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Abstract

Wheat flour is one of the most preferred cereah#ef the world. This paper tries to identify demhaupply
gap of commonly consumed wheat flour like Atta, aiand Semolina in two major city corporations of
Bangladesh. The objectives of the research is poex the demand supply gap, key players’ perfoaatheir
pricing and distribution strategy, SKU wise contribn to sales as well as consumers’ preferencésands.
This study is mostly in quantitative nature whitere secondary information has also taken into denation to
estimate the market size. Study reveals that “Tbeahd is the market leader in Dhaka City Corpora{DCC)
in all of the three flours whereas “Pusti” brandrdiates Chittagong City Corporation (CCC) markebath
Atta and Maida flour and brand “Horse” ahead in 8&ma flour. Comparing with the sales performant¢he
most selling brand “Teer”, study shows that theran approximately 5300 Metric Tons monthly demsungply
gap in the market for all these three producteréstingly, study unveils that DCC market is baze@® kg SKU
while CCC market completely based on 1 kg SKU. &sec of Atta and Maida, selling of 1 kg SKU
comparatively more profitable than selling of 2&i§U. Both in DCC and CCC, retailers mainly purchfisen
distributors but in CCC, some retailers purchasé& stocks from whole sellers. Both in DCC and CQ€er” is
the most preferred brand.

Keywords: Wheat flour marketing, demand-supply gap, brandopexance, pricing, distribution, consumer
preference, Bangladesh

is

1. Background of the study
Wheat is grown almost all over the world. Banglddesmainly an agricultural country. Wheat is tleeand
most producing food crops of the country. Wheatifflis the second largest cereal item of Banglad&siong
the various wheat flour Atta, Maida and Semolina w&idely consumed. Atta is the mixture of Endospamnd
Bran of wheat which is used to make most flatbreadsh as chapati, roti, naan and puri. Maida idexfeom
the Endosperm (the starchy white part) of wheatctwhis used in making fast food, bakery producthsas
pastries and bread varieties of sweets and sonmgtimenaking traditional breads such as paratha rexah.
Semolina, locally known as ‘sooji’, is the coarpeyrified wheat middlings used in making pasta, kifast
cereals, puddings, and couscous. Despite the oddtitonsumption of wheat flour, there is no avédlabsearch
regarding wheat flour marketing especially on Ai®ida and Semolina in Bangladesh to provide irtsigtthe
manufacturer and marketer. Given this issue asifyid with the help of my employer, have conduttemarket
research in 2007 on wheat flour marketing duringthmge months long internship in a market resedieision
of a leading conglomerate of the country to fulfily MBA requirement. The purpose of the study wakdve
an overall idea about the wheat flour marketingstmgest my company whether it would be feasible to
manufacture and market the food items like Attajddand Semolina.
2. Objectives
The objective of the study is to estimate the mirend potential market size and existing supplyhef Atta,
Maida and Semolina mainly in Dhaka and Chittagoityg @orporation with a view to have a perceptiontiod
business eventuality for business development. ifigadly the study has been conducted with thediaihg
objectives;

* To estimate current market size (Demand)

« To approximate the supply in the markets

« To identify the gap between demand and supplyeémtharket

« To evaluate the key players’ performance in terftheir market share

* To gain an insight about the price both retail timde as well as the profit margin

« To have an idea about the competitors’ distributitwork coverage, distribution reach and out of

stock
* To determine consumers’ preference on the compgthicand
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3. Methodology

The study is basically in quantitative in natureottB primary and secondary data are used in thidystu
Secondary information from the Bangladesh poputaté@nsus 2001, Bangladesh Bureau of Statistics —
Statistical Year Book 2007 helped to estimate tlaeket size of Dhaka City Corporation (DCC) and @igibng
City Corporation (CCC). Monthly sales of Teer bramitta, Maida and Semolina were collected to eatarthe
supply volume. Quantitative data was collected dtineate the demand by per household consumption@and
conceptualize the existing key competitors’ matedre, distribution reach, out of stock, pricingfpp margin,
distribution network and most preferred brand ie tharket using a prescribed questionnaire by fadace
interview.

In order to fulfill the specific objectives, two grate studies were designed to launch. One résestndy
named “Study on per household consumption of A#tajda, Semolina and other food items” was deployed
targeting the housewife of DCC and CCC to estinttae' market size’ based on per household consumjatil
number of household. 300 respondents were seléaliesving convenient sampling method out of whick0l1
respondents were from DCC and 150 respondents fnmare CCC to ensure geographical coverage. Therothe
study titled “Survey on retailer to estimate tineatket share’ of the key competitors in consumeardgolike
Atta, Maida and Semolina” has been conducted te lhe key players’ status in the market. Data reenb
collected from 42 markets out of which 22 from D@l 20 from CCC. Some of these markets from DCC are
Newmarket, Palashi, Hatirpul, Jatrabari, Chalkbakdnupkhola market, Azampur, Ashkona, Khilkhet, Bain
bazaar, Mohakhali, Gulshan-1, Zigatola, MohammadMirpur-1, Mogbazar, Shukrabad, bowbazar, Indira
Road, Malibag Railgate, Sheowrapara, Kazipara aatkets from CCC are Fakirhat, Bohaddarhat, ChalkaBa
Agrabad City Corporation Market, Colonel Hat, Chyal& no Gate, Atura depot, Kemal Bazar, Riazuddizds,
Firingi Bazar etc. About 122&:tailers were randomly selected following five ghanterval out of which 691
from Dhaka City Corporation and 532 from ChittagdZity Corporation.

After collection of data, data are inputted in catgp using a data entry program developed in VisieadPro
Programming Language. Then a tabulation programwyiten in FoxPro to produce data in tabular form.

3.1 Limitation of the study

In Dhaka and Chittagong City Corporation theresmme slam areas. fFod consumption pattern of thedlehs’

of the slams might be different than others. In study we couldn’t include the respondents of stamas and
thus there might have possibility to over estimatad percentage buying and average consumptionedisag
market size. In addition to this, as there is nbliply available data regarding Teer’s monthly salelume and
the percentage contribution of DCC and CCC in safé®er, in calculating the supply volume of tharket the
study relies on approximate value provided by ofehe Assistant Brand Managers of City Group, the
manufacturer of Teer brand.

4. Major findings of the study: The Key Findings are summarized below;

According to the study on household consumptiotal ttonsumption of packaged Atta , Maida and Semadii
DCC is 7169, 1191 and 580 metric tons respectipelymonth and in CCC is 2804, 1175 and 355 maetris t
respectively per month. Comparing with the salasopmance of Teer, in DCC market the approximafgpsy

of Atta is 4404 Metric Tons (MT), Maida is 753 MThd Semolina is 192 MT and in CCC market the
approximate supply of Atta is 1804 MT, Maida is @80 and Semolina is 103MT. Therefore, the approxéana
Gap in the existing market of DCC for Atta is 27183, Maida is 438 MT and Semolina is 388 MT and BC

for Atta is 1000 MT, Maida is 495 MT and Semolis&2b2 MT.

Findings from the survey on retailer reveal th@&gfTis the market leader in Dhaka City Corporatiall three
wheat flour market while Chittagong City Corporatimarket is dominated by two different brands. ieséingly,
study shows that DCC market is based on 2 kg SK39¢8), while CCC market is completely based on 1 kg
SKU (100%). Both of DCC and CCC markets are malmhged on distributors but in CCC, some retailers
purchase products from whole sellers.

The profit margin of almost all of the key compatit of Atta in DCC is around Tk 2.00 per kg SKU and2.70

per 2 kg SKU. In CCC the profit margin is around TR0 per kg SKU. The profit margin of almost dlltbe

key competitors of Maida in DCC is around Tk 2.%0 pg SKU and Tk 4.10 per 2 kg SKU and profit marigi
CCC is around Tk 1.00 per kg SKU. Both in DCC ar@iaCSemolina are packaged mainly in 500gms SKU. The
profit margin of almost all of the key competit@ESemolina in DCC is around Tk 2.00 per 500gms Sifid

in CCC is around Tk 1.00 per 500gms SKU.

Wheat is the only raw material of Atta, Maida areh®lina marketed in Bangladesh. Though wheat i®lyid
produced in the country, the better part is imgbftem other countries. Domestic production isnit to the
mark to fulfill the needs of the market. Thus, igremarket policy has an important impact on theipg of the
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raw materials.

5. Details findings of the study

5.1 Market demand and supply Gap

Market demand for a product is the total volume thauld be bought by a defined customer group defined
geographical area in a defined time period in a@neef marketing environment under a defined marketin
program (Philip Kotler, 2004). Market supply is tim¢al supply of every seller willing and able &ls good. In
economics, supply is the amount of some produdyrers are willing and able to sell at a givengad other
factors being held constant (Wikipedia). AccordiogPhilip Kotler, “Marketers are responsible forntend
management”. To mange this demand prudently maskated to identify the market demand and its Upithey
gap. If the supply of the products and the demahntthed products does not match with each other there a
demand supply gap exists. To measure this gap mearkbould estimate the actual market size andatsg
supply of the products in the market. In this stugyhave tried to find out the existing market gap.

Lack of sufficient empirical data on consumptiontgan of these products caused it difficult to fxerthe
estimation. From our primary data we found that ltbesehold size in Dhaka City Corporation (DCC#.89
and in Chittagong City Corporation (CCC) is 5.49a#, using growth factor to the population of Natl
Population Census’ 2001 data, we derived that tpipulation of Dhaka City Corporation (DCC) is
approximately 6 million and Chittagong City Corpiwa (CCC) is approximately 4 million. Using the
household size we calculated the number of houdslionIDCC and CCC. From our enumerated data, wehgot
percentage of households buying these productsapplied it to calculate the estimated market sizenetric
tons (MT). According to the findings, total consuiop of packaged Atta, Maida and Semolina in DCC1§9,
1191 and 580 metric tons respectively per monthiar@CC is 2804, 1175 and 355 metric tons respelstiper
month (Table: 1).

Besides estimating of a total available market,stae imperative for a marketer to have an ideaw the actual
industry sales taking place in market. In this gtude calculate the market supply based on marksteps
sales volume. In order to do so, one of the AssisBrand Managers of City Group of Industries was
interviewed. According to his information the madgthales volume of Atta, Maida and Semolina of Tiee&3500
MT approximately out of which 70% is Atta, 25% isaMa and 5% is Semolina. In this total sales voluraés

of the sales is generated from DCC whereas salesilmation of CCC is 10% according to his estimatio
However, DCC is the key consuming market of Attaidé and Semolina where contribution varies fro®%65
to 90% according to different large retailers aeerTofficial. Comparing with the sales performantd&eer, the
approximate market supply of Atta is 4408 MT, Mais@53 MT and Semolina is 192 MT in DCC and in CCC
market supply of Atta is 1804 MT, Maida 680 MT af@molina 102 MT (Table: 2). Henceforth, the
approximate market gap in the existing market of D€ Atta 2765 MT, Maida 438 MT and Semolina 388 MT
and of CCC is Atta 1000 MT, Maida 495 MT and Sems[252 MT (Table: 3).

5.2 Brand wise market share

American Marketing Association defined the termatml’ as a name, term, sign, symbol, or design, or a
combination of them, intended to identify the goamsservices of one seller or group of sellers &md
differentiate them from those of competitors. Soofieghe brand names selling Atta, Maida and Semadlna
Bangladesh are Teer, Pusti, Fresh, Yusuf, SaadziF@iver, Horse, Elders, Diamond, Keya, Ifad, Rumin
Maheen, etc. Market share refers competitors’ikathare of percentage in the market. In thisystegort, the
market share represents the consumer off take \eoklvare covering two geographical areas: DCC and.CC
Overall finding reveals that, in Atta market, Téeand is the market leader in DCC with market sludid4.5%,
followed by brands Pusti 15.6% and Fresh 13.9%n@iRusti is leading the CCC market with share ofi%9
followed by brands Fowzi 17.4% and Silver 15.6%d@H). Moreover, in case of Maida, finding reveiat
brand Teer is the market leader in DCC with madketre of 60.4%, followed by brands Pusti 6.8% aaddS
7.2% while Pusti is the market leader in CCC witare of 19.3%, followed by brands Silver 17.1% &iotvzi
14.6% (Chart: 2). Furthermore, for Semolina, idiscovered that brand Teer is the market lead®@A& and in
CCC Horse is the market leader. Market share of isegbout 81.9% in DCC and in CCC 1.7% whereassélsr
market share in DCC is 0% and in CCC is 46.5% (CRar

5.3 Stock Keeping Unit (SKU) contribution

Stock keeping unit (SKU) is a store's or catal@ggtsduct and service identification code, often pyed as a
machine-readable bar code that helps the item twdo&ed for inventory. SKUs are used by supplieithin
their data management systems, to help track amafnproduct in inventory, and/or units of billatdatities
sold (investopedia.com). SKU contribution to th&akanarket volume means how proportions of SKUssald
individually. According to our market study, we falithat there are two SKUs of Atta and Maida areeh
SKUs of Semolina in the market. SKUs size of Attal &aida are 1kg and 2kg and of Semolina are 250gm,
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500gm and 1000gm. For Atta and Maida, measurinfgreiit SKU's contribution in the market we found
opposite direction in DCC and CCC. In DCC, 2 kguBkolds about 83% market share while in CCC 1 k¢SK
dominates the market with approximately 100% contion. For Semolina, in DCC 500gms SKU holds
maximum share of 99.5% while 250gms SKU holds 02fare and 1000gms SKU holds 0.3% share. On the
other hand, in CCC 500gms SKU holds maximum sbbi®.1%, 250gms SKU holds 0.2% share and 1000gms
holds 20.7% share(Chart: 4).

5.4 Brand wise distribution reach or penetration al out of stock

Brand wise distribution reach or penetration impliee percentage of the outlets selling / stocliregbrand
based on total market. We have calculated theildisiion or penetration in terms of numeric disttibn and net
distribution. Numeric distribution reach means phercentage of outlets usually selling the brandlevhiet
distribution means the percentage of outlets starkine brand. Subtracting the net distribution frommeric
distribution we get the out of stock in the markehte findings of study on distribution reach and ofustock of

top five brands of Dhaka City Corporation and Glgting City Corporation are summarized below;

By evaluating the distribution performance of tapefbrands, we found that, in case of Atta, in D@@
numeric distribution reach of Teer is 77.9%, nedtribhution is 76.9% and out of stock is 1%. Numeric
distribution of Fresh is 26.6%, net distributior25.9% and out of stock is 0.7%. Numeric distribatof Pusti is
36.3%, net distribution is 35.3% and out of sta&l %. Numeric distribution of Yosuf is 10.7%, ne&ttdbution

is 10.7% and out of stock 0.0%. The numeric distidn of Saad is 15.9%, net distribution is 15.686 aut of
stock is 0.3% (Table: 4). Again, in CCC the numatistribution reach of Teer is 33.8%, net distribntis
32.9% and the out of stock is 0.9%. Numeric distidn of Fresh is 27.1%, net distribution is 27.a%@ out of
stock is 0. Numeric distribution of Pusti is 39.5 A&t distribution is 38.7% and out of stock is%.8\Numeric
distribution of Fowzi is 28.2%, net distribution23.6% and the out of stock is 0.6%. The numerstrithution

of Silver is 23.9%, net distribution is 23.3% and of stock is 0.6% (Table: 4).

Moreover, in case of Maida, in DCC the numericribsition reach of Teer is 53.7%, net distributiensi3.6%
and out of stock is 0.1%. Numeric distribution oé$h is 3.3%, net distribution is 3.2% and outtotk is 0.1%.
Numeric distribution of Pusti is 7.7%, net disttilom is 7.5% and out of stock is 0.2%. Numeric ritisttion of
Eldars is 8.1%, net distribution is 8.0% and oustoitk is 0.1%. The numeric distribution of Saad.ik%, net
distribution is 9.0% and out of stock is 0.1% (TEal8l). Besides, in CCC the numeric distributiorcreaf Teer is
23.7%, net distribution reach is 22.56% and theafigtock is 1.14%. Numeric distribution of Freshli9.7%,
net distribution is 19.36% and out of stock is @@ANumeric distribution of Pusti is 30.3%, net disttion is
29.89% and out of stock is 0.41%. Numeric distifrutof Fowzi is 21.8%, net distribution is 19.74%dathe
out of stock is 2.06%. The numeric distributiorSilfver is 21.8%, net distribution is 20.49% and ¢l of stock
is 1.31% (Table: 5).

Furthermore, in case of Semolina, in DCC the nuendistribution reach of Teer is 59.3%, net disttibu is
58.8% and out of stock is 0.5%. Numeric distribntreach of Fresh is 0.9%, net distribution is 08984 out of
stock is 0. Numeric distribution reach of Pustili®%, net distribution reach is 1.0% and out otlsts 0.
Numeric distribution reach of Eldars is 4.5%, nd&ftribution is 4.5% and out of stock is 0. The nuime
distribution reach of Saad is 7.1%, net distriboti® 7.0% and the out of stock is 0.1% (Table:Ajdes from
this, in CCC the numeric distribution reach of TeeB.0%, net distribution is 3.0% and the outtotk is 0. The
numeric distribution reach of Fowzi is 13.9%, nétribution is 11.3% and out of stock is 2.6%. Nuime
distribution reach of Horse is 41.2%, net distribatis 40.0% and out of stock is 1.2%. Numeric rdisition
reach of Diamond is 4.9%, net distribution is 4.86@ out of stock is 0. The numeric distributioncteaf Keya
is 12.8%, net distribution is 12.8% and the oustotk is O (Table: 6).

5.5 SKU wise Brand’s average purchase price, seltimprice and profit margin

The following analysis shows the relative purchase selling price of the brands in SKU wise. Thigdg also
depicts the competitors’ average profit margin KlUSwise. To calculate this we have selected fiye boands in
Dhaka City Corporation and Chittagong City Corpiammat Detail price scenario of whole sale, retaitl gofit
margin of Atta, Maida and Semolina by different SKbof top five brands according to market share lnal
City Corporation and Chittagong City Corporatiors theen explained below;

Though the market price of Atta is unstable, therage prices and profit margin has given us andnda for
price estimation. It is noticeable that in DCC jirafargin of almost all of the key competitors atais around
Tk 2.00 (Tk 1.84 to Tk 1.91) per kg SKU and Tk 2(fiom Tk 2.39 to Tk 2.66) per 2 kg SKU. The averag
purchase price, selling price and profit marginTeér 1kg SKU in DCC are Tk 29.62, Tk 31.46 and T&41

147



European Journal of Business and Management www.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) g
Vol5, No.30, 2013 STE

respectively and for 2kg SKU these values are Tk 5Bk 61.66 and Tk 2.65 respectively. The averagehase
price of 1kg SKU of Fresh, Pusti, Yusuf and Saad®@C are Tk 29.89, Tk 29.71, Tk 29.72 and Tk 29.61
respectively and for 2kg SKU these brands cost 804 Tk 59.18, Tk 58.82 and Tk 59.12 respectivéhe
average selling price of 1kg SKU of Fresh, Pustisif and Saad in DCC are Tk 31.74, Tk 31.56, Tk@&4and

Tk 31.52 respectively while in 2kg SKU these braads sold at Tk 61.33, Tk 61.70, Tk 61.46 and Tk781
respectively. The profit margin of 1kg SKU of Fre$tusti, Yusuf and Saad in DCC are Tk 1.85, Tk 1185
1.84 and Tk 1.91 and for 2kg SKU the profit margéme Tk 2.39, Tk 2.52, Tk 2.64 and Tk 2.66 respebyi
(Table: 7).

Interestingly, the purchase price, selling pricel gmofit margin in CCC varies with DCC. Profit margof
almost all of the key competitors is around Tk 1(06m Tk 1.05 to Tk 1.22) per kg SKU. Average puase
price of Teer 1kg SKU is Tk 30.84, sales price ks3I.91 and profit margin is Tk 1.07. The averagechase
price of 1kg SKU of Fresh, Pusti, Fowzi and Silaee Tk 30.58, Tk 30.75, Tk 30.89 and Tk 29.05 retpely.
The average sales price of 1kg SKU of Fresh, PEetizi and Silver are Tk 31.64, Tk 31.80, Tk 31a8d Tk
30.27 respectively. The profit margin of 1kg SKUFsésh, Pusti, Fowzi and Silver are Tk 1.06, TI51Tk 1.08
and Tk 1.22 respectively. (Table: 7).

In case of Maida market, the study found that profargin of almost all of the key competitors in OGs
around Tk 2.50 (from Tk 2.00 to Tk 2.50) per kg SKkd Tk 4.10 (from Tk 3.34 to Tk 4.09) per 2 kg SKithe
average purchase price of Teer 1kg is Tk 31.88sgatice is Tk 34.19 and the average profit maigyifk 2.31.
Average purchase price of Teer 2kg is Tk 62.93%ssakice is Tk 66.33 and average profit marginks3H10.
There are some similarities among the purchasesallidig price of top five brands. The trade prioéghese
brands’ 1kg SKU ranged from Tk 31.50 to Tk 32.5@ &kg SKU costs from Tk 62.56 to Tk 63.81.The tetai
prices of these brands’ varied from Tk 34.19 to3Bk75 per kg SKU and from Tk 66.12 to Tk 67.37 Plg
SKU. Profit margin ranged from Tk 2.00 to Tk 2.56rkg SKU and from Tk 3.34 to Tk 4.00 per 2kg SKU
(Table: 8).

On the other hand, in Chittagong City Corporatithie, average purchase price of Teer 1kg Maida i82Z'Kk9,
sales price is Tk 33.62 and average profit margiiik 1.13. The trade prices of Maida of the toge fbrands
ranged from Tk 31.72 to Tk 32.52 per kg SKU and38ko0 per 2 kg SKU. The retail prices of these tsaf
kg SKU are from Tk 32.52 to Tk 33.77 and 2 kg Sk &k 34.00. Profit margin of 1kg SKU is from Tklito
Tk 1.13 (Table: 8).

In case of Semolina, in DCC, average purchase pfideer 500gms is Tk 18.41, sales price is Tk 2@&&d the
average profit margin is Tk 1.8. All of the topdivbrands’ purchase price, selling price and thesfippmargin
are near similar except brand Romoni. The tradeeprdf these brands 500gms are Tk 18.41 to Tk l&hd8
250gms is Tk 8.50. The retail prices of these saB@0gms are Tk 20.21 to Tk 20.68 and 250gms i4d.KO.
The average profit margins of 500gms varied fromlT&to Tk 2.09 and for 250gms it is sold at TkOl(Bable:
9). In CCC, the average purchase price of Teer ®30g Tk 18.03, sales price is Tk 19.34 and theame=profit
margin is Tk 1.31 .There are some similarities agnthre top five brands’ purchase, selling price dradr profit
margins. The trade price of these brands’ 500gmé &fged from Tk 18.03 to Tk 19.39 and 250gms is Tk
9.00. The retail prices of these brands 500gmdrare Tk 19.34 to Tk 20.46 and 250gms is Tk 10. éflithe
brands’ profit margins varied from Tk 1.00 to Ti81.(Table: 9).

5.6 Consumers’ preference to brand

Retailers were asked to rank among the brands thee high demand irrespective of presence of taadbat
the outlet. According to preference we present tepesix brands of DCC and CCC.

In case of Atta, both in Dhaka City Corporation &tdttagong City Corporation Teer aRdistiare the first and
second preferred brands respectively. In DCC Figshe third preferred brand whereas in CCC, Fawzhe
third preferred brand (Table: 10).

Similarly, in case of Maida, in DCC Teer” is the pseferred brand and Pusti and Saad are the segwhthird
preferred brands. In CCC market, though Teer isl8tepreferred brand, but comprising first, secand third
rank Pusti is the highest preferred brand and tioemes Teer and Fowzi (Table: 11).

Again, for Semolina, in DCC, Teer is the first gneed brand and Pusti and Saad are the 2nd anor&fietred
brands respectively. In CCC market, Horse is thepleferred brand, Fowzi and Teer are the secoddtlzird
preferred brands (Table: 12).

5.7 Marketing channel

Marketing channels are sets of interdependent argtons involved in the process of making a praduc
service available for use or consumption (Philipti&oet al, 2005). Distribution channel is one bé tkey
components of sales and marketing strategies.derdo have the overall distribution picture of#tMaida and
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Semolina the retailers were asked to tell from whbey usually purchase the products. Study fouattibth in
DCC and CCC markets retailers mainly purchase fiistributors. In DCC, about 90% retailers purchiee
distributor and in CCC this ratio is about to 80Phe percentage of purchasing from whole seller @CDis
much more less than that of CCC (Table: 13).

6. Conclusion

Greater consumer awareness of the dietary bewéfitser, bran, and whole grains, increased uderefd (buns)
in the fast food industry, expanded product chdeeg., variety bread, cookies, snack foods, bageld, pita
bread) offered by manufacturers, changes in lifesipd dining habit at restaurants and other aufliEmes N.
Barnes et al, 1998), growing trend in number ohggiopulation who spend more on cereal and bakeusts
(Putnam, Judith et al, 1996) insinuate of incregpsiamand of wheat flour throughout the world. Badgkh is
the world's eighth most populous country, as welbae of the world's most densely populated caemtBigger
population is always a boon for an economy. Biggepulation means more consumers, more demands. In
Bangladesh, supply of wheat flour especially Aajda and Semolina is scanty compare to total denofithe
market. So, there are enormous opportunities inatvfleur marketing. Teer is strongly leading DhaRiy
Corporation in all three flours but, it cannot ntain its leadership in Chittagong City Corporatidn.
Chittagong City Corporation, all brands’ market r&saare close to each other. In CCC, competitioaranthe
competitors is very intense than DCC. Thereforehéf cost of factory establishment, warehousingaof and
finished goods, distribution and overhead foundsifda for manufacturing and marketing Atta, Maidada
Semolina, new company may take initiative to launtieat flour in the market.
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Charts and Tables
Chart: 1 Market Share of Atta by Brands in percentage
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Chart: 2 Market Share of Maida by Brands in percentige
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Chart: 3 Market Share of Semolina by Brands in perentage
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Chart: 4 SKU Contribution in Sales Volume (%)
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Table: 1 Estimation of Market Size or Demand per math
Average Total Total
. Number of - . .
City % of House consumption per| consumption| consumption
Products . ) household . . .
Corporation | hold buying . household in kg in kg per in MT per
buying
per month month month
Packaged DCC 95.00 1,165,644 6.15 7,168,711, 7,168.71
Atta CCC 81.20 591,621 4.74 2,804,284. 2,804.28
Packaged DCC 40.30 494,479 241 1,191,693. 1,191.69
Maida ccc 61.10 445,173 2.64 1,175,256. 1,175.26
Packaged DCC 32.40 397,544 1.46 580,417. 580.42
Semolina CccC 25.80 187,974 1.89 355,278. 355.28
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Table: 2 Calculation of Market Supply based on Maket leader’s sales volume per month

Total Share Product Share of Total
Sales of of sales | Contribution | City sales by Stake of | Market Supply in
. Products . . City Cor. | Share %
Teer in by to salesin | Corp. City i MT of Teer MT per
MT Product MT Corp. month
DCC 80 1960 44.46 4408.46
Atta 70 2450 CCC 10 245 13.58 1804.12
. DCC 65 455 60.4 753.31
3500 | Maida 20 700 ccc 10 70 10.3 679.61
. DCC 90 157.5 81.9 192.31
Semolinal 3 15 7cce 1 1.75 17 102.94
Table: 3 Market demand supply gap
In MT per month
Products City Corporation Total Demand Total Supply APG
Atta DCC 7,168.71 4408.46 2760.2%
CCC 2,804.28 1804.12 1000.16
. DCC 1,191.69 753.31 438.38
Maida
cCC 1,175.26 679.61 495.65
Semolina DCC 580.42 192.31 388.11
ccCC 355.28 102.94 252.34
Table: 4 Brand wise distribution reach / penetraion of Atta (Figures in percentage)
DCC CCC
Brand Numeric Net Out of Brand Numeric Net Out of
distribution | distribution stock distribution | distribution | Stock
Teer 77.9 76.9 1 Teer 53.7 53.6 0.1
Fresh 26.6 25.9 0.7 Saad 9.1 9.0 0.1
Pusti 36.3 35.3 1 Eldars 8.1 8.0 0.1
Yusuf 10.7 10.7 0 Pusti 7.7 7.5 0.2
Saad 15.9 15.6 0.3 Fresh 3.3 3.2 0.1
Table: 5 Brand wise distribution reach / penetraion of Maida (Figures in percentage)
DCC CCC
Brand _Nu_mer_ic _ Net _ Out of Brand _Nu_mer_ic _ Net _ Out of
distribution | distribution| Stock distribution | distribution | Stock
Teer 53.7 53.6 0.1 Teer 23.7 22.56 1.14
Saad 9.1 9.0 0.1 Fresh 19.7 19.36 0.34
Eldars 8.1 8.0 0.1 Pusti 30.3 29.89 0.41
Pusti 7.7 7.5 0.2 Fowzi 21.8 19.74 2.06
Fresh 3.3 3.2 0.1 Silver 21.8 20.49 1.31
Table: 6 Brand wise distribution reach / penetraion of Semolina (Figures in percentage)
DCC CCC
Brand _Numer_ic _ Net _ Out of Brand Numerﬁc . I\_let . Out of
distribution | distribution | Stock distribution | distribution | Stock
Teer 59.3 58.8 0.5 Teer 3.0 3.0 0
Saad 7.1 7.0 0.1 Fowzi 13.9 11.3 2.6
Eldars 4.5 4.5 0 Horse 41.2 40.0 1.2
Pusti 1.0 1.0 0 Dimong 4.9 4.9 0
Fresh 0.9 0.9 0 Keya 12.8 12.8 0
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Table: 7 SKU wise Brand’'s average purchase price,elling price and profit margin of Atta (Figures

in BDT)
DCC CCC
Brand | SKU Purghase Sel.ling Profi.t Brand SKU Purghase Sel.ling Profi.t
price price margin price price margin
Teer 1 29.62 31.46 1.84 Teer 1 30.84 3191 1.97
2 59.01 61.66 2.65 Fresh 1 30.58 31.64 1.06
h 1 29.89 31.74 1.85 Pusti 1 30.75 31.80 1.05
Fresh 58.94 61.33 2.39 Fowzi 1 30.89| 3197  1.08
Pusti 1 29.71 31.56 1.85 Silver 1 29.05 30.2¢ 1.2p
2 59.18 61.70 2.52
Yusuf 1 29.72 31.56 1.84
2 58.82 61.46 2.64
Saad 1 29.61 31.52 191
2 59.12 61.78 2.66

Table: 8 SKU wise Brand’s average purchase priceelling price and profit margin of Maida

(Figures in BDT)

DCC CCC
Brand | SKU Pur<_:hase Sel_ling Profi_t Brand | sSku Pur(_:hase Sel_ling Profi_t
price price | margin price price | margin
Teer 1 31.88 34.19 2.31 Teer 1 32.49 33.62 1.13
2 62.93 66.33 3.40 Fresh 1 32.67 33.77 11
Fresh 1 32.50 34.75 2.25 PUsti 1 32.52 32.52 0
2 62.70 66.17 3.47 2 34.00 34.00 0
PUSti 1 31.50 34.00 2.50 prz i 1 32.27 33.37 1.1
2 62.56 66.12 3.56 Silver 1 31.77 32.85 1.13
Eldars 1 32.48 34.48 2.00
2 63.81 67.15 3.34
Saad 1 32.00 34.36 2.36
2 63.28 67.37 4.09

Table: 9 SKU wise Brand'’s average purchase priceelling price and profit margin of Semolina

(Figures in BDT)

DCC CCC
SKU Purchas| Selling | Profit SKU | Purchas Sellin Profit
Brand (in e price rice | margin Brand (ingm) | e price 9 margin
gm) p p g 9 p price g
Teer 500 18.41 20.21 1.8 Teer 500 18.03 19.34 1)31
Fresh Dimon
500 18.58 20.67 2.09 d 500 19.06 20.12 1.06
Romon
i 500 20.67 24.00 3.33 Horse 500 18.37 19.45 1.08
Eldars 500 18.78 20.68 1.9 1000 35.38 36,75 137
Saad 500 18.65 20.54 1.89 _ 500 19.39 20.46 1.07
250 8.50 10.00 15 Fowzi 250 9.00 10.00 1.00
1000 37.16 38.97 1.81
Keya 500 18.17 19.5 1.33

152



European Journal of Business and Management www.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) g
Vol5, No.30, 2013 STE

Table: 10 Consumers’ preference towards Brands oft#a (Figures in percentage)

Consumers' preferences to Brand in DCC Consumers' preferences to Brand in CCC
Brand/Rank| 1st 2nd 3rd All Brand/Rank| 1st 2nd 3rd All
Teer 74.70] 10.3¢ 1.5p 86.50 Teer 25.20 7.70 3.20 36.10
Fresh 5.20| 15.30 5.6p 26.10 Pusti 16.40 14.70, 4.70 35.80
Pusti 540 | 27.2Q 6.7p 39.30 Silver 9.80 5.80 0.80 16.49
Yusuf 1.60 5.20( 3.90 10.70 Horse 10.70 4.10 0.90 15.70
Ifad 2.90 3.20| 2.50 8.60 Fowzi 12.40 7.70 2.6Q 22.7p
Saad 4.80 8.70 3.50 17.00 Fresh 10.90 12.2d 2.4p 25.50

Table: 11 Consumers’ preference towards Brands dflaida (Figures in percentage)

Consumers' preferences to Brand in DCC Consuipesfgrences to Brand in CCC
Brand/Rank 1st 2nd 3rq All Brand/Rank 1st 2nd 3rd All
Teer 60.60| 4.20| 0.30 65.10 Teer 17.90| 5.80] 1.50 25.20
Fresh 1.30 3.90, 2.90 8.10 Pusti 15.00{ 11.30 4.00 30.30
Pusti 220 | 14.30 3.30 19.80 Silver 7.50 6.20| 0.40 14.10
Yusuf 0.70 1.20| 1.6( 3.50 Horse 10.70, 3.80 0.8( 15.30
Ifad 0.60 1.00| 1.2¢ 2.80 Fowzi 14.10| 4.90| 1.90 20.90
Saad 3.90 6.50 1.00 11.40 Fresh 8.30| 10.50 150 20.30

Table: 12 Consumers’ preference towards Brands ddemolina (Figures in percentage)
Consumers' preferences to Brand in DCC Consumefgrences to Brand in CCC
Brand/Rank 1st 2nd 3rd All Brand/Rank 1st 2nd 3rd All
Teer 66.70| 4.20 0.30D 71.20 Teer 3.80| 0.40 4.20
Fresh 0.10 2.00 1.50 3.60 Pusti 1.30| 0.60 1.90
Pusti 0.10 | 10.6Q 2.0p 12.70 Silver 0.60 | 0.80] 0.20 1.6(
Eldars 3.00 2.20 1.00 6.20 Horse 33.30] 3.4(Q 0.60 37.30
Ifad 0.10 0.90| 0.9¢ 1.90 Fowzi 11.10| 1.70, 0.20/ 13.00
Saad 3.30 6.40 1.00 10.70 Fresh 0.90 0.90
Table: 13 Percentage of Brands’ Distribution Chanel
DCC CcCC

Whal o No Whol L No
Brand e Dlstrr|buto Both | respons Brand e D|strr|buto Both | respons

sellel € sellel €
Teel 0.2 96.F 0.€ 2.7 Tee 15 80.F 1.E 3
Pust 0.4 87.7 0.4 11.€ Pust 14.1 78.€ 3 4
Saau 0.8 95.2 0.8 3.1 Silver 3 8C 2 5
Yusuf 79.F 1.3 19.Z Horse | 16.Z 79 0.9 3.€
Mahe 96.9 3.1 Fowzi
n . . owzi 2.1 88.4 3.4 6.2
Frest 79.% 0.5 20.2 Frest 24.F 68.7 5.4 1.4
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