectors  (where the Since  the  turn  of  nineteenth  

century, Cooperatives  have  existed  as  predominant types  of  association  in  the  

dairy  business around  the  globe.  At  times  they  have assumed  the  job of  creating  

new born  child industry  while  at  different  occasions  they have been utilized to 

reinforce frail creation bases  in  a  situation  where  showcase disappointments will in 

general be higher for minor  producers.   

Dr. SP Savitha, “A study on consumer preferences towards ‘AMUL PRODUCT’ in 

Madurai city”. AMUL (Anand Milk Union Limited) formed in 1946, is a dairy co-

operative movement in India. India largest food brand trusted Amul product for its 

quality and product available at affordable price. Amul product enjoying No. 1 position 

in dairy industry this stand to further strength its position. This research is pertaining to 

find out the present consumer satisfaction of Amul product. Amul product has a god 

reputation among the consumers in Madurai. So, it can be extended to supply rural area 

also. 
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Mohit Jamwal, Dr. Akhilesh Chandra Pandey, “Consumer behaviour towards 

cooperative milk societies: A Study on measuring the customer satisfaction of 

Ananchal’ milk (A member milk union of UDFC Ltd)”. The study on consumer 

behaviour is the study of how individual make decision to spend their available 

resources (time, money, efforts) on consumption related items. Customer satisfaction 

was measured across different attributes of the Ananchal Milk and the customer’s 

preference was checked across different parameters. This survey on the sale of 

Ananchal milk, it can be concluded that to evolve their production, marketing and 

pricing strategies effectively. 

Dr. P. Rengarajan, R. Sathya and R. Gothami, “Buying behaviour of selected 

branded milk products”. Dairy products are one of the important things used nowadays 

in urban and rural areas. Although the country has emerged as the largest producer of 

milk in 90’s. Market size is increasing day by day and the demand for that product is 

arising. So, the companies need a proper distribution network for availability of product 

at demand. 
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4. RESEARCH METHODOLOGY 

The universe of the population includes the respondents who are the consumers of 

AMUL milk, in Delhi. The samples (i.e., sample size 100) were selected for this 

research. The samples were chosen from the population, by using Convenience 

Sampling Technique (Non-Probability Sampling), because the exact population size is 

unknown and the accessibility of the consumer is difficult. Survey method of data 

collection was used in this research. The primary data were collected using 

questionnaire.  

 

TYPES OF RESEARCH 

• Descriptive research 

Such researches include surveys, fact finding enquiry methods of different 

types. It generally reports what has occurred or what may happen in future. 

Methods of research used in descriptive research are survey methods of all 

kinds. 

 

• Analytical research 

The researchers use facts or information that is already available. The researcher 

then analyses the available information facts to make a critical and meaningful 

evaluation of the material. 

 

• Fundamental research 

Research that is concerned with generalization and with the formulation of 

theory are termed as fundamental research. For example, the research related to 

natural phenomenon or relating to pure mathematics, related to pure 

mathematics etc. 

 

• Conceptual research 

This relates to abstract idea or theory. Generally conceptual research is used by 

philosophers, analysts and thinkers. 
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• Exploratory research 

Exploratory research provides insights into and comprehension of an issue or 

situation.  

 

• Conclusive research 

Conclusive research draws conclusions: the results of the study can be 

generalized to the whole population. 

 

• Qualitative research 

It is a set of research techniques used in marketing and social sciences in which 

data are obtained from a relatively small group of respondents and are not 

analyzed with statistical techniques. They are inexpensive and fast. The main 

types of Qualitative research are: 

• Depth interview 

• Focus interview 

• Quantitative research 

 

RESEARCH DESIGN  

A research design is used to structure the research, to show how all of the major parts 

of the research project, samples or group, work together to try to address the central 

research questions.  

Design decisions: 

• What is the study about 

• Why the study being made 

• Where will the study be carried 

• What type of data is required and where it can be found etc.? 

 

Based on the above design decisions, the research design has following parts: 

The sampling design, which deals with the method of selecting items to be observed 

for the given study. 
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The observational design, which relates to the conditions under which the observations 

are to be made. 

The statistical design, which concerns with the questions of how many items are to be 

observed and how the information and data gathered are to be analyzed. 

The operational design, which deals with the techniques by which the procedures 

specified in the sampling, statistical and observational designs are carried out. 

This research is descriptive in nature as the study carried out the survey questioning, 

which is an attribute of descriptive research.  

 

Research design for Exploratory Research: 

An important reason for conducting exploratory research is to test concepts before they 

are put in the market place. 

Exploratory research can be quite informal, relying on secondary research such as 

reviewing available literature. 

Types of research design methods used for exploratory research. 

1. Literature review: It attempts to summarize or comment on what is already 

known about a particular topic by collecting different sources together, 

synthesizing and analyzing critically and finally creating new knowledge or 

perspectives. 

 

2. Case Study: Case research excels at bringing us to an understanding of a 

complex issue or object and can extend experience or add strength to what is 

already known through previous research. 

 

3. Survey: Here an empirical study involves collecting information from a larger 

number of respondents by using questionnaires. Also, a survey might make use 

of already available data collected for another purpose. 

 

4. Experiment: This involves deliberate manipulation of an intervention in order 

to determine its effects. The intervention usually involves around pupils, 
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teachers, school or some other units. If the allocation to these different treatment 

groups is decided at random it may be called a true experiment; but if the 

allocation is not random it is called as quasi experiment. 

 

SAMPLING AND SAMPLING DESIGN 

It is not possible to examine every item in the population hence interferences is drawn 

about a large numbers of items possessing a particular attribute based on analysis of 

fraction of such items. It is called a sample. For developing a sampler design following 

points need to be discussed with regard to the present study. 

 

POPULATION: 

• In statistical usage the terms population is applied to any finite collection of 

individuals. It has displaced the orders terms universe. It is aggregate of all 

elements possessing certain specified characteristics which need to studied and 

defined prior to sample. Population can be finite if units can be counted or 

infinite. Since the present study is done in Delhi, The population is finite. 

Population can be defined in terms of elements, sampling units, extent and time. 

 

• In this study, the specifications will be as follows: 

1. Element  : People 

2. Sampling Units : Consumers 

3. Extent   : Delhi  

 

ELEMENT 

• An Element is the unit about which information is collected. It provides the 

basis for analysis. It identifiable physically. In the present study the element is 

dealer having a good knowledge about the service. (Regarding Brand) 
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SAMPLING UNIT 

• The sampling unit is the basic unit containing the element of the target 

population. The sampling may be different from the element. It can be either 

geographical unit (state, district etc.) or social unit (Household, family, club 

etc.) or a construction unit (enclave, house, flat etc.) or it may be an individual. 

In the present stuffy, a sample of distributor is selected in the three stages. First 

of all a sample of cities is selected, than a sample of colonies is selected from 

each selected colony after the entire distributor in it. 

SAMPLE FRAME: 

• A sample frame could be a telephone directory, a list of block and localities of 

a city, a map or any other list consisting of all the sampling units, each stage of 

sampling process requires its own sampling frame. Since the present study 

undergoes two stages sampling process, we would need two sampling frames. 

First a list of localities, Second a list of distributors with in the selected 

localities. 

SAMPLING DESIGN: 

• Representation of entire universe is only possible through the sampling 

technique. Considerable care has been taken in selecting the sample so that is 

Convenient in terms of size and enough to represent the entire universe. 

 

 

 

DATA COLLECTION 

We can use either secondary or primary or both the research methods to collect the 

information depending on the research need and depth of information & coverage 

needed. In this particular research, I used both the primary and secondary research 

methods to collect the information.  

Primary Data: To collect the primary data I made a questionnaire.  

Secondary Data: Secondary data was collected from the following sources: 



 
37 

 

• Website 

• Newspapers 

• Journals 

 

SUMMARY OF RESEARCH METHODOLOGY 

Research Design  

This research is descriptive in nature as the study carried out the survey questioning, 

which is an attribute of descriptive research.  

 

Data Collection  

We can use either secondary or primary or both the research methods to collect the 

information depending on the research need and depth of information & coverage 

needed. In this particular research, I used both the primary and secondary research 

methods to collect the information.  

 

Primary Data: To collect the primary data, I made a questionnaire.  

 

Sample Size: 100  

 

Sampling Method: Convenience Sampling Method  

 

Target Respondents: Consumers of AMUL.  

 

Secondary Data: Secondary data was collected from the following sources: 

• Website 

• Newspapers 

• Journals 
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5.1  DATA ANALYSIS AND INTERPRETATION 

This chapter is all about the analysis of data collected and its interpretation. As the 

primary research has been done in this report, the data was collected through 

questionnaire and was shared with peoples via online mode and the responses were 

collected through Google Forms.  

Now, the data and findings were discussed and analyzed. 

 

Name: _______________________________________ 

Gender: ______________________________________ 

Age: ________________________________________ 

Contact No.: __________________________________ 

Occupation: ___________________________________ 
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Q1. Which brand of milk do you consume? 

 Frequency 

AMUL 67 

Mother Dairy 24 

Paras 0 

Others 9 

 

 

Figure – 1 

 

Interpretation: 

The above pie chart depicts that the most of the consumers (67%) consume the milk of 

AMUL brand whereas only 24% of the respondents consume the milk of Mother Dairy. 

And no one consumes the milk of Paras brand. 
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Q2. Which type of milk do you consume? 

 Frequency 

Only pouch milk 38 

Only loose milk 5 

Both 57 

 

 

Figure – 2 

 

Interpretation: 

It can be analyzed from the pie chart that 38% of the respondents consumes the “pouch 

milk” of above choose brand whereas only 5% of the rest respondents consumes the 

“loose milk”. And approx. 57% of the total respondents consumes the both type of milk 

of selected brand. 
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Q3. Are you satisfied with the milk you are consuming? 

 Frequency 

Yes 78 

No 9 

Maybe 13 

 

 

Figure – 3 

 

Interpretation: 

The above pie charts shows that the 78% of the respondents are satisfied with the milk 

they are consuming whereas 9% of the rest population are not satisfied with the milk 

they are consuming. And we can see that 13% of the total respondents fall in the 

category of “maybe”. It means they can either be satisfied or not satisfied by the milk. 
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Q4. What do you like most in AMUL? 

 Frequency 

Quality 49 

Price 0 

Taste 27 

Availability Factors 24 

 

 

Figure – 4 

 

Interpretation: 

The above pie charts depicts that the “Quality” of Amul is the most liked factor by the 

half of the total population and around 24% of the rest population like Amul because 

they are easily available. But there is no one in the population who likes AMUL on 

the basis of its price, maybe the price are little high for them. 
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Q5. Do you get milk at? 

 Frequency 

Your doorstep 24 

From retailers 76 

 

 

Figure – 5 

 

Interpretation: 

We can analyze from the above pie chart that 76% of the respondents get milk from 

the retail shops whereas only 24% of the rest of respondents get the milk at their 

doorsteps from the milkman. 
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Q6. Your total consumption of milk in a day? (In litres) 

 Frequency 

0 – 1 litre 41 

1 – 2 litres 25 

2 – 3 litres 24 

Above 3 litres 10 

 

 

Figure – 6 

 

Interpretation: 

The above pie chart depicts that only 10% of the respondents consumes 3 or above 3 

litres of milk in a day. While approx. 24% or 25% consumers consumes 1 to 3 litres 

of milk in a day. And around 41% of the rest of respondents consumes only 1 or less 

than 1 litre of milk in a day. 
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Q7. What is your monthly expenditure on milk? 

 Frequency 

Rs. 500-1000 27 

Rs. 1000-1500 27 

Above Rs. 1500 46 

 

 

Figure – 7 

 

Interpretation: 

The above pie chart depicts that around 46% of the respondents spent Rs. 1,500 

monthly on the AMUL milk whereas only rest 27% spent rupees between 1000 to 

1500 monthly and the rest of the respondents spent Rs. 1000 or less than that monthly 

on the milk. 
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Q8. Do you think the price of AMUL product is high/ low compared to 

competitor’s product? 

 Frequency 

Yes 62 

No 22 

Maybe 16 

 

 

Figure – 8 

 

Interpretation: 

The above pie chart depicts that around 62% of the respondents think that the prices of 

AMUL is high when compared to the competitor’s brand but 22% of the respondents 

think that the prices of AMUL is not high/ low in comparison to competitor’s brand. 
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Q9. If you buy AMUL milk pouch, which pack you purchase? 

 Frequency 

AMUL Gold Full Cream 54 

AMUL Taaza Toned 38 

AMUL Slim Trim 5 

Others 3 

 

 

Figure – 9 

 

Interpretation: 

From the above pie chart, it can be analyzed that 54% of the respondents purchases the 

“Amul Gold Full Cream” milk while 38% of the respondents purchases the “Amul 

Taaza Toned” milk. Only 5% of the respondents purchases “Amul Slim Trim” milk. 
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Q10. What would you do, if AMUL milk is not available at retailer shop? 

 Frequency 

Wait for the new stock 3 

Purchase another brand of milk 46 

Go to other shops to buy AMUL milk 51 

 

 

Figure – 10 

 

Interpretation: 

From the above pie chart, it can be analyzed that 51% of the total respondents go to 

other retail shops to purchase Amul milk because they are loyal towards Amul whereas 

46% of the respondents purchase another brand of milk when the Amul milk is not 

available. 
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Q11. Which AMUL product you consume more? 

 Frequency 

Milk 84 

Butter 54 

Cheese 32 

Ice-cream 35 

Sweets 8 

Ghee 24 

 

 

Figure – 11 

 

Interpretation: 

From the above pie chart, it can be analyzed that around 80% of the total respondents 

consumes the Amul milk most while the 8% of the respondents consumes the Amul 

milk least. Ice-cream and cheese is still consumes by 35% and 32% of the respondents 

respectively. And after milk, the consumers demands the amul butter more. 
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Q12. Rate the overall AMUL: 

 Frequency 

1 (Very poor) 3 

2 (Poor) 3 

3 (Average) 8 

4 (Good) 62 

5 (Very Good) 24 

 

 

Figure – 12 

 

Interpretation: 

The above pie chart depicts that 24% of the total respondents rated the overall AMUL 

as a “ very good” and the rest 62% of the total respondents rated the overall AMUL as 

“good”. While only 8% of the rest of the respondents rated it “average”. 
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5.2  FINDINGS OF THE STUDY 

First, I would like to present my survey findings. The main findings of my survey are 

as follows: 

• Females are the main decision maker for the milk. As per the data, 62% of 

females and 38% of males make purchase decision. 

 

• Based on the occupation of the customer, it is found in the survey that 50% of 

the housewives and 50% are from various occupations such as business man, 

employee, etc. for Amul milk. 

 

• The main purchasing factors for the Amul milk are quality, taste and availability 

factors. The data reveals that 49% respondents influence by quality and 27% 

respondents influence by taste. 

 

• 85% of the respondents are using product since from a long time. The majority 

of the respondents are using Amul milk and its products from more than 3 years. 

 

• It is found in the survey that customers are influencing through word of mouth. 

 

• Generally, I found the most customers used dairy products for self-use only. 

 

• Customers are satisfied as they get the product within the expected time and in 

desired quantity. 

 

• Mainly customers are facing problem with the price of the milk from my survey. 

I found that almost all consumers were complaining about the pricing of the 

product. 

 

• Mainly consumers rated the Amul dairy product as a “good product”. 
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6.1  CONCLUSION 

In order the dreams come into reality and for turning liabilities into assets, one has to 

meets the needs of the customers. From the study conducted, the following conclusions 

can be drawn: 

• The factors considered by the customer before purchasing milk are quality, 

taste, freshness, thickness and availability. 

• The consumption of the Amul products is high when compared to other 

products.  

• The buying behaviour is positive which reveals that the buying behaviour of the 

consumers is high.  

• The promotional strategies of the product can be improved to increase the sale 

of the company as much. 

• Majority of the customers are satisfied with the Amul milk and its products 

because of good quality, reputation, easy availability. 

• Some customers are not satisfied with the Amul milk because of high prices, 

lack of dealer services, spoilage and low shelf life, etc. Therefore, if slight 

modification in the marketing programs such as dealers and outlets, promotion 

programmers, product lines, etc. definitely company can be as a monopoly and 

strong market leader. 

• The buying behaviour of the consumers are positive, so the product has a good 

reach in New Delhi city. 

Amul has to take care of its competitors and more importantly its customers before 

making any move. 
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6S.2   RECOMMENDATIONS 

Amul product is a daily life thing for consumers. I reach this product most of the 

consumers buying the product because of taste and quality and easily available in New 

Delhi city. Amul has enjoyed its status of market leader in product like butter, cheese 

and specially in milk, by providing consumers with quality products at competitive 

price. 

Amul as a brand has very “Brand Equity” and is a common name in India’s every 

household. Through its vast product range and variety, it has created a strong presence 

in dairy segment. Although it is monopoly in butter segment but in chocolate field it 

needs a lot of measures to take to ensure the high performance. 

• Separate Butter Division  

There is strong competitor like Parag in the market so Amul should also have 

separate division for butter. They should watch their competitors properly and 

adopt strategies accordingly.  

 

• Lowering the Prices 

Amul should have to focus on lowering the prices of milk. 

 

• Small Wholesale Division in Interior Region  

A small wholesale division should be established in interior region where sales 

are low and regular visit bears high transportation cost. In such area either 

retailers purchase from other area or don’t keep Amul products to sell.  

 

• Market Survey at Regular Interval by Representatives  

Company’s representatives must survey the market themselves at regular 

interval.  

 

• Provision of Target Even to Salesman  

In order to increase the sale, salesman should also be given target to achieve and 

paid them as quick as possible inform of cash not cheque.  
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• Provision of Fridge at Easy Installment  

There are many outlets where sales are high but they don’t have fridge.  

 

• Develop New Market 

Amul should develop new market for butter like local general store, and 

confectionary. 

 

• Customer Care Division 

A customer care division should be there to tackle the wholesalers as well as 

retailers’ problems. 
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ANNEXURE 

QUESTIONNAIRE 

(Thank you for taking time to fill this questionnaire. Your data will be secure and will 

be kept confidentially and will be used only for academic purposes. The only sole 

purpose/use of this questionnaire is to prepare a report.) 

 

Name:  _________________________________ 

Age:  __________________________________ 

Gender:  ________________________________ 

Contact No.:  ____________________________ 

Occupation:  (a) Student 

(b) Businessman 

(c) Private Job 

  (d) Govt. Officer 

  (e) Other 

Education: 

(a) Graduate 

(b) Under-graduate 

(c) Post-graduate 

(d) Professionally Qualified 

 

1. Which brand of milk do you consume? 

(a) AMUL 

(b) Mother Dairy 

(c) Paras 

(d) Other 
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2. Which type of milk do you consume? 

(a) Only pouch milk 

(b) Only loose milk 

(c) Both 

 

3. Are you satisfied with the milk you are consuming? 

(a) Yes 

(b) No 

(c) Maybe 

 

4. What do you like most in AMUL? 

(a) Quality 

(b) Price 

(c) Taste 

(d) Availability Factors (Easily available) 

 

5. Do you get milk at? 

(a) Your doorstep 

(b) From retailers 

 

6. Your total consumption of milk in a day? (In litres) 

______________________________________ 

 

7. What is your monthly expenditure on milk? 

(a) Rs. 500-1000 

(b) Rs. 1000-1500 

(c) Above Rs. 1500 
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8. Do you think the price of AMUL product is high/ low compared to competitor’s 

product? 

(a) Yes 

(b) No 

(c) Maybe 

 

9. If you buy AMUL milk pouch, which pack you purchase? 

(a) AMUL Gold Full Cream 

(b) AMUL Taaza Toned 

(c) AMUL Slim Trim 

(d) Others 

 

10. What would you do, if AMUL milk is not available at retailer shop? 

(a) Wait for the new stock 

(b) Purchase another brand of milk 

(c) Go to other shops to buy AMUL milk  

 

11. Which AMUL product you consume more? 

(a) Milk 

(b) Butter 

(c) Cheese 

(d) Ice-cream 

(e) Sweets 

(f) Ghee 

 

12. What is the reason for buying/ not buying AMUL? 

_______________________________________________________________

_______________________________________________________________

____________ 
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13. What are your suggestions/ expectations from AMUL? 

_______________________________________________________________

_______________________________________________________________

____________ 

 

14. Rate the overall AMUL: 

1  2  3  4  5 

(  )  (  )  (  )  (  )  (  ) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


	For further queries or clarification, you can write back to us on thereforyou.tfy@gmail.com and we will be glad to clarify to you on the same.

