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3. Introduction to the Study
3.1. Rationale of the Study
As my topic is “ACI Aerosol as a brand; Present Market Position and a Qualitative Analysis to be in the Race” and ACI is very prominent company in Bangladesh. ACI Aerosol is an old brand in aerosol industry and also it is the first brand in Bangladesh in aerosol category. But over the time this particular brand performance decline day by day. As a marketing student I try to find out the present market scenario of this brand as well as an qualitative analysis of that brand. Because my report will help them to reposition or re-branding the ACI Aerosol because the competition is high, consumer need has changed, substitute product has arrived etc. 

It is the duty of the marketing department that how the position to consumer and market. That’s why they need extensive marketing analysis which helps them to re-positioning the brand. And in today's competitive and overcrowded market, new businesses need to work harder than ever to stand out and attract the right customers. Marketing and networking will only get you so far. You will need to build customer loyalty, and the strongest way to do this is branding. So when the word branding or re-positioning or re-branding come then you need to analyze the market and the product. 

As a student of Business Administration this type of analysis helps me a lot when I take place in practical field. Because as a marketer of any product I have to now what is my position in the market and how can I go further with my particular product because day by day the competition goes up. So I have to understand all the scenario of market and my product. Because a good analysis of product or market show me the path of success in business.  

3.2. Statement of the Problem
At present, there are three aerosol manufacturers operating in Bangladesh. Operators have used different strategies to penetrate in to this huge unmet market. Little research study on this sector with particular emphasis on the aerosol industry of Bangladesh has been carried out so far that can provide substantial market information about this rapidly growing industry. The market intelligence of respective operator companies reaches out to gather relevant information, which remains highly confidential and exclusive from one another. Under the above circumstances, the problem statement would be “ACI Aerosol wants to know about the drawbacks of their existing campaign and ways to improve”.


3.3. Scope of the Study

This report renders a close analytical look at the aerosol industry of Bangladesh with main focus and emphasis on the ACI Aerosol, its growth and development since its inception. It also sheds light on the competitors of the cellular market, its growth prospects and potentials. The report is written from the point of view of ACI Aerosol and a step to measure the existing campaign and ways to improve it. My research conducted is limited on Dhaka city only. Limited time period and budget do not permit us to cover all the urban areas of the country. As a result it would not be possible to get access to all relevant data and information of this study.
3.4. Objectives of the Study
· General Objective:

The general objective of this report is to provide with an over view of the ACI marketing policies so that the theoretical learning can be related with the real life business situation. 

· Specific Objective: 
This report aims to achieve the following specific objectives:

· Extensively describe ACI Ltd. as an organization providing insecticide service in Bangladesh, its products and services.

· Identify ACI Aerosol’s current scenario, reasons behind its failure, do SWOT and situational analysis. 

· Illustrate the aerosol sector of Bangladesh with facts.

· To portray and analyze the trend, change and competition in the aerosol industry.

· To identify the plethora of bottlenecks faced by the ACI Aerosol and ways to remove all those hindrances.

3.5. Methodology

Type of business research used in this report is of descriptive nature. Through this descriptive research this report seeks to determine the answers to who, what, where and how questions of the aerosol industry of Bangladesh. Primary data analysis was selected as the basic research method.
· Data collection

Data for this report has been extracted from secondary and primary sources, as the descriptive nature of the study to prepare this report calls in for existing facts and information compilation.



· Source of secondary data

Majority of the secondary data was obtained from the Marketing Department of ACI Aerosol. Annual reports of the operators, their official web sites, reports done on the insecticide sectors and information obtained from the Internet .All those augmented this report to take a comprehensive shape. 

· Data collection Instrument

In-depth interviews were conducted with the key marketing personnel of ACI Aerosol to obtain ideas about the market, current happenings, developments, competition, problems, hazards and challenges faced by them operating in the fastest growing technological industry of Bangladesh.

3.6. Limitations

The major limitation factor for this report was primarily the reluctance and strict adherence to confidentiality maintenance attitude shown by the officials of ACI.  Most of the relevant literature and study materials on this sector were not updated, and no comprehensive in-depth study on the Aerosol industry could be found. Time constrain also block my further improvement attempts.


4. Findings and Analysis of the Study 
4.1. Marketing Process of ACI Aerosol

ACI Aerosol’s Marketing Process is combined with two sets of uncontrollable variable- Market and Outer cycle and one set of controllable variable, namely Marketing Mix. To find out it’s impact of outer cycle I did PEST analysis.

PEST Analysis     
           PEST analysis is comprised with four elements:                       

P= Political

E= Economic

S= Social

T= Technological

There is an integrated impact of these factors affect the marketing of products indirectly. Let’s furnish it in terms of ACI AEROSOL:
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4.2. Market Analysis

Here is some of my finding regarding their customer.
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4.3. Brand Preference Analysis


Pear Comparison
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Foot Note:  

Row - Allocating Marks 0

  Column-Allocating Mark 01

· The background of these pear comparisons has been attached at the appendix


4.4. Product Analysis

Brand post mortem



Brand Name
 

ACI Aerosol



Brand Mark
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Trade mark
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Brand personality

Mosquito Destroyer



Core of the Brand 

Product



Organization association
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Country of origin

Bangladesh



User image


Conscious,







Responsible



Emotional brand                    Family tradition



Brand equity


Moderate



Symbol
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4.5. ACI Aerosol product level
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Figure: ACI Aerosol product level
4.6. Brand Strategy Matrix
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4.7. Perceived Quality dimension
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4.8. Price 
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4.9. Place (Distribution Network)

The company maintains strategically located sales centers in nineteen different locations across the country. It has developed an advanced distribution system through its more than 300 skilled and trained manpower and a large fleet over eighty vehicles. The distribution system is capable of handling continuing volume of diverse range of products from the various businesses. 

The dedicated sales team of the Consumer Brands business headed by National Sales Manager and supported by 5 Zonal Sales Managers and 27 Area Sales Managers. At the bottom of the sales organization tiers are the 260 Sales Representatives and 12 Rural Sales Promoters. The business is further helped by the common distribution network of 19 depots located at strategic places all over the country with a fleet of 67 vehicles to support the activities. The sales network of ACI consumer brands includes 151 Distributors including 71 rural Distributors to ensure wide availability of ACI products in the shelves of shopkeepers across the country.


4.10. Promotion

     The options available for ACI aerosol are...
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I found them to follow only “above the line” and much selected media like

· TV (rare).
· Point of Purchase display (rare).
Push and Pull

Apart from these two they usually depend more on the Push strategy that that of Pull.
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4.11. Competition Analysis
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4.11.1. Competitor’s Profile

Mortein

Brand post mortem


Brand Name
 

Mortein




Brand Mark                   



Trade mark 




Brand personality

Care giver

Core of the Brand 

Product (value creation)

Organization association

Country of origin

United Kingdom


User image                             Responsible to the family.


Emotional brand                   Mother care to her beloved family.


Brand equity


High










            Symbol                                    




Secondary Brand Association 
· Brand character       
· Celebrity Endorsement


4.11.2. Competitor’s Profile
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Brand post mortem



Brand Name
 

Mortein

Brand Mark                   
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Trade mark   
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Brand personality

Care giver



Core of the Brand 

Product (value creation)



Organization association
SQUARE PHARMACUTICALS



Country of origin

Bangladesh.


User image                             Responsible to the family.



Emotional brand                     Mother care to her beloved family.



Brand equity


Moderate



                     
 Symbol               

                    


                        Secondary Brand Association

· Celebrity Endorsement     Sharmeen Shila (TV artist)


4.12. SWOT Analysis of ACI Aerosol
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4.13. Opportunity Matrix
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Here ACI is staying in 1. That means High Attractiveness and High Success Probability.  Company is developing a more powerful lighting system.

4.14. Threat Matrix
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Here also ACI is staying in 1. That means High seriousness and High Probability of occurrence. Competitors are developing a superior lighting system.



4.15. STP analysis

Segmentation

Out of various level of marketing segment like Mass Marketing Segment Marketing, Local Marketing, Individual Marketing; ACI have ACI Aerosol to use Segment marketing strategy. As I have gone through the various segmenting strategies I have identified ACI Aerosol do follow Undifferentiating Segmenting strategy.
Here company projects its marketing approach in a way that views the market as one big market with no individual segments and therefore requires a single marketing mix.

Basing on their segmenting strategy I have further tried to identify their core segmentation procedure. And there by I found them to follow Income segmentation as well as Psychographic Segmentation. 

1. Income Segmentation: It is a strategy of dividing the market in to different income groups. ACI Aerosol here they can segment the market into different income group like around taka 1000 and above.

2. Psychographic Segmentation: It is a strategy of dividing the market in to different groups based on 

· social class 

· life style, 

· Personal characteristic.


People in the same demographic group can have very different Psychographic 
makeup.

3. Behavioral Segmentation: It is a strategy of dividing the market in to different groups based on 

· consumers’ knowledge 

· attitude 

· use 
· Response to a product.


4.15.1. Market Segmenting Procedure

ACI Aerosol, follow the Need based Market Segmentation approach developed by Roger .J. best in his book “Market-Based Management.” The 7 steps in Segmenting process is discussed bellow…

Step-01: Need Based Segmentation:

ACI Aerosol segments their market basing on the group of people’s similar desire for getting better protection from mosquitoes.

Step-02: Segment Identification

ACI Aerosol, are segmenting their market based on the following broad categories, namely:

· Demographical segmentation

· Psycho graphic segmentation

· social class 

· life style, 

· Personal characteristic.

Their further segmentation the market and then find followings:

· Upper-Upper class.

· Upper class.

· Upper- Middle class.

· Middle class.

· Lower Middle class.

· Lower class.  

Step 03: Segment attractiveness

Based on the market growth and market access, ACI Aerosol identified the following attractive segments...    
· Upper-Upper class.

· Upper class.

· Upper- Middle class.

· Middle class.


Apart from this concept ACI Aerosol is the first aerosol appeared in the market. As a result ACI Aerosol becomes the brand generic to the prospects.

Non- attractive segments:

· Lower Middle class.

· Lower class.
Steps 04: Segment Profitability

Although ACI have found their attractive segments, they need to judge the profitability of those segments also. Basing on the customer purchase power as well as willingness to get the service, ACI discover the following names to be profitable segments for us…. 

· Upper-Upper class.

· Upper class.

· Upper- Middle class.
Step 05: Segment Positioning

As a marketer, ACI will create value proposition and product, price, positioning, strategy based on that segment unique customer needs and characteristics.   

As a marketer, ACI will create value proposition basing on the segment’s unique customer needs and characteristics. For their convenience, they have divided their customer needs into two categories.

· Quality (Effective insets killer)  

· Price (Price skimming)



ACI Aerosol Value Proposition

Effective Insect Killer.

Step 06: Segment Acid Tests

It’s a long existing product and that’s why its not applicable now.

Step 07: Marketing Mix Strategy

There ACI consider all the aspects of marketing mix especially the Four P’s-

· Product

· Price

· Promotion

· Place

Market Preference pattern

ACI tried to find out the market preference on their most important attributes, namely…

· Price 

· Quality (Effective killing power)
Customer preference on goes to dimension is given below:
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4.16. Targeting

Market targeting is the process, which evaluates each market segment’s attractiveness and suggests one or more segment to enter. Market segmentation reveals their market segment opportunities. After market segmentation they will evaluate each of market segments attractiveness and decide where to enter.
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4.16.1. Market Targeting Strategy

There are basically 05 Patterns of target market selection strategies, from which I have revealed product Specialization for us.

[image: image37.jpg]Figure: Selective Specialization




Legend

                                    P-1              ACI Aerosol

P-2               Nil.

Market 1      Upper-Upper class.

Market 2     Upper-Middle cla

4.17. Product life cycle analysis
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Source: Fig: 8.1 page: 148 Mastering Marketing Management, Roger Cartwright

Product Life Cycle is a fairly accepted marketing idea and the more sophisticated ‘dynamic product life progression’, which was developed to represent the more complex situations that can be found in modern global market place. The new model was introduced to alleviate the problem of self-fulfilling prophecy that had become attached to the conventional PLC model.

Now, ACI AEROSOL is staying in Saturation – supply exceeds demand, possibly because of changing tastes. As demand drops, so profits shrink and competition becomes ever foster.


4.18. BCG matrix
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The BCG matrix method is based on the product life cycle theory that can be used to determine what priorities should be given in the product portfolio of a business unit. To ensure long-term value creation, a company should have a portfolio of products that contains both high-growth products in need of cash inputs and low-growth products that generate a lot of cash. It has 2 dimensions: 

· Market share 

· Market growth rate

The basic idea behind it is that the bigger the market share a product has or the faster the product's market grows the better it is for the company. Placing products in the BCG matrix results in 4 categories in a portfolio of a company.



4.18.1. Relation between BCG and PLC of ACI Aerosol

As I have gone through the profile of ACI aerosol, I have figure out that ACI its in final stage of Cash Cow and it is heading towards dog stage.
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From the earlier description I found out that ACI Aerosol is in saturation stage of the PLC which means product supply is grater than that of the demand. Now if they try to relate this concept with PLC then they will found that they are at the saturation stage.


5. Specific Drawbacks 
1. As ACI is basically a pharmaceuticals industry, Agro section get less preference to the management. 

2. As insecticide market is very large. ACI always have to face huge competition.

3.  ACI can not switch other product line frequently due to its highly expensive production plant.    

4. ACI could not offer a better line extension for their target market.

5. ACI Aerosol can not control their price.

6. ACI product quality is very poor to compete in the market.

7. ACI failed to create any emotional position although they are in the industry for a long time.

8. ACI’s promotional activities are very weak and sometimes annoying comparing to other brand.

9. Their product design is not user-friendly.

10.  Their commercial appeal is not informative.

11. ACI always fail to communicate with mass customers.

12.  ACI should reduce their price.

.


6. General Recommendation
· As ACI aerosol is the flack ship Brand of ACI, It carries the whole company identity in the market. So management has to give more important in this sector.  

· An aerosol factory is very expensive production plan. It is not possible to change the core product line frequently. On the other side competitors like MORTEIN are offering line extension in the market. So ACI should come with a different product item. 

· Bangladesh is a developing country. So customers always expect a less price from the producer. ACI aerosol price is higher than their competitors which influence their decreasing sales.

· ACI aerosol is very strong smelled and its duration is very short. So customers do not want to buy this. If they can over come this problem ACI will regain the market. 
· ACI aerosol is so poor that it can not create in customer mind; even it is some times annoying. To capture the mind share of target market is very important for positioning a brand. So ACI have to be very conscious about their promotional activities. ACI aerosol cane is very prickly to grip. To make the product user friendly they should develop a standard design.

· Value innovation should be the prime focus for ACI Aerosol. Only by doing so ACI Aerosol will be able to attack and retain its valued customers.

· A part of my research I have identified that target audiences do not get any information about the product and organization from their commercial. So ACI should be conscious about delivery information in their commercial.

· ACI commercials are almost similar to other Brands so it can not create a different image in a customer minds. If they can build their Ads based on a different concept, it will promote their brand image.
· ACI has a sever weakness in terms of communicating with mass people. For this reason they can not create any awareness among target customers. Their massage should be very clear.


7. Technical Recommendation

Leveraging Secondary Brand association

 There are eight different means to create Secondary Brand association. It will discuss them in a sequential manner. 




Company
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Country


  Bangladesh

Channel of distribution
 Creating value chain


Co Branding  

             ACI Aerosol with Savlon


Character
                          No character like Louie of Mortein

            Events
                         Can Organizing

· Road Show, 

· Insecticide fair

· Dengue awareness Campaign 


3rd Party Association              ACI Aerosol can provide award in collaboration                               




with Dhaka city Corporation.


Celebrity Endorsement          ACI Aerosol need to use well known and admired 




people to promote ACI Aerosol “Anti-Dengue 




Campaign” Here I proposed them to use 





celebrity to endorse them. 





8. Opinions of Marketing Guru’s for ACI Aerosol

‘The most popular mistakes and their high cost’
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According to Jack Trout, the marketing gurus, ACI has the following drawbacks---

We are very successful mistake
ACI did superb after its inception but tailed to retain its market share as it because less objective by being a successful company. 

Being first is a differentiating idea

Getting into the mind with a new idea or product or benefit is an enormous advantage. ACI enjoyed that advantage by being the pathfinder for the industry.

Why first, stay first

Although ACI aerosol was the first to introduce the category Mortein captured the market by being the second in the industry. JACK TROUT said …

“One reason the first brand tends to maintain its leadership is that name often becomes generic. But it needs a good idea. ”

Market Specialty is a differencing

“People are impressed with those who concentrate on a on a specific activity of product. They perceive them as an expert.”

ACI Aerosol can therefore concentrate on one market segment and with that over its competitors. 




Opinion of AL-Ries and Jack Trout
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The law of Expansion

“You need to contract your brand not expand it”

                                                                                 AL-Rise Jack Trout.

I found ACI want to go opposite of this law. They did too much brand extension. 

                                                The law of advertising

“Once born a brand need advertising to stay healthy”

                                                                                AL-Rise Jack Trout.

ACI Aerosol didn’t follow this; thereby they lost customers “heart share” and “mind share” significantly. 

                                                 The law of a quality

“Quality is important but brands are not built by quality alone”                                                              

                                  AL-Rise, Jack Trout

Therefore ACI aerosol needs to leverage their secondary brand elements to increase brand equity. 

                                               The law of company

“Brand is brands, companies there is differences” 

                             AL-Rise, Jack Trout

ACI mix-up the company and its brand into a great extent that creates confusion to customers mind. 




Opinion of David Aaker

Brand identity
ACI Aerosol follows “Brand as organization.” They need to foster their images as 

· Brand as a person [Brand archetype]

· Brand as a symbol. [ACI Aerosol doesn’t have any separate symbol] 

Value Proposition

ACI Aerosols core value is its quality. There tagline is “Effective Insect Killer”. I can say that they have successfully identified their “core value”.

Brand Positioning
ACI Aerosol deistically lacks in “Brand Value Positioning” Their IMC mix and matching is sub par in the industry.

Execution

Defection IMC is the reason behind their sales decline. They need to create good salable story with
· Relevance (R)

· Organization (O) and

· Impact fullness (I) that ensure brilliance and durability. 

Brand system

Therefore brand port-folio analysis ACI need to create and identify their silver bullet brand that will add synergy to other brands specially “ACI Aerosol”





Blue Ocean Strategy for 
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ACI Aerosol needs to adopt “Blue ocean strategy” to make the competition irrelevant. The corner stone of Blue Ocean strategy is Value Innovation, means innovation without being 

· Too futuristic, 

· Too technology driven

The zest of theses Blue Ocean Strategy can be sum up in the following manner.

[image: image46.emf] 





Brand Sense of Martine Lindstrome
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The World of Holistic Branding

HSP brands are those that not only anchor themselves in tradition but also adopt some of the characteristics of religions to leverage the concept of sensory branding as a holistic way of spreading the news. Holistic brands are smashable. They have their own identity, which is expressed in its every message, shape, symbol, ritual, and tradition HSP brands are those that not only anchor themselves in tradition but also adopt religious characteristics at the same time they leverage the concept of sensory branding as a holistic way of spreading the news. 
My proposed the Five – Dimensional (5-D) Brand
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Figure – ACI Aerosol scores high on touch.
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Since the very beginnings, the branding concept has evolved from a USP (Unique Selling Proposition) strategy to an MSP (Me Selling Proposition) strategy. The HSP (Holistic Selling Proposition) is likely to dominate the next decade of brands-brands that are heavily inspired by sensory and religious trends. 
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The Holistic Sales Proposition. Transforming your brand into an HSP position requires a systematic approach. In addition, an HSP brand should be truly smashable and leveraged across all accessible sensory touch points.



9. Conclusion
The first prime factor that they need to consider whether there is potential market opportunity prevails in the industry or not. If we consider the growth rate of ACI, we will see they had 8.3% growth rate in the year 2007 and 9% in the financial 2008. So it’s very much clear to  that they win to expand their business growth rate for the next year financial or so.  

Consumer brand division had a healthy growth 10 % over the last year. Notable achievement was also recorded by acquiring marketing and distribution right of a member of global leading brand. Despite low infestation of insect and consequent market de-growth, ACI Aerosol grew by 4% and has achieved a market share of 80%.

When I studied ACI as a company and also ACI Aerosol as brand I find some their bottlenecks about that particular brand. And in this report I tried to fixed it up and also give some suggestion on the basis of that situation. Because of the market is expanding, consumers needs are changing, substitutes products are coming, competitor practice aggressive marketing, that’s why it is high time for ACI that they must go with the market and the business opportunity. They must give up the old think doing marketing because the brand ACI Aerosol is quit old brand now its need some revitalization of the brand.  
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1.1. About ACI


ICI Plc of UK had a pharmaceutical business in Bangladesh. In 1992 the business was divested to management and the name of the Company changed to Advanced Chemical Industries (ACI) Limited. ACI inherited the rich ICI culture of product quality, customer service and social responsibility and continues to nurture. 


In 1973, the UK based multinational pharmaceutical company, ICI plc, established a subsidiary in Dhaka, known as ICI Bangladesh Manufacturers Limited. In 1992, ICI plc divested its share to local management, and the company was renamed Advanced Chemical Industries (ACI) Limited.


ACI is the first company in Bangladesh to obtain certification of ISO 9001 Quality Management System in 1995. ACI is also the first Company in Bangladesh to get certification of ISO 14001 Environmental Management System in 2000. ACI employees are proud of their work culture, business ethics and environmental consciousness.


ACI values are embodied in its mission and vision statements. ACI quality and environmental concerns are clearly stated through declared policies.


What was primarily a Pharmaceutical business in 1992 with a turnover of Tk.80 million with stagnant growth, the new management brought about fundamental changes in policies and has in year 2003 grown to over Tk. 2300 million in turnover through diversified business interest including personal care products, food products, animal health, agrochemicals and seeds in addition to gaining a strong position in Pharmaceuticals.


Strategic Business Unit:


Pharmaceuticals


Consumer Brands


Agro Business:


Crop Care & Public Health


Animal Health 
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ACI has the following subsidiaries


ACI Formulations Ltd.


ACI Trading Ltd.


Apex Leather Craft Limited


ACI Salt Limited





1.2. Company Vision


 


Endeavour to attain a position of leadership in each category of its businesses.


Attain a high level of productivity in all its operations through effective and efficient use of resources, adoption of appropriate technology and alignment with our core competencies


Develop its employees by encouraging empowerment and rewarding innovation


Promote an environment for learning and personal growth of its employees


Provide products and services of high and consistent quality, ensuring value for money to its customers.


Encourage and assist in the qualitative improvement of the services of its suppliers and distributors


Establish harmonious relationship with the community and promote greater environmental responsibility within its sphere of influence.





1.3. Company Mission


ACI’s mission is to enrich the quality of life of people through responsible application of knowledge, skills and technology. ACI is committed to the pursuit of excellence through world-class products, innovative processes and empowered employees to provide the highest level of satisfaction to its customers. 


 


1.4. Value





Quality


Customer Focus


Fairness


Transparency


Continuous Improvement
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1.5. Diversification into New Industries





ACI Limited is venturing into new areas of business, as part of its diversification initiatives. These are followings


 


ACI Salt Limited


ACI Godrej Agrovet Private Limited 





1.6. Consumer Brands Division





ACI was initiated in 1995 with two Flagship Brands of the Company 





Aerosol 


Savlon.





The Division started taking on new businesses through off shore trading as well as local manufacturing. Today it is the largest business division of ACI in terms of turn over. Within this unit there are 4 product categories:


Home Care Products 


Personal Care Products 


Oral Care Products 


Food & Drinks 


Consumer Brands business is supported by a team of Product and Sales Management. The product management team is responsible for making plans for promoting the products to increase the market shares of the existing products and other task is business development through introduction of new products envisaging the opportunities.


The business of Colgate Palmolive is guided by a Resident Business Development Manager from Colgate Palmolive Company and Dabur business is supported by a Regional Manager. They are located at ACI office. Searle has also placed a Country Representative at ACI office to develop the business of Searle products of which ACI is exclusive distributor of pharmaceutical products and the low calorie sweetener ‘Canderel’.


ACI is proud to be the first company in Bangladesh to market mineral water ensuring best of its quality water passed through all the known processes of water purification – high pressure reverse osmosis, organization, ultra violet ray treatment and micro filtration. 
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This is the only bottle water in the country, which ensures the best quality parameters of a pure mineral water. The products are marketed through brand name of ‘ACI Pure Mineral Water’.


ACI markets Dabur honey extracted from natural sources and is the market leader in this segment.


Savlon antiseptic range is another leading brand occupying more than 80% of market share of liquid antiseptic and 95% market share of cream preparation in the country. All institutions including hospitals, govt. offices, hotels and restaurants, barber shops, educational institutes regularly use Savlon as first aid and on routine use for germicide and cleansing activities. The range covers liquid antiseptic, antiseptic cream and a hand wash. Savlon is snatching more market shares of this category every year.


Axion Dishwash Paste manufactured by Colgate Palmolive Company is emerging as a unique and new concept in the dishwashing category.


Angelic Air Freshener is another product to contribute to consumer as a product in everyday freshening the household environment.


In the personal care area ACI markets beauty soap and family protection soap in the brand name of Angelic and Savlon respectively. The products are produced with high quality of noodles imported from Uniqema Malaysia and perfumes and colors imported from Givaduan Switzerland and BASF Germany. The products are of excellent quality and have earned good name in the market place. 


Angelic talcum powder, beauty shampoo and cocoanut hair oil are yet another bunch of products being used by the many consumers of the country and their demand are on the increase. 


ACI markets Dabur Amla and Vatika hair oil and has got a good demand in the premium segment of consumer in Bangladesh.


1.7. Plant





The pharmaceutical manufacturing plant is located at Narayanganj, by the bank of river Shitolokkhya. It encompasses a land area of 11.5 acres with 85,000 square feet covered area. 235 skilled persons are involved in the plant to produce world class quality products. The plant is well designed and well equipped with all latest facilities and state-of-the-art technologies. 
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The responsible team of plant workers, supervisors, officers and managers strictly follow GMP recommended by WHO and In-process Quality control methodology for production and meets all national regulatory requirements.





1.8. Quality Assurance





This dedicated team plays the vigilant role of controlling, ensuring and maintaining the consistent quality of products for which ACI is so well recognized.





1.9. Domestic market





Being a developing country, the pharmaceutical market and at the same time, the pharmaceutical industry of Bangladesh is growing. In this growing market, ACI has been able maintain its growth above the market growth through its innovative marketing strategies as well as products and services of uncompromising quality.


 


In Bangladesh, ACI introduced the concept of quality management system by being the first company in Bangladesh to achieve ISO 9001 certification that reflects its commitment to quality in every aspect of business.


 


ACI covers the health care community of whole Bangladesh based in both urban and rural markets, through its 18 strategically located depots.


 


2. International market





 To fuel the continuous growth of ACI, the company has started exploring international markets. The quality of ACI products, strengthened by its ISO 9001 certification, has brought immediate success in Sri Lanka, Yemen, Myanmar and Vietnam.





I found ACI do…


Product category


�
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