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This study consisted of a consumer survey conducted on approximately 150 residents for refrigerator and 100 resident for washing machine of different representative areas of Dhaka city and a retailers survey on 27 electronics shops in Dhaka City. The objectives of the market study are to forecast and measure market size of KONKA Home Appliances used by the inhabitants at Dhaka at various levels of earnings. Consumers’ Buying behavior and culture, share of competitors to suggest strategies to improve KONKA market shares.

· Forecast of Demand for home appliances


The demand for home appliances is function of annual maximum demand ascertained according to import data. Since home appliances are not manufactured in Bangladesh same are imported from abroad.

· Accessible Market
Compared to other white goods refrigerator market is very big almost 90%of the respondents surveyed have a refrigerator in their house. Emerging middle class with an income level around Taka 12,000 is the potential buyers of the   Refrigerators. Refrigerators with a capacity range of 108-200 ltrs. and 220-280 ltrs. have been found as the popular size.

As many as 18 brands have been found in the market with no particular brand holding leading market share. However, recent purchase figure of respondents show that  Hitachi, LG, Samsung, Sharp and Shack lock are losing their market share to KONKA, Singer and Kalvinator quite remarkably. 

With regard to brand awareness KONKA, Hitachi, Samsung & Singer topped the mind of the respondents more than any other brands.  This market is fully accessible to KONKA, but the actual share would depend on its capacity to compete. Since, KONKA is a known company to the consumers due to its customer service, quality, product Availability.  .

· Product line and strategy
Frost freeness/high breed frost and quick freezing compartments have been rated higher than any other features in refrigerators. Having a lock installed in the refrigerator seems to be an important issue on which market can be segmented.

Product price strategy must be comparable with the good brand already available in the market like KONKA, Samsung, Singer and Shack lock, Ignis. For initial entry lower price is suggested with better features.

· Retailers view
Retailers survey shows that there exists a very good opportunity for KONKA white goods; 74% of the dealers/retailers said that they are interested to sell KONKA products. Two doors with multi -chamber, CFC Free, auto power off, lock and frost are the attributes dealers found very popular among the refrigerator buyers. Washing machine with the capacity range 5-6 Kg. has been found as the most popular size. Majority of the dealers/retailers want 4-5% commission.

· Sales - Force
The existing sales force strength in TV Product Division is good enough for marketing; however they have 4 service center in four districts, Like: Dhaka, Sylhet, Chittagong, Boghura.
This report is prepared to fulfill the partial requirement of the BBA program of International Islamic University Chittagong, Dhaka Campus. My supervisor authorized me to prepare a report about the Consumer Market Survey of KONKA Refrigerator and Washing Machine Industry for Marketing and Increasing Market Share in Bangladesh. For this purpose Human Resource Department of EML assigned me to the Marketing Department (MD) where I have been working as an intern from September 06, 2006 to December 05, 2006. I closely observed the Consumer Market Survey activities of Electro Mart Limited which one is the market leader of electronics product since 1983. Observing EML’s Consumer Market Survey activities gives me an opportunity to understand how a market leader uses the marketing tools. 

I have finished my project work mainly in four parts. In the first part, I have study the Micro & Macro environmental analysis of consumer market survey. In the second part, I analyze the product Strategies & market segmentation activities of (MD) and observe the consumer market survey within Electro Mart Ltd. In the third part, I analyze the Strategic Pricing & Promotion of Electro Mart Ltd. In the last part I analyze the Distribution System of Electro Mart Ltd.   

1.1 Objective of the Study
The objectives of the market study are to forecast and measure market size of KONKA Home Appliances used by the inhabitants in Dhaka at various levels of earnings. Consumers’ behavior and culture, share of competitors to suggest strategies to improve KONKA marketing Strategy and increasing its  shares. 

1.2   Scope of the Study 

The study has made an endeavor to analyze the marketing Strategy of KONKA Home Appliances  with special emphasis to Refrigerator and washing Machine industry.  Presently there are total 35 products being manufactured, procured and sold by Electro Mart Ltd.  It is not possible to cover all the products within the limited purview of this study. So the consultant selected 2(Two) most prominent products for the study, such as Refrigerator and Washing machine. This will help us to identify competitor’s position in the market. The analysis shall determine user’s choice, attitude, behavior, culture, awareness, and preference of features about the products, descriptions, presentations, market shares, comparison of price with that of competitors' products, distribution channel, promotional measures etc. This will guide us to set-up strategies to introduce KONKA Refrigerator and Washing Machine in the market as a short-term goal and to increase market share in the long run.

1.3   Limitations of the Study

I have faced some problems during the study, which are given below:

· The types of information related with the projects are mostly confidential in nature, hence, difficult to collect easily. 

· Heavy reliance on secondary data and very limited scope of verifying them. 

· Other companies (competitors) were not willing to divulge necessary information to the consultant as because he was working on their competitor's project. 

· Unavailability of many important and sensitive data. 

· The time allotted for the work was not sufficient. This was the main reason for limiting the project work within Dhaka city area.

· Recent political situation of the country were some of the limitations. 

1.4   Research Methodology 
1.4.1
  Type of Research: 

I used direct survey approach to the users/respondents using  structured survey tools with the aim to know the attitudes, preferences, reactions, necessity, culture and buying capacity of the market. Convenient sampling was used in various level of earning at different areas of the city.

The following methods would be used for preparing the research paper 

· Quantitative Research method. 

· Qualitative Research Method

1.4.2
  Research Model:

I basically used following the Porter Five-Forces model in my Research Work : 

· it is a powerful tool for systematically diagnosing the principal competitive pressures in a market 

· and assessing how strong and important of the buyers and their  bargaining power is. It is very essential to gain information’s on the buyer focal point and choices of various items and products  of the same level so as to capture the market dominancy and market share of few particular products. 

Porters Five Forces Model
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Figure : Porter’s Representations of the Research Process
1.4.3   The Data Source:
· Primary Source:

1. Staffs of KONKA

2. Mainly Customers(end users)

3. Retailers/Dealers

· Secondary Source:

1.  Journals

2. News Bulletins

Here in this case only primary data will be used for the analysis and interpretation and subsequent recommendations. Primary data will be mostly collected through experience study and questionnaire etc.
1.4.4   Data Collection Technique:

1.4.4.1   Quantitative Analysis:

The Research Study is a combination of both qualitative and quantitative analysis. The data for quantitative analysis will come out from various  articles and news letters of the company.  Quantitative survey has been done among the customers and retailers. Survey has been done mainly on the basis of face-to-face interviews and also interviews over telephone.  The views and opinion that came out through in-depth interviews of the respondents and the collected data is being analyzed to ascertain the qualitative and quantitative evaluation respectively.

 1.4.4.2    Qualitative Analysis:
Qualitative approach involves mostly in-depth interviews mainly with the staffs, management bodies of KONKA etc.

1.5
  The Sampling 

Cluster sampling in which few representative areas of Dhaka city have been identified and which choosing the sample unit from any particular area one unit of interval from the starting point has been adopted.

      The Sampling Size:
·  Refrigerator-  150 consumers

·   Washing Machine-  100 consumers

·   27 retailers/dealers

 The Sampling Unit:
The market survey shall be carried out through sample surveys by interviewing consumers and dealers, by using normal methods of collecting information from primary source. In conducting the sample surveys major users of home appliances and dealers shall be interviewed and not less than;

     1. 
  Consumers for Refrigerator 150

     2. 
  Consumers for Washing machine 100

     3. 
  Dealers/retailers 27

such sample surveys shall be carried out. It must be kept in view that the purpose of the sample survey will be to ascertain reliable and valid parameters regarding the market structure.

1.6   About Electro Mart Ltd
Electro Mart is a well reputed, liked and trusted company in Bangladesh started operating its Business activity since 1983 with famous hand.  Its Business segments comprises business areas home Appliances like  Refrigerators, Color TVs, Washing Machines, Microwave Ovens, VCD-DVD players, Mobile, Home Theater, Plasma, LCD, Motor Cycle, Kitchen Appliances. 

The individual Groups within these products are responsible for their own worldwide operations, with regional units around the globe supporting their efforts. This decentralized structure gives the greatest degree of entrepreneurial responsibility and the ability to nurture the closest possible ties to their customers. At the same time, it enables Electro Mart to provide comprehensive, customer-focused products, solutions and services for the global market.

As many as 18 brands have been found in the market with no particular brand holding leading market share. Electro Mart is eco friendly; soon it will emerge as a top ranking market leader in the business of White goods industry in Bangladesh.  Electro Mart Ltd. is committed to the success of the customers, the development of its service, the long-term growth of the company and contributing to the prosperity of the host country.  

1.7   Present Company Situation 

KONKA is one of the most well-known, liked, respected and trustworthy company started operating its Business since 1983 in Bangladesh. KONKA is renowned for its groundbreaking range of environmentally friendly Electronic appliances.  KONKA has long been synonymous with quality, technical innovation and design in domestic home appliances.  Keeping pace with the needs and changing lifestyles of the people of Bangladesh, Initially KONKA had entered the Bangladesh market with a combination of small appliances. But they couldn’t sustain in the market because of the dominant role being played by Singer, Samsung and Shack lock etc. 

This market is fully accessible to KONKA, but the actual share would depend on its capacity to compete. Since, KONKA is a known and liked company to the consumers due to its service, quality.

Very soon they are planning to introduce other products including air conditioners and upright freezers, which would be the first of its kind in the country. All these achievements have made KONKA in Bangladesh as one of the leading and pioneer multinational company.

KONKA products are environmentally friendly and it offers totally independent control which allows the customers to keep the fridge running when frosting the freezer. There's even a natural anti-bacteria coating standard on nearly all KONKA refrigeration. KONKA cooling appliances are available in a variety of formats, from built-in to free-standing units and the sleek designer looks of the aluminum range. KONKA can always offer its customers the product to suit millions lifestyle. 
1.7.1 Description of the Business

KONKA is one of the world's largest electrical and electronics companies operating in Bangladesh. The KONKA Bangladesh operations are a major pillar of the KONKA business in Asia-Pacific and increasingly important for KONKA global operations. KONKA is an integral part of the Bangladesh Economy and a committed and trustworthy partner in industrial modernization. 

KONKA' Business Portfolio comprises the following business areas:  Home Appliances . The individual Groups within these areas are responsible for their own worldwide operations, with regional units around the globe supporting their efforts. This decentralized structure gives the Groups the greatest degree of entrepreneurial responsibility and the ability to nurture the closest possible ties to their customers. At the same time, it enables KONKA to provide comprehensive, customer-focused products, solutions and services for the global market.

Home Appliances:

Consumer Product Division is very successfully marketing various Home Appliances in Bangladesh. KONKA Consumer Product Service Centers have earned consumer confidence due to their excellent service. There was a major focus on household appliances for the last few years. The consumer products business is growing faster than in the previous years.

The Strategy of Electro Mart Ltd. comprises the following: 

· Maintaining a financially viable business, based on long-term profitability 

· Continuing to grow locally – added value by concentrating on knowledge – and service-based activities 

· Establishing closer customer relationships through ongoing development of local management staff within our organization 

· Fulfilling our role as a corporate citizen by bringing the positive aspects of a global organization to the local people in terms of  technology, education, training and knowledge transfer. 

· Electro Mart enhance company value (to open up new opportunities) generates profitable growth to ensure sustainable success.

· Electro Mart empowers their people to achieve world class performance.

· Electro Mart embraces corporate responsibility to advance society.

· Electro Mart considers all its employees as a Brand Ambassadors satisfaction.

· Electro Mart Ltd. is committed to the customers, the development of its service, the long-term growth of the company and contributing to the prosperity of the host country. 

1.8   Consultant Understands of the Issue

First of all the consultant have had several meetings with the Chief Coordinator of Electro Mart Ltd and discussed thoroughly its marketing pattern previously adopted by the company.  Then the consultant gained sufficient and concrete idea about the wrong marketing strategy being implemented by KONKA for the last few years.  After that the consultant started preparing his visit schedule to the corporate office of KONKA, various show rooms, KONKA dealers/retailers in Dhaka City Area and all the other top ranking electronics companies in Dhaka City to study the following aspects:

· Finding volume, size and structure of market, forecast of demand and usage of home appliances.

· Market Accessibility

· product line and Strategy

· Finding competitors market share.

· Dealers/Retailers View point 

· Sale force

· Analyze additional awareness for KONKA

· Marketing Information System etc.

It is well understood and presumed that adequate information’s in this type of research work is really complicated as other companies might render irrelevant and confusing data’s on their respective marketing strategies and they are also likely to provide misleading views. As such the correct and best possible option is to rely mainly on the Secondary data  of all the companies available from the  new bulletin and journals etc, interviewing different levels of staffs of KONKA and the primary data collected through survey using questionnaires on the end users/customers,  dealers/retailers etc. All these attributes, studies will finally culminate in deducing a solid marketing strategy for Electro Mart Ltd.

1.9   An Over View of Bangladesh (Demography)

Bangladesh came into being in 1971. It has basically agrarian and subsistence economy with slow industrial development taking place.

Following are some of the important data regarding Bangladesh: 

Total area
:
147570 sq. km.

Population (total)
:
111.4 million

Male

: 
57.3 million

Female
: 
54.1 million

Average growth rate
: 
2.17%

Literacy
: 
32.4%

Principal mineral
: 
Natural gas, lignite coal, and limestone Ceramic            clay and glass sand

Principal exports
: 
Ready made garments, raw jute, jute manufactures, tea, fish, hides and skins, and newsprint.

Principal industries tea
: 
Jute & cotton textiles garment making, processing, paper, newsprint, cement, chemical fertilizers, light engineering.

GDP in 1996-97(P)

At current market price
:
1402.6 billion Taka

Per capita GDP at current 

Market price
:
Taka 11284

Table: 2.2    Area and population of statistical metropolitan areas:

	
	Area (sq.km.)
	Population

	Dhaka
	1353
	6844131

	Chittagong
	  986
	2348428

	Khulna
	  267
	1001825

	Rajshahi
	  377
	544649


             Source: All the data collected from Bangladesh Bureau of Statistics (BBS)

Table: 2.3     Religious festival:

85% of inhabitants of Bangladesh are Muslim, 10% are Hindu and 5% others. The major religious festivals have become part of our culture, which are as under:

Muslim 
Eid-ui- Fiter
22nd October, 2006, every year it comes forward by 11 days 

Muslim 
Eid-ui Azha 
1st    January, 2007, every year it comes forward by 11 days

Hindu 
Durga Puja 
27th — 30th  September every year.

During these festivals people normally buy a lot of home appliances.

Chapter: 2- Macro Environmental Analysis

(Industry and Competitive Conditions)

2.0    Introduction

All organizations operate in a macro environment consisting broadly of the economy at large, population demographics, societal values and life style, governmental legislation and regulations, technological factors, and the company’s immediate industry and competitive environment as depicted in Figure 2.

Figure: 2- A Company’s Macro Environment
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The macro environment in the above figure includes all relevant forces outside a company’s boundaries- relevant in the sense that they are important enough to have bearing on the decisions a company ultimately makes about its business model and strategy.  

While many forces in the macro environment are beyond a company’s sphere of influence, company management’s are obliged to monitor them and adapt the company’s strategy as may be needed.  

Parameters of Macro Environment

2.1    Legal-Political  Element 

The legal-political element includes the legal and governmental systems within which an organization must function. Organizations are governed by laws that address the manner in which they function, and organizations must operate within the legal framework of the countries in which they conduct their operations. Political pressures and processes also influence the legal system and may also influence the extent of government regulation of various laws. Marketing decisions are strongly affected by developments in the political environment. The political environment consists of laws, government agencies and pressure groups that influence and limits various organization and individual in a given society.

2.2    Technological Element 

[The technological element tends to evolve through periods of incremental change punctuated by technological breakthroughs that either enhance or destroy the competence of firms in an industry. It is the current state of knowledge regarding the production of goods and services in an industry. Technology is important for any hi-tech industry, especially like that of Electrical and Electronic industry. There has to be a strike and balance between the requirements of making it hi-tech and making it eco friendly and safe. 
2.3   Economic Element 

The economic element includes the current systems of producing, distributing, and consuming wealth. Operating within economic systems, organizations are controlled, to a large degree, by economic factors over which they have little or no control, such as interest rates and inflation. The economic factors are those that affect consumer purchasing power and spending patterns. Nations vary greatly in their levels and distribution of income and so vary of their spending patterns. The economic activities and conditions of the country affect these sectors heavily. 
But now a day,   some financial institutions are providing loan facilities in this sector, which has generated commendable speed and enthusiasm amongst the customers.

2.4    The Social-Cultural Element

The social-culture element includes the norms, values, beliefs and behaviors associated with the demographic characteristics of a given area or region. Multinational companies in particular are faced with the challenges of diverse socio cultural differences in the countries within which they operate. Socio cultural considerations are subject to change, so domestic firms must be aware of this aspect of the external environment as well as multinational firms.  So, the socio cultural forces are acting in favor of the Electrical industries. The constantly evolving social attitude and cultural values can be a major source of opportunities and threats. These factors partially define the domain in which the organization has to operate.

2.5    The Ecological Element 

The Ecological element is concerned with developments in countries outside the firm's home country that may potentially affect the organization.  Corporate Sustainability is a business approach to create long  term shareholder value by embracing opportunities and managing risks deriving from “Triple Bottom Line” principles economic, environmental and social developments have to be properly integrated and balanced. When the eco system is jeopardized, there will be a serious adverse effect on the society and economy. The theme  of a sustainable development more or less contradictory with the development factors and the system of the developing countries.

Bangladesh being developing country in lower order and prone to all the hazards must pay attention to sustainable development .We must have short and long term goals; and  national commitment to march towards sustainable development .

Chapter: 3- Micro Environmental Analysis

(Firm’s internal situation & competitive position)

3.0    Introduction

The microenvironment is mainly characterized by many factors like:

· Skills and competencies

· Technology 

· Process and value-adding activities

· Materials 

· Supplier channels 

· Distribution channels

· Products. 

The market constitutes the demand side of an economic system and is defined in terms of shared: 

· Products or Services 

· Customers 

· Distribution Channels 

· Competitors

3.1    Market Analysis

Consumer profile and competitor analysis have been done. Competitors' strategies have been focused and using Porter's Five Forces Model competitors' strength and weakness have been ascertained. 

3.1.1   Potential Entry:

New entrants boost competitive pressures
· By bringing new production capacity into play

· Through actions to build market share

Common barriers to entry:

· Economies of scale

· Inability to gain access to specialized technology

· Existence of learning/experience curve effects

· Brand preferences and customer loyalty

· Capital requirements

· Cost disadvantages independent of size

· Access to distribution channels

· Regulatory policies, Tariffs & international trade restrictions

3.1.2    Substitute products

Following are the main indicators of strength of substitute products:

· Growth rate of sales of substitutes

· Market inroads of substitutes

· Plan of manufacturers of substitutes to expand capacity

· Profits of firms producing substitutes

· Prices of substitutes are viewed attractive by buyers

· Buyers’ costs of switching to substitutes are low

· Buyers view substitutes as having equal or better performance features

3.1.3   When Suppliers are a strong competitive force

· Item makes up large portion of costs of product, is crucial to production process, and significantly affects product quality

· It is costly for buyers to switch suppliers

· They have good reputations & growing demand for their product

· Buying firms are not important customers

3.1.4   Buyers 

Buyers are a strong competitive force when
· They are large & purchase a sizeable percentage of industry’s product

· They have flexibility to purchase from several sellers

· Selling industry’s product is standardized

· They can integrate backward

· Product being purchased does NOT save buyer money or has low value to buyer

3.1.5   Competitors

· Competitive environment is unattractive when:
· Rivalry is very strong

· Entry barriers are low

· Competition from substitutes is strong

· Suppliers & customers have considerable bargaining power

· Competitive environment is ideal when:
· Rivalry is only moderate

· Entry barriers are relatively high

· There are no good substitutes

Chapter-4: Product Strategies
4.0    Introduction:  

The market survey is mainly confined and will be certainly useful in analyzing specifically Refrigerator and washing Machine industry . This will help us to identify competitor’s position in the market. The analysis shall determine user’s choice, attitude, behavior, culture, awareness, and preference of features about the products. This will guide us to set-up strategies to introduce KONKA’ Refrigerator and Washing Machine in the market as a short-term goal and to increase market share in the long run.

This study consisted of a consumer survey conducted on approximately 150 residents for refrigerator and 100 residents for washing machine of different representative areas of Dhaka city and a retailer’s survey on 27 electronics shops in Dhaka City. The objectives of   the   market study   are to forecast and measure market   size of KONKA’ Home Appliances used by the inhabitants at  Dhaka at various levels of earnings. Consumers’ behavior and culture, share of competitors to suggest strategies to improve KONKA market shares.

4.1    Analysis of Consumer Market Survey for Refrigerator

4.1.1   Possession of Refrigerator: 

Almost 90% of the respondent own a Refrigerator. The time of purchase proves that it has long consumption period and this product has been considered as basic need of a family. From the data of Table 2.1 & 2.2 (An Overview of Bangladesh), it appears that buying capacity of people are increasing and using of refrigerator is also increasing day by day. The following table shows the data of annual demand as recorded in custom of Bangladesh as well as expected market share of KONKA. This table proves that demand of   refrigerator are increasing @ 15% every year.

Table-2. 1:

Refrigerator

	Mode of availability 
	1997-98
	1998-99
	1999-00
	2000-01
	2001-02

	Local Manufacture
	0
	0
	0
	0
	0

	Imported
	30000
	35400
	40356
	46812
	55000

	Total Market volume
	30000
	35400
	40356
	46812
	55000

	Expected KONKA volume in %
	3%
	5%
	10%
	12%
	20%

	Expected KONKA volume in quantity. 
	1000
	3000
	6000
	8000
	10500


Table-2. 2:

Washing Machine

	Local Manufacture
	0
	0
	0
	0
	0

	Imported
	1000
	14000
	2000
	3000
	4500

	Total Market vol. (top & front)
	1000
	1400
	5000
	7500
	10500

	Front loading market
	
	
	500
	750
	1050

	Expected Konka volume in %
	
	10%
	25%
	30%
	39%

	Expected Konka volume in quantity. 
	0
	1600
	2000
	6000
	00


4.1.3       Demographic Profile:

4.1.3.1    Age group and Sex Respondents:


33% of respondent were 18-25 years old followed by 40% of 25 to 35 years old, 20% of 35 to 50 years old and 1% was above 50. Out of all interviewee 34% were male and 66% were female. These data proved that all of them are married. Moreover, KONKA target customers are mainly female more or less young and age groups 18 years to 35 years.

4.1.3.2     Household size:
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52% household size was 3 to 4 Nos. followed by 22% of 5 Nos. , 23% of 6 to 8 Nos. and 3% of more than 8 Nos. Targeting to household size of 52%

and 22% of consumers KONKA strategy about refrigerator size and price to  be determined.

4.1.3.3      Head of the Family and Occupation:
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Husband is the head of 67% family followed by wife of 20%, Occupation of head of family represents as 52% business and 47% service. 

4.1.3.4      Family Monthly Income:
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Monthly income of 54% family is more than Tk. 20,000 followed by 20% of Tk. 15,000 to Tk. 20,000 and 24% of Tk. 10,000 to 15,000. Family monthly income between Tk. 5,000 to Tk. 10,000 represent by 2%.

4.1.4   Competitors Analysis:

Whereas industry analysis is broad in scope and is undertaken at the national or even international level, competitor analysis needs to be conducted at the level that is relevant to the firm's context. If the new venture is going after a local market, the competitor analysis may similarly be confined to the local level. 

Competitor analysis proceeds in two stages:

· The first step involves identifying who the competitors are. 

· The second stage in competitor analysis is to rank the competitors according to a set of criteria. These criteria might include such things as market share, price, product quality, service, guarantee, location, advertising, and customer satisfaction. Customer surveys can be invaluable in constructing a picture of the marketplace and the relative strength and positioning of competitors. 

4.1.4.1   Competitor’s brands and size (Ref: Fig. 1):

At present about 16 major or minor brands are present in the market having market share from 1% up to 17%, this means users have flexibility to purchase any brand. KONKA has got highest market share 17% followed by 13% of Singer, 10% of Samsung, 8% of Gold star, 6% of Ariston, 5% each of Shack lock & Sharp. It proves that the good brands are occupying 5% to 10% market share each. It gives a good picture for KONKA that within 3-4 years time if KONKA can capture 5% of market shares then the volume will be more than 3000 units.

Based on family size and price level major sizes of Refrigerator are used from 150 ltrs. To  260 ltrs. out of which 58% of 155-184 ltrs., 35% of 226 to 260 ltrs., 2% of 350 ltrs. And 5% of  130 ltrs. It proves that Konka refrigerators of 160 to 260 ltrs. Will  be very popular.


4.1.4.2   Brand Reputation (Ref-Fig 2):

29% of respondents marked ‘brand name’ as extremely important, 34% as important. It shows that before purchasing any refrigerator people look for a good and renowned brand, which is very good sign for KONKA. But brand name is somewhat important to 30% and not important to 5% of respondent, probably before purchasing they gather information about all the entire available brand, its features, outlook, price etc. and then they take decision.

Fig: 2


[image: image5.emf]Preference of brand reputation

Not important at all, 

1%

Not important, 5%

Not known, 1%

Extremly important, 

29%

Important, 34%

Somwhat important, 

30%


4.1.4.3     Brand awareness (Ref-Fig: 3):

Survey proved that Singer has the highest retention rate (24%) among the competitors followed by KONKA (15%), Samsung 18%, Toshiba and Hitachi each 9%, National 3%, Sharp 5%. While talking with the respondents, we have got the impression that this brand awareness developed due to various reasons. Few major reasons are furnished below:


- 
Long experience about product used by own, friends, neighbors, relatives such as Singer, Sharp, Toshiba, Hitachi, Shack lock etc.

- 
Availability of other consumer products of same brand in the market

Singer: TV, VCP, VCR, Audio system, Sewing Machine, Electric fan

Hitachi: Camera, TV, VCP and other electrical equipment

Toshiba: Camera, TV, VCP and other electrical equipment

National: TV, Electric fan, Micro-oven, Toaster etc.

General: Electric fan, Air-cooler, Oven etc.

- 
Due to regular advertisement in the local and satellite TV and ads in the local newspaper, We see regular ads of Singer, Toshiba, Hitachi, General, Gold star, Samsung in the satellite TV. Recently Samsung is using satellite media most successfully to acquire market share in India, Bangladesh, Pakistan, Sri Lanka and other countries. So far in Bangladesh they are now top in the list as a refrigerator seller.

- 
Sponsoring of sports/game especially cricket, Singer, Samsung General, Hitachi are sponsoring cricket match keeping in view that approx. 1.3 billion people in Bangladesh, India, Pakistan, Sri Lanka like cricket very much.

Recently KONKA has started product business in Bangladesh due to which awareness of KONKA for mobile phone, telephone set increased in the market. Due to advertisement by billboard, neon sign, newspaper given by KONKA during the last two years made KONKA as a popular name among the middle class and higher earning class people. But to become more successful in home appliances industry there are no other alternative but to increase awareness of general people. This can be achieved by repetition of TV advertisement through which KONKA can reach to millions of people in a moment.

4.1.4.4      Level of satisfaction (Ref- Fig: 4):

28% of the respondent are highly satisfied followed by 67% are satisfied and 5% are in between i.e. neither satisfied nor dissatisfied with their Refrigerator of KONKA. This proves their awareness of maintenance and availability of service surrounded, i.e. it is a structured market where good marketing policy with good services in order to satisfy the users will bring better result for KONKA. If it starts marketing quality product with good after sales services, then consumer’s satisfaction can be better achieve

4.1.4.5     Awareness of Features ( Ref- Fig: 5 ):  


When respondent were asked for various attributes they found important during purchase a refrigerator, I have got a mix result that 17% told about preference of outer design/look followed by 14% want to have built-in-lock, 13% are conscious about price, service and brand name are equally important to 11%. 7% of respondents were talking about quick freezing facility, this is an important feature which KONKA can use as a tool to convince customer. 8% respondents told about color i.e. an acceptable color is a pre-condition for marketing. From the above fig I have deduced seven attributes of refrigerator are important to the consumers i.e. outer design, price, built-in-lock, service, brand, color and quick freezing compartment.
4.1.4.6      Preference of features to the consumers: 

·     Outer design/look:

56% consumers identified it extremely important, 28% as important and 15% as some what important, which proves the importance of innovative attractive outer design of refrigerator KONKA should look for attracting consumer’s mind.

·    Quick freezing Compartment: 

Forty Five % of respondents identified it extremely important, 35% as important and 15% as somewhat important. This will be a good feature for KONKA, because it is already available in our refrigerator. Perhaps, due to frequent interruption of power and continuous changing of food habit, consumers want quick freezing compartment. So that with out taking any risk they can preserve/process food with the help of  refrigerator.
·    Lock: 

Survey proved that 21% of consumer expressed built-in-lock as extremely important 58% as important. This is so far because of the culture of middle class housewives in Bangladesh. No housewives want that their food will be eaten-up by the maids or kids. They feel safe if they can keep their freeze under lock and key.

On the other hand 11% expressed it somewhat important and 10% as not important. We are of the opinion that higher earning class people, who somehow familiar with the change of culture do not want a lock.

From the above result we can come to a conclusion that the medium sizes refrigerator should be with lock and 12 cft. to above should be without lock. 5% refrigerator of medium sizes also can be without lock.
·    Clean-back-design: 

Study reflects that 14% told it extremely important, while 18% important and 43% somewhat important, 7% not important and 8% not important at all. Which proves that refrigerator with both features with or with out clean back design have  popularity. However, due to pollution and dust almost all the refrigerators of competitors are of clean back design. Therefore KONKA’ refrigerator with clean- Back-design will get consumer support.
·    Different compartment: 

This is a very important feature which KONKA can provide with. We have found out in the market that most of the other brands do not have this feature. But 46% respondents preferred it as extremely important and 33% as important.

·    Year of guarantee (Ref- Fig: 6):

Fifty Seven % of respondents told it extremely important and 36% as important, means KONKA  have to offer them more guarantee than their competitors. KONKA have got the impression that while purchasing a product, longer year of guarantee generate positive and immediate effect to set buyer’s mind.

·    After sales service: 

According to the survey after sales service is a very important issue to enter in the market also to remain in this industry, it represents 38% of the whole respondents as extremely important & 46% as important. A well satisfied user is the strongest campaigner of product, which can be strengthened only by providing with good after sales service.

4.2 Analysis of Consumer Market Survey for Washing  Machine

4.2.1    Possession of Washing Machine (Ref-Fig: 7 & 8):

Out of 100 respondents 48% own a Washing Machine and 52% do not have the same. The time of purchase proves that it has short consumption period since 2% purchased more than 7 years ago, 33% purchased 5-7 years ago, 16% purchased 3-5 years ago and 30% 1-3 years back and 19% was bought during the last one year. It proves that people started using washing machine in order to utilize more time in other productive work. The trend of purchasing washing machine during the last 1-3 years back (30%) and 19% within 1-year time proved that within short time it would become a basic need of a family. KONKA got an impression that washing machine is getting popularity and rate of purchasing of same is dramatically increasing.


4.2.2    Demographic Profile:

Twenty Three % of the respondents are within the age limit of 18-25 years, 33% are within 25-35 years and 39% are 35-50 years. With respect to income group majority of the respondents fall in the category of middle class and upper middle class as 25% of the respondents said their monthly income level are within range of Tk. 15000 to 20000, 33% are within range of Tk. 20000- Tk. 30000 and 31% said their monthly income are above Tk. 30000. Household size of the families have been reported fairly large size; 24% of the families have household size of more than 7 persons followed by 5-6 persons size which constitute 33% and 3-4 persons size which constitute 43% of total sample size.

4.2.2.1 Age Group and Occupation:
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4.2.2.2    House Hold Size:
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4.2.2.3    Family Monthly Income:
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4.2.3     Competitors Analysis:

4.2.3.1    Competitor’s brands and size:

At present about 16 major or minor brands are available in the market having market share of Singer in highest position with 26%, Samsung 15%, KONKA 14%, Daewoo and Butterfly each 7%, Shack lock & Toshiba each 5%. This means users have flexibility and variety of Choice. Based on household size and price level major sizes of washing machines are used

from 4 Kg. to 8.5 Kg. out of which 80% of 5.5 Kg., 12% of 6.5 Kg. and 8% of other sizes.
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4.2.3.2    Brand Awareness:

Brand awareness is very important to take strategic decision for advertisement and marketing campaign, because this gives us idea about the position competitors among the consumers. Survey result proved that Singer has got highest retention rate of 20% followed by Samsung 12%, Toshiba 10%, Vediocon 9% and so on. Reason of high retention rate /brand awareness explained in Brand Awareness for Refrigerator.
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4.2.3.3    Brand Reputation:

36% respondents told brand name as extremely important and 31% as important. It proved that a good brand can attract customers’ mind, because  



a general user feels safe if they buy a washing machine of reputed brand. We feel it is consumers’ normal expectation to get better attention and services from a reputed company than any other brand. In this context KONKA is one of the grade-I company in Bangladesh.

4.2.3.4     Popular sizes consumer using:

Based on family size and price level major sizes of washing machines are used from 4 Kg. to 8.5 Kg. out of which 80% of 5.5 Kg., 12% of 6.5 Kg. and 4% of 4 Kg. and 4% of 8.5 Kg. It proved that 5 to 5.5 Kg. captured the maximum market share and this size is the most popular and effective one for consumers at the moment.

4.2.3.5    Preferable size by the consumers:
Survey proved that 67% consumers prefer 5 Kg. washing machine followed by 26% 5 to 6 Kg. KONKA prefer to start marketing with 5 to 6 Kg. washing machine, because this the most popular size. 
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4.2.3.6    Level of Satisfaction:

Almost all the respondents expressed their satisfaction with the washing machine. 
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4.2.3.7    Important  Features:

It appeared from the survey result that 24% respondent are very much conscious about price followed by 19% told about after sales service, 16% about brand and 12% about outer design/look, 7% concerned about size, 6% wanted to have a from loading machine.
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From the above result we can easily identify three important attributes of washing machine i.e. competitive price, after sales service and brand. Another important point that I have noticed from the survey that 6% consumers told for front loading machine but nobody told about to loading one.
·   Outer design/look:

59% consumers told outer design as extremely important and 33% told it as important.

·   Top loading and Front-loading:

Survey proved that 76% respondents like top loading, who told it as extremely important and 17% told as important. At the same time 97% of respondent like full automatic machine, which is  only possible for a front loading machine.
·    Country of Origin:

53% respondent are conscious about country of origin followed by 21% told it somewhat important and 16% didn’t show any importance about country of origin. Which proved that a European  origin washing machine could play an important and positive role to attract customers.

4.3     Analysis of Market Research on Refrigerator and Washing 

          Machine Industry through Dealers/Retailers 

4.3.0    Introduction:

Electro Mart Limited is one of the very famous and leading multinational Electronics Company in Bangladesh. In consumer durable especially while observation we understand that dealers & retailers have a great influence on the market. They have direct relation with the customer & practical experience to sell this type of products. 

I have selected 27 nos. of different dealers, distributors, retailers who are currently selling approximately 40,000 refrigerators per year of different brands. I tried to cover most of the shops of Stadium Market (Major Market), & Gulshan Market. Out of 27 shops, 10 nos. arc purely retailer & 17 nos. are wholesaler as well as retailer.

4.3.1    Type of Electronics selling by Shops:

All 27 shops/ showrooms are selling Refrigerator. Out of 27 shops/ showroom, 21 shops are selling both washing machine and refrigerator. These shops/showrooms are also selling other consumer durable like TV, Air Conditioners and other electrical goods etc.

4.3.2    Brand Selling by the Shops/ Brands Popularity:

4.3.2.1  Refrigerator:

Most of the shops/ showrooms are selling different brands. Sharp and Daewoo have more intensive distribution arrangement than any other brands which are being sold by the 33% and 30% of the shops respectively. Both

Hitachi and Samsung have been found being sold by 23% of the shops followed by Goldstar and Ignis with 20% coverage. 

Moreover some of the shops are also selling Toshiba, Meline Stone, Butterfly, LG, Mitsubishi & some other brands. A lot of brands are in the market with no one dominating.
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Most popular brand to the customers, according to the dealer’s opinion, is Samsung. Followed by Daewoo and  Hitachi. Shack lock is in 3rd position. Goldstar, Sharp and Ignis are also in good position. It should be mentioned here that Singer, Ranges and Toshiba are popular refrigerators which are being directly sold to the customers from the company’s own showroom.

4.3.2.2  Washing Machine:

Most of the shops are keeping different brands in their display. Samsung & National are selling through 24 % of the shops followed by Daewoo which has coverage of 19%. Hitachi / Ranges/ Indesit/ Evernol are kept in 14% of the shops. Moreover some of the shops are also selling Sharp, Ignis, Sanyo, Shack lock, Ariston & some other brands.

According to the dealers’ opinion, most popular brand in Washing machine is Samsung followed by National and Hitachi. Ignis, Indesit, Daewoo, Evernol  are also in good position.

Brand popularity (Washing Machine)
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4.3.3 Products Popular Features:

According to the dealers’ opinion brand, price, design, country of origin & quality are very important factors to the buyer. They mentioned that brand name and price are the two most important features which contribute to the popularity of a particular brand. Quality and design come after these two. 

Popular features (Refrigerators and Washing Machine)
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4.3.4     Interest in Selling KONKA Products:

74% of Dealers / Retailers said that they are very much interested in keeping and selling KONKA products;  on the other hand 15% said that they are still not sure and will decide later on. Another 11% is not interested to sell our products because they are importing different brands directly from different countries (mostly from Malaysia, Thailand, Singapore). Dealers who are not interested in KONKA product are already agents of some other brands.

4.3.5    Size, Color and Technical Features of Refrigerator:
Most popular size of Refrigerator is 160 to 220 liter. 47% Retailers/ dealers have suggested including refrigerator of this size. The 2nd popular size is within 220 to 260 liter (34%). The 3rd popular size is within 260 to 300 liter (13%). These sizes are very popular to middle class consumers who are creating the increasing demand of Refrigerator. They also suggested to import large size refrigerator in small quantity which are demanded by some affluent consumers.
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Color can be any attractive sober color. For example white, blue and light silver have been found from dealers’ opinion as the more popular colors than any other ones.
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Two doors with multi chamber, auto-power off, lock and frost are the attributes dealers found very popular among the refrigerator buyers. Some of the consumers are interested in larger than normal chamber of freezer. 

4.3.6    Size, Color and Technical Features of Washing Machine: 
70% Retailers/dealers mentioned washing machine with capacity of 5 kg -6kg as the popular size; only 19% of the dealers suggested washing machine with capacity of 3.5 kg to 4.5 kg. There is very little demand of the same with more than 6 kg capacity. 
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Color can be any attractive sober color mainly  white, light white etc. 
43% of the dealers/retailers said that it is mainly the top loading washing machine which is demanded by the customers in their shops. 38% mentioned higher demand of front loading machine than top loading ones. According to them most of the consumers are not familiar with using front loading machine. 
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76% of the dealers/retailers said that consumers are wishing to buy fully automatic machine followed by 14% who said that they prefer semi automatic machine. The 76% consumers of fully automatic machine are shifting to semi- automatic machine & manual machine because of high price and their lack of experience regarding use of fully automatic Washing Machine.
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4.3.7    Guarantee:

Seventy % of them are of the opinion that KONKA have to provide minimum 1 year full guarantee for their products. 17% have an opinion that we should provide 5 years guarantee. As per them more guarantees will make the product more popular & acceptable in the  market. To decide guarantee period we can check the guarantee facilities provided by other competitors which are similar.
4.3.8  After Sales Services:

After sales service will be the backbone of KONKA  home appliances business. We have to establish & handle it carefully in order to create consumer satisfaction. 

For our products, 41% of them has suggested 5 years free service, 21% of them has suggested 2 years free service, another 21% of them are suggested 3-4 years free service and 17% of them suggested 10 years free service. After that we shall have to provide services against reasonable payment. Some of the dealer also suggested arranging home service facilities.

All the above responsibility has to be controlled/ ensured by KONKA directly. 

4.3.9     Dealers/Retailers Commission:

Different Dealers/ Retailers are getting different sales commission. 58% of them is getting 4% to 5% commission. 38% of them is getting little bit higher commission i.e. 6%. 
I found  one retailer in Gulshan Market who is getting 10% Commission. Please note that Gulshan area is a rich area & they are selling in higher rate with extra facilities such as after sales service. Please note that all the above commission also includes salesman’s commission.
I asked them that how much commission they want. 80% of them wanted 5% to 7% commission, 15% of them wanted 7% to 8% commission & 5% of them wanted 10% commission.

I also wanted to know in what situation they promote the product of KONKA. Then most of them answered that this will depend on sales commission & cooperation between them. That means more commission will encourage them to promote KONKA  product in the market. Some of them also told that this will also depend on product quality & after sales service. That means if consumers like the products in terms of quality & after-sales service, then they will automatically promote KONKA products.

4.4   Product Identification/Benchmarking

4.4.1 Refrigerator: 

To compare features of KONKA’ appliances with those of other brand and to identify the specialties I tried to collect available data from market. In order to make KONKA’ product identification in home appliances industry a table is given below. I would like to point out that most of the market leader brands do not supply any product catalogue (e.g. Samsung, Goldstar, Hitachi, Sharp etc.), therefore it is very difficult to collect electrical/ mechanical data. However, the table is prepared based on the data collected from the retailers.

	Brand

Feature
	KONKA
	Shack-lock
	Whirlpool
	Ignis
	Singer
	Samsung
	Daewoo
	Sharp
	Meiling-ston
	Rangs 
	Toshiba

	Country
	China
	Newzaland
	Korea
	Italy
	Taiwan
	Korea
	Korea
	Japan
	Italy
	Thailand
	Japan

	CFC fee
	Yes
	Yes
	Yes
	Yes
	not-declared
	Yes
	Yes
	Yes
	Yes
	Not declared
	Yes

	HCFC fee
	Yes
	Yes
	
	
	
	
	
	
	
	
	

	Freezer at top
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes

	Freezer at bottom
	Yes
	Yes
	No
	Yes
	No
	No
	No
	No
	No
	No
	No

	Guarantee
	Yes
	5 Yrs rust fee
	2 Yrs
	3 Yrs
	5 Yrs
	2 Yrs
	2 Yrs
	2 Yrs
	2 Yrs
	2 Yrs
	2 Yrs

	Fine back
	Yes
	Yes
	Yes
	Yes/No
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes/No
	Yes

	Lock
	Yes
	-
	Yes
	Yes/No
	Yes/No
	Yes
	Yes
	Yes
	No/Yes
	Yes
	Yes/No

	Separate Compartment
	Yes
	Yes (bottom freezer)
	No
	No
	No
	No
	No
	No
	Yes
	No
	No

	No-frost
	Frost (hgh breed)
	Frost (high breed)
	No-frost
	No-frost
	No-frost
	No-frost
	No-frost
	No-frost
	No-frost
	No-frost
	No-frost

	Power cons. For 315-335 Itrs.
	120 watt
	166-171 watt
	-
	-
	-
	-
	-
	-
	-
	-
	-

	Storage time if Power failure


	16 hrs./ 

18 hrs.
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-

	Freezing temp
	-18°C
	-18°
	-
	-
	-
	-
	-
	-
	-
	-
	-

	Size (mentioned on the body)
	In liter
	In liter
	nothing 
	liter
	nothing
	nothing
	nothing
	nothing
	Liter
	nothing
	nothing 

	Voltage
	160-260V
	220-240V
	220
	240V
	220
	240V
	220
	240V
	220
	240V
	220

	Size 315-335 Ltrs. H × W × D in cm
	171×60×60
	165×64×67
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	

	170-200 liters
	
	Tk. 22500
	
	
	Tk. 23500
	Tk. 21000
	Tk. 16600
	Tk. 22000
	Tk. 18000
	Tk. 20400
	Tk. 17600

	220-250 liters
	
	Tk. 27000
	
	Tk. 22000
	
	Tk.22200
	Tk.21500
	Tk.23000
	Tk.21000
	Tk.23700
	Tk.21700

	260-285 liters
	
	Tk. 26500
	
	
	Tk. 27200
	Tk.25500
	
	
	Tk. 23500
	
	

	340 liters
	
	
	Tk. 19000
	Tk. 24500
	TK. 28700
	Tk.26800
	
	
	
	Tk. 27300
	

	Dealers commission
	6%
	6%
	4-5%
	5%
	6%
	5%
	5-6%
	6%
	5%
	-
	5%

	Power Plug, B.S. type
	EP-40
	
	
	
	
	
	
	
	
	
	

	Product Catalogue
	Available
	Available 
	No
	No
	No
	No
	No
	No
	No
	No
	No


4.4.2 Washing Machine:

	Brand

                  Features
	KONKA
	Ignis
	Indisit
	Ocean
	Whirlpool

	Type
	WM1000
	B95LA
	WGD1030TX
	WD × 900
	

	Market price (Wash &                 spin)
	
	Tk. 2500
	Tk. 29500
	Tk. 26000
	

	Market price(DM.) *
	
	
	
	
	

	Dealer Margin
	6-7%
	6%
	6%
	5%
	5%

	 Dealer Margin
	
	6%
	6%
	5%
	5%

	 Technical Specification 
	
	
	
	
	

	 Wash technology
	Tumble wash
	Tumble wash
	Tumble wash
	
	

	 Capacity (Kgs.)
	5.5 Kg.
	5 Kg.
	5 Kg.
	5 Kg.
	

	Water consumption fo complete cycle
	65 Liters
	>80 Liters
	>80 Liters
	
	

	Temperature range
	Cold to 90°C
	30°C to 90°
	30°C to 90°
	
	

	 Type of water inlet
	Easy water inlet attachment
	Not easy
	Not easy
	
	

	Is permanent plumbing               required?
	No
	Yes
	Yes
	
	

	Spin speed
	600-1000 RPM
	800 to 1000 RPM
	800 to 1000 RPM
	900 RPM
	

	 Warranty /guarantee
	1 years
	1 Year
	1 Year
	
	

	Voltage
	220-230V, 50Hz.
	220-230V, 50 Hz.
	220-230V, 50 Hz.
	
	

	Weight of machine (Kg.)
	-
	-
	-
	
	

	 Dimensions (W × H × Din  cm
	59.5 × 85 × 55
	59.5 × 85 × 55
	59.5 × 85 × 55
	
	

	Power rating of the heater
	2000 W
	2300 W
	2300 W
	
	

	Electrical connections
	2200W/10Amps
	23000W
	23000W
	
	

	Features
	
	
	
	
	

	Automatic load/half loa Adjustment facility
	Yes
	No
	No
	
	

	ECO valve-detergent saver
	Yes
	No
	No
	
	

	Hot wash Rat mesh
	Yes
	Yes
	Yes
	
	

	 Rat mesh
	Yes
	No
	No
	
	

	Port hole – plastic /glass
	Plastic
	-
	-
	
	

	Multi-wash facility
	Yes
	No
	No
	
	

	Rinse hold
	Yes
	-
	-
	
	

	 Higher water level
	Yes
	No
	No
	
	

	Power Plug, B.S. type
	EP-40
	-
	-
	
	


4.5      SWOT Analysis

4.1.1 Opportunities:

· The size of the market for quality household goods is of sufficient size & purchasing power of this segment is very good.

· The market has the growth potentials as well as in neighboring areas.

· A good number of successful dealers are interested to keep KONKA product.

4.5.2    Threats:

· Increasing number of consumers are buying their products from show rooms, in which area KONKA in not yet strong.

· Total Asian economy is now facing a recession period.

· Unstable tax regulation of Bangladesh Government.

· Devaluation of Taka in comparison with Foreign Currency.

4.5.3    Strengths:

· Enjoy very good corporate image.

· 22 years of KONKA presence in Bangladesh.

· After sales-service setup for wide range of products

· Relatively higher profitability of Electronics products.

· High quality raw materials are induces for manufacturing.

4.5.4 Weaknesses:

· Some major competitors’ marketing promotion & communication budget is higher than that of KONKA.

· The targeted segment is not so much large & already some competitors are working in that target.

· Political unrest and natural disaster after disrupt expected sales growth.

Chapter: 5- Market Segmentation

5.0      Introduction

Market consists of buyers and buyers differ in one or more ways. They differ in their wants, resources, locations, buying attitudes, and buying practices. Through market segmentation it becomes easy for accompany to understand about the market and the consumers requirements.

5.1      Market Segment and Demand on the basis of Price

5.1.1   Size-1 (170L-200L):

	Size 170L-200L

	PRICE
	DEMAND (QNTY)
	%

	Tk. 17000-18000
	7392
	44%

	Tk. 18000-19500
	4368
	26%

	Tk. 19500-20500 (KONKA SEGMENT)
	5040
	30%

	TOTAL DEMAND
	16800
	


5.1.2 Size-2  (200L-250L):

	Size   200L-250L

	PRICE
	DEMAND (QNTY)
	%

	Tk. 20500-22500
	5280
	44%

	Tk. 22500-24500
	3120
	26%

	Tk. 24500-26500 (KONKA SEGMENT)
	3600
	30%

	TOTAL DEMAND
	12000
	


5.1.3 Size-3 (250L-285L):

	Size 250L-285L

	PRICE
	DEMAND (QNTY)
	%

	Tk. 24000-25000
	2288
	44%

	Tk. 25000-29000
	1352
	26%

	Tk. 29000-34000 (KONKA SEGMENT)
	1560
	30%

	TOTAL DEMAND
	5200
	


Chapter: 6- Strategic Pricing

6.0     Introduction

Price is a major factor the consumers are looking for. Therefore the company must decide on its strategy for the product before setting the price.  Pricing is determined by decisions on market positioning. If the company has selected its target market and positioning carefully, then its marketing mix strategy including price will be ideal and acceptable to the customers.

6.1    Refrigerator

6.1.1    Pricing Strategy for Refrigerator:

It represented 38% of respondents as extremely important, 38% as important i.e. KONKA  have to offer a competitive price to the customers and must be little lower than the good brands already available in the market. Sometimes 14% of respondent do not want to consider price as only an important factor. It seems that they prioritize a good and reliable product first then they consider price as 2nd priority.
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6.1.2 Price range of refrigerator possessed by respondents:

Respondents told about the price of refrigerator they have bought apart from size. 61% of them told within Tk.15000 to Tk.20,000 followed by 22% told between Tk. 20,000 to 25,000 and 8% told between Tk. 25,000 to 30,000. This information will be helpful to identify a benchmark for KONKA refrigerator in order to target market segment.
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6.2 Washing Machine

6.2.1 Pricing Strategy for Washing Machine:

It represented 74% of respondents (32% told it extremely important and 42% as important). However, 18% are of the opinion that price is somewhat important i.e. they give first priority to a good quality equipment and 21 priority about price. As a whole, I came to know that washing machine must be quality one and price also should be in acceptable range. 8% of respondent identified that a quality product is more important than price. 
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6.2.2 Consumers expected Price Level:

Twenty Four % respondents wanted washing machine at a price range between Tk. 20000 to Tk. 25000. 51% of respondents expected price range between Tk. 15000 to Tk. 20,000 and less than Tk. 15000 is the expected price of 24% respondents. From strategic point of view these data are very important, because based on these data KONKA can identify their target customers as well as set customer’s price.
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Chapter: 7- Strategic Promotion

7.0 Introduction

Promotion means activities that communicate the good sign, advantages of the products and persuade target buyers or the consumers to get it. In general there may be two types of promotional objectives:

Long Term Objectives

Short Term Objective

7.1   Strategic Promotion for Refrigerator

7.1.1   Influence on the Buying Decision:

Two major factors, i.e. family members’ (52%) and experience (9%) influence in choosing what brand to buy. It was supported by the result of 27% influence by friends, neighbors and promotional campaign. Here I can term ‘experience’ as performance satisfaction (9%), which can be gained by providing good products and also after sales service.

Other influences 13% are mixed issues, which generates from promotional campaign by various media.
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7.1.2 Decision Maker of Family:

Wife and husband jointly represented 66% of the market in taking decision on what brand to buy, which followed, by 21% of wife only. In reality, wife is the main decision-maker, since she is the user of refrigerator. Therefore, concentration should be given to educate them, so that they feel interest to buy KONKA brand.
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7.2 Strategic Promotion for Washing Machine

7.2.1    Influence on buying decision: 

Survey proved that two major factors influenced on buying decision i.e. friends & neighbors 43%, which followed by family members 37% other factors of influence, are 12% by experience and 4% each by dealers. Here, I  would like to mention that the family members their friends & neighbors’ awareness about KONKA can be generated by using suitable media of advertisement like TV/radio, News papers, posters, etc. Same time some push sales may be helpful. Here again I can term experience as performance satisfaction, i.e. if people are satisfied with KONKA brand then they suggest other people to buy the same, which can be gained by repeated campaign by advertisement through suitable media.
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7.2.2 Decision-maker:

Wife and husband represented 59% of the market in taking decision on what brand to buy which followed by 20% of wife only. They should, therefore, target both wives and husbands during their promotional campaign.


[image: image30.png]Decision maker

Others, 3%
Parents, 6%

Children, 6%

Husband
only, 6%
Wife and
husband, 59%

Wife
only, 20%





7.3   Promotion and Sellers Influence

Eighty Eight % of them told that both promotional campaign & seller’s influence are required to be successful in the market. 8% is of the opinion that promotional campaign can solely make the product successful & 4% have the opinion that seller’s influence can solely make the product successful.
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Chapter: 8- Distribution System

8.0    Market Placement

8.1    Placement for Refrigerator:

37% from show room and 52% from stadium market identified as buying place and 11% as other place. During survey I have found that shop in stadium market keep all kind of brand but exclusive ‘show room’ in a separate area also creates an individual identity and strength. During the last 2-3 years purchasing of appliances from show rooms are increasing quite remarkably due to confidence gained by them in terms of quality, services, behavior, prices etc. I found that most of the good brands like Singer, Toshiba, Shacklock, and Samsung have their own showrooms.
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8.2    Placement for Washing Machine

Survey proved that stadium market is the 1st choice to the consumer i.e. 51% bought white goods from this market. Normally, customers, who like to bargain and want to compare features of various brand prefer stadium market. Second choices of customers are show rooms which represents 38% of consumers. During the last 2/3 years purchasing of appliances from show rooms are increasing quite remarkably due to the confidence gained by them (show rooms) in terms of quality, honesty, fixed price, well behavior, services etc.
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Tools to be considered 

Product:

Product line for refrigerator should comprise three popular sizes 150-200 ltr., 220- 260 ltr. And 260-300 ltr. Frost freeness and quick freezing compartment should be available with the products. A lock in the refrigerator should be installed so that we do not lose half of the potential market. While, blue, light blue and light silver should be the color of refrigerator and for washing machine white should be the selected color. 5.6 Kg. would be the ideal size for the washing machine.

Placement:

To ensure the depth of distribution coverage both show rooms and stadium market should be covered; introducing in at least one chain of show rooms and 4 to 5 shops of the stadium market would fulfill the purpose in this respect.

Promotion:

Promotional campaign should be targeted to both husband and wife.

Dealer’s/Retailers incentives:

Arrangement should be made to deliver goods instantly to the retailers with efficient distribution system. Dealer’s/retailer’s commission of 6-7% would be ideal margin to push the product by an attractive margin. Dealers’ sales promotion like giving incentive to them for reaching target or making additional sales would be very effective mechanism. Credit facility should be extended to the retailers/dealers against bank guarantee. However we can provide with credit to some reliable parties without any collateral especially for display purpose.

Guarantee and after sales service:

At least 5 years guarantee should be offered for refrigerators and 1 year guarantee should be offered for washing machine respectively. On the other hand free after sales service after the guarantee should be 5 years for refrigerators would be and added facility which be a selling for the company. Guarantee, spare parts and after sales service should be fully monitored and controlled by the company.

Conclusion

To be a successful company in the electronics industry, a company must have to give attention to the top selling generics. In Refrigerator and Washing Machine sector the main competition of KONKA are Sharp, Hitachi,  LG,  Samsung , Singer, Shacklock, Rangs etc.

Therefore, to be one of the winning organizations “KONKA ” must succeed best in satisfying the customer’s need.
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