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Executive Summary:

ACI Limited is the largest conglomerate in Bangladesh. It is involved in different businesses

in Bangladesh. Savlon is ACIo&6s flagship cons
productin Bangladesimarket.In this reportl haveanalyzedporomotionalstrategie®f Savlon.

For which | had to conduct a consumer survey to have a better understanding of effectiveness

of S a v | pramatisnalstrategiesThroughthis study,somedrawbackof A C | gvosnotional

strategies have also been identified. A survey questionnbg@ With 10 probing questions
regarding Savlionds promoti onal strategies heaea
on customers. Study shows that Savlon has a good brand image and customers are highly
satisfied with the pavitydises tcodsamerppromatiens to auildy e . £
Savliondés brand i mage and it has successfull
care product in Bangladeshi market. Research has also brought this forward that, targeted
customers of Savlon frequently kodor more frequent different and new trade offers. Many
customers who purchase personal care product they look for solution to their problem and if
they get those at a discounted price, they get delighted. In addition to that, study shows
consumepromoton suchasTVC andsocialmediamarketinghadmostimpactonc u st o mer 6 s
mind. Through such promotions ACI successfully created brand awareness of Savlon. ACI
needs to take step to strengthen their sales foasemajority of customers do not see active
presence of sales person in the market. To sum up, ACI has done well to avail promotional
strategiesn termsof positioningtheir consumebrandSavlon.Theyneedto maintainmoreof

these promotional strategies to sustain their brand in the market and focus on these above

mentioned promotional tools that will contribute to capture more mahieee.
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Chapter - 1

1.0 Introduction to the Report

ACl is one of the most renowned companies in Bangladesh. The company was fifCled

in 1968. This company is the largest conglomerate in Bangladesh which has started its
operation since 1992. It is one of the most successful Bangladeshi companibasivitss
operationsn manydifferentareasl wasfortunateenoughto completemy academiaenternship

at ACI Limited. Internship is a mandatory part of the BBA program of BRAC University and

it is a great opportunity to accumulate some-tiéalwork experience through this offered
internship program. It can be also considered as a steppirgfetom graduate in building up

his future career. During the period of my Internship, | have been assigned under the direct
supervision of Mr. Tofazzol Hussein, Planning Lead, ACI Finance and Planning. As ACI has
29 differentbusinessinitssol hadto amalyzedifferentbusinesseduringmy internship.l have

worked on number of different brands such as ACI Savlon, ACI Pure Salt, Deluxe Paints and
Premiaflex Plastics. Here, in Planning Department | used to conduct market analysis on sales
promotion,busiressprospectindimplementatiorfor thesaidbrandsIn additionto that,| also

used to support the Planning team with enquiry data in prescribed format for checking data
validation as the end result of report will then be directly forwarded to top nraerage
(decisionmakers)f ACI Limited. However,| havemostlyworkedandgeneratediataon ACI
Savlon,whichis abrandof arangeof personatareproductsncludingantisepticsliquid hand

wash and bar soap. For preparing this report, | have collected information from my supervisor
as well as from the concerned authority of the company. ACI Savlon is sold in the market as a
personal care produdti s one of t he wthatlsdaitablelirediffdrenn g br ¢
markets all over the countrithas been a part of ACI&6s portfo
Limited. The product is marketed as a common place kitchen care product and traditional
modes of consumer promotion are used. H@weACI puts less emphasis on consumer
promotion and focuses more on different forms of trade promotion. In this report, | will cover
different characteristics of Savlon including its marketing proposition and present primary
research findings on consursaf thecategory.
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1.1 Company Overview

ACI Limited is one of the leading companies in Bangladesh. It was establishedtesdary

of Imperial ChemicalindustriegICl) plc, U.K. in 1968.After theliberationwar,theenterprise

was decl ared fAabandonedo. B a akd waslholdeshdustf/l ent e
of earlier Bangladesh. Then it had been incorporated in Bangladesh on 24th January, 1973 as
ICI Bangladesh Manufacturers Limited as a subsidiary of ICl. Ghlade, 1973, the factory
restartedts operationsinderthe namelCl BangladeshManufactured.imited. Onthe5thMay,

1992, ICI Plc divested 70% of its share to local (Bangladeshi) management and hence ACI
Limited came into the existence (Alod.com,2018).

At present, ACI is a leading corporate body in Bangladish.a Public Limited Company

with atotalnumbe of 16,631shareholdergmongwhichthereare6 foreignaswell as14local
institutional shareholders. The company is diversified into four major businesses (shown later
on). Besides, the company has a large list of international associates and pattntesie

and business agreement. Apart from that, ACI Limited has 8,364 employees to run its daily

operations (Acbd.com,2018).

1.1.1A C | Mission

AClI's Mission is to enrich the quality of life of the people through responsible application of
knowledgeskills andtechnologyACI is committedo thepursuitof excellencehroughworld-

class products, innovative processes and empowered employees, to provide the highest level

of satisfaction to our customers. (Awmil.com, 2018).

1.1.2A C | Vdision
ACI considers these few points as its organizational vision.
~ Endeavour to attain a position of leadership in each category of our business.

_ Provide products and services of high and consistent quality, ensuring value for money to

our customers.

_ Attain ahigh level of productivity in all our operations through effective utilization of time
and adoption of appropriate technology.

— Develop our employees by encouraging empowerment and rewarding innovation.

— Ensure superior return on investment through judicious use of resources and efficient

operations, utilizing our core competencies.
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— Promote inclusive growth by encouraging and assisting our distributors and suppliers in
improving efficiercy.

~ Promote an environment for learning and personal growth-l{dhciom, 2018).

1.1.3A C| \Bakues
These are AClI 6s core values. These values are
ACI employees and managers alike are asked to abide by themallies are openly stated on

the walls of all the floors of ACIO&s offices.
_ Quality

_ Customer Focus

_ Fairness

_ Transparency

_ Innovation

_ Continuous ImprovemeiAci-bd.com, 2018)
1.1.4Strategic Business Units, Subsidiaries and Joint Ventures of AQlimited

The figure below illustrates strategic busi ness

the personal care of ACI Consumer Brand.

_ Consumer Brands and ACI Logisitcs ACI Agribusiness
Pharmaceuticals | Commodity Products

Different Medicines 1. Household Shwapno 1. ACIMotors
2. Personal Care 2. AClI Seed
3. Home Care 3. ACl Fertilizer

4. Consumer

Electronics

ACI Limited business units

Page|3



Some Subsidiaries and Joint Ventures of ACI Limited which operate under their own separate

management:

Subsidiaries: JointVentures:
ACI FormulationdLimited 1 ACI Godrej Agrovet Privateimited

ACI LogisticsLimited 1 Tetley ACI (BangladesHh)imited
ACI Pure FlourLimited 1 Asian Consumer Care (P\timited
ACI FoodsLimited

ACI SaltLimited

ACI MotorsLimited

Creative Communicatiobhimited
Premiaflex Plastickimited

ACI Agrochemicald.imited

ACI Edible OilsLimited

ACI Healthcard.imited

ACI Chemicald.imited

A =4 4 A4 A4 -4 -4 A4 -4 -4 A -2
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1.2 Activities of the organization:

ACI| Pharmaceuticals:

ACI formulates and markets a comprehensive range of more than 387 products covering all
major therapeutic areas, which come in tablet, capsule, ppiigled, cream, ointment, gel,
ophthalmic and injection forms. ACI also markets waddowned branded pharmaceutical
products like Arimidex, Casodex, Zoladex, Atarax etc. from wokkds multinational
companies like ASTRAZENECA, UK and UCB, BELGIUM Bangladesh. ACI is actively
engaged in introducing newer molecules and Novel Drug Delivery Systems (NDDS) to meet
the needs of the future. ACI introduced the concept of quality management system by being
the first company in Bangladesh to achieve ISO 9€#tification in 1995 and follows the
policy of continuous improvement in all its operations. Aligned with the concept that a
pharmaceutical must ensure effective management of environment, ACI complies with
standard environment management policy, thugrebwith EMS 14001 in 2000. (A€l
bd.com, 2018)

ACI Consumer Brand:

ACI Consumer Brands was initiated in 1995 with two major brands of the conipagQy

Aerosol and Savlon. These are two of most prestigious products which are enjoying the
leadershigositionin themarket.Thedivision startedo takenewbusinessethroughoff shore

trading as well as local manufacturing. In this process ACI Consumer Brands launched many
new products and also bonded with Joint Ven
and 6Tetl ey UKO® andanees with waorld cecnowned cempanges. iThen a |
Consumer Brands Division boasts in having an unequivocal presence in consumessgthheart

the market leading brands like ACI Aerosol, Savlon, ACI Mosquito Coil & ACI Pure Spices
andFlour. With closeto 80% marketsharein own categories, ACRAerosolandSavlonarethe

persistenperformersn keepingthehouseholdleanandfreefrom germsandharmfulinsects.

ACI Consumer Brands is successfully serving the consumer demand for foreign products in
household and peyeal care category with the wortdnowned product range of Colgate,
Nivea & Dabur. With the proper distribution and marketing by ACI consumer brands, the
world's No. 1 tea brand "Tetley" is now available to the consumers of Bangladesh. (ACI
bd.com, 2018)
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ACI Agribusiness:

ACI Agribusiness is the largest integrator in Agriculture and Livestock and Fisheries. These
businesses have subunits like Crop Protection, Seed, Fertilizer, Agrimachineries, and Animal

Health. These businesses hal@ified presence in Bangladesh.

ACI Agribusiness has a large, knowledgeable and highly skilled Field Force provides training
and technical advices to the farmers.

ACI is significantly contributing to national food security through its Agribusinessesatiyis

which is the leading agricultural integrator of the country. ACI Agribusinesses is providing
complete solution to the farmers need. This division has five separate SBUs. They are Seeds,
Fertilizer, Motors, Crop Care & Public Health, and Animal HedRdrmers have developed
confidencean our productdor qualityandeconomicsFarmerdavealsocometo expectproper
knowledgebased service from our field forq@&Cl-bd.com,2018)

ACI Retail Chain:

Operated by ACI Logistics Limited, Shwapno is the top retail brand in Bangladesh. As the
largest retail chain in the country, Shwapno touches the lives of over 35,000 households each
day. ACI Logistics made it s e niordgrtoifulfitte r et ai
companyds fiSeed to Shelfo vision of connecti
with fresh produce and daily household needs, Shwapno outlets now carry everything from
apparel, home décor, electronics and much mores. ibludes a number of grocery private

label brands as well as theliwuse fashion label Shwapno Life. Today, Shwapno operates 56
outlets across Dhaka, Chittagong, Sylhet and Comilla, with a total retail space of 310,000
square feet and a workforce oferv2,500. Shwapno operates multiple outlet formats from
smallconveniencatorego largemegamallayouts(rangingfrom 1,500to 27,000squardeet),

providing the ideal experience for customers in each location. The company has been
successful in reachgnits position as market leader (with 45% market share) not only because

of the exceptional quality, value, convenience and service it offers customers, but because
Shwapndasbeensuccessfuin developingatruly world classretail architectureandshopping

experience for the first time in the countf&CI-bd.com,2018)
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Financial contribution of business units at ACI Limited:

Financial Highlights and Analysis

Turnover Contribution by Business Unit

Business Unit 2016-2017 Jan-Jun 2016 Jan - Dec 2015
A m Corp Care & Public Health 61.91% 63.24% 64.30%
B W Mosquito Coil 14.44% 14.76% 17.76%
C HAerosol 16.80% 19.04% 15.97%
D O Others 6.85% 2.96% 1.97%

(Source: ACI Limited Financial Report 20P817)

Here, in this collected financial thgl i ght s

and

anal ysis

y

we

can

and public health has contributed most in terms of turnover. Then further units such as

mosquito coil, aerosol and other businesses simultaneously has the contribution toward

business turnover.
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1.3 Rationale of thereport:

As a Marketing student | always had the interest to learn more about a consumer brand. In my

3 mothsof work experiencat ACI Limited | haveworkedfor differentconsumebrandsFrom

which I got more interesto and i nf or mati on al Gavibn. Besides con
A C | flagshipbrandSavlonis aswell recognizeclsewhereén theworld asit isin Bangladesh.

Although Savlon is the undisputed market leader in its respective segment. That said but, in
Bangladesh ACI Limited is still on the expansion phase of their flagship br&astlon. For

which ACI &6s promoti onal stherbigges wle. ®ifferenthirgt e r ms
promotional strategies has already been taken into consideration to expose and position this
flagship brand in its consumers mind. ACI has an exact target market for Savlon in front of
whom the organization alreadyast | i shed this as a fnAHeaepdrit hcar e
I have discussed ACIOG6s promotional strategi
assess if they are effective enough, identify any shortcoming of those and to provide suitable
recommendatios to overcome those shortcomings. Therefore, | came up with this topic of

APromotional Stratedysaofl ohAQlo.Consumer Brand
1.4 Statement of theproblem:

The report focuses on a very specific objective. Which in turn make it a broad objective and
thereasorbehindthis objectiveis to solveaspecificissue Everyresearcliocuseonaspecific
problem and suggests a solution of that particular problentifi§pebjective is identified to

solve a specific issue. Here, in terms of this report the broad objective beould
Analyzing the promotional strategies of ACI Savlon

Thepromotionalstrategiesakeninto consideratiorior aparticularproductor servicebasecdn

its offering and its target market. It may involve numbers of different communication channel
for promoting any product in the market. Savlon has a strong brand image in the market in
terms of personal care product. However, ACI Limitedti looking forward to gain more
market share and want to remain competitive in the market though persistently focusing on

improving their promotional strategies for their flagship bragavion.
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1.5 Theoretical Framework:

Consumer Decision Making Proceq* Consumer Promotion (TVC and Print Mec

Trade Promotion (Discounts, offers

Fig 1.1 Conceptual Framework

Aut horé6s Constructed: Adapted from

1.6 Limitation while preparing the report:

ACI Limited T being the largest conglomerate of Bangladesh has a disciplined approach

towardshandlingtheirwork. As thisis averystructuredbrganizatiorACI triesto placepeople

and process for better enhancetrarits performance. However, during my internship period

at ACI Limited as an undergraduate student | have faced few challenges which | wotdd like

mention here in this part of tmeport:

x Confidentiality Like manyothercompanieCI Limited alsokegostheir certainlevel
of informationhighly confidentialasit hasvarietyof businessem themarketandsome

casesensitivedatacannotbe sharedwith internswho areworking attheir organization.

Thus, it made the data collection procedure for preparing the internship report difficult
as | could not manage to get a lot of information.

Mismatch between academic background and functional-wdwkve majored in both
Marketing and HumaResource Management but the department that | was working
for i Finance and Planning was more of a finance related work role. Thus, | had to put
extra effort to fit with the departmentabrk.

Time constraintsin my department at ACI Limited every work m@s with strict

deadlineThework hasto besubmittedast.In the processhework role wastoo hectic.
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Even as an intern | had to work for extra work hours and work from home sometimes
in holidays. Therefore, the transition from my undergrad life to a professional life was
so drastic.

x  Frequentotationof work roles:While | wasworking for Planningteam,| hadto fulfill
different job tasks based on company need. Sometimes | had to deal with financial
works, sometimes | had to relate myself with marketing survey works. Even in one or
two occasion | was responsible for facilitating interviews conductedridepartment
T which is a function for HR background people. Hence, | could not focus particularly
in a single field of my report. | was assigned with more different tasks based on

company needs.

1.7 Objective of thereport:

Theprimaryobjectiveof thereportis to fulfill therequiremenof thelnternshipProgranmcourse
requiredoy BRAC University.While | workedon collectingdatato successfullypreparegeport

formyi nternship progr am, | discovered sever al
know about its promotional strategies, marketing tool and had to analyze its potential
competitors. Some other objectives of this report on ACI Consumer Brand (Savlon) is given

below:

1 Different promotional strategies of ACI Savlon in terms of both coesyommomotion
and tradgpromotion

1 AnalyzingtheeffectivenessfS a v | pramotisnalstrategiebehindS a v | cumeits
marketposition
To gauge customer6s attitudsrateggesvar d Savl o
To identify drawbaclstmategiecb Savl onbés promot.
To recommend some met hods whi ch swtategy be t a

yet moreeffective

Here, the first objecti will analyze all the promotional strategies that has been taken for
positioning Savlon in the marketplace. ACI uses a number of consumer and trade promotion
tools for promoting the brand Savlon. ACI practices the traditional forms of consumer
promotionl i kes of Tel evision Commerci al Ahavel Pr i n
The Line Communicatio® a n dBeloiiv The Line Communicatoo ar e both wused

brand awareness and convey product message to targeted customers so that ACI can make the
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sale.ForpromotingSavloni ACI emphasizemorein TradePromotion.Thisreportwill study

effectiveness of promotional strategy takenSawlon.

1.8 Research Questions:

In every research report some objectives are fixed and based on those objectives we can have
the idea to assess answers of some specific research questions. These questions help to build
structure to set criteria for meeting research objectives. Thuayd designed some basic

guestions to have a clear vision for meetimgresearclobjectives:

1. What promotional strategies of ACI Savlon is currently used imtdet?

2. How effectivelyACI S a v | pramétisnalstrategiesontributeto its marketposition?

3. How well customers are acstratgges?ng ACI Savl
4. What are the drawbacks in promotional strategies of @d¥lon?

5.1 f purchasing product of ACI Savlon which
purchasinglecision?

Therefore to get answers of these questions | have generated a survey questionnaire which is
attached into the appendix part of this report. In this report | have analyzed findings based on
objective and questionnaire and in latter part | have added a recomroemdatt o make AC
promotional strategy more effective.
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1.9 Jobresponsibilities:

| have worked as an intern of Planning Department of ACI Limited. This departmeriridok
validate business proposal (i.e. expansion, making business investment, planning new
operation process, launching new businesses etc.) from different businesangnitsen
forward final proposal to top management of ACI Limited. Now, in this department the work
canbebasednanyfield relatedastheirwork is to analyzeanybusinessinitsof ACI Limited.

| have worked on different products of ACI Limited undeedirsupervision of Mr. Tofazzol
Hussain, Planning Lead of Planning Department at ACI Limited. From day 1 of my joining as
aninternof thisdepartment havebeenassignedvith numeroudasks.Someof thosetasksare

stated irfollowing:

ACI businessinit studyandsurvey(consumesurveyguestiordesignfor ACI Savlon)
Run a consumer study for ACI Savlon based on designed syurestion
Business prospect analysis (retail price study, sales data analysis of different personal
care products rludingSavlon)

1 Competitor listing along with their strategical mavdone based on needdifferent
ACI businesses

1 Salespromotionandmarkettrendanalysisof personatare/antiseptiproductbusiness
in Bangladesh to identify room for improvement a@¥Savlon

1 Relevant internal and external analysis of industry (Packaging industpacity,
client and competitaainalysis)

1 Supportinghe planningteamwith inquiry datain prescribedormatfor checkingdata

validation

Therefore, these were some tasks | had to do while working as an intern of Planning

Department at ACI Limited.
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Chapter - 2

2.1 Literature Review:
Studyi 1:

Title: Promotional Strategy: An Integrated Marketing Communication Approaaokh N
Edition Paperback April 1, 2000

Authors: Bonnie B. Reece, Thomas C. Kinnear, Martin R. Warshaw, James F. Engel

Extract:

Thisstudyshowsaninnovativeapproacho promotionalstrategyandfocuseontheintegration

of the entire promotion mix, not just advertising. The authors' conviction is that advertising,
trade promotion, consumer promotion, personal selling, direct marketing, public relations and
publicity, andcorporateadvertisingareall componenpartsof oneintegratedgpromotionalmix.

Today, most other authors and marketing practitioners also advocate this integukteting

communicatiorapproach.
Studyi 2:

Title: Brand Positioning Through Advertising in Asia, North America, and EuropeRohe

of Global Consumer Culture

Authors: Dana L. Alden, JaBenedict E. M. Steenkamp and Rajeev Batra (Alden, Steenkamp
and Batra, 1999)

Extract:

This study presented a global perspective of brand positioning. This is an important study
because it discgses the importance of brand positioning. Brand positioning influences how
consumers perceive and evaluate a brand and also how they use the brand. In this study, the
authors examine the emergence of brand positioning strategies in advertising thattparallel

growth of the global marketplace.

Therearedifferentwaysto promotea productin differentareasof media.Promotersisedigital

advertisement, special events, endorsements, and newspapers to advertise theirAdsoduct.
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in tradepromotionwe canseeactivitiessuchasfree product,discountandgamecontesto win
anyproduct.

A promotional strategy can include different set of regular activities such as personal selling,
sales promotion, TVC advertisement, print media angdital media advertisement.
Fundamentally, these are three basic objectives of promotion:

_ To aware consumers about product/brand
~ Identifying customer needs and create product demand accordingly

_To establish productds unique selling propo
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Chapter - 3

3.1 ResearchMethodology:

This part of the report will highlight different methodology that has beeneapfor the
researclprocessl amdiscussinglifferentof researctheoryandmethodologyheresothatthe
readers can have better understanding of research methodology that has been used. Selection

of research method is important aadubut

This study is quantitative in nature and the research design is descriptive. The research

approach used is deductive.
Primary Data

The Primary data was collected through face to face interview with 50 target customers and
alsofrom officials who areresponsibldor designingoromotionalstrategyof Savlonanddrive

distributors for Sale®peration.
Secondary Data

Secondary data was collected through ACI 06s

handed down to me from ACI Limited.
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3.1.1Savlon (marketing mix):

Product-

Savloni a successful product running in Bangladesh under ACI Limlteid. one of core

brands of ACI Limited. Savlon is a globally renowned brand in the market of personal care
products. In Bangladesh, Savlon is a market leader. Savlon offers a wide array of product line
underits brandname It rangedrom antisepticcream|/iquid antisepticsfirst aid kit to personal

care products like bar soaps etc. In this competitive market Savlon has to compete with other
brands such as Dettol (Reckitt Benckiser Bangladesh) and Lifebuoy (Unilever Bangladesh).

These products also havegeumarket impact in terms of sales ahdre.

Savlon products

Source:www.acikbd.com/Antiseptic_Person@lare.php
Price-

Savlon products are such a kind of products which need to be priced as per competitors price
strategyln Bangladeslotherbrandsalsohavethistendencyto follow competitomproductprice

range while pricing own product. Although local product available in the market can be found
within bit lower price. However, well renowned brands like Savlon, Lifebuoy and Dettol

charge bit higher prices as these products have most of the stzaket

Her e, I am adding some of the Savlon product

ACI Savlon Ocean Blue Antiseptic Handwash Refill (200 inBDT 55.00
ACI Savlon Aloe Vera Antiseptic Handwash Refill (200 rilBDT 55.00
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Handwash:

ACI Savlon Ocean Blue Handwash (500 mIBDT. 150.00

ACI Savlon Active Handwash (100 m1.)BDT. 230

ACI Savlon Ocean Blue handwash
Source www.chaldal.com

Antiseptic cream:
ACI Savlon antiseptic cream (100 ginBDT 50.00

_ —=9 "
Savion aiusrnceoy =

T ol oo S

=0 |

Savion' ..osoccen

SOOTHES | HEAS T P

Powerful Germicide

ACI Savlon antiseptic cream
Source www.chaldal.com
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Antiseptic Liquid:
ACI Savlon Liquid Antiseptic (500 mli) BDT. 125
ACI Savlon Antiseptic Liquid Bottle (112 mii)BDT. 44.00

ACI Savlon Antiseptic Liquid Bottle
Source www.chaldal.com

Soap:
ACI Savlon Fresh Soap (100 grii.BDT. 42.00

ACI Savlon Soap Men (100 gni.)BDT. 45.00

ACI Savlon Soap Men

Source www.chaldal.com
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Place

Personal care products are sold becatfisieedr price and availability. Here in this case, ACI
Limited hasestablishedheir flagshipbrandSavlonthroughanefficientandstrongdistribution
network. Moreover, ACI takes a good advantage of shelf booking through displaying their

products in frohshelves of several retail shops and departmental stores with an exchange of

any given facility to retaiilstatesl:. Her e, ACI 0s
Central Warehou: I Depots} Distributors Wholesalers
Retailers

[ACI Savlon Distribution Channel}

| End Consumers

Promotion-

ACI Limited is one of Bangl adeshds ol d compa
liberation of Bangladesh. As a result, AClI mostly believed some conventional method of
promoting their products in marketplace till date. For increasing the sdleioptoduct ACI

uses trade promotion most of the time. ACI Consumer Brand strategy is based on Integrated
Marketing Communication (IMC) where a 3@@gree marketing approach is taken to build

brand strategy for each product. It can also be described b&ided conveys the same

message for their flagship brand Savlon through different promotional activities. All the
communication channel conveys same message for SavilserlWe Dr eam of a H
Bangl adesho. Now, by t hi s ead kesalthygomtedatianif s u me r s
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Savlon products are used. ACI Savlon is still expanding in Bangladesh and to reach more

consumers they are stildl trying to build Sa
promotional activities. Now wi | | highlight some of Savlonods
activites.
TVC:

In the year of 2018 Savlon has aired a new TWtGvas a ACI Savlon Active bar soap
promotion. Where Mahmudullah Riadh famous cricketer of Bangladesh Cricket Board has
raiseda war eness ab odotuble Bratectiomorchildrem s dvere playing cricket
in thefield. In this advertisementhefocuswasto kill germsthroughusingSavlonsoapi asit

is anantisepticsoap.Theposterimageof thatadvertisementollectedfrom YouTubedisplays

Mahmudullah Riad with children holding ACI Savlon Active seap

Savlon Soap TVC 2018
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Social Media Campaign and Brand Activation Campaign of Savilon

Digital media and online promotiona great way to reach mass people within short time and

in a more cosefficient way. This year Savlon has taken different initiative in their Official
Facdookpagei SavlonBangladeshOneis mostrecentlt hasbeenpostedon 13" November,

2018. This campaign was based on World Children Day where Savlon has partnered with
United Nations (UN) to celebrate thdayt o get her . It gives Savlonoés
message that Savlon works for children hygiene and it has a strexhgility as Savlorhas
partneredvith UN to commemorat¢his day. The posterimageof this socialmediacampaign:

W@RLD
CHILDREN'S

Y 20 November

unicef &

unicef & Savion

Another awareness campaign was promoted on social media durifdj-Bicha of 2018.

Hereby, also the same message is conveyaldan andHealthy Bangladesh:

Savion
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Print Media -

Print media includes promotions which are done in newspaper and magazine. This one is also
agreattool to reachmasgeopleandraisebrandawarenessACI useghis conventionamethod

of consumer promotion tool when it comes to endorse Savlon in front of public eyes. Print
mediapromotionbringsa goodresponsé¢o ACI ConsumeBrandproductsA C | @rirgt media

advertisement sample given below:

g %
b
5 gt
Global Handwashing Day
15 October

TY WS GRIY Q3 ofS | AR Y
575 SIS 5T G A | IR oS
R FRe TS RIS S (@6 SIS QAR | 2=

Savion W;@

#futureinmyhand

 +

Here, in this advertisement wercabserve that, Savlon is conveying their message using
National Emblem of BangladeshSavlon localized their message delivery approach here but

the main element of the message is same.

RN
P R IS
AT CSIIoT GRCT G IS T4 e

q 1 9% s 76 @ TIeeT |
9% S5 WG S SRR GAR ey 703 |

o e
Savion ‘ {7

In 2017, this print media advertisement ACI has displayed two of their top brands.
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Savloni brand activation campaign

Savlon has launched a mega social campaign in the year of 2017. It was naniiSéasn

CleanB a n g | aMaaypdoplen Bangladeslarehabituatedo dumpingwasteonthestreet

or where ever they think they can get rid of wastes. These Wastes not only pollute the
environment but are also the source of some deadly viruses, bacteria and germs. Therefore,
Savlon lamched this campaign where volunteers would pick wastes and drop into the bin
throughdifferentgamingactivitiessuchasthe gameparticipantwould bring awastepaperand

through paper tossing game the participant would drop it to the bin. As a resple jmed

this concept as it was an interesting and fun idea to remove waste from roads through game

activity. A picture from the campaign is giveelow:

ACl Savlion-A Cl ean Bangl adesho Campaign
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3.1.2SWOT Analysis of ACI Savlon:

ACI has successfully managed to establish Savlon as one of top personal care/antiseptic
products in market. Here, | have done a SWOT analysis of Savlon. SWOT analysis is done to
assess the position of a product in the marketplace. SWOT stands for siresegtkisesses,

opportunities and threats of a product in any context.

Strength: Weaknesses:

1. Sav | on dnsageb r a { 1. Not differentiated product
2. Strong distributiometwork

Opportunities: Threats:

1. New MarketSegments 1. New localproducts

2. Growing Consumebemand | 2. Highly competitivemarket

Source: Authords Constructed: Adapted froc

Strength:

As we all know Savlon is a globally recognized personal care product. Thus, it holds a strong
market reputation here in Bangladesh. Consumers have enough reliability on thibglobal
because for years after years Savlon has been operating in mangiesosatcessfully
including our neighboring country India. In addition to that, Savlon has a very strong
distribution channel all the credit goes to ACI Limited for which Savlon products are

available throughout the country.
Weakness:

Here, the personalare/antiseptic product market is a highly competitive one. Moreover, the
market is saturated. Many brands are coming up with almost similar kind of products. For
instancePettol hasalmostthe similar kind of offeringasSavlon.Thus,thereis notanyunique
sellingproposition(productfeaturesanbefoundif we assesboththe DettolandSavlonside

by side.
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Opportunity:

In Bangladesh there are new businesses are growing fast; particularly startups. To make the
sale of SavlorACI always primarily targeted consumers who want this product for their
household needs. Yet, nowadays consumers are more concerned about hygiene issues in
everywhere. No matter if it is in their living places or it is in official space, restaurants and
publ i ¢c washr oom. People are more educated of
ACI can take this awareness factor of consumers into their considérdiemause there will

be growing demand of Savlon products out there in the market day by day.
Threats:

In this very part of this analysis the threat from rival firms or competitive product is assessed.
As here we are talking about personal care/ antiseptic prociachow we will look some of
competitorof Savion.In marketotherworld-renownedrandsarealsopresentSuchasDettol,
Lifebuoy, Lux, Dove and many other brands. This is a highly competitive market in terms of
price, product offering and product availability. Also, some local manufacturers like Keya,
Meril are also dmg well in the market place. Hence, both the new and existing personal care

products still pose a great risk for Savimoeducts.

313Porter6s Five Forces Model of Savl o

This is a tool to analyze competition of a business. It gives a clear concept of strategical move
that should be taken for any business to grow and sustain in the market. This diagram of

competitor analysis is developed by Michael Porter:

Buyer
Power

Supplier
Power

Competitive
Rivalry
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Bargaining Power of Buyers:

In this market of personal care product consumers are clearly the ones with significant
bargainingpowerastherearemanyalternativeproductsof similar classis availablein market.
Customersook for propersolutionof theirconcernsvhenit comeso purchasinganypersonal
care productsin Bangladesh, different personal care products are available from different
brands ranging from local company products to multinational company products. Hence,

becaise of many other options buyers (customers) have high bargpowey.
Bargaining Power of Suppliers:

In Bangladesh there are numerous suppliers of chemicals and raw matensdadifacturing

these personal care produdtsfact, some companies impgdheir raw materials from outside

of thecountryto achieveeconomie®f scale As aresult,companiesvho manufacturgersonal
care/antiseptic products have many suppliers from whom they can get raw material at a good
price. For which | would say the lgmining power of suppliers is low in this case. In terms of
Savlon- ACI manufacturegts ownraw materialandpackagesinishedproductin theirfactory.

Thus, bargaining power in terms of ACI Savlon is Jeuy.

Threat of Substitute Products:

ACI Savlon has alternatives for some of their product categories. For instance, in liquid
antiseptianarketSavlonis directlycompetingagainsiDettol. Again,in handwashproductACI

Savlon has strong competitors such as Dettol and Lifebuoy. Howevenfisegic cream
category ACI Savlon has very few alternative products as strong competitors. In addition to
that, Lux, Lifebuoy, Dettol and Meril are main players in the bar soap category alongside
Savlon.Here,we canseearedocearstrategyf meansvar to stayin themarketandto possess

more market share. All over it can be said that threat of substitute products for ACI Savlon is

fairly high.
Threat of New Entrants:

Previously, personal care product market was mostly in possession of Dettol, Lifebuoy and
Lux before Savlon entered into the market. However, the competition is still increasing in this
industry. New brands are entering into the market as consumer prodtcit entry policies

are easy in Bangladesh and the market still has a huge potential of profitability. Thus, new
brands are still penetrating into the market. The threat of new entrants is still high from both

the local and multinational establishments.
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Rivalry among competing firms:

Well, as this market of personal care product has many alternative products and still a very
much open marketplace to take on more market share so the rivalry among existing firms.
Existing competitors armoving forward to aggressive marketing policy and investing a huge
chunk of money to take control of more market shidian be seen both in form @dnsumer

promotion or trade promotion. Hence, the rivalry among competing firm isshigingh.

Therefore it is c¢clear from this analysis of Por't
ACI Savlon is high. Yet, Savlon is still can emerge in the marketing through consistent desire
of addressing customeros needs and promote t
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Chapter - 4

4.1 Analysis and Interpretation of Data

Now in this part of the report | will analyze and interpret data based on my designed survey
guestions (which is added in the appendix part of the report) and findings of those consumer

survey guestions:

1. How did you (the consumer) get to know about Savloproducts?

Option List Frequency
ACI Savion Awareness Sources
TVC 36%
Social Media 22%
Promotion
Print Media 20%
ACI Savlon 15%
Campaign
Others 1% m TVC ® Print Media Savion campaign
Social Media Marketing m Personal selling m Others

Analysis and interpretation of data:

This question was designed to find out which sources of promotional strategy is responsible
for creatingorandawarenesef ACI Savlon.It canbeseerfrom thesurveythatmostcustomers

came to know about ACI Savlomgalucts from TV Commercial. Nowadays, in this digéed

social media promotion has a great impact on building brand and establishing awareness. At
least, ACI Savlon has successfully managed to get traction using social media platform (such
as Facebook mmketing) 1 Savlon Bangladesh. Sequentially, print media (newspaper and
magazine) and brand activation campaign in different places also imposed a great impact on
customer6s mind to create brand awareness.
most nfluential role to aware people about brand/product. Thus, consumer promotibasstill

astronghandto build up product/branémage.Yet, otherminor sourcesometimesanplaya
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positive role as well . Hence, ACIO&6s TV <comme

awareness and reach consumer with a good promotional strategy.

2. Do you use ACI Savlorproduct?

Options | Frequency ACI SAVLON USER PERCENTAGE

Yes 42%

No 58%

Analysis and interpretation of data:

Here, the response collected from customer survey can also be a sample indication of current
marketsharelt showsACI Savlonhasa goodchunkof marketshare The purposebehindthis
guestions to identify generacustomer®f Savlon.In thissurveymanyrespondentstatedhey

use Savlon producisthey have used ACI Savlon product at least once in a lifetime. Savlon
offers a wide range of products which can be segmented for different set of customées. On t
other hand, it is marketed in Bangladesh by ACI Limited which has a strong reputation in
Bangladeshi consumer goods market. Thus, many customers picked ACI Savlon at the first
place. This ratio gives us a basic idea how the product is doing in thetmiarlsmme extent,

it canalsobe saidthatsuccessfupromotionalstrategyhadits impactonc u s t omirelse s

as a result many customers have shown that they are ACI Savlon users. However, most of
respondents have also stated that they are not Saskns. Thus, there is still additional

promotional activities to be done to gain control of more mathate.
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3. Which competitor personalcareproduct/brand would you prefer asan alternative

of Savlonproducts?

Option List Frequency Best alternative of Savion
Lifebuoy 34%
Dettol 28%
Lux 25%
Dove 8%
Others 5%

B Lifebuoy ® Dettol Lux Dove mOthers

Findings and Analysis:

Bangladeshi market of personal care product was saturated from the inception of this kind of
product. Earlier the market was mostly controlled by Dettol and Lifebuoy. However, since
1992 Savlon started its journey under ICI (Imperial Chemical IndustrieEhvis currently

known as ACI Limited. Savlon came into personal care product market in 1998 with active
hand wash and soap. This is when ACI Savlon had started to change the garbesingss.
However, till today the market has a great appeal beaauBettol and Lifebuoy products.
Through this question | wanted to assess the best alternative of Savlon who has the potentials
andbrandimageto takecontrol of the marketagainasthe marketleaderin absencef Savion.

The response taken from customers shows that, customers would pick Lifebuoy as a best
alternativeof Savlon.Then,DettolandLux hada closecompetitionfor thissegmentDovehas

also created a good brand image in Bangladesh. Rest of the cusstmtest for other local
brands. From this finding we are clear that global product from different multinational
companiedavethe upperhandin our personatareproductmarketwhile local companiesre

still thriving to compete against these multinational products through cheap pricing and mass

marketing.
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4. Which type of promotion influence you the most to purchase personal

care/antisepticproduct?

Option List Frequenc
P g Y Buying decision influenced by promotional tool
TVC 42%
Social Media 27%
Promotion
Print Media 16%
Discounts 10%
Activation 5%
Campaign ® TVC mSocial Media Promotion ® Print Media Discounts ® Activation Campaign

Findings and Analysis:

This is one of the probing questions can be asked to customers. The purpose of this question
was to find out which communication channel actually pushes customers to what extent when
it comes to purchase any personal care/antiseptic product. The restdt aHarge numberf
customers believe their purchasing decision was influenced through TV commercial as it has
the visual appeal and the product is displayed with different features. Next tool in this era of
digital promotioni customers can clearly no# any advertisement or campaign tow
personal care products in Facebook pages. For which customers have picked this mode of
promotion channel as a good source of getting the product idea. Customers who purchase
productafterknowingits featuresandpricetheyalsolook for onlineadvertisemerandbrowse

product information. Then some customers also picked print media as such newspaper and
magazine advertisement as a credible source that influence them to go for the purchase
decision. Although printnedia reaches mass people but nowadays more people want to see
product and know its effectiveness to sol ve
moving towards digital promotion. After print media promotion some people chose trade
discounts and $&s promotion because these customers are more concerned about price.

Finally, somecustomersstatedthat they would purchaseersonalcareproductif therewere
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any campaign run by the company where they would have that chance tot widresales
people or can have a look at the product for testing all by themselves. This creates stronger

credibility of product among this type of customers.

5. If you had to purchase Savlon which of the following factor is most likely to

influence your buying decision?

Option List Frequency Influencing Factor Behind Purchasing Savion
Brand Image 28%
Reasonable 20%
Price
Product 18%
Avalilability
Promotional 17%
Discount
Positive 17%
WOM Of m Reasonable Price @ Brand Image Product Availability
Consumers Positive WOM of consumers B Promotional Discount

Analysis and interpretation of data:

Thisquestioractuallytriedtoidentify ACI S a v | sellingreasonsThequestiorwouldreveal

why customerduy ACI SavlonproductsCustomersurveyshowsthatmostSavloncustomers

buytheir productsbecausef thebrandimageof Savlon.It is globallyrenownedrandandfor

this customer developed a sense of loyalty toward this brand. After persistent maaketing

for yearsafteryearsACl hasbeensuccessfuto build thebrandimageof Savloninc ust omer 6 s
mind. Then, customers picked the reasonable price factdnisasntirket is tremendously
competitiveandto sell personatareproductshepricerangeshouldbefixed keepingthelocal
customer 6s demographic and psychographic cor

verywell it shows After thatmanycustomergickedthe productavailabilityasaninfluencing
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factor i n customer 6s ts. ploat mdams A€l Savion Maa & fjoodn  pr
distributionstrategyfor makingtheir productswidely available Althoughsomecustomersaid

their buying behavior is influenced because of promotional activities and positive word of
mouth of Savlon consumers. It sho be said both of these factors had more or less a similar

i mpact on cubehagsioner 6s buyi ng

6. What type of trade offer do you prefer most when buying ACI Savlomproducts?

Option List Frequency Preferred trade offer of Savion

Buy product 38%
and get
anotheffree

Trade 28%
Discount

Event based 18%
free gift with X TN
purchase 2%

Sponsored 16%
Travel Offers

m Buy product and get another free m Trade Discount

Event based free gift with purchase Sponsored travel offers

Analysis and interpretation of data:

The purpose of this question was to identify
point of view. The result shows customers t
f r & drade offer the mostt has the highest impact when it comedaonch any trade

promotion for personal care product. Secondly, customers picked the trade disaduicth

allows customers to buy their desired personal care product at a discounted price. Then, most

of customers preferred the option of getting freésgitich as -Bhirt, mug, health care objects

or any other different thing for their purchase of ACI Savlon products. ACI Ssefoatimes

gift their customers for their loyalty based on different events. Finally, many customers also
pickedanysponsoredravelopportunitythatis givenwith the purchasef productin rarecases.

Some customers also like this kind of tradier.
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7. Advertising can increase prbdect-br and 1 mage

Option List | Frequency Advertising can increase brand image
Strongly 39% 45'05%
Agree 40.0%
35.0%
Agree 30% 30.0%
25.0%
Neutral 18% 20.0%
. 15.0%
Disagree 10%
10.0%
5.0%
Strongly 6% S
Dlsagree Strongly Agree Agree Neutral Disagree Strongly
Disagree

Analysis and interpretation of data:

Herethroughthis statement havetried to assesgheimpactof advertisemenasapromotional
strategy in Bangl adesh. Now, this criterion
promotion since advertisement is a part of it. Advertisement can be in different forms to
increaseheproduct/brandmage.Here,mostof the customes stronglyagreedwith thatpoint.

They strongly believe advertisement can be a major source to increase the product image as
this is how customers get informed about the existence of product. Not only that but also
advertisement let its targeted custosmknow how customers can solve their problem using

AClI Savlionds product. The second majority of
They may have their other options through which product image can be built. Thirdly, some
customers have taken autral stand in this regard. They neither agree nor disagree with this
statement. They have actually no certain opinion to present for this perspective. Again, some
customers disagreed with this regard. They will not be convinced to consider buying ACI
Savon productsonly dueto successfuadvertisemenpromotion.In lastphasesomecustomers
evenstronglydisagreedvith thebrandbuilding concepthroughadvertisementlthoughvery

few customers selected this option. Nevertheless, they are not at all convinced with ACI
Savliondés advertisement process of brand buil

as well for brand building concept 8avlon.
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8. Promotional strategies of Savlon products are better than other competitive

brands-

Option List Frequency
BETTER PROMOTIONAL STRATEGIES OF
SAVLON THAN OTHER BEANDS

Strongly 20%

Agree

Agree 25%

Neutral 32%
Disagree 15% ’ ﬂ
Strongly 8%

STRONGLY AGREE NEUTRAL DISAGREE STROMGLY

Disagree AGREE DISAGREE

Analysis and interpretation of data:

This statemenhasbeendesignedo knowhowc u s t oseed ICd @aosnotionalstrategyfor

Savlon in against of other competitive brands currently operating in the nlarkkes. regard,

many customers have respondedin interesting way. Most customers have taken a neutral
position in this regard. Although, many customers have agreed with this statement positively.
Customers who are agreeing or appriamosthati ng
believethatt hen t here are al so some cus promtonas who
strategiesrebestin themarket Many multinationalor local companiesredesigningdifferent

promotional campaigns and tools to capture the market. In such a market ofapeesen

product ACI Savlon needs to consistently come up with better and innovative promotional
strategy. In this way they can retain their market share. Still, at this point in the market there

are many customers who disbelieve or strongly disbelieveAti@t Savlionés pron
strategiesredoinggreatin themarket.This meanghesecustomersrenot atall satisfiedwith

AClI 6s promoti onal strategies including comm
peopleherearein neutralpositionregardinghisi whichmeansustomergannoteasilydecide

which companyds promotional s t rbayinge differens ar e

products. Therefore, a good amount of market share is yet there to be controllednioorigh
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effective promotional moves. ACI Savlon has still a lot to work on this regard to make more

customer convinced through pronaris and push them to make the purchase.

9. Sales people of Savlon can be seen actively to increase sales volume in

marketplace-

Option List Frequency
Strongly 15%
Agree
Agree 25%
Neutral 28%
Disagree 19%
Strongly 12%
Disagree

30.0%

25.0%

20.0%

15.0%

10.0%

5.0%

0.0%

Analysis and interpretation of data:

Thi s

role of sales people is to figure out the market trend and to actively participate for personal

statement

W i

Active performance of Savlon's sales
people

Strongly Agree Agree

assess

Neutral

t he

Disagree Strongly
Disagree
effecti

vV e

selling of any particular product. Now, in this regard many custoimere taken a neutral

stand since they have many options present in the marketplace. Many local or multinational

companies have already taken this tactic as a part of their promotional strategy. Now, in this

case what can be said from interpreting theifigds thati this parameter is almost equally

en

balanced. This means the number of customers who have selected two different parameters is

almost the samé close to each other. On the other hand, most people took a neutral position
in thisregardwhich also meanghatmorecustomerganbeexploitedyetto initiate thepurchase
through active personal selling campaign. Therefore, in this regard ACI Savlon can

aggressively push more sales person in the market. As marketplace is the buying point for

customersso products should be visible there and this can be ensured through an active

presence of sales people in tharket.

Page|36



10. The discount offer made by the ACI Savlon is beneficial focustomers

Option List Frequency
Strongly 22%
Agree
Agree 26%
Neutral 21%
Disagree 19%
Strongly 12%
Disagree

Analysis and interpretation of data:

Her e,

by ACI Savlon. Discount offer is a major kind of trade promotion which can be a great tool of
promotionwhenit comego promotinganypersonatareproduct.Theresponsef thisquestion

will help to understand if any new or modified method of trade promotion is required for
smooth promotion of ACI Savlon. Personal care products are frequently sold products. While
purchasing this kind of product customers getgiééid if any discount offer is made as they
need to buy again and again. In case of ACI Savlon they give discounts on their product
purchasenoreoften. Thisis whatmademostcustomerso respondn favorof A C | dissount

offer. The result shows that sea d

discount offers are beneficial to customers. On the other hand, majority of the customers

beli eve

customers hay taken a neutral stand in this matter. They neither believe they are being
benefited from such kind of offers nor they are considering these offers as too bad. Again, the
survey also identified people who are not being convinced with discount offere diteer

customersvhostronglydisregardedCI S a v | disno@ndoffersasbeneficialonesHowever,

very few

quiteacceptable.

t hrough

strongl vy

customer s

assess

maj ority customer s

di scount

(
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