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information/data, suggestions and extend hands of co-operation at the students need.
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CHAPTER-01
INTRODUCTION

ntro du ction

An internship consists of an exchange of services for experience between the intern and the organization.
Internships are used to determine whether the intern still has an interest in that field after thereal-life
experience.Inaddition,aninternshipcanbeusedtobuildaprofessionalnetworkthatcanassistwithletters
ofrecommendationorleadtofutureemploymentopportunities. Thebenefitofbringinganinternintofull-
Meemploymentisthattheyarealreadyfamiliarwiththecompany,thereforeneedinglittletonotraining.
Intemshipsprovidecurrentcollegestudentswiththeabilitytoparticipateinaﬁeldoﬁheirchoicetoreceive hands-

onlearningaboutaparticularfuturecareer,preparingthemforfull-timeworkfollowinggraduation.

Internships for professional careers are similar in some ways. Similar to internships,
apprenticeships transition students from vocational school intothe workforce. Thelack ofstandardization
andoversightleavestheterm"internship"opentobroadinterpretation.Internsmaybehighschoolstudents,
college and university students, or post- graduate adults. These positions may be paid or unpaid and are
temporary.Manylargecorporations,particularlyinvestmentbanks,have"insights"programsthatserveas a pre-

internship event numbering a day to a week, either in person or virtually.

MeaningofInternship:

Aninternshipisaprofessionallearningexperiencethatoffersmeaningful,practicalworkrelatedtoa
student’s field of study or career interest. An internship gives a student the opportunity for career

exploration and development, and to learn new skills.
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CHARACTERISTICSOFINTERNS 1

0 Lc“rningFocns:

[nternships prioritize the learning and professional development of the intern. The primary purpose is to

. S l o b . » . .
proV'de practical experience and opportunities for skill development, rather than solely focusing on
completing tasks or projects.

2) sllpervisionandMcntorship:

Interns are typically assigned a supervisor or mentor who guides and supports their work. This person
provides feedback, advice, and opportunities for learning and growth throughout the internship.

3) Duration:

Internshipshaveaspecificduration,whichcanvarydependingontheprogramandorganization. Theyare ~ often

structured to provide a substantial period of time for the intern to gain meaningful experiences and
contribute to projects or initiatives

4) EducationalComponent:

Internships are designed to complement the intern's educational pursuits. They aim to bridge the gap

between academic knowledge and practical application, allowing interns to apply what they have learned

in a real-world context.
5) PracticalExperience:

Internships provide hands-on experience in a professional setting. Interns are actively involved in tasks,
projects, or responsibilities that align with their area of study or career interests. This practical

experience helps them develop skills and gain a deeper understanding of their field.

e
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6) Nci\vorkingOppormnilics:

[nternships offer the chance 1o network g

nd blllld r 3 . gig s -
org;mization.llltel'nShav etheOPPOI‘lunitytoim professional connections within the industry or

. eractwithprofessional i .
customers, expanding thejr network anpg pot S,co"eagues‘andpmemla‘lydlems

or
ential career opportunities.

7) ReflectionandEvaluatigp.

reflection allows interns to gain self-awareness and enhance their learning experience

8) FormalorlnformalTraining:

Internships may include formal or informal training opportunities to enhance the intern's skills or

knowledge in specific areas. This training can be provided through workshops, seminars, online courses,
or on- the-job learning.

9) IntegrationintoOrganizationalCulture:

Internsaretypicallyintegratedintotheorganizationalcultureandgivenexposuretodifferentdepartments,

teams,orfunctions.Thishelp sthemgainabroaderunderstandingoftheorganization‘soperationsandwork
dynamics.

10) EvaluationandFeedback:

Interns receive feedback and evaluation on their performance during the internship. This feedback helps

interns understand their strengths, areas for improvement, and provides guidance for their professional
development.

T
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OBJECTIVESOFTHEINTERNSHIP:
/—

D E\”PIOI‘CCﬂrccraltemativesprieno graduation.
2) Integratetheoryand practice.

3) Assessintersestsostudy.

4) Learntoappreciatework anditsfunctioningthe economy.

5) Developworkhabitsandattitudesnecessaryforjobsuccess.

i3 lsi iobi iew process.
6) Developcommunication;interpretsoNolandothecrlt1calsklllsmthejobmterv p

7 Buildarecordof workexperience.

8§) Acquireemploymentcontactsleading erectlytoa full-time job.
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ADVANTAGESOFTHEINTERNSHIP;

1 pPracticalExperience:

Internships provide valuable hands-on experience in a real-world work setting. This practical experience

allows students to apply their theoretical knowledge, develop practical skills, and gain a deeper
understanding of their field of study or industry.

2) SkillDevelopment:

Internships offer opportunities for skill development and enhancement. Students can acquire industry-
specific skills, technical abilities, and transferable skills such as communication, teamwork, problem-

solving,andcriticalthinking. These skillsarehighlyvaluedbyemployersandcontributetostudents'overall
employability.

3) NetworkingOpportunities:

Internshipsprovidestudentswithvaluablenetworkingopportunities. Theycanconnectwithprofessionals in
their field, establish relationships with mentors, supervisors, and colleagues, and expand their

professional network. Networking can lead to future job opportunities, references, and valuable industry

connections.
4) IndustryExposure:

Internships offer students firsthand exposure to the industry or specific sector they are interested in. By
working in a professional environment, students gain insights into industry practices, trends, challenges,
and opportunities. This exposure helps them make informed career decisions and better understand their

field of interest.

e ————
— e
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Rcsuchuilding:

5)

ins enhance students' . s .

[nternships nis resumes by showecasing their practical experience, skills, and achievements.
:o internship experience d £Laws iag e . .

Having emonstrates initiative, motivation, and a commitment to professional

Jrowth, maKing students more attractive to potential employers

6) CarcerExploration:

[nternships provide opportunities for students to explore different career paths within their chosen field.
B)’Workmgom'anouspfojeCtsortasksandinteractingwithprofessionals,studentscangainclarityabout their

carcer goals, strengths, and interests. This exploration can help them make more informed decisions about

their future career paths
7) ProfessionalDevelopment:

Internships contribute to students' professional development. They learn workplace etiquette, develop a

strong work ethic, and gain insights into professional norms and expectations.Internships also provide

i '|
opportunities for personal growth, self- confidence, and adaptability.
8) MentorshipandGuidance:

Many internships offer mentorship and guidance from experienced professionals. Mentors provide
valuable advice, support, and career guidance to help students navigate their professional journey. They

can offer insights into the industry, provide feedback on performance, and assist with personal and

professional development.

9) IncreasedJobProspects:

Intemshipscansigniﬁcantlyenhancestudents'jobprospects.Employersoﬁenvalueintemshipexperience when
hiring, as it demonstrates a candidate's practical skills, industry knowledge, and readiness for the }
workplace. Internships can lead to job offers or serve as a stepping stone to fulltime employment. l
|
W
|
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10) personalandProfessionalGrowth:

[nternships provide a platform for personal and professional growth. Students gain self confidence,

independence,and asenseof accomplishmentthroughtheirwork experiences.They alsolearnto adaptto new

environments, handle challenges, and develop resilience.

TYPESOFTHEINTERNSHIP:

1) SummerInternship

These internships typically take place during the summer months when students have a break from their
regular academic studies. Summer internships are often full-time and provide an immersive learning

experience within a specific industry or organization.

2) Part-timelnternship:

Part-timeinternshipsarestructuredtoaccommodatestudentsorindividualswhoarepursuingtheirstudies
orhaveothercommitments.Theyinvolveworkingfewerhoursperweek,allowinginternstobalancetheir

internship with other responsibilities.
3) Virtualorremotelnternship:

Virtual or remote internships have gained popularity, especially with advancements technology. In these
intemships,individualsworkremotelyandcommunicatewiththeirsupervisorsandteammembersthrough
digitalplatforms. Virtualinternshipsofferflexibilityandtheopportunitytoworkwithorganizationslocated in

different geographic locations.

B !“'.‘v' =
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4) paidInternship:

paid internships provide a stipend or monetary compensation to interns for their work. These internships
aim to provide practical experience while also providing financial support to interns. The compensation

can vary based on factors such as industry, organization size, and location.

5) Unpaidinternship:

Unpaid internships do not p?OVide monetary compensation to interns. Instead, they focus on providing

valuable learning opportunities and work experience. Unpaid internships are often offered by non-profit

organizations, startups, or smaller companies with limited resources.

6) Researchinternship

_ —

Research internships are prevalent in academic and scientific fields. They involve working closely with

resea.rchersorprofessorsonresearchprojects,Conductingexperiments,collectingdata,analyzingﬁndings, and
contributing to scholarly work.

7) Corporateinternship:

Corporate internships typically take place within large corporations or multinational companies. These
internshipsprovideexposuretocorporateculture,operations,andspecificdepartmentssuchasmarketing,

finance, human resources, or information technology.
8) Non-profit/GovernmentInternship:

Non-profit and government internships involve working with organizations that focus on social welfare,

publicservice,orpolicydevelopment.Theseintemshipsprovideinsightintotheworkingsoﬁhenon—proﬁt or

public sector, including community engagement, program management, and policy implementation.

BM B ADAM] FAE TR T
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9) profcssion:lchvclopmcntlntcrnship:

CaeQ] ve H . ) o ) .
professional development internships focus on enhancing specific skills or gaining experience in a

particular field. For example, an internship in digital marketing, graphic design, or project management

may provide hands-on training and mentorship in those areas,

Coopefat“’eeducatlon(CO-Op)intemshipsarestructuredprogramsthataltemateperiodsofacad emicstudy

\\'ith“'orke"?erience'C°'°pintem5hipsafet}’piCallylongerindurationandallowstudentstogainpractical skills
and apply their academic knowledge in a professional setting

10) CooperativeEducationIntel.nship: i
11) Part-Timelnternships:
|

These internships are flexible and allow interns to work fewer hours, often while attending school or

university .

12) Full-TimelInternship:

Internsworkfull-timehours,similartoaregularjob,butwithatemporarycontract, thisistypicalforpost- graduate

internships.

“SSBM B ADAM] L jriematiy =20
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CHAPTER-02

PROFILEOFTHEORGANISATION

pROFILEOFTHEORGANISATION

SUPE RMARKET:

A super market is @ self service shop offering a wide variety of food, beverages, and household products,
organized into sections.

Asupermarketisalargeandhasawiderselectionthanearliergrocerystores,butissmallerandmore limited inthe |
range of merchandise than a hypermarket or big —box market.

The supermarket retail format first appeared around 1930 in the
United state as the culmination of almost two decades of retail innovations, and begun to spread to other
countries after extensive worldwide publicity in -1956.

FEATURESOFSUPERMARKET:

1) Selfservice: Customerspick productsfrom shelvesand takethem tothebilling counter.
2) Widerangeofproducts:Includesfooditems,beverages,cleaningsupplies,andhouseholdgoods. 5
3) Organizedlayout:Productsare engagedinsections.

4) Fixedprices:Unliketraditional markets,pricesarepre-determined anddisplayedon products.
5) Discountsand Offers:Frequentdiscounts,seasonalsales,andloyaltyprogramsfor customers.

6) CashandDigitalPaymentOptions:Acceptscash,credit/debitcards,UPI,anddigitalwalletsfor g

convenience. i
7) BulkPurchasing:Customerscanbuyproductsinlargerquantities,oﬁenatlowerprices.

8) CentralizedCheckoutSystem:Multiplebillingcounterswithbarcodescannersforquicktransactions

{

|

|
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ADVANTAGESOFSUPERMARKET:

0 widesclectionofproducts:

cetsofferavast
SuPermarl\et tarray0fpmdm’ts‘mderoneroof,makingit‘,convenientforcustomerstoﬁndwhat they
nch.

2) One-stopshopping:

Supermarketsp rOwdeaone'SmpS}“’ppinge’(pCl'ience,savingcuslomerstimeandeffor’t.

3) Competitiveprices:

Supermarketsofteno ffercompetitivepricesduetoeconomiesofscaleandeﬂ'lcientsupplychainmanagement.
4) Convenientpaymentoptions:

Supermarketsoffervariouspaymentoptions, includingcash,credit/debitcards,anddigitalwallets.

5) Self-servicemodel:

Supermarketsallowcustomerstobrowseandselectproductsattheirownpace,reducingwaitingtime.

BM BADAM]
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I K Hiremath
Manager
Addl'css Badam1
Headoffice Badami
| HeadofTIC®
yearofEstablish March,2017

*

Marketreach AlloverLokapm'andsurrounding
Technology Cardusage,onlinepayment,POSSystem
| Technology

baked goods etc..
ST —
BACKGROUND:

i i hat
Shiva Super Market sestabhshedoanO‘I ?Marc . ctor
Basically, it is partnership firm and now it's I K Hiremath xpamtammg and mana%geg Illvér(li(l;e o
Niars IK ’Hiremath The super bazar was invested the capital of RS 16 Lakh.
inc;eased the 25% profit per year.

i i ecti items, Cosmetics,
MainProducts HouseholdltemS,Kltchenware,Confectlonaryl
products.

VISION:

isi marketlsafb ard l kmgS 5 ) : t .
ure.

making processes.

i ice, fosteringa
. lleled value, quality, and service, !
" i arket that delivers unpara R : nvenient
Tcl b.e tlgf leagl{fc]slﬁ)ii?:zommunity where every customer enjoys a delightful and co
sustainable an

shopping experience." ‘
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Thcmissionoﬁ"lSU|)ern1arkcl(Ie finesitscorepurpose,v

! foundati ! alues,andoperational
goa|5~ serving as a foundation for its strategics and

day-to-day activities.

H ere’sanexampleof. awell-roundedmissionslatcmcntl"orasupcrmarkct:

+To provide our customers with a diverse selection of high-quality products at compaitiveprices,while

delivering exceptional service, fostering a sustainable environment, and contributing positively to our
. "
community-

QB@_@TWESOFSUPERBAZAR:

1) providingEssentialGoods:Ensuringtheavailabilityofnecessaryproductsfordailylife.

2) Consumer/CustomerSatisfaction: Meetingtheneedsandexpectationsofshopperstocreateapositive
experience.

3) EmploymentGeneration: Creatingjobopportunitiesforthecommunity.

4) EnsuringQualityan dStandardization:Maintainingconsistentqualityandstandardsinproductsand
services.

5) ExpandingConsumerReach: Makingproductsandservicesaccessibletoawidercustomer base.
6) Toimprovesustainability:Implementpracticesthatareenvironmentallyandsociallyresponsible.

7) Toincreasesalesandrevenue:Growthebusinessbyincreasingtheamountofgoodssoldandmoney earned.

Y 3 AT AM]
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MQESUPERMARKEL

widerangeofproducts: SuperBaza , '
1) rSOffefadchrseselect|onofgoodsto catertovariouscustomer needs.

ail and consumer services: T} i
7) Ret . : ¢ lhese establishmen i il servi '
R e amersatisfaction ts provide retail services and focus on

| t opportunities: S
3) Employmen $: Super Bazars create j : . DT
Jocal economy. ate jobs for people in various roles, contributing to the

4) ECO“O“"ca“d50013|bcn0ﬁts:Theycontributetotheeconomyandprovidesocialbeneﬁtstothe community

they serve.

5) Tec'“.mlogyadvancement:SuperBazarsmayimplementtechnologytoimproveoperationsand customer
experience.

6) Potentialforfuturegrowth: Theyhavethepotentialtoexpandandadapttochangingmarket conditions. |

7 Economicgrowth:SuperBazarscontributetoeconomicgrowthbygeneratingrevenueandsupponing 4
related industries. ‘
I

SWOTANALYSIS: i

SWOT(strengths,weaknesses,oppommities,andthreats)analysisisaframeworkusedtoevaluatea company's
competitive position and to develop strategic planning.

l
SWOTanalysisassessesintemalandexternalfactors,aswellascurrentandﬁlture potential. “

STRENTHS: i
i

ThestrengthofasupermarketliesinitsabilitytOmeetawiderangeofconsumerneedsefﬁciently and
effectively.

|
Herearesomekeystrengthsofasupermarket: |
|

setty=2
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1) W

ketsofferabroadarrayofi :
supermar yoiproducts, ing
dairs packaged foods, household items, p:':z?]:;&freshproduce,meats,

comer needs.Customers can find e ” care products, and more, catering to various
cus verything they need under oneroof, saving timeand effort.

2) Convenience
arketsareoftenlocatedi i :
guperm dmconven1ent,ea31]yaccessibleareas.

Manysupermarketsoperatewithextendedhours,someeven24/7, providingflexibilityfor customers.

3) CompetitivePricing

Due to their size and purchasing power, supermarkets can negotiate better prices with suppliers,

passing _the savings on to customers. Regular sales, discounts, and loyalty programs help attract
and retain customers.

4) CustomerService

Trained and friendly staff assist customers, enhancing their shopping experience. Many
supermarkets offer extra services such as home delivery, online shopping, and in-store
pharmacies.

5) Technologicallntegration

Efficientcheckoutprocesseswithmodernpoint-of-salesystems.Manysupermarketshaverobust
online platforms, allowing customers to shop from home.Apps for smartphones enhance the
shopping experience by providing features like digital coupons, shopping lists, and product
availability checks.

\
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\\’EAKN ESSES:

: |pcrmarkctshavemanystrcn ths,tt . -
whilest g gihs,theyalsofaceseveralv mpact their
opcraﬁons and customer satisfaction. veaknessesthat can  fmp

Hcmaresomekeyweaknessesof supermarkets:

1) HighOpcmtingCosts
SupcrmarketsmCllI‘SIgmﬁcantco stsforrent,utilities,salaries,and maintenance.

Costs associated with inventory management, including storage, handling, and spoilage of
perishable goods. -

2) IntenseCompetition

The supermarket industry is highly competitive, with many players vying for market share.
Frequent price wars can erode profit margins and make it challenging to maintain pro fitability.

3) DependenceonSuppliers

Reliance on a complex supply chain can lead to vulnerabilities, such as delays, shortages, and
increased costs due to disruptions.

Dependenceonkeysuppliersforspeciﬁcproductscancreaterisksifrelationshipssouroriﬁhere are
changes in supplier terms.

4) PerishableGoods

Managing fresh produce and other perishable items involves challenges related to spoilage and

waste. Balancing stock levels to minimize waste while ensuring product availability can be
difficult.

5) CustomerServiceChallenges

Variability in customer service quality can lead to customer dissatisfaction.High turnover rates
among staff can affect service consistency and increase training costs.

\SSBA‘D- T ‘_< 24
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opPORTUNITIES:

ketshaveseveralopportunitiest i
< ypermar ! stogrow,innovate,andi i i J
be r}\ o omers an distayiconipetitive: ndimprovetheiroperationsto bette

I {erearesomekeyOpportunitiesforsupemlarkets;

0 E-commerceEmansion

Dc\'elopore“hanceomm°5h°ppingplatformsto catertothegrowingdemandforonlinegrocery

shOPPing' Expand home delivery and curbside pickup services to provide convenience for
customers.

2) Technologicallntegration

mplement Al and au.tomation technologies for inventory management, customer service
(chatbots), and personalized shopping experiences. Introduce cashier-less checkout systems and

self-service kiosks to streamline the checkout process and reduce wait times.
3) SustainabilityInitiatives

IncreasetherarlgeofSUStainable,Organic,andeco—friendlyproductstomeetthegrowingdemand for
environmentally responsible choices.

Implement initiatives to reduce food waste and plastic use, such as composting, recycling
programs, and offering reusable packaging options.

4) HealthandWellnessTrends

Expand product lines to include more health-oriented options, such as gluten-free, low-sugar,
plant-based,andnon-GMOproducts.Offemutritionconsultingscrvices,healthycookingclasses, and
wellness workshops to engage

healthconsciousconsumers.

5) LocalandEthicalSourcing
Strengthenpartnershipswithlocal farmersandproducerstooffer fresh,

locallysourced products.Increase the availability of fair trade and ethically sourced products to
appeal to socially conscious consumers.

BADAMI
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1

cts face several exter :
ark mal threatsthat can impacttheiroperations, profitability,

. jong-term sustainability.
ant

Hcrcarcs(m\ckcythr\:atslosupc:mmrkcls'

1 lntcnscCompctition
i likc Amazo ) .
or -misft‘cr e m:\\ z:\dfothcr online retailers pose significant threats with their
e m" ery DiSCOu‘u gl of products, often at lower prices, with the convenience of
clivery. nt chains and warehouse clubs like Walmart, Costco, and Aldi

pome d e
attract pnce-senSltwe consumers, intensifying competition.

Comp

2) EconomicDownturns

pacting sales

Economlcrecesswnsand downturnscanleadtoreducedconsumerspending,im
ofit margins,

and rOﬁm_b“it)’- Rising costs for goods, labor, and utilities can squeeze pr
especially if supermarkets are unable to pass these costs on to consumers.

3) SupplyChainDisruptions

Disruptions in the global supplychaindue to geopolitical issues, naturaldisasters,or pandemics

can lead to shortages and increased costs. Challenges in
UansponationandlogiSt ics,Suchasfuelpricehikesanddrivershortages,canaffectproduct availability and

delivery times.

4) TechnologicalChallenges

ce on technology makes supermarkets vulnerable to cyberattacks and

data breaches, which can compromise customer information and disrupt
operations.Rapidtechnologicaladvancementsrequirecontinuousinvestment
and new systems, posing financial and operational challenges.

Increasing relian
inupgrades

5) ChangingConsumchrcfcrcnces

eference for online shopping over traditional in-store experiences can
sical stores. Consumers’increasing focus on health

The growing pr
tantlyadapt theirproduct offeringsand

reduce foot traffic and sales in phy
andsustainability requiressupermarkets to cons
practices, which can be costly and complex.

SSBM BADAMI
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CHAPTER-(3

SALESANDSERVICES
SALESANDSERVICESOFSUPERMARKET

CATEGORYMANAGEMENT:

Cat egOrymanagementisastrategicapproachusedi

R nsupermarketsto imi
0 roduct categories to meet customer needs and 4 e e

to generate business results.

Category mana

operations, as it enables th

¢ store to optimize its pr ici
. oduct assortment, pricing, and
promotions to meet customer needs and drive sales grolivth P

gement is a crucial aspect of a supermarket's

1) Improvedcustomer satisfaction:

By effectively managing product categories, supermarkets can better meet customer needs
andpreferences, leading to higher satisfaction.

2) Increasedsalesandrevenue:

Optimizingproductplacement,pricing,andpromotionswithincategoriescandrivesalesand increase

MPOTANCEOFCATEGORYMANAGEMENTINSUPERMARKET: \
overall revenue.
3) Improved productivity:

Efficient category management streamlines operations, reduces waste, and improves
inventoryturnover, boosting productivity.

\

e : I

4) Optimizeproductassortment,pricing,andpromotions: ‘
1

Categorymanagementinvolvesanalyzingdatato makeinformeddecisionsaboutwhichproducts to
stock, how to price them, and how to promote them effectively.

S) Meetdiverseneedsofcustomers:

By offering a wide range of products within each category, supermarkets can cater to the diverse %
needs and preferences of their customer base.

R S
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WII’SQFCATEGORYMANAGEMENT:

0 ]ncreasedsalesandrcvenue:

. d
vopmmzlmgfrrou?;: assor}r‘:}em and plagement, supermarkets can attract more customers and
encourage arger p ases. This leads to higher sales and overall revenue growth.

2) Improvedcustomcr satisfaction:

Category management focuses on understanding customer needs and preferences, ensuring the

rigmpmduas.area\fallableattherighﬁime.Thisenhancestheshoppingexperienceandincreases
customer satisfaction.

3) Bettersupplycha'm management:

Efﬁcientcategorymanagementinvolvesclosecollaborationwithsuppliers,leadingtostrearnlined
inventory management, reduced stockouts, and optimized logistics.

4) Enhanced competitiveness:

By effectively managing product categories, supermarkets can differentiate themselves from
competitors, attract and retain customers, and gain a competitive edge in the market.

5) IncreasedefTiciency:
Category management optimizes resource allocation, improves store layout, and enhances

promotional strategies, resulting in increased operational efficiency and cost savings.

6) Betterrisk management:

By closely monitoring market trends and customer behavior, supermarkets can anticipate and
mitigate potential risks, such as changing demand or supply chain disruptions.

l SBM BADAMI Page No.24

I
|
x
!




———

Slliva Super Market Badami o

—_—

'],RO“ UCTCATEGORISATION;

izationistheprocessof; .
cteategor a ssofgroupin ) . N
P dlrles and uses. I gS"”‘la‘PIOductsti.)gethcrbasedonthc:1rcharacter|stlcs,

rizationiscrucialf i . v
roduc“fatego lforeffecuvememha“dlsmg, inventory management, and customer
;atisfactxon.

BcneﬁfSOf roductcategorization:

1) ]mprovedCustomcrEmerience:

tegorization makes it easier f . . .
product €@ : : r for customers to find what they're loo for. improving
their overall shopping experience. y're looking for, 1mp g

2) Increased.Sales:

Bygroupingsuml'flrproductstogether,supermarketscanincreasesalesbyencouragingcustomers to
purchase related 1tems.

3) BetterInventory Management:

ProductcategorizationhelpSSupermarketsmanagetheirinventorymoreeffectively,reducing stockouts and
overstocking. :

4) EnhancedSupplyChain Efficiency:

Product categorization can help supermarkets optimize their supply chain operations, reducing
costs and improving delivery times.

5) Itsavescustomertime: |

Product categorization helps customers save time by grouping similar products together, making
it easier for them to find what they need.

— s |
WM BADAMI Page No.25




Shlvn gllpcl M

arket Ih(lmm

choldltems:

[{O“S

= 0|di(cmsarecssent1alformamtaining cleanliness hygiene,andorg

Hous anizationinthehome.

Detefﬂents
7 Soaps

Cleaning liquids
4) Dishwasher
5) Room fresheners

6) Brooms

w-e—“f‘vareltems( Groceries):

Kﬁchenwareltems,aISOkIlOWnaSgroceries,areessentialforfoodpreparationandcooking. Cereals.

1) Spices(Salt, Pepper)

2) Nuts

3) Oils (Cooking o1ls)

4) Sugar, Jaggery

5) Teapowdersandcoffee powders

6) Dry Fruits

SnacksItems (Confectionery):
Snacksofferasolutiontosatisfy thehungerandcravings ofthe customers.

1) Biscuits

2) Chocolates

3) Chips

4) Soft soda

5) Cakes ,
6) Icecream ,

§p
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OS“' cﬁCS:

C
v rani ortant 1 L ]
C osnwtlcspla) animp ntrolein customers da11}’liveS,oﬁeringbcneﬁtsbcyondbeauty

) Facewash

2) gunscreens

3) ShampoO

4) Berdiinc
Moisturizers
Conditioners

7) Body lotion

D 3“yUsa,cg.eProducts:

Theavailabilityo fallthedailyneedsofthepeoplewhichmakethesupermarketmoreproductivity.-

1) Paper Plates
2) Floor mats

3) Toothbrush

4) Toothpaste

5) Wallet

6) Keys

7 Tubandbuckets

§QPPLYCHAINMAN AGEMENT

1) Suppliers:

These are the manufacturers or producers who create the goods. They supply raw materials
orfinished products to distributors.

2) Distributors(W holesalers):

DiStributorsactasintermediariesbetweensuppliersandretailers.Theybuyinbulkfromsuppliers and
sell in smaller quantities to retailers.

3) Retailers:

SupermarketSfallundenhiscategory,TheypurChaSegoodsﬁ'omdistributOrS/Wh01eSalersandSell them

directly to consumers.

5By
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0 wgisiics:

. volves the transportation and stor

ate N e age o :
11““’_nlic and in good condition. age of goods. It ensures that products reach the retailers
onl

vcntoryManagcmcnt;

g)In

supenﬂarketls(.l:uﬁrglda&ﬁgg their stock efficiently to avoid overstocking or stock shortages. This
ncludes trac ng p emand and replenishing inventory as needed.

6 End Consumer:

Thefinal stageof thesupply chain,wherecustomers purchasegoods from thesupermarket.

sUPERMARKETSTRATEGIES:

Super Markets use a variety of strategies to attract the customers, increase sales, and maintain a
competitive edge in the retail industry.

Supermarkets use various strategies to succeed. They focus on offering
goodprices,ConVenlenﬂoCations,andqualityproducts.Theyalsotrytobuildstrongrelationships with
customers and make their operations efficient to reduce costs.

ADVANTAGESOFSUPERMARKETSTRATEGIES:

1) IncreasedSales& Revenue:
Effectivestrategieslikediscounts,loyaltyprograms,andpromotionsencouragecustomerstobuy more.
2) CustomerLoyalty:

RffWardprogramsandpersonalizeddiscountshelpinretainingcustomers.

VVF
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I‘{ﬁcic“cy '
i

ychainoptimization,andbulkpurch

iCm,SUPP‘ asingreduce costs,

.vcrscl’roduc‘ Offerings:
"
T
W

( ompci“ivc

’mlfﬁicsh

ImpulscBuyi“g’

soffer awiderangeofproductsunder oncroof, altractingmore customers

Edge:

kcpriccmatchingand private-label products helpcompetewith other retailers.

mcrltofproductsnearcheckout andpromotionaldisplaysincreaseunplanncd purchases.
et

Com,c“ienccforCustomers.
4

; miegicslikconlincorderinZ-ZnhOmedeliver)’,andself-chcckoutimprovetheshopping experience.

Nl
nHigh()perational Costs:

M AGESOFSUPERMARKETSTRATEGIES:

wge.scaleoperationsrequiresigniﬁcantinvestmentininventory,staff,andinfrastructure.
1) PricetVars:

frequentdiscountsandcompetition withothersupermarkets canreduceprofit margins.
yStockManagement Challenges:
Overstockingleadstowastage,whileunderstockingrcsultsinlost sales.
{|DependenceonConsumer Behavior:

Srtegiesmayfailifconsumerpreferenceschange rapidly.

9SecurityRisks:

nlcﬁ,fraud,andcybcrlhreats( foronlincopcrations)canimpactproﬁtabilily.
ISmallBusiness Competition:

Wocalrata: o
calreta1l'¢rsmaystruggle tocompete,leadingto monopolization.

Ll
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rSOFSUPERMARKETSTRATEGIES.

. &g}f GSTRATEGIES:

T&J«;egiesie:ermimbo“‘mc&”&mmnc&om andincrease sales.
0 CompcﬁtivePricing:

Sc,;ﬁ,«k—igstm%domwmpeﬁtors'pri&mosta}mc iveinthe market.

1) Eve rydayLowPricing(EDLP):
Kh,f_:;-:;gp:ioesconsistemlﬂo“mthenhanoﬁ‘eringocca:ionaldisommt:\

1) High-Low Pricing:
sternatingbetweenhighpricesanddiscountsorsalestoattractbargainshoppers.
{)LossLeader Pricing:
Seﬂmgcenainproductsatalosstodra\\'customersin.hopingthe}\\illbu)otherproﬁmbleitem&
3) Psychological Pricing:

UsingtacticslikeZ99insteadofI100tocreate an impressionoflowerprices.

6) Bundle Pricing:

Offeringmultipleproducts togetherata lowemombinedpricethanbu)ingthem separately.

7) DynamicPricing:

Adjustingpricesbasedondemand,time, andcompetition(e.g..onlinepricmg algorithms).

"BADAN;
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RATINGSTRATEGIES:
QPEES=

y
al strategies of asupermarket focus on mana
(e

i ging inventory, customerservice, pricing
cy- Here are some simple key strategics: ry, , P ,

opertic?
’ﬁclcn
and cf

ln"f““"y Management:

: ducts in the right - :
cthe right Pr ght quantity to avoid shorta
arcode scanning and automated ordering. ges or excess stock. Use technology

) CustomcrExperience:

Ensurecleanaisles,quick billing,andfriendlystafftoenhanceshopping experience.

3) Pricing Strategy:

Offercompetitiveprices’discoumssandloyaltyprogramstoattractcustomers.

4) SupplyChain Efficiency:

Maintainastrongrelationshipwithsuppliers fortimelyrestockingandcost reduction.

5)Marketing& Promotions:

Useadvertisements, flyers, andsocialmediatopromoteoffersandnew products.

6) StoreLayout& Design:

‘r . :
% Or, ganizeproductsinawaythatencouragesmorepurchases,suchasplacmgessentlalsattheback so
| customers pass through other sections.

i

7) Technology Integration:

Useself-checkoutcounters,onlineordering,anddigitalpaymentsforconvenience.

-~
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x

Juction:
1qsfC Re¢
gV

qm_Pcrishn‘blcgoods carefullytoreduyce
M;\ﬂ' -]

Wasteand losseg

.«vMeasures:
LeurityMea
g) Seet

IlﬂplCmcmcCTVandsecurltystafﬁoprcvemthcﬁandensuresafety

0 SmﬂTraining &Efficiency:

Trainemp]OyeeSforbetterCUStomerserViceandoperationalefﬁciency

» PRODUCTASSORTMENTSRATEGIES:

1) Wideassortment strategy:
Oﬁ*eringabroadvarietyoﬁ)roductstocatertodiversecustomemeedsandpreferences.

2) Localizedassortment strategy:

Tailoringproductofferings tosuit thespecificdemandsandtastes ofthelocalcustomer base.

3) Seasonalassortmentstrategy:

Adjustingtheproductmix basedon thetimeofyear, holidays,orseasonal trends.

d) Price-basedassortmentstrategy:

Focusingonproductswithin certainpricerangesto attractspecificcustomer segments.

5) Convenience-basedassortmentstrategy:

Prioritizingproductsthatareeasytoﬁnd,acceSS,andpurchase,enhancingtheshopping experience.

llx___’_4’,_,____\_______.—---—--—''———————————‘———'_"'—_"_'_—"Q
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. [ementaryassortment Strategy:
omp
6C

t
roducts tha
ing P

0 basket size.

are  ofien purchased
qcreasing
(l

i and
together, encouraging  cross-selling

ARKETINGANDPROMOTIONSTRATEG]ES:
.M
y o=/

or t:
ivestore layou
Attractiy
1)

i gthestoretobevisuallyappealingand casyto navigate.
jonin
Dcslgﬂl

2) piscountsandoflers:
i i dspecialdealstoattract customers,
idingpricereductionsan
providingp
3) Advertising:

tingthesupermarketthroughvariouschannels.
Promo

4) Home delivery:

econv iveri i tomers'homes.
ingtheconvenienceofdeliveringgroceriestocus

Offeringt

5) Loyalty programs:

i tinuedpatronage.
i peatcustomerstoencouragetheir con
Rewardingre

TEGIES
IBILITYSRA
ABILITYANDSOCIALRESPONS

» SUSTAIN

1) Waste reduction: -
s .
inemeasurestominimizewaste g
Implementing

2) Sustainablesourcing:

, i lierS.

Page No.33
B BAD AM




V
/———— —

fic0 riendlypackaging:
"
y?

kag'mgmateria1SthathaVeareducedenvironmemalimpact,suchasrcducingplasticuse.
ac

U siﬂgp

Employcc“""fm:

ngthewe y
EHSU”

erawareness:
ustom
) C

1'mgcustomersaboutsustainabilityandsocialresponsibilityinitiatives.
gdue?
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COMMUNITYACTIVITIES

UNITYACTIVITIES
1

(0}\”\

kets engage in various communi
K

quperm@ support social causes, and enhance th

1 141 - . . . al
Y activities to build relationships with loc

eir brand image.

t.\,itiesbeneﬁtboththegpsennmket
Theseacrl Joyalty and contributing to s
ome

arket play a vital role in engaging
m

z’mdthccommunitybyfosteringgoodwil‘l,i.nf:reasinl%1 .
ocial development. Community activities he y

local customers and building strong relationships.

pramples:

d Donations ' . |
¢ Ilg(c):(ci-friendlyinitiatives,hkeplastlc-free campaigns
iSponsoringlocalevents .

» Healthandwellness campaigns

MPOTANCEOFCOMMUNITYACTIVITIESBYSUPERMARKET:
ML

1) CustomerEngagement:

i stomersand create
foodfairs,healthcheck-ups,andcookingdemonstrationsattractmorecu
entslikefoodfairs, A strati
aE s‘lt::;ger bond between the supermarket and the community

2)BrandAwarenessandLoyalty: N
i i ncouragingr. ’

H tivitiesenhancesthesupermarket’sreputationandbuildstrust,e g

ostingactivitiese

3)SupportforLocalBusinesses:

. -

Y) HealthandWellnessPromotion:

~ N
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' ity Development: -
0
9C
arketscansubp ortschools,charities,andy
Sllg olunfec”“g initiatives.
v
an

S minabilityandEnvironmcntalAwarcncss:
6>

ocalorganiz

cntsfocusedonrecycling,
?

reducingfoodw A
ability- e aSte’andeco'fr'C"dly shoppinghabitshelppromote

) EnhancingCustomer Experience:

Festivals,contests,andthemedevents makeShoppingmo1'eenjoyableandincreasefoot traffic.

oMMUN ITYACTIVITIESPERFORMEDBYSUPERMARKET:

(U=

1) CharityandDonations:

Food Donations: Supermarkets often donate surplus food to food banks, shelters, and NGOs
ohelp reduce hunger and food waste.

MonetaryContrib.utions:Somesupermarketscontributeaportionoﬁheirproﬁtstolocalcharities or
sponsor community welfare programs.

ProductDonations:Essentialgoodsliketoiletries,clothes,andschoolsuppliesaredonatedto needy
families and institutions.

2) Sustainabilityand Environmentallnitiatives:

Plastic-FreeCampaigns:Encouragingtheuseofreusablebags andreducingplasticpackaging.
Recycling Programs: Setting up collection bins for used plastic, paper, and e-waste.

Energ)’COnservation:Usingsolarenergy,LEDlights,andenergy-eﬂ'lcientreﬁ'igerationtoreduce
@rbon footprint,

OrganicandLocalsourcing:Supportinglocalfarmersandeco-friendlyproductstopromote sustainability.

N__//&_____—-————-——__'/A
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)Conl“‘“"“ 'EngagementandEvents:
: :

. wellness Programs: Organizing frec health cf

7:71ASrupcr Market Badami

alth € ,
H“‘!:iom\vorkshops for customers. 1eck-ups, fitness sessions, and
nlﬂn
: onstrations: Inviting chef:
. oking Dem g chefs to demons . a
ook narket products. trate healthy cooking techniques and recipes

: ert
usmg sup

i » Celebrations: Hosti .
1Feslwals & : Hosting specia i : . :
;;:Soring B el progHis. g special events during festivals, offering discounts, and
s

9 mp_l_gj_n_lentandSkill Development:

Locau—[iringlmuatwes:Pr ioritizinghiringfromthelocalcommunitytoprovideemployment opportunities.

(aternship & Training Programs: Collaborating with educational institutions to provide students
with hands-on retail experience.

Employei?welfaf eProgr amS1Offel‘ingfairwageS,Skil1dc:velopmentworkshops,amdcare:er growth
opportunltles.

5) gstomerLovaltvandSupportPrograms:

LoyaltyRewards:Runningmembershipordiscountprogramstorewardregularcustomers.

Customer Feedback Mechanisms: Engaging with customers through surveys and suggestions to
improve services.

SpecialDiscountsforSeniorCitizens&Differently-AbledIndividuals:Providingexclusive shopping
hours and discounts for vulnerable groups.

6) DisasterReliefandEmergenchssistance:

gessentialsuppliesandmonetaryaidtovictimsof floods,

QuickReSponsetoNaturalDisasters:Providin
earthquakes, or other calamities.

Emergency Food Distribution: Partnering with local governments and NGOs to supply food and

water during crises.
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o & ganitation Awareness: Promoting cleanliness, handwashing habits, and proper food

(sandRecreationalSponsorships:
g) SpOIISE==—=
§po

0 amzmgFunRunS&Mar athons:Promotingphysicalfitnessthroughparticipation- -based events.
g

Hosting Family Day Activities: Creating a fun and engaging shopping experience with
games,contests, and giveaways.

pOSITIVEOUTCOMESBYPERFORMINGCOMMUNITYACTIVITIES:
POSLIZY

L CustomerEngagement& Loyalty:

Organizing events, charity drives, or educational workshops fosters a strong bond with the local
community, leading to increased customer loyalty.

2. SocialResponsibility & Goodwill:

Supportingfooddonationprograms, _sustainabilityinitiatives, orlocalfarmersenhancesthe supermarket’s
reputation as a socially responsible business.

3.Economic Growth:

Bysourcingproductsfromlocalsuppliersandhiringlocalemployees,supermarketscontributeto economic

development in their area.

4.Environmental Benefits:

Implementing eco-friendly practices like waste reduction, recycling, and sustainable packaging

helps reduce environmental impact.
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CHAPTER-
0SCONCLUSION

CONCLUSION

TheﬁlnctioningOfasuPelmarketpla}fsaVitalroleinthemodemretailindustrybyofferingawide variety
of goods under one roof, ensuring convenience and efficiency for consumers. It operates
througha“:el'l-structuredsystemmvolvingprocurement,inventorymanagement,productdiSplay,
pricing, blllm_g, and. Cu§t9mer service. Supermarkets are designed to meet the daily needs of
customers while maintaining smooth operations, cost control, and effective space utilization.

Akeyaspectofasupermarketisitsabilitytomanagestockefficiently.Goodsarecategorizedand
systematically arranged to enhance the shopping experience and ensure quick access. The use of
technology in areas like billing, inventory tracking, and sales analysis adds to the speed and
accuracy of operations. Supermarkets also play a critical role in supply chain management by
directly connecting manufacturers or wholesalers to the end customers.

Customerserviceisanotherpillarofasuccessfulsupermarket.Cleanliness,staﬁ‘behavior,proper -
signage, and organized layouts all contribute to customer satisfaction and repeat visits.
Supermarkets  alsoadopt Variouspromotionalstrategieslikediscounts,loyaltypoints,andcombo

offers to attract more customers and stay competitive in the market.

sential component of the retail ecosystem, providing
s. Its structured operations and

e it a successful and sustainable business model in today’s fast-

In conclusion, the supermarket is an es £
convenience, product variety, and efficient service to customer
customer-focused approach mak
Paced world.
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UCTI
JNTROD ON

-wheeler industry p
The tWO-W Ty has beep ex i i
Panding rapidly. Grown are the d ing
rwo-wheeler was seen as 3 luxury, Now s

a days it js
. S Viewe
two wheelers was mainly confined tg dasameren

eing placed by power driven
i g. oo Wheelers Such as Scooters and motorcycles. Not only this
then industry has also customers rapq : A

Ng from ]| demographic segments. It has been

ecessity. Prior, sale of

ban ar
e . .
as but lately in rural areas the bicycles are

1
o
common that even school] going childrep

are drivyj
: . . . dr IVing two Wheelers. The women customers are
also increasing due to Increasing women

literacy and employment. If getting a new customer

stomer is more difficult one and not only that is
of a new customer is fj

is difficulty, then retaining a current cy

estimated that the cost attracting

’ ve times retaining the current
customer. It requires a

SIGINIFICANCE:

The study gives information about the services and facilities provided in the bikes. The study
gives information of competitors sale and share position in the past years. It can help to
improve and adopt new techniques in the upcoming KTM products. It can also provide
suggestions to the company to improve the problems according to the needs of customers and

dealers.

OBJECTIVE OF THE STUDY:

I. To know consumer behavior for purchase of KTM bike

2. To identify the factor which influences on consumer decision to purchase KTM bike

i i Products
3. To identify possible facts for improvement in the KTM Produ

4. To know the market position of KTM products

Page 6
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KTM PRODUCTS

| Need for the Study of KTm Showr

ooms

1. ynderstanding Customer Experience:

- Insights: i
Customer Insights: Analyzing how customers interact with KTM showrooms can provide

insights into their prefer: .
va]uablc g r plefelences, CXpectations, and satisfaction levels. This information

. a1l - Improvinge " .
is crucial for improving customer service and enhancing the overall buying experience

pain Points: Identifying common pain points or issues faced by customers can help in

addressing them effectively, leading to increased customer retention and loyalty.

2. Optimizing Sales Performance:

Sales Strategies: Evaluating current sales strategies and their effectiveness can lead to
improved sales performance. Understanding what drives sales and what hinders them can
help in refining sales tactics.

Sales Trends: Studying sales data can uncover trends and patterns, allowing KTM to adjust

inventory and marketing strategies in response to changing consumer demands.

3. Enhancing Showroom Layout and Design:
Layout Efficiency: Analyzing showroom layout and design can reveal how these factors
impact customer behavior and sales. This information is valuable for optimizing showroom

space to better showcase products and facilitate customer flow.

4. Improving Employee Performance:

Training Needs: Assessing employee performance and customer interactions can identify

areas where additional training or support is needed. This can lead to more knowledgeable

and effective staff.

5. Benchmarking Against Competitors:

Competitive Analysis: Comparing KTM showrooms with those of competitors can provide

insights into industry best practices and areas for improvement. This benchmarking can help

KTM stay competitive in the market.

Market Positioning: Understanding how KTM showrooms are perceived relative to

. s ies.
competitors can aid in refining marketing and bremdie siaies

\ / e ———
\ — Page 7
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p TUDY OF CUSTOME
K ER SATISFACTION O TOWARDS OF KTM PRODUCTS

|
|
|
|
|

; gcope of Study for a KTM Showy

oom

1 Customer Experience:

Assessment: Evaluate customer satisfaction, service quality, and overall experience
’ ’

[nteractions: Analyze customer interactions with showroom staff and service

2. Sales Performance:
Metrics: Study sales figures, conversion rates, and sales trends

strategies: Examine the effectiveness of current sales and marketing strategies.

3. Showroom Layout and Design:

Space Utilization: Analyze how the showroom layout impacts customer flow and product
visibility.

Design Elements: Assess the influence of showroom design on customer engagement and

brand perception.

|

i 4. Product Range:

‘ . . . oqe .
Inventory: Review the variety and availability of KTM motorcycles and accessories.

Product Display: Evaluate how products are showcased and their impact on customer interest.

5. Employee Performance:
Staff Training: Examine the effectiveness of staff training and its impact on customer service.

Motivation: Assess employee satisfaction and its effect on performance.

L SSBM BADAMI
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sTUDY OF CUSTOMER

A SATISF
ACTION OF TOWARDS OF KTM PRODUCTS

Limitations :

{. Scope Restrictions:

Geographicfﬂ Focus: The study may be limited to speci

KTM showrooms globally or in other regions.

fi i .
C regions or showrooms, which may not represent all

5, Sample Size and Representation:

Limited Sample: The research might involve a limited numb
er

alizability of the findings of showrooms or customers, affecting the
gene s

3. Time Constraints:

ration: The study’s ti .
St 5 y's imeframe might not capture seasonal variations or long-term trends in customer

behavior and sales performance.

4. Methodological Constraints:
Survey Bias: Customer surveys and feedback might be subject to self-reporting bias or incomplete responses.
Data Accuracy: Reliability of sales and performance data might be affected by incomplete or inconsistent

reporting.

5. Resource Limitations:

Budget Constraints: Limited financial resources may restrict the scope of research tools, sample size, or depth of
analysis.

Technology Access: Lack of advanced data analysis tools or technology could limit the study’s analytical

capabilities.

6. External Factors:

Market Changes: Economic fluctuations, changes in KTM’s marketing strategies, or industry trends during the

study period may impact results.
Competitor Actions: Competitive actions and market dynamics that occur outside the study’s control could

influence findings.

7. Employee and Customer Variability:

Staff Differences: Variations in employee performance and training levels across different showrooms may

affect the study’s outcomes.

Customer Diversity: Differences in customer demographics and preferences may lead to varied results across

different locations.

SSBM BADAMI
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~ , STUDY

' OF CUSTOMER sppan
i SFACTION o TOWARDS OF KTM pkm

(ONCEPTUAL FRAMEWOR

prcdeﬁned questionnaire. The secondary

Sources incl . T
i : ude book eriodicals
qewspapers and various websites, s, articles, p ;

RESEARCH METHODS:

+ SOURCES OF DATA
« COMPLETION OF DATA W
« SAMPLING PLAN

RESEARCH DESIGN:

A research design is simply a framework or plan for study that is used as a guide in collecting

and analysing the data. It is blue print that is followed in complementing the project.

The research design specifies the methods and procedures for acquiring the information
needed. It is overall operations pattern of framework of the project that stipulates what
information needed. It is overall operations pattern on framework of the project that stipulates

what information is to be collected from which sources and by what procedure.

There may not be single, standard and correct method of research. There may be different

l . i o e
‘ types of designs to suit different types of research deSlgns to suit different purpose of
S signe <

research,

\
\ Page 11
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ﬁ\’ OF CUSTOMER SATISFACTION

OF TOWARDS OF KTM PRODUCTS
There 1 design, they are;
Exploratory Research:

Descriptive Research:

ing upon the objective of rese

nend ar Aads 5 .
Depet arch, mar keting research designs is selected.

According 1 the research objective I plan to choose exploratory research

ExPLORATORY RESEARCH :

The major emphasis of exploratory research is to extract new insight into the problem. The

research will help to know some facts about people preferences and choice.

It helped me in knowledge the following information;

«  What are the preferences of people towards purchasing the motorcycles of particular
brand?
+  How they rate a certain brand?

. How effectiveness are the advertising activities carried out by the brands for its sale?

SOURCES OF DATA:

The next step is to gather information. There are two types of data they are;

+ PRIMARY DATA
+ SECONDARY DATA

& SSBM BADAMI FageTR




all, all the sources of primary

pirst of ata from v

. arious sources
. B . S § s should be explored and
xamining the possibility of their use for study P

, cases the data may n i
jp many € ‘ ay not be inadequate or unusual and therefore may realize the first

pand information.
The method by which the primary data is collecteq

. QUESTIONNAIRE METHOD

SECONDARY DATA:

Advantages

1. The major advantage is the secondary data it is more economical as the cost of
controlling original data is saved.

2. It saves much of the time of the researcher. This leads to promot completion of the
project.

3. Search for secondary data is helpful, not only because secondary data may be useful

but because familiarity with such data indicates.

4. The deficiencies and gaps. As a result, the primary data can be collected more
specially and more relevant to the study.

5. Finally, the secondary data can be used as a basis for comparision with primary data.

SSBM BADAMI
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TION OF TOwARDS OF KTM PRODUCTS

primary Data:

volves two aspects. The techniques

[tin and tools that

are used in collecting data are as

chhniques

The techniques of collecting primary datq.

. Observation

Secondary Data:

The secondary data is collected from various websites, journal, research papers, articles,

annual reports, and various magazines. The secondary data gave me brief overview of the

current market situation, the history of the company and the sales figure of the latest quarter.

SAMPLE PLAN:

Sample plan is very important for research after deciding on sample instrument and

research approach, sampling plan calls for following decisions.
Sample unit:

This is very important for research to decide as to who going to be surveyed or what the
sample unit is. In this research different category of people, KTM riders, and servicing

boys where targeted to gather correct and reliable information.
Universe:

The universe of the research have where the people or dealer from different areas.

Sample Population:

The survey was conducted in NIGDI area.

SAMPLE PLAN:

Sample plan is very important for research after deciding on sample instrument and

or fi i isions.
Tesearch approach, sampling plan calls for following decisi

I Page 14
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is is very important for re :
Thi Search to decide s (o who going to b d or what the
¢ surveyed O

e unit is. In this r . .
samp! esearch different category of people, KTM rid d icing
; riders, and servl

boys where targeted to gather correct and relj
reliable informati
ation.

Universe:

riverse of the r -
o esearch have where the people or dealer from different areas

Sample Population:
The survey was conducted in NIGD] area. l

Sample Size:

For tl;e p.urp;)se of Proper survey, there is need of perfect research instruments to find out
sfam;:') € size Tor more accurate result about buying behaviour of two wheelers. The sample
size in SOrespondents.
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! Late. 165619, L ]
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Note Captured by GPS Map Cémer;

S— <47

Name: KTM Sport motorcycle AG
Type: Private

Founded: 2018

Products: Motorcycles, sports cars
Production Output: 5 vehicles
Operating income: 80 lakh
Divisions:, KTM Asia

Website: ktm.com

ktmgroup.com
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n Austria, KTM is g

gased ! Urope's |
ompany focuses on sport-oriengeg m
Y

Philosophy- In short, KTM’s Mission j

arg
argest Manufactypey of

motorsports vehicles. The
Otorcycles p es. Th

s Underscoring i« « .
g its “READY B
510 prody 'O RACE

C¢ motor - .
eA\,Ce”ence. reycles with eXxacting standards of

e are driven by constant innovation week
b

a -
fter week, race after race,” says Philipp

g, head of research ang
Habsburg, and development 4 KT
a M. “Furthermore

. s . if we see that an
innovation works in our racing motorcycles we
b

quickly introduce it int ion bi
: . . o our production bikes
irom our high-performing naked bikeg to our ch )

g . _
ildren’s motocross lines. Everything we make

i based on product excellence and the engineering behind jt.”

Unlike many other manufacturers, KTM engineers everything in-house. That includes the

engine, chassis, suspension elements and lots of other parts. Habsburg says that kind of

control helps the company optimize every part of the bike, maximizing performance.

“My vision is to break into the podium of the global sports bike segment in the coming five
years and unseat Kawasaki. In the coming years, we are aiming to sell over 4 lakh units
globally and about 1.8 lakh units will come from Chakan,” added Pierer. Chakan is KTM-

Bajaj plant near Pune in Maharashtra.

Vision
I. Leading Destination: Aim to be the top choice for motorcycle enthusiasts.

2. Exceptional Customer Experience: Provide outstanding service and a memorable

buying experience.

essories.
3. Innovative Products: Showcase the latest KTM motorcycles and acc

i howroom atmosphere.
4. Dynamic Environment: Create an engaging and modern s p

flect KTM’s commitment to performance and
e

5. Embodiment of KTM’s Values: R

innovation
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P <5 F TOWARDg OF KTM PRODUCTS
opUCT PROFILE;

(R

P N anufacturers sport motorcycles they are p
K S

les
Motorcyc
gports

, Duke 125

., Duke 200

. Duke 250

. Duke 390

« Duke 390 Adventure
« Duke 790

« RC125

« RC200

« RC390

Detail Information about some KTM Sport bikes

~N



Displacement 124.7 cc
Kerb Weight 148 kg
Colours Orange, Black, White

MaxPower 14.3 bhp @9,250 rpm

3. KTM Duke 200

Displacement 199.5 cc
Mileage 35 kmpl
Top Speed 135 Kmph

Kerb Weight 148 k

3. KTM Duke 250

Displacement 199.5 cc
Kerb Weight 137 kg 1
Colours Black, White

Max Power 25.1 bhp

. SSBM BADAMI Page20




6. KTM Duke 790

SSBM BADAMI

Displaccmcnt 3732 cc
Mileage 23 kmpl

Kerb Weight 163 kg

Colours Orange, White, Ceramic, Silver,
Metallic

Displacement 3732 cc
Kerb Weight 147 kg
Colours Black with Orange

Max Power 42.3 bhp

Displacement 373.2 cc
Kerb Weight 147 kg
Colours Black with Orange

Max Power 42.3 bhp

Page 21



Dlsplaccment 124.7 ¢¢

Colo
y urs Orange ang Black, White and Black
a Power 14,3 bhp @ 9,250 rpm

Displacement 199.5 cc
Kerb Weight 137 kg
Colour Black, White

Max Power 25.1 bhp

9. KTM RC 390
Displacement 373.2 cc

Kerb Weight 147 kg

Colours Black with Orange
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Interpretations: It i

After age group 21 is th

highest age group is 23 with 16% of response:

s inferred that people for 2

Age Group

1% 2%

r

.

m17-20
m20-21

A
\\
\
e
\ 21-23

3%
2%
16%\

26%

R

A

\ 23-30

) m30-35

39%
/ p 35-40

\! g 40-51

\ _.
‘ y m51-100

\
\
y

ge group 20 responded 39% in the total.

econd highest respondent with 26% of replies. And the third
es
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[ysIS*
[\ﬂﬂ \

M Male
Flremale

Other

92% of respondents arc Males and remaining 6% are

Interpretation: It is inferred that

Females and Others are 2.4%
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/0 TUDY OF CUSTOMER SATISFACTION OF TOWARDS OF KTM PRODIC
TS

AnﬂlySis:

Awareness about the KTM Products

16%

9% B TV Advertisements
I Friends
Newspaper

Other

hows that 52% respondents are aware of KTM Bikes

Interpretation: Above chart s
9% are aware from

through their friends, 23% respondents are aware from tv advertisements,

newspaper advertisements.
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Respondents preference to purchase these Bik
es

®Duke 125
#\
m Duke 200

10%\ Duke 250

» Duke 390

TIH B Duke 790
® Rc 125

m RC 200

m RC 390

9% respondents are prefer RC 390

purchase Duke 390, 15% respondents
Duke 250,200,125 and other

Above chart showing that 1

Intrepretations:
ase, 6% respondents prefer to

sportmotorcycle to purch
re prefer to

prefer to purchase RC 200 and other respondents a

models.
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CTS 3

AS

Why did you purchase KTM bikes ?

16%
| Brand Value
15%
® Design
_ - publicity
A"'c’r :
i Dream
.—‘&E :“i‘isgzrgwxﬁz -
r the Brand Value, 34% are

are purchased KTM Bikes fo

lntrepretations:BS% respondents
dream bike and other

gn, 16% are purchased for

purchase for best or awesome desi

respondents are purchased for publicity purpose-
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CHAPTER- 5

CONCLUSION

Finding$s based on analysis:

All the respondents were aware about this company.

mous in market. SO advertising is not mostly useful.

« KTM brand is the most fa

*  100% respondents are satisfied their own bikes.

em is best of KTM bikes.

* According to respondent’s brake syst
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A STUDY OF CUSTOMER SATISFACTION OF TOWARDS OF KTM PRODUCTS

Conclusions:

A study was useful to understanding the customer satisfication level or buying behaviour for
KTM bikes among a various, customers launching new formulation can make KTM market
segments. KTM has been one of the fastest growing two-wheeler brands in India with a
compounded annual growth rate of 48% in past five years which helps the Indian GDP and
day to day Globalization of the country. KTM was inferred that most customers of high-
income group preferred the supply of KTM bikes. Most of the customers agree that KTM is
the best quality with reasonable price Some people are about the quality of KTM bikes but

some other people are asking for improvement in the quality.
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- Sympsatatiiearng —
/;__\;1"_7‘. OF CUSTOMER SATISE = ,

PRODUCTS

| * ACTION OF TOWARDS OF KTM PR

cug‘:tion:

» 12 -
—— COO S A bin ] o -~ o~
~=oSnV SENUUIG OGN KR VIce cSnitres

L™= ¢ :

2If. They should train some personnel

4 J YO i S
i

£~ 2% FES A FIY | >4, Df thos A - - S >
- exclus 4 CUEIRT O tose two wheelers. Thev should provide home services o the

ompany should give some incentive to the dealers for promoting the products KTM.

oy A3 not reolact daalame s . S YT >
Wy SOHQuUId oot n;:_k‘u G\:‘.l\l\. They select cood dealer. which thev can Ive customer

2. More features should be added to the bike according to the needs of the customers,

because their competitors are coming either new model.

¥i
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ANNEXURE:

Q.1 What is your Name?

I
Q.2 What is your Age?

/

Q.3 You belong to which gender?

o Male o
Female o
Other

Q.4 How do you know about KTM Bikes

o Tv Advertisements

o Friends

o Newspapers
o Others

Q.5 Which model do you prefer to purchase?

o Duke 125

ok
&S
o Duke 200 @ :

o Duke 250

Page 31
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o Duke 390

o Duke790

o RC390

Q.6 Why did you purchase KTM Bike?

o) Brand Value
o Design

o Publicity
o Dream

Q.7 After the KTM bike Test Drive what will you feel about Driving
Comfort?

o Excellent

© Good

O Average
© Poor

SSBM BADAMI
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A STUDY OF CUSTOMER SATISFACTION OF TOWARDS OF KTM PRODUCTS

Thi "es i
Q.8 Wwhich features of bike customer would like to prefer most while

p“rclmsmg?

o Mileage

o Design

o Power/BHP
o Pickup

o Colour

o Comfort

Q.9 How do you feel about the breaking- system, safety features of KTM
Bikes?

o Excellent
o Good

o Average

o Poor

Q.10 What do you feel about the quality of KTM Bikes?

o Excellent
o Good

o Poor

o Better

Q.11 What was the top speed you noticed while riding KTM Bike?

o 80
0100
o 120
o 170
o 210

. SSBM BADAMI




y OF CUSTOME
A STUD R SATISFACTION OF TOWARDS OF KTM PRODUCTS

M

Q.12 Do you know which Petrol is better for KTM bike?
ike?

o Shell
o HP
o Indian Oil

o Essar

Q.13 Do you know which Petrol is better for KTM bike?

o Yes

o No




