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Introduction

Packages Limited was born out of a dream to set up in Pakistan an industry of excellence based on local raw materials and talent. In July 1954 while on a visit to Sweden, Syed Babar Ali the first Managing Director and now Advisor to Packages Limited, negotiated the setting up of a packaging plant in Lahore with the collaboration of AB Akerlund and Rausing (Sweden).
Packages Ltd. is one of the most famous and successful companies in packaging industry. It is situated at the south side of Lahore city in the industrial area., Packages emerged as a company geared to provide solutions. Sprawled over 105 acres, Packages is a dynamic example of cross-functional integration of various processes. Initially, Packages helped the consumer industry by providing packaging solutions in the form of cartons for cigarette, tea, confectionery, pharmaceutical and soap industries. However, supply of paper and board by local mills did not meet the quality requirements of the customers. As a result, in 1965 backward integration became a necessity to sustain quality output when a Paper and Board mill was put up. This happened because of strong belief in self-sufficiency and quality product development as an inherent part of the process. It is sole largest company, which is serving the 35% need of a county in its category. Today, Packages Ltd. is considered among the leading, fully integrated packaging complexes in Asia.. It was the dream of Syed Baber Ali to set up in Pakistan an industry based on local raw materials and talent. In July*
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[image: image53.emf]Mr. Syed Mratib Ali Shah laid the cornerstone on 26th of March 1956. The construction was started from the Solid Board Department and by the end of October, 1956 the main shed of the factory was completed. At the same time the Swedish engineers with the help of Pakistani staff installed machinery. Packages Limited started operating in May 1957 with a paid up capital of Rs. 4.94 million as a joint venture between the Ali group and Akerlund & Rausing of Sweden. In the beginning 22 Swedish experts came to Pakistan to run the factory and to train the Pakistani staff. In 1958 production of packaging cartons* for different industries was started. Usually, the packaging cartons are for soaps, confectionery, biscuits, cigarettes, tea, pharmaceutical and many other products. 

In the early 80’s it was felt that in order to maintain the previous growth, new facilities for paper and board manufacturing and its conversion should be added. Thus by 1984 the paper and board mill was expanded to produce 42,500 tons of paper and board a year with necessary additions in the converting plant.

This was further expanded in early 90’s to 50,000 tons with equivalent conversion capability. With growing demand the capacity was increased periodically and in December 2003 was about 100,000 tones per year. 
[image: image54.wmf]Packages Ltd

Since 1982, Packages Ltd. has a joint venture in Tetra Pak Pakistan Ltd. with Tetra Pak International to manufacture paper for liquid food packaging and to sell Tetra Pak packaging equipment. After Tetra Pak in Tetra shape, it also introduced brick shape packing. Both shapes are very popular among liquid preservation industries. The main industries covered by Packages Limited are:

· Soap Industry

· Shoe Industry

· Tissue Industry

· Tea Industry

· Tobacco Industry

· Food Industry

· Sweets & Confectioneries

In Tetra Pak Pakistan Limited Packages Limited has 45% shares, 6% shares owned by Syed Babar Ali Shah and 49% shares owned by Tetra Pak International.

In 1993, a joint venture agreement was signed with Mitsubishi Corporation of Japan for the manufacture of polypropylene films at the Industrial Estate in Hatter, NWFP. This project, Tri-pack Films Limited, commenced production in June 1995 with equity participation of Packages Ltd., Mitsubishi Corporation, and Altawfeek Company for Investment Funds, Saudi Arabia and general public. Packages Limited owns 33% of Tri-pack Films Ltd. Equity.
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Since 1957, Packages has been producing inks for its own consumption. In 1993, the Company agreed to form a joint venture with equity participation from Coates Lorilleux, world’s second largest printing ink manufacturer to produce inks for Packages Limited and the general market. Packages Limited own ink manufacturing facilities now transferred to the new company, “Coates Lorilleux Pakistan Limited”. In July 1994, Coates Lorilleux Pakistan limited, in which Packages Limited has 55% ownership, commenced production and sale of printing inks.
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. Some important events with regard to Packages Lanka (Private) Limited are as under:*










*
In 1999 – 2000 Packages Limited has successfully completed the expansion of the flexible packaging line by installation of new rotogravure printing machine and expansion of the carton line by a new lemanic rotogravure inline printing and cutting creasing machine. In addition a new 8 color flexo graphic printing machine was also installed in flexible packaging line in 2001.

In 1999 – 2000 Packages Limited has successfully completed the expansion of the flexible packaging line by installation of new rotogravure printing machine and expansion of the carton line by a new lemanic rotogravure inline printing and cutting creasing machine. In addition a new 8 color flexo graphic printing machine was also installed in flexible packaging line in 2001.
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[image: image58.bmp]The Company is at an advanced stage of implementing SAP, an Enterprise Resource Planning System, which through a common database allows the company to be fully integrated and be live in respect of all its business information. It helps the company to serve its customers better.

In 2003, Packages Limited entered into and agreement with Vimpex of Austria to provide management and technical assistance to help in the operation, production optimization and capacity expansion of a paperboard mill in Syria. A team from Packages Limited is already there providing such services.

Starting with a work force of 500 workers, now Packages limited is having 2782 employees (at present). In this regard, a separate Personnel Department is there, to look after the problems of the workers. Today Packages Limited is considered to be a leader in the Packaging field in Asia.

The Logo……What it is all about?
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In the packages logo, the letter ‘P’ in the triangle signifies a depth and range of meanings, i.e. ‘progress’, ‘people’, ‘promptness’, ‘prosperity’, ‘productivity’, ‘power’, ‘patience’, poignancy’, ‘particularity’. These words are found and will drive the ideology of the company.
General Information about Company…...*
Board of Directors: 
· Asadullah Khawaja
· Khalid Yacob  

· Kirsten Rausing
· Pentikainen Markku
· Juha Rafi
· Iqbal Ahmed  
· Saulat Said
· Samee-ul-Hasan
· Syed Haider Ali
· Syed Wajid Ali (Chairman  & Chief Executive)
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Tariq Iqbal Khan
· Mujeeb Rahshid (Alternate to Kristen Rausing)

Advisor: 
              Syed Babar Ali
Company Secretary: 
Adil J. Cawasji

Executive Committee
· Syed Wajid Ali  
   Chairman

·  Rafi Iqbal Ahmed
 - Member 

· Saulat Said
- Member 

· Khalid Yacob   
- Member 

· Syed Haider Ali
- Member

Where Packages Stand Today?
Packages Limited is gearing itself for the anticipated competition from large international producers. However, given Packages Limited’ s strong competitive position, strategic relationship with its customers, quick response to changing customer’s demands, dependable delivery schedules with relatively short lead-time and experience in matching the international quality expected by large organizations, the business risk associated with the implementation of WTO regime is considerably mitigated.

Packages Limited has increased its paper and board production capacity to 101,900 tonnes during 2003. Moreover, during the year, the emphasis was laid upon improving the technology of conversion units by removing some of the bottlenecks, hence substantially increasing the capacity utilization of the conversion division. Packages Limited’s on-going focus upon latest technology will significantly enhance the in-house utilization and production capacities, thereby leading to increased volumes and maintained market share, going forward.

“Based on the company’s operations, it has been able to maintain its credit rating in long term to AA and short term to A1+”
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During the June 2004 Pakistan Credit Rating Agency Limited (PACRA) reviewed the credit rating of Packages Limited which is depicted in the following table:.*
.

Pakistan, like all other developing countries, is in the process of implementing the provisions of the WTO regime. The WTO regime aims to help the free flow of trade and achieve trade liberalization. According to the WTO framework, imported and locally produced goods should be treated equally and foreign goods should be allowed to enter the market. This is bound to increase competition, and the WTO regime, when fully implemented, is perceived as a possible threat by local manufacturers in most sectors, including the paper and board industry.
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Packages Limited*
Packages Limited, being the largest paper and board producer in the country, dominates the high quality end of the market. With a significant portion of raw material requirements for packaging products either manufactured in-house or provided by the subsidiaries or associated companies, Packages Limited enjoys the unique advantage of integration. However, with some planned major expansions from its competitors and implementation of WTO regime, the company could face increased competition. Packages Limited’s management is confident in countering this potential threat owing to extensive experience in providing innovative packaging solutions, improving production efficiencies, and focusing more on improving the quality of its products. Packages Limited is the market leader in the production of high quality cartons, flexible packaging material as well as tissue paper and commands a market share of 19—24% in the packaging industry and 80% in tissue paper in the country. The share of ten largest customers in the total sales of the company remains around 60% in 2003. Most of the clients are well-established multinationals operating in the fields of food products, cigarettes and consumer goods industries

The nature of the company’s business to a large extent depends on the derived demand of its industrial customers, for whom the year 2003 has proved to be a good year reflective of general improvement in the country’s economy.

The company is committed and has constantly endeavored to bring improvement in its production technology to contribute to the economy by providing quality packaging to its customer, a safer environment for all and revenue to the country’s treasury in the form of taxes. The year under review saw increase in out paper and paper board capacity as a result of expansion carried out last year, investment in new machinery in the packaging division and streamlining of other processes. New premises for the Karachi office have been acquired in Clifton area, and the office shall sift to these new premises within the current year.

Looking inward, t  prepare the company for the challenges of a free world market economy the need was felt to re-organize the business according to the demands of new business realities. As a first step the company has strategically set itself by setting up independent Business units, to be run along the lines of independent companies, with a view to improve profitability and efficiency.
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Operating outcomes*
In the year under review the company had invoiced sales of Rs. 6,293 million, which is an increase of Rs. 932 million (17.4%) on last year figures. This increase in revenue is reflected by an increase in earning from operations of Rs. 227 million, i.e. an increase of almost 50% on the corresponding figure of last year. 
The increase in profits is a result of:

· Increase in sales. The sales have shown and increase of 17% in industrial consumers and 19% in retail consumers share. The company has also utilized its enhanced paper manufacturing capacities by introducing writing/printing paper in the local market which has also contributed to this increase.

· Improvement in gross margin primarily due to production efficiencies. These efficiencies. These efficiencies were achieved with the introduction of performance parameters to measure and track key performance indices such as waste, machine down time etc.

· Tighter control on expenses.

· Reduction in financial charges, due to better cash management and the general decrease in borrowing costs prevalent in the current economic conditions.

· Steady income form dividends.
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Following are the comparative financial results for the year 2004 with 2003.
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The company generated cash of Rs. 885 million from its operations and Rs. 458 million from dividends. These cash flows were spent on capital expenditure of Rs. 600 million, repayment of loans of Rs. 133 million and on payment of dividends of Rs. 332 million.

Further investments were made in Packages Lanka (Pvt.) Limited (PPL); the Sri Lankan subsidiary, which has increased out holding to over 79%. During the year an investment of Rs. 20 million was made in “The Resource Group (TRG). The quoted value of which has already increased by Rs. 11.4 million.

Research and Development
The production facilities are ably supported by our research and development team who can stimulate various production processes and test any desired attributes for packaging materials to guide and help in the production and to meet the particular requirements of all the customers.
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ISO Certification
During the year the ISO 9001 certificates became obsolete and for the purpose of re-certification on ISO 9001 on the new version “2000” were carried out. The certification body has audited the company and has recommended certification for all the company’s units on the new version.

The Prospects
The government’s financial managers are predicting that the growth in year 2004 will be higher than the targets and manufacturing and service sectors will do better. The company looks towards the future positively on the basis of future forecasts coupled with stable macro economic indicators, lending rates and improved trade opportunities with the SAARC countries and Afghanistan.

The WTO regime is about to be active , where trade barriers and tariff anomalies will not prove a hindrance for business concerns. Post WTO scenario will prove to be a battle for survival of the fittest companies, and the company feels that it is tuned well to face these challenges because of the following strengths:

· The major customers are multinational companies and they have experience in matching the international quality expected by large companies. They are committed to take the lead and become a leading regional player as a provider of packaging materials.

· Their dependable delivery schedules with shorter lead times for domestic customers, at competitive prices.

· Their ability to provide solutions on customers’ requirements/demands with the help of RD&C and creative design departments.

· Their ability to satisfy the diversified demand in packaging materials of the customers.
Objectives

Objectives are the nail clippings towards which doings are intended. They represent not only the closing stages of planning but also the end towards which organizing, staffing, leading and controlling are aimed. Packages Limited works with the aim of increase in sales, profit, and expansion programs. At the time of establishment the Packages Limited start to work with the objective
The objectives for which the company is established are:

1. To adopt such means of making known the products of the company as may seem expedient, and in particularly advertising in the press, by circulars by purchase and exhibition of works of art or interests, by publication of books and periodicals, and by granting prizes, rewards and donations.

2. To import and export, buy, sell and trade in manufacture and mill supplies, engines, fire engines, trucks, vehicles, machine tools, machine shops and electric supplies and appliances foundry and factory supplies and hardware of all kinds and chemical substances useful for the Company.

3. To train personnel and workers, both   in   Pakistan and abroad, to obtain technical proficiency in various specialties connected with the paper, board and packaging industries or other business of the company.
4. To enter into the partnership or into any arrangement for sharing profits, union of interest, cooperation, joint venture or reciprocal concessions, with any person or company carrying on, or engaged in any business or transaction which this company is authorized to carry on or engage in, or any business or transaction capable to benefit this company: and to lend money to, guarantee the contracts of, or otherwise assist any such person or company and to take or otherwise acquire shares and securities of any such company, and to sell, hold, reissue with or without guarantee, or otherwise deal with the same.

5. To capitalize such portion of the profits of the company as in not distributed among shareholders of the company in the form of dividends and as the directors of the company may think fit and to issue bonus shares, as fully paid up, in favor of the shareholders of the company.

6. To carry on all or any of the business of manufacturers of and dealers in paper and board of all kinds and Tetra Paper for making Tetra Pak of any type, description and dimensions, straw board, plain and corrugated duplex board, chip board, card board, box board, veneer board, mill board, wall and ceiling paper, grease proof paper and articles made of paper, pulp, paper board specialists and board in all their branches.

7. To carry on business as producers and processors of  and  dealers  in poultry, dairy produce of all kinds and other liquids of every description and to carry on business as cow and buffalo keepers and as manufacturers of all kinds of condensed milk, cream, butter, cheese and other milk products.

8. To carry on the business of planters, growers, cultivators, farmers and dealers in corn, hay and straw, and other produce of the soil likely to be used in the manufacturing of paper and to improve protect against fire and wind and other elements of nature and to treat, prepare, render marketable, buy, sell or dispose of otherwise such corn, hay and straw and other produce.

9. To carry on the business of stationers, printers, publishers, fancy goods dealers, bill posters and advertising contractors.

10. To carry on the business of manufacturers of and dealers in chemicals of all kinds, paints, varnishes, printing inks and all other things which can be conveniently manufactured or dealt in either wholesale or retail and either as principals or agents.

11. To purchase and provide machinery and equipment for the purposes here in before as well as here in after set out and to manufacture or assemble such machinery.

12. To manufacture, purchase, warehouse, export, store, process, import, sell and generally to deal in all materials, articles, substance and things required for or incidental to the manufacture, preparation, adaptation, treatment, use or working of the foregoing or the packing, storing, carrying or the disposition thereof or any of them or connected therewith.

13. To sell or dispose of the undertaking of the company or any part thereof or such consideration as the company think fit, and in particular for shares, debentures, or securities of any other company having objects altogether or in part similar to those of this company.

14. To carry on any other business, whether manufacturing or otherwise, which may seem to the company capable of being conveniently carried on in connection with the above or calculated directly or indirectly to enhance the value of or render profitable to the company’s property or rights.

15. To acquire and undertake the whole or any part of the business, property and liabilities of any person or company on any business which the company is authorized to carry on, or possessed of property suitable for the purpose of this company.

16. To carry on all or any of the business of manufacturing and printing of cartons, packages, specialized containers for various commodities, utensils and other articles, printers, lithographers, type founders, stereotypes, electrotypes, photographic printers, photo-lithographers, chrome-lithographers, engravers, die sinkers, book binders, designers, paper and ink manufacturer and dealers in or manufacturers of any other articles or things of a character similar or analogous to the foregoing or any of them or connected therewith; manufacturers importers, exporters, and dealers in raw materials, articles and things required for purpose of manufacture and printing of cartons, packages, specialized containers for various commodities, utensils and other marketable commodities, and to establish and maintain showrooms for this purpose; and of distributors, suppliers and sellers of the said articles and contractors for supplying them.

17. To establish laboratories, and research and development centers to perform such research and development, as the company may deem advisable or feasible.
18. To apply for purchase or otherwise acquire any patents, brevets invention, licenses, concessions, and the like, conferring any exclusive or non-exclusive or limited right to use, or any secret or other information as to any invention which may seem capable of being used for any of the purposes of the Company, or the acquisition of which may seem calculated directly or indirectly to benefit the Company, and to use, exercise, develop, or grant licenses in respect of, or otherwise turn to account the property, rights or information so acquired.

19. To take, or otherwise acquire, and hold shares in any other company having objects altogether or in part similar to those of this company, or carrying on any business capable of being conducted so as directly to benefit this company.

20. To enter into an arrangement with any government, state or authority, central or provincial, railway, municipal, local or otherwise, that may seem conductive to the company’s objects, or any of them and to obtain from any such government, state or authority any rights, privileges and concessions.

21. To   establish and    support   or aid in the establishment and support of associations, funds, trusts, and conveniences calculated to benefit employees of the company or the dependents or connections of such persons, and to grant pensions and to make payments towards insurance.

22. To promote any company or companies for the purpose of acquiring all or any of the property, rights and liabilities of this company, or for any purpose which may seem directly or indirectly to benefit this company.

23. To amalgamate with any other company having objects altogether or in part similar to those of this company.

24. Generally to purchase, taken lease or in exchange hire or otherwise acquire, any movable or immovable property, and any rights or privileges which the company may think necessary or convenient for the purposes of its business, and particular any land, buildings, machinery, plant and stock in trade.

25. To construct, improve, maintain, develop, work, manage, carry out, or control any manufacturing, warehouse, shops, stores and other works and convenience, which may seem calculated directly or indirectly in advance the company’s interest.

26. To construct, maintain and alter any building, or works necessary or convenient for the purpose of the company.

27. To sell, improve, manage, develop, exchange, enfranchise, mortgage, lease, dispose of account, or otherwise deal with, all or any part of the property and rights of the company.
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To be leader in the market Packages serves by providing quality products and superior services to their customers while leaning from their feedback to set even higher standards for out products.

To be a company that continuously enhances it superior technological competence to provide innovative solutions to customer needs.

To be a company that attracts and retains outstanding people by creating a culture that fosters openness and innovation promotes individual growth and rewards initiative and performance.

To be a company which combines its people, technology, management system and market opportunities to achieve profitable while providing fair returns to its investors.

To be a company that endeavors to set the highest standards in corporate ethics in serving the society.

(Management)

[image: image2.emf]Vision Statement


To position ourselves to be a regional supplier of quality packaging and tissue products

To improve on contemporary measures such as cost, quality, service, speed of delivery and mobilization.

Keep investing in technology, systems and human resources to effectively meet the challenges every new dawn brings.

Develop relationships with all our stakeholders based on sustainable co-operation, upholding ethical values, which the shareholders, management and employees represent and continuously strive for. 
(Management)
The Management System

Management 

Management refers to the universal process of effectively and efficiently getting activities completed with and through other people. It is a process by which planning, organizing, leading and controlling, are performed to achieve the desired objectives of the organization. These functions are being performed at three levels in Packages Ltd.

· Top management;

· Supervisors;

· Employees

Top Management

Top management mostly involves strategy formulation, technical planning, determining how to best get the job done and control. At the top of the human resource hierarchy sits the Board of Directors and The Executive Board. The most important task of this level of management is strategic planning, determining the goals and objectives and to formulate the policies. General Manager, Managing Director and Advisor are also included in this level. They define and interpret the objectives and vision and then formulate policies for their completion.

Middle Management, Supervisors and Employees

Departmental heads constitute this level of management at Packages Limited. They are directly responsible for planning and controlling the activities of Supervisors. Finally, the employees’ activities are monitored and controlled according to the desired objectives.
Top Management Hierarchy of Packages Limited
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The authority in organization streams from peak to base and decisions are highly centralized. Due to centralized decision making the employee empowerment and authority is not farmed out so freely. Most of the decisions are made at the peak level of management and there is less involvement by the first line managers.
Formalization: 
                         “As the procedures and rules are specified in ISO 9000 so we can say that the organization is highly formalized”
Specialization: 
                        “Every individual in the organization has required qualification in his special field therefore whole organization seems to be highly specialized”
Professionalism: 
                          “Professionalism is high in the organization. Whole staff is highly qualified and every individual contributes in the efficient working of the organization”
Policy Formulation Procedure
At Packages Limited, polices are devised at the peak level. Board of Directors and Executive Committee devise strategies keeping in view the vision, mission and the objectives of the company. These strategies are executed according to the instructions of top level of hierarchy. Top management and middle management are given powers to carry out the operations for the achievement of long-term objectives. They encourage the views and suggestions of employees as well. It helps in the effective implementation of the formulated strategies.

Human Resource Management

Packages Limited is proud of its Human Resource, as almost all the employees have been hand picked by the management. It is fortunate for Packages Limited that the leaders i.e. the top management is very much qualified and has the ability to lead in an efficient and effective manner. Human resource is supposed to be the most valuable asset at Packages Limited. With its expanding business operations, the requirement of new employees keeps on arising. Human Resources management strives to achieve organizational goals and goals of the employees through effective personnel programs, policies and procedures. Personnel management program varies from organization to organization. If there is good performance of personnel department, then the employees of the company will be motivated and satisfied. The department manages and mobilized the human resources.

There are 3682 workers at Packages Limited at present. In 1957, when it came into production there were no more than 350 workers employed. The retirement age is 58 years for employees.

Employee Rankings
There are three Managers grade in Packages. These are:

· Manager-1
M-1

· Manager-2
M-2

· Manager-3
M-3

In this group M-3 is most senior and M-1 is joiner. The retirement age is 58 years and extension is not granted.  If the employee is needed he or she is hired on contract basis.

Packages Limited has four different executives’ grades. These are: 

· Executive-1
E-1

· Executive-2
E-2

· Executive-3
E-3

· Junior Executive
J.E
E-1 is the most senior in executive group and J.E is the most junior in this group. 

There are different grades for workers. These are:

· Grade-1
G-1

· Grade-2
G-2

· Grade-3
G-3

· Grade-4
G-4

· Grade-5
G-5 

Grade G-5 is for supervisors and G-1 is lowest grade in the organization.

The guiding principles for Recruitment 

Packages Limited encourages the recruitment of fresh graduates than experienced once, except for high managerial posts where experience is must. The management believes in developing the employees according to the requirements of the organization.

Recruitment and Selection Criteria

Packages Limited has designed a sound but easy method of recruitment. When any department needs an employee, it sends its requirement to the Human Resource Department, which in turn advertises the vacancy in the leading newspapers and asks for the qualified people. In case of the posts requiring some experience, only interview method is used to select the best candidate.

Recruitment of Workers
Minimum qualification for the post of the workers is Matriculation 2nd Division with science subjects. The workers should not be more than 21 years old and must be medically fit. These are employed as "Apprentice Trainee". If the performance of the worker is satisfactory during the probation period, he is hired. Normally workers get promotion after two years on the recommendation of their supervisors. This post is not advertised.

Recruitment of Diploma Holders

Diploma holders in Electrical, Mechanical and Instrument Engineering are also employed. They are given a training of six months. They are employed for supervisory jobs.

Recruitment of Executives

Job Identification

When any department requires an employee, it sends its requirement to the Human Resource Department.

Recruiting & Hiring

For recruiting and hiring some factors are taken into consideration. These factors are as follow:

· Nature of the job; and

· Time required filling the vacancy.

Keeping in view the time constraints, advertisements are given in the newspapers. Otherwise if the vacancy has to be filled immediately, the Human Resource Department contacts the authorized institutions, universities etc.

· Budget constraints.

Process

The recruiting and hiring process starts from the applications submitted by the degree holders. They provide their CVs along with the applications. These applications and CVs are screened out on the basis of:

· Merit;

· Institute; and

· Experience etc.

After this, approximately 50% of the applicants are selected for the further process. Then the H.R Department lists out the salient features of the CVs (only the accepted CVs). Then the H.R. Manager takes a test based on:

· English comprehension;

· Basic mathematics;

· Data sufficiency;

· I.Q. and

· Some questions about the particular job, for which the applicants have applied.

After taking the test, the top 10, 20 or 30 applicants (according to the job requirement) are chosen for the first interview. At this stage the selection of applicants also depends on the H.R. Manager and the departmental head. Normally 30% of the applicants, who have given the test, are selected for interview. Through telephone calls or letters, the selected applicants are informed about the date and time of the interview. Normally two interviews are taken. H.R. Manager and the departmental head take first interview. In this interview they observe:

· Alertness;

· Confidence;

· Leadership skills;

· Relevant knowledge;

· Social acceptance;

· Interests;

· Communication skills;

· First impression; and

· Maturity

According to these observational factors rating or grading is made. Normally 5% rating in each factor is acceptable. Then successful candidates are called for final interview which is taken by:

· General Manager

· Deputy General Manager

· Human Resource Manager

· Departmental Head (sometimes) 

Previous traits or factors are once again examined. After the final interview, the selected applicants are sent for medical test and then the Industrial Relations Manager issues them the appointment letters.

Training & Development*
Appointed persons are trained for one year; they are given the title “Management Trainee”. In the Consumer Products Division after one year they are given the designation of “Assistant Manager Sales”.

The trainee is given a brief view (orientation) of the company, various processes, rules & regulations etc. this orientation may be from two weeks to two months. After the orientation program, the participants may ask to put forward a short report or presentation

.

After the 6 months training, the trainee goes to H.R. Manager and tells him what he has learnt in this program. Some external courses may be offered not only to the existing employees but also to the new trainees. These courses are held in,

· LUMS
· PIM

· Intek Solution

· British Council

· Informatics 

· Employers Federation of Pakistan

Recently Packages has jointly entered into a diploma program with LUMS. It is 18 weeks program called Diploma in Business Administration.

Performance & Appraisal
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Performance & appraisal are two sides of a coin. Immediate officer appraises performance. For the appraisal of the performance, there is a Performa, which is filled by immediate officer. This Performa is named as (PPE) Performance Planning & Evaluation. There are seven sections in this form. The particulars of the candidates are written on the top of the form.

1.
Performance Plan

In this section, some standards and targets along with time frame are given. The target given in Packages Limited is known as “SMART”.

· S
= Specific;

· M
= Measurable;

· A
= Attainable;

· R
= Realistic; and

· T
= Time frame

2.
Performance Evaluation

In this section, the net results of the standards & targets given in section 1 is evaluated or checked. Whether the person can achieve the targets in the required time frame or not

3.
Competency Dimension

In this section, different behavioral indicators, in accordance with the performance are checked. These indicators are as follows:

· Communication skills;

· Work organization;

· Result orientation;

· Team player;

· Customer consciousness;

· Self-confidence;

· Leadership qualities;

· Development orientation;

· Strategic visioning;

· Business knowledge;

· Critical reasoning; and

· Human resource development

4.
Performance Evaluation Results

In this section, there are two parts.

A.
Section 2 score 
    (%)

B.
Section 3 score
     (%)

Total score of Part A and Part B are calculated here.


5.
Strengths & confines
In this section, the strengths and limitations of the trainee or subordinate are written. This is all up to the immediate officer.

6.
Performance Improvement Plan

In this section, the immediate manager gives some suggestions and recommendations.

7.
Comments

The employee/ subordinate and the manager give their comments. Employee comments may be how he found the work place? Who supported him? And the manager gives the comments according to his observation. In the last they put their signatures with date.

Major managerial policies, practices/styles

Managerial Policies, Styles and Practices

Packages Limited has the strong management system to run the business. Today Packages Limited is one of the most successful companies and its all due to its superb managerial policies. There are many planned policies which are adopted by the company.

Human Resource Policy

Packages Limited has strong human resource policy. The management believes that their employees are major assets of the company. Just because of this policy the company continues to benefit from the efforts of its valuable people, who are actually, the strength of Packages Limited through training and development activities the human resource policies aim at the improved working conditions all over the organization. The various personnel strategies can be that the employees are chosen solely on the basis of merit and they are given monetary rewards and incentives with a view to increasing the commitment and motivation of the employees. Although the salaries are not really competitive if you look at the market scenario yet the employees are quite satisfied as they are working in an excellent environment and enjoying as an employee of a market leader.
Marketing and Sales Policies

Marketing and sales departments serve as backbone in the company. Packages Limited has fully planned and organized marketing and sale policies. Meetings are held where decisions are taken for the efficient functioning of the company’s marketing and sales areas because the company depends a lot on its marketing and sale policies. Marketing budget is carefully determined and sales people incentives and salaries are reviewed from time to time. There are certain other essential things about the sales strategies. Products are sold throughout Pakistan with no change in prices anywhere. In case of consumer products the freight are born by the company. The customers are offered no discount and also products are sold on cash basis. In case of industrial products freight are the responsibilities of the customer. Moreover, the cost of change in design is charged to the customer. Marketing, however, supports all these sales strategies by product development through the creation of public awareness, promotion and customer contacts.

Backward Integration Strategy

Packages Limited follows the backward integration to support their business. They try to acquire the related companies or part of business to give a boost to the business growth.

Financial Policies

Packages Limited has the well established rules for their financial transactions. One of the most important strategies in this regard is of investment. Before making investment future is seen rather than the present i.e. investment is made only in the projects, which will increase the sales in the future. An interesting policy in this regard is that the company makes the investment equal to the depreciation every year. So this implies how careful the company is in making judgments and formulating policies.

Customer Relationship

Packages Limited adopts the strong customer relationship policy. They think customer as the king. They are following 20 – 80 strategy in dealing with the customers.

Internal Strong Relationship

Packages maintain a strong relationship between the departments. All departments are interrelated. It is one of the main aspects of strategic management that all the various functions performed in the company by the different departments must have interrelation and collaboration if company wants to achieve success. Thus synergy is given a lot of importance.

Packages Limited has many other policies to run their business. These all contribute to the success to the success of the Packages Limited.

Further Managerial Policies

The major managerial policies/style as adopted by Packages Limited are as follows:

· No discounts are offered to the customers.

· Goods are sold against 100% advance payment.

· Punctuality is strongly emphasized.

· All the designed and original work done in preparing the package of any product will remain the property of the Company.

· Workers are encouraged to produce more through a well-organized incentive system.

· Selection of executives is done strictly selected on merit and no approach is entertained in this regard.

· Investment is made in those projects, outside the line of the company, which can later improve the sales of the Company.

· In all the production processes both quality and quantity are taken emphasized.

· Workers are encouraged to reduce the wastes and costs
· Prices can be changes by the company without any prior notice.

· The Company accepts only large orders of high monetary value.

· An order, which has once been confirmed by the customer, can only be canceled at the will of the company and not the customer.

· In case of consumer product, agreement with customer is made once and for all.

· Procurement is made directly from the producers so that the middleman’s profit is eliminated.

· Only those workers are recruited who have some relationship with the current employees of the company.

· Smooth relationship between supervisors and the subordinates is emphasized.

· Swiftness in the performance of duties is encouraged.

· Once the goods are in transit, they become the property of the customer.

· Customer can only claim for defective goods if they exceed 2% of the total order and the claim is made within two weeks after the delivery.

· For routine purchases, multiple suppliers are maintained to reduce dependency on any one particular supplier.

· A variation of 10 % in the quantity of the order delivered is a norm variation and the customer has to accept the order as such and pay for the surplus.
Packages Ltd. Structure

Centralization

The flow of command is centralized in Packages Ltd. Basically top management makes all the major decisions and there is less direct involvement of the middle and lower management. The authority flows from top to bottom and less authority and power is delegated.

Functional Departmentalization

There is functional departmentalization in Packages Ltd. All the departments are responsible for their operations so that there is a better utilization of the resources and easy evaluation of their outputs.

Marketing and Sales
Packages Ltd. provides packaging solutions to major consumer industries in Pakistan through cost effective packaging. They do not have to extensively practice aggressive marketing or sales, as their position is strong being the only one capable of providing high quality paper and board.

Value Chain of Packages

Packages Ltd. has the value chain that they used to identify ways to create more customer value. It consists of two activities:

· Primary activities

· Secondary activities

Primary Activities

Primary activities deal with the bringing material into business, production to serving them.

Operations
Continuous flow is followed in the paper and board mill and assembly in the packaging division as paper board is cut in appropriate sizes, printed and then modified to be folded into the desired shape.

Packages Ltd. has its own ink factory equipped with modern machinery and independent laboratories, which supplies ink for the printing of paper and board.

Packages Ltd. also produces polyethylene (pe) from granular plastic on specialized machines in the form of continuous tubes of different weights and widths and uses it as a raw material for different poly-products.

Services
There is not any dealer network and they do not operate in the consumer market for the production of paper and board except of providing tissue papers and toilet paper.

Inbound Logistics
Raw material for the production of paper and board is obtained locally through regular purchasing from the agricultural sector and to maintain the quality the ingredients are mixed with imported wood pulp. About 9000 tons of wood pulp and 1500 tons of chemicals (sulphur and raisin) are imported annually. About 98% of total paper and board used for packaging is produced in its own paper mill. Wheat straw and waste paper are the main raw materials, which are locally available. Whereas total wood pulp required is imported from Germany and Sweden.

Outbound Logistics

The packaging division uses all the paper produced by the paper and board mill, which are stored from time to time to accumulate in the warehouse and prevent from stock outs. Final products are transported from the production department and the warehouse via trucks.

Secondary Activities

The secondary activities are held as a helper of primary activities.

Procurement

Raw material purchase is done on a regular accumulating basis from the agricultural sector and a major portion of the raw material is imported. About 9000 tons of wood pulp and 1500 tons of chemical are imported annually.

Company Infrastructure

The organizational structure is a flat with the Managing Director at the top of the chart followed by the General Manager who is followed by the Deputy General Manager. Then in line are the Technical Manager, Mill Manager, and Finance Manager, Market Manager, Commercial Manager, Industrial Manager, Liaison and Admin Manager and three Production Managers. Total workforce consist of 3126 people, of whom 289 are temporary, 500 are staff while the remaining are permanent workers.

Technological Developments

Packages Ltd. pledges to provide the market with the best quality products at competitive prices through a customer driven and service oriented, dynamic management team. To meet this obligation, the company will continue updating of employee skills by training, acquisition of new technology, and regular reevaluation of its quality control and assurance systems.

Improvement and new development are part of Packages corporate objectives to sustain continuous exploration of the use of new fibers, films, chemicals, adhesives, coatings and resins is undertaken. Well-equipped labs and pilot machines test the raw materials and chemicals so that better quality can be provided.

Management Style

Management must adopt some administrative style to get all the activities done effectively and efficiently. As far as the management style at Packages Limited is concerned, there is centralization to a certain extent and decentralization in some other areas.

Impact of Management Styles on Employees

Motivation 

The management styles adopted by the company affect greatly, and employees are motivated in order to enhance their performance and achieve the derived goals. All the employees are highly motivated and sincere with their jobs. As observed by me due to friendly and participative style of manager all employees were highly motivated to achieve their targets.
Morale and Productivity

The employees of Packages Limited possess high morale, and thus exhibit high productivity. The employees are happy and are also productive workers. Job attitudes and morale are quite positive for two reasons. 

· Firstly employees gain social satisfaction from interactions at the work place. Working conditions and supervision are good; and
· Secondly high morale results from high motivation to produce. 

Job Satisfaction

Management style and job satisfaction are directly related. During my internship program, I worked with different employees. I observed their working and also their level of satisfaction not only regarding their jobs and reward system but also of management style of the managers. Almost all the employees were satisfied with their jobs, as far as the quality of work and rewards were concerned. 
Departments of Packages

Marketing Department

The marketing department of Packages Ltd. is divided into two divisions:

· Consumer Product Division

· Industrial Product Division

Stream of Command

Marketing Manager is the head of the marketing department and he reports to the Deputy General Manager, who in turn, is answerable to the General Manager.

Consumer Product Division

History

Initially Packages Ltd. deals only with the industrial products. In 1981, company extended their business and entered into the new field. Packages Ltd. started dealing in consumer products. In the beginning the industrial sales department also looked after the affairs of consumer products.

Functions

CPD is responsible for all operations related to the consumer products. Their major functions are:

· Controlling the sales and promotion activities

· Finding new customers for tailor made jobs

· Look after the production function

· Dealing with the distributors

Sub Departments of CPD

CPD consists of four sub-departments, which are performing particular functions.
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Marketing and Sales Division

Marketing has two dimensions; sales and brand management.
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Sales Division

Sales department is responsible for all the sales activities from taking orders from distributors to the confirmation of the dispatch. The major functions are:

· Build, follow and monitor the sales forecast

· Monitor the sales team activities

· Set our targets monthly, half yearly and yearly

· Deal with the distributors

· Develop and explore new area and customers

· Prepare the ISO of the customers orders

      Hierarchy
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Work Flow

CPD sales division also deal with the two types of jobs; repeated and new job. Sales people work hard to make their customers satisfied and to increase their sales.

Repeated Job

Sales department get the order with check from the distributors, then make an ISO according to the customer specifications. They make hour copies of this document for finance, planning, dispatch and CPD as a record.
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Marketing Division

This division consists of 3 brand managers for the Rose Petal, Tulip and Feminex. They are responsible for taking care of all the activities related to their brand.

Functions

· Development of brand and then extension

· Keep in touch with market changes

· React and modify their policies according to market demand

· Monitor all the promotional activities

· Control the distribution policies

Hierarchy
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Planning Department

This department is responsible for planning of the daily production schedule. They receive ISO from the marketing department and according to the due dates and job order then plan out daily production schedule. They issue daily loading charts and the monthly job orders for the standard jobs and job order for the special jobs or the standard jobs with changes. They send the ISO confirmation and keep record of ISO completion after dispatch.
Production Department

They look after all the production functions and check out that the production is going on according to given schedule. They are also responsible for any delay in production process. They maintain their own maintenance staff for any problem in the machine to keep control on production delays.

Hierarchy
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Work Flow
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Dispatch

This department is responsible for confirming that the dispatches are according to the due dates and monitoring the storage of the finished goods in the stores.

Work Flow
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Every regional office is headed by an Area Marketing Manager. The job of Area Manager is that of supervisor. He checks the performance of each officer. He occasionally visits the customers and asks them whether they are satisfied with the services of the officers concerned.

There are two Regional Sales Managers in Lahore under the Area Marketing Manager. One is for industrial sales and one for the consumer products. The Regional Sales Manager acts as a coordinator between the Sales Officers and the Area Manager.

Then there are Senior Sales Officers and Sales Officers. Each Senior Sales Officer and Sales Officer is allocated a certain number of their problems. The respective officer will deal with these customers and solve their problems. In case of some trouble, the Area Manager does involve and tries to settle things.

Every year, fresh graduates are hired as management trainees. After the selection they have to undertake extensive training. After one year of probationary period they are confirmed as Sales Officers.

Industrial Marketing

Industrial marketing division contributes 85% of total sales of Packages Ltd. it deals with the industrial products that are the packaging material.

Hierarchy
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Functions

· It is responsible for exploring new customers

· Handling and monitoring the sales of packaging material

· Deals with marketing activities related to packaging material

· Satisfying customers by providing excellent services

· Offering tailor made services

It deals in three types of lines

· Flexible line

· Carton line

· Corrugated line

This division is concerned with the packaging needs of printed cartons of various industries. These needs can be satisfied through:

· Offset printing 

· Flexo printing

· Roto printing

· Corrugated board

The sale people are responsible for all the sales. There are two types of orders:

· Repeated orders

· New orders

Repeated Job

In the repeated job the responsibility of sale people is to get the order as big as possible, produce it and deliver it. As the repeated order require the product that is already manufactured in the company so all the terms and conditions have been settled down.

Commercial Department

The commercial department is responsible for 

· Local purchases

· Providing raw material, machinery and spare parts

· Medical supplies

· Canteen supplies

· Imports and clearing

· Forwarding imported goods to the different departments of the organization

Hierarchy
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Workflow
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Commercial department received purchase requisite from different production departments. They prepare local purchase order they deal with the suppliers and make comparative summary. Purchase manager is responsible for approving the quotation and allowing purchase. Commercial department checks and verifies the bill and sends to the central store and goods received note is issued. Commercial department prepares an issue requisite for the stores to deliver the required material to respective production department.
Payment Procedure
Cash against Document

In the CAD procedure four parties are involved; exporter, importer, exporter bank and the importer bank. Exporter prepare Performa invoice to send to importer. Packages Ltd. sends the quotation about the requisition. Then approves the order and sends import order to the exporter.

Letter of Credit

Packages Ltd. uses the irrecoverable LC for the purchases. In this procedure bank issue the LC on the behalf of Packages Ltd. and importer is informed to allow the shipment, and payment is made as the shipment is received. In Packages Ltd. inland LC is also used means within Pakistan between two cities. The documents used in the procedure are:

· LC opening request

· Exporter Performa invoice

· Terms and conditions form

Accounts Department

Accounts department has the six sub-departments. It is responsible for the cash handling, account keeping, inventory maintenance etc. its subdivisions are:

Cash & Bank

This division deals with the cash flow of Packages Ltd. The major functions of this division are:

· Deal with all types of outgoing payments

· Provide the running finance (short term loans)

· Payment of taxes

· Issuing of checks, receipts, pay orders and drafts

· Deals in two types of payments procedure; petty voucher and cash voucher. Petty voucher is prepared for petty expenses like ordinary bills

· Preparing daily report of transactions

· Prepare bank reconciliation

· Deal with all kinds of reimbursements, whether they are medical relief, transport, entertainment bills etc.

Purchase

Purchasing department is concerned with the purchase of goods, record maintaining, sanction etc. There are two modes of purchasing:

· Cash Purchase

· Credit Purchase

It handles different types of documents for purchase purpose that are the:

Purchase Requisition

Purchase requisite is issued to the commercial department in response of the issue requisite, which is issued by the central store.

Purchase Order

It receives the purchase order from the commercial department in response of the purchase requisite after concerning all the possibilities and authorization.

Goods Received Note

At the gate, the goods received note is prepared. It includes information such as quality, rate per unit and total amount.

Purchase Return Book

If the purchased goods are not up to the mark they are credited in the purchase return book and the supplier of the goods is adjusted by issuing a debit note.

Excise and Sales Tax

This division is responsible for the setting the excise duty on the manufacturing goods and the sales tax on the selling goods.

Salary & Wages

· This division deals with all the wages of the personnel as well as other related things. There is certain information to preparation of wages:

· There is 13% company contribution in pension.

· In the provident fund there is 10% contribution of the employees and 10% contribution of the company.

· In the scheme such as EOB i.e. ‘Employee Old Age Benefit’ 5% is contributed by the company.

· Rules change in this department on yearly basis.

· There are employees in the company who are paid on the hourly basis and some are paid on the monthly basis.

· This department is also responsible for giving interest free loans to the employees like car loans, cycle loans, bank loans etc.

Inventory

This department deals with the inventory handling of the company. The major functions are:

· Inventory dealing both short term assets and fixed assets

· Deals with all the stocks, their quantities and values

· Capitalization of all asset transfer

· Capital work in process

· Addition & deletion of asset

· Long term loans

· Insurance & lease

· Imports handling

IR (Issue Requisition)

This is used to issue materials.

STN (Store Transfer Note)

STN is issued when by mistake some item comes in the store. So this document is issued to transfer that item from one bin to another.

SRN (Store Return Note)

This is issued to return the unused material from production hall to the store. So it is transferred back to store.

Stock Evaluation Report

This is prepared to verify the defects and value. Any difference or any errors in the system are located through this report. These defects can either be the result of defective computerized system, defects in feeding etc. 

Imports

Imports are very important transactions of the company. When company wants to import something like raw material or spare parts, the details about the thing to be imported are sent to the commercial department. Then LC is opened. Bank takes the opening and amendment charges. When the material, which is needed, is dispatched bill of lading and invoice copy both are sent to the insurance company and insurance company insures the material. At the arrival of the material, custom duties are paid, bill of entry document is made and the invoice amount is written on it. When the dues are paid material is cleared. There are two aspects of clearing, either it is done ourselves or through the agents.

Finance Department

The finance department deals with the financial obligations of company. It is responsible for providing finance, financial planning, and distribution of profit to shareholders, acquiring loans from banks and financial institutions, calculation of all expenses and incomes as well as preparing tax returns, handling and monitoring cash flow, keep an eye on the inventory level etc. This department has further subdivisions:

· Account department

· Costing department

· Audit

Hierarchy
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Internal Audit

Packages Ltd. has its own audit department which comprised of experienced people who are experts of this field. They are working in such an excellent way that the audit of Packages Ltd. is considered one of the best audits in Pakistan. The kept records on the monthly bases are very helpful in the success of the company.

Costing Department

Costing department is further divided into two sections; costing and income tax.

Income Tax

It deals with all heads of income like sales, turnover, dividends received etc. It submits the return file according to their internal records and the government matches it with their accounts to charge the income tax.

Costing

In Packages Ltd. two types of costing procedure is used; job costing and process costing. Job costing is done for packaging division and process costing is for paper and board division where end product is not identical. The major functions of this department are:

· Arrangement of costing cycle (different cost centre on material, labor & other bases)

· Valuation of working process

· Costing general vouchers, at the end of each moth department prepare the voucher to:

· Allocate cost of service department

· Record the production in veil sheet

· Record the internal sales and sales to outside party

· All costing general vouchers are prelisted and filed in proper file with brief description about water, steam, electricity, maintenance cost, quality cost, internal sale, sale to third party, write off, work in process, etc.

Cost accounts of the company are divided into three divisions:

· Packaging division

· Paper & Board division

· Tissue division

Production Department

There are 5 sub departments in the Packages Ltd. production department 

· Carton line

· Flexible line

· Corrugated division

· Consumer product division production department(already explained)
· Paper and board mill

The paper and board mill provides the whole needs of the packaging division. Pulp production takes place at the pulp mill where raw material is processed into pulp, which is then refined, bleached with different pulps and mixed with the chemicals it is then ready to be used on special machines for paper tissues, board and cartons. These machines are equipped with specialized weight and moisture requirements. The paper and board is either stored or dispatched to packaging division.

At the packaging division, these paper and board is printed and converted according to the customer specifications. This division has the new technological machines for the printing, cutting, creasing, folding, gluing and other operations.

Planning Department

This department is the bridge between production and marketing departments. All order invoices are received here and they plan out all production schedules according to the order due dates. They are responsible to keep an eye on the production that it is performing according to plan and any needed adjustments in case of any special order fault in the machine.

Loading Chart

Loading charts are prepared for the production department. It contains the information about the working of machine for a day. It specifies that which machine is on work and which is idle. From this, it is easy to know which machine is working what sort of work.

Loading Sheet

Planning department also prepare loading sheet. Loading sheets are prepared for each job and are sent to the computer. The computer gives all necessary data about the quality of paper to be used, the weight, other material required etc. so that the production department may make all necessary arrangements in advance.

Short-term & Long-term Plans

Planning department makes the short term and long term plans. They check out the business status of the company in the both local and international market. They plan out the future development.

Research and Development

Improvement and new development in packaging is the part of Packages Ltd. corporate objectives to sustain continuous and consistent progress in quality packaging systems. Packages Ltd. is consistently exploring the use of new fibers, films, chemicals, adhesive, coating and resins. The well equipped laboratories and pilot machines test these raw materials and chemicals so that they can provide better quality packaging system for their customers.

Technical Division

This department is responsible for:

· Mechanical workshop and maintenance of the machines. It helps in invention and manufacturing the machines for the factory.

· Electricity; company has its own power plant to generate electricity. This department is built to ensure the continuous delivery of electricity.

· Air conditioning unit

· Transport

· Civil; to maintain all the designs and construction.

· Communication network like telephones & internal exchange communication.

Management Information System

MIS deals with the whole computerized programming. It is responsible for storing the whole information and keeping updated recode about the company operations. Packages Ltd. has the SAP system.

SAP

SAP (System, Applications, and Products in Data Processing) is essentially an ERP system from Germany and its implementation in Packages Ltd. is being carried out with the help of Siemens Pakistan Engineering Company Limited. SAP is the market and technology leader, providing comprehensive solutions for companies. SAP client/server business application helps customer manage comprehensive financial, manufacturing, sales & distribution, and human resource functions.

Internet

Internet in the company is for specific users only. This means that the access is not opened companywide.

Intranet

In all offices local network is working. Packages Ltd. has its own web page. All employee information is available on the company computers in their accounts.

Arts Department

Arts department is responsible for preparing designs for printing on the products. Customers tell their requirements and arts people change their desires into real form. They serve their services to the CPD and the industrial division. This department has the fresh graduates and experienced people who are working together to create the new and attractive designs. It is fully equipped with the new technological computers and the graphical devices. The available machines are:

· Two image setters

· Two laser printers

· Colored printers

· Flatbed scanner

· Window NT server

· Power Mac’s 

Comprehensive Section

This division prepared the samples of designs for the marketing department. These comprehensives are then approved form customers. It also provides the suggestion to existing material. All designs are computerized and their hard copy is made through the colored laser printer.

Mechanical Section

When customer approves the design, it is prepared in black and white form. A job card is issued in the art section with completed information as required by the artist for the making of mechanical design. The following are the details, which are necessary for issuing a job card: name of the customer, description of the job, printing method, printing mode, material and substance. The mechanical is then sent to the planning department and is checked according to the limitations of the printing, cutting, etc. processes. Then sample is sent to the marketing department for the customer approval. If the customer suggests some change, then these changes are made and the whole process of checking is repeated. After the final approval of the customer, it is sent to the camera department for making negatives. Art department uses ‘Macintosh’ computers and other design equipment.

Personnel Department

Personnel department is also called the industrial relations (IR) department. It is responsible for human resource management in Packages Ltd. It deals with the recruitment and selection of employees, peering welfare programs for employees. It arranges different types of social activities. This department helps in finding solutions of dispute within the organization. There are 5 sub-divisions:

· Legal wing

· Personnel staff wing

· Establishment wing
· Welfare wing

Legal Wing

This division is responsible for:

· Legal aspect of human resource management;

· All the legal problems of labor;

· Issues related to misconduct, civil and criminal cases and revenue cases;

· Help from the outside lawyers;

· Dealing with the income tax cases;

· Dealing with two types of Ordinance;

Industrial Relations Ordinance

This Ordinance gives power to employee against the employer. Usually it helps in solving the disputes, strikes, slow production, electronics and other problems of labor unions.

Standard Order Ordinance

This Ordinance gives power to employer against the employer against the employee and its enables to conduct inquiry according to civil law about leaves, disobey, misconduct, dishonesty, negligence, theft etc.

Personnel Staff Wing

It deals with the issues related to the hiring and firing of the employees.

Personnel Wing

This division is responsible for:

looking after all the sports activities at Packages Ltd. and handling the disputes between the management and the workers.

Establishment Wing

This division is responsible for:

1) Maintaining personnel records;

2) Maintaining personnel strength;

3) Recruitment
4) Keep check on all the staff
5) Maintaining leave record of all workers; and

This wing consists of one senior personnel officer, two assistant personnel officer, and section in charge, and 13 timekeepers.

Time Office

This is one of the most important sections of the establishment wing. All records relating to employees are kept here. There are different documents for this purpose.

Gate Pass & Entry Register

There is very strict checking at the gates. For making their employees punctual, the employees who come late are stopped at the gate and they are allowed to enter after the approval of the related divisional manager. There is a gate pass system for people who want to go outside the organization in duty hours. They have to submit a ‘Gate Pass’ signed by their head of department. The time of leaving the organization and coming back to the organization is written at gate pass. The record goes to time office.

Appointment Registrar

Employees’ records from appointments till retirement are kept, like transfer, promotion, leaves etc. In the ‘Appointment Register’ there are details like name, father’s name, and appointment date, address, department etc. are entered. This register also tells about the appointments made in a year and strength of all the departments.

Strength Register

It shows the number of workers employed. All entries regarding the wages, allowances etc. are kept in it. All new workers are appointed on probation for one year. Three probation reports are given during this period.

Time Cards

They have the record of the time cards from the production hall to calculate the wages and salaries of all the employees. The card notes time of starting and finishing by punching machines. Salaries are made on two bases:

· Employees who are paid on monthly basis; and

· Employees who are paid on hourly basis

Attendance Register

There is attendance register in all departments for the monthly paid employees. They can get leaves also. If an employee is absent for more than ten days without leave then he is issued a ‘Charge Sheet’. There is a casual leave of ten days and medical leave of sixteen days on the basis of medical officer. The hourly staff is allowed fourteen days of annual leave. However, for one day medical leave no medical certificate is required. Strict disciplinary action is taken if an employee remains absent without prior notification.

Welfare Wing

The function of welfare wing is to look after all the welfare activities and facilities on the factory premises. This wing controls the fair price shop, the canteen and all the messes. The evolution of this wing was the result of the management’s through that it is a big deal to feed and clean a bug factory. It is directly under the Personnel Manager.

Security Department

This department is responsible for the security of the factory. It controls all the gates, stores and the departments of the company. There is very strict control on the gates, every person is checked and after complete satisfaction, he is permitted to enter in a company with an individual locker.

Other Major Divisions of Packages Limited (Strategic Business Units)
Tetra Pak

Tetra Pak was established in 1982 as a joint venture between Packages Ltd. and Tetra Pak Development S.A. of Lausanne, Switzerland. The shares of Tetra Pak Pakistan are distributed as follow:

1) 49% shares owned by Swedish group

2) 45% share owned by Packages Ltd. 

3) 6% shares owned by Syed Babar Ali
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Tetra Pak produces packaging material in premises leased from Packages Ltd. the company operates from its office in Gulberg. That office is responsible for the management, marketing, sales, and technical services. The head office of Tetra Pak is in Switzerland. A factory produces packaging material for Tetra Standard Aseptic and Tetra Brik Aseptic. Tetra Pak has a growth rate of 20%. The production plant works at Packages Ltd. There are 130 employees in the factory. Tetra Pak factory works in three shifts. It deals with the packaging and sale of liquid foods such as milk, juices etc. The Tetra Pak milk can stay fresh up to three months without any refrigeration. The factory started its production in January 1983 with the capacity of 16 million packs per year. But now it has a maximum production capacity of 900 million packs per year. In the year 1993, Tetra Pak sold 750 million packs. 
The material used in the production of tetra packaging is:

· Paper

· Aluminum

· Plastic coating

· Wax

The paper, which is used in tetra packing, is manufactured at Packages Ltd. the Aluminum Foil is imported. Now in Tetra Pak daily production is 200,000 meters.

Quality Policy

Through out total quality philosophy, we are all committed to quality in every thing we supply and do to fulfill our company purpose.

We will give our customers satisfaction by meeting their requirements in products and services and thereby assure the future of the company, our staff and their families.

We strive for continuous improvements in our daily quality recognize that training and feedback on our performance is integral part of its improvement process
Objectives of Tetra Pak

Main objectives are:

· Customer satisfaction by providing quality packaging system for rational and hygienic distribution of edibles to customers in order to most effectively contribute to mutual success.

· Quality slandered and to participate in the further development towards higher quality and more economical production.

· Technical and professional excellence through provision of the best training facilities for employees as well as for customers.

· The evaluation of effective packaging to meet the needs of mankind.

.

DIC GROUP (Formerly Coates Lorillux)

Packages used to adopt the backward integration strategy. So to be self sufficient, Packages limited has set up its own Ink Factory in 1957. Initially, Packages Ltd. used to import all the ink used in various printing processes. But due to increase in demand and to keep quality control, Packages Ltd. has set up its own Ink Factory. With the increase in demand and popularity of ‘Rose’ brand ink, Packages Ltd. has made and ink division and they intend to develop it into a separate independent department. In 1993, the company agreed to form a joint venture with equity participation form ‘Coates Lorilleux’, world’s second largest printing ink manufacturer to produce ink for Packages Ltd. Raw materials for inks are purchased but inks are prepared n its ink factory. There are three sections of ink factory.

Production

Incorporated with planning department, this section is responsible for the specific jobs. Ink factory not only fulfills its own requirements but also sells printing ink in the market.

Store

This section formulates the raw material for ink. It is responsible ensuring the input availability.

Laboratory

This section formulates different kinds of ink and develops new shapes of ink. It is responsible for the development of new shades of ink and formulated different kinds of ink.

Production Facilities

Pre Press Planning Department

Planning and Production are the most important departments in Packages Limited. Production department controls all the operations under the factory. Planning department is responsible to plan and organize the allocation of jobs to various lines or divisions in a way that their maximum capacity is utilized and that the delivery is given to the customer by the given date. As we know that if we want to increase our efficiency, we should plan with excellence. All efficiency of Production Department depends on the working of Planning Department. The Planning Department has the following functions:

Coordination in Marketing & Production Department

First of all, it coordinates between Marketing Department and Production Department i.e. they calculate the capacity and the availability of machines and give this information to Marketing Department to accept orders from customers. Similarly it informs the Production Department about the requirements of the Marketing Department. The availability of the machines is notified through “Loading Charts”.

For the maximum utilization of the machines and the time, the Planning Department prepares Loading Charts. The Marketing Department is informed about the time when the job will be completed and the goods will be delivered. The time to be spent on printing, cutting, folding, gluing and packing is summed up.

Creating Link with Paper & Board Mill

Planning Department has also a link with the Paper & Board Mill. What kind of paper the customer requires, is known by the Marketing Department and what type of paper they can use in printing, only Planning Department knows both the things. So it orders the required things and if it is not possible to produce such type of paper in their own mill then Planning Department has two options. They can import such type of paper, as the customer needs. Second option is that they can propose to the Marketing Department to use any alternative. In this way, Planning Department works as a nervous system from order placement to sales.

Making a Balance between Production and Sales

Planning Department makes a balance between sales & production. It gives targets to both the departments to achieve neither more nor less. If production is more and sales are less then Marketing Department is pressurized to increase the sales.

· Production Department
Production department controls all the operations under the factory. Production Manager is the head of Production department and is responsible for the production function. There is also a Planning Manager, which is under the Production manager. The Production Manager looks after the production while the Planning Manager supervises the Planning Section. The heads of the following departments are directly answerable to Production Manager and they have to present their special problems to him for advice and help:

· Art Department.

· Camera Department 
· Carton Line

· Poly & Paper Conversion Department.

· Corrugated Division.

· Flexible Packaging Division

· DIC Group (Ink Factory).

· Lamination Department.

· Folding and Gluing Department.

· Coating Department.

· Cutting & Creasing Department.

· Dispatch Department.

· Quality Control Department.

The Production Planning and Control unit is also directly under the Production Manager and acts as the brain cell for him. Production Department prepares internal planning of the whole Paper & Board division. It takes into account the total capacity of the machinery, and the manpower. It also arranges the resources to attain maximum utilization. Another goal is to reduce the wastage of resources.
Production Procedure

The sales staff is in direct touch with the customers. After the business has been finalized, an Internal Sales Order (ISO) is sent direct to the Production, Planning and Control Department for checking and planning out the production schedule. The Planning Officer and his staff communicate and correspond directly with sales staff.  Sales staff also deals with Art Department in the initial stages of the business negotiations. Art Department prepares comprehensive, color schemes and alternate suggestions for the approval for the customer. The direct link of the Art Department ceases after the customer’s approval. First of all the sales executive gives the customer design and makes job reference to the Planning Department where Planning Assistant for Art & Camera sends the job to Art Department for finalizing the ultimate shape of the product’s design. They also prepare mechanical for the offset and flexographic jobs. The job then moves to Camera Department, where the staff prepares the printing negatives followed by Production Department who prepare the printing plates. The plates will either go to proof press or for mass production to offset presses. The order received by the customer to Marketing Department may be:

· New job

· Amended old job

· Repeating job
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In order to develop a new job, to create a new product or to give special suggestions to the customer, sales staff takes assistance from Development Manager. Development Manger remains in touch with all the facilities available at the factory and develops the projects until it is fit for mass production. The new job is first sent to Art and Camera Department for the Art & design to be printed. In case of repeat order, the Production Department will receive the ISO with the sample and the job will be sent to the Planning Department. 

Planning Department issues a ‘Job Card’, as soon as the Job Card is made out; Paper & Board stores arrange material. The immediate requirement is indicated in the Job Card, which has to be available in stocks, while the long-range requirements are stocked up. Production Manager has to foresee the future requirements. In case of new development, special materials are to be ordered. When substantial orders are expected in a particular line then raw materials will have to be ordered. For example, if there is trend of packing polyethylene bags then polyethylene granule will have to be bought ahead of time. 
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After Offset Department and Poly & Paper Conversion Department (PC) the job run through cutting and creasing, folding and gluing and is sent out through Dispatch Department. The jobs emanating from Paper Converting & Offset Department go directly to the Dispatch Department. One important function of the Dispatch Department is to prepare Dispatch Notes for the goods sent out whether by trucks or by railway.

Paper and Board Mill (PBD)

The basic need of packaging industry is the paper and board. If an industry is producing its own paper and board, it is very convenient for it. One of main features of Packages Limited is that it has its own Paper & Board Mill. At first, the Packages Limited used to buy paper and board from market.  Then in 1968 it set up its own Paper & Board Mill with the capacity of 24,000 tones per year to manufacture various kinds of board, Flutings, Kraft liners and Poster Papers conversion into different kinds of cartons and wrappers for the Packaging Division. The aim of Paper & Board Mill is to produce enough paper and board for the needs of Packages Limited. Different types of paper produced by Paper & Board Mill are:

· Tissue Paper

· Calendar Paper

· Duplicating Paper

· Imitation Art Paper

· M.G. Brown Paper

· Off-set Printing Paper

· Twist Proof Paper

· Writing & Printing Paper

Current Capacity of Paper & Board Mill

Today Packages Limited has five Paper Machines with installed capacity of 100,000 tones per annum. The average production of one day is 270 – 290 tones. It also has the straw pulp and liquid packaging board facility, which was established in 1992. With this, they have continued supply and better control on the inputs It has improved the quality and customer service from the company. There are more than 700 employees in Paper & Board Mill. In Packages Limited 94-95% of the total pulp used, is produced in its own Paper & Board Mill. Remaining 5-6% pulp of total requirements is imported.

Paper & Board Mill work under the Planning Department. Marketing Department projects it prospective sales for the coming year. These projections are then sent to Planning Department, which plans the production schedule for the Mill. In the Paper & Board Mill, this whole year plan is broken into monthly plans. The Mill staff then, finds out financial needs and these needs are passed to the Finance Department. Following are the three sections of Paper & Board Mill:

· Pulp Section

· Paper Section

· Utilities Section

Pulp Section

The function of Pulp Section is to prepare Pulp from raw materials:
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Raw material is purchased by the Commercial Department. The Pulp Section has four departments, through which the raw materials pass and pulp is produced.

· Straw Preparation Department

· Cooking House

· Bleaching Department

· Beater House

Straw Preparation Department

Wheat straw is available in wheat harvesting season only, therefore, the management of Mill has to buy according to its requirement and store it. From the storage yard, wheat straw and Kahi are transported by means of trolleys to the Cutter Department. Wheat straw is bought in cut from while Kahi needs to be cut. So Kahi is fed to a cutter machine, which cuts it into small parts. The raw materials are then cleaned on two separate lines. Washer and centrifugal machine are also used for clearing the dust and other particles from the raw materials. All the raw material for the production of Pulp is prepared in this department.

Cooking House

This cut and clean raw material is delivered to the Cooking Department, where It is mixed with water and cooking liquor. The mixture of raw materials, water and cooking liquor is fed to rotary digesters (Huge Tanks) and cooked. In this process the fibers get separated from the binding material. This process is known as Delingnification. Straw and kahi are either cooked together or in separate digesters.

Bleaching Department

In this department Pulp comes for Bleaching from the Cooking Department. If required, this Pulp could be bleached. Here this material is washed and screened and the uncooked fiber is separated in order to get refined Pulp.

Beater House

Beater House is very important department in Paper & Board Mill. Here the paper is given the final properties that we want to have in the paper some of the additions, made in this department are:

· Addition of imported Wood Pulp.

· Addition of sizing agents.

All other additions regarding any other properties that we want in the Paper.

Paper Section

In the Paper Section, we deal with the Paper machines used to make paper and board from the pulp produced by the Pulp Section. Paper & Board Mill has five machines: Here I will be giving the details of two of them:
· PM-1

· PM-2

· PM-3

· PM-4

· PM-5

Paper Machine-1 (PM-1)

PM-1 was bought in 1966 from ‘Sano Iron Works’, Japan. It had a capacity of 50 tones per day. It was rebuilt in 1981 with “German Technology”. In 1983 item modified for size press coating. This is a multiple board-making machine. It can make 3-ply board. Its width of paper sheet is 2.7 meters, and the weight range of paper is 120 – 490 grams. 

Capacity

Its installed capacity is 120 tones per day and maximum capacity achieved by this machine is 147 tones per day.

The types of paper & board produced by PM-1:

· White Card Board

· Kraft Line Board (KLB)

· Tetra Duplex Board (TDB)

· White Duplex Board

· Corrugating Medium Paper

· White Bleached Board

· Chip Board

Paper Machine-2 (PM-2)

This machine was bought in 1984 “Bell”, Switzerland. It can only make up to two-ply board. Its paper width is 1.83 meters, and weight range of paper is 120 – 275 grams.

Capacity:

It had a capacity of 50 tones per day. Packages Limited modified it to increase its (installed) capacity to 70- 75 tones per day in 1992. Maximum capacity achieved here is 90 tones per day. 
The types of paper & board produced by PM-2:

· Tetra Duplex Board

· Brown Craft Paper

· Off-Set Printing Paper

· Wrapping Paper

· Craft Paper

Manufacturing Process for Paper and Board

Paper consists of a matted or felted sheet of fibers formed from water suspension and usually modified by additional materials. The fibrous raw material or “pulp” is the most important raw material with which the paper industry is concerned. In a technical sense the probabilities or producing paper are many, but from an economic standpoint, the number of raw materials suitable for paper making is much more limited. However, the ultimate process layout will depend upon the type of raw materials used for pulp making. Following sequence of operations are generally followed to produce better quality paper and board:

Stock Preparation

The stocks of waster paper or sugarcane bagasse or wheat/rice straw etc. or their combination are opened in open yards. The visual sorting/cleaning of these materials is done to avoid formation of higher percentage of sludge and to have un-interrupted stock preparation process. For production of lower grade of paper bales are cut and dumped into the pulper. The bale ties are removed mechanically. In case the paper is based on purely waster paper stock as main fibrous source, the following operations are essentially needed to have a better quality paper:

De-inking

Most of the paper stock is used without chemical treatment but in case it is containing higher percentage of printed material, the same is de-inked. Various de-inking chemicals are added and the stock is heated to a temperature somewhere between 150o to 190oF. In the de-inking process, agitation is continued, which serves to rub off ink and to separate the fibers. Caustic soda is generally used, but it is sometimes supplemented with Soda Ash or Silicate of Soda or Sodium Peroxide or Sodium Phosphate compounds, or one or several surfactants or combination thereof. In most cases the first step following cooking is the removal of coarse foreign materials, such as paper clips, staples and other metallic objects.

Washing

The next step of stock preparation is washing which is usually carried out by means of cylindrical washers erected in series or parallel. This removes the materials that were set free from the fibers by the cooking process such as ink and pigments, as well as loading materials such as clay and other impediments. To remove fine dirt, washing is followed by treatment with one or more types of cleaning equipment viz. (A) Flat screens, (B) Rotary Screens, (C) Centrifugal Screens, (D) Cyclone cleaners.

Bleaching

Usually, but not invariably, bleaching follows cooking and washing. In most of the cases this is accomplished by treating with 2 to 5% of Chlorine or Sodium or Calcium Hypochlorite (made available by treatment of liquid chlorine with Calcined slacked lime). Temperature is maintained between 80o to 120oF. If less than 10% ground wood and unbleached Kraft Pulp is not present, this gives a fairly bright pulp. When the hypochlorite is exhausted or nearly so, the pulp is washed to remove bleach residues. Residuals bleaching chemicals may interfere with sizing and coloring in the subsequent paper making operations. If considerable ground wood or unbleached Kraft is present in the paper stock, bleaching is usually done with chlorine above. A typical process may include the following steps.
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If unbleached Kraft is being processed, two chlorination stages may be used, each followed by washing and alkali extraction.

Refining

After bleaching, the stock goes through refining process which is necessary before its delivery to the paper machine. In most of the cases, the de-inked stock is blended with some virgin pulp in order to have better qualities of paper having all sorts of favorable chemical and physical properties. The various characterization of paper/board would be discussed in subsequent paragraphs.

Pulping

Once the refined stock is obtained wither from waste paper or from any other type of suitable wood fiber, grass, bagasse, wheat/rice straw, the same is fed to the pulping machine. Since the ultimate strength of paper/board will depend upon the quality of pulp obtained, the fresh pulp having better bonding ability is mixed by means of agitators. It is well recognized that paper does not contain the ultimate strength of all the fibers of which it is composed but at the same time, fiber strength is an important factor in sheet strength. There is a direct relationship between the two i.e. fibers and the paper sheet. However, the strength of paper sheet would be more, if the fibers with which it is composed are stronger. During the pulping operation, the paper stock is put to heavy beating in which all the grades of steeks are converted to fine homogenous particles. These particles when mixed fresh pulp upto 20% of the total stock will have again fine mixing before they are fed to the paper drawing machine. The supplementary materials, which improve few of the chemical and physical properties of paper/board, are mixed at this stage. For example, sizing agents are employed to make paper resistant to penetration of certain liquid. While clays and other pigments (Unitex) improve brightness, opacity and printing properties. Starches and gums improve fiber bonding and fiber distribution. Various synthetic polymers impart wet strength. Dyes and colored pigments give desired color. Surface active agents are employed to improve absorbency, combat self sizing and decrease foam and pitch troubles. The majority of these non-fibrous materials are added to the stock before the sheet is formed.

Paper/Board Sheet Making

After obtaining a homogenous fine fibrous pulp, the same is fed to a machine for concerting this pulp into paper/board of the desired grade for which requisite raw materials are used. The plant includes the paper making and various auxiliary equipments located in the vicinity of the pulp making plant. The paper making plant consists of driving equipment, heat recovery unit, winders, coaters etc. These machines are generally of two main types. (i) Cylinder machines (ii) Fourdrinier machine. They are further classified as under:

Fourdrinier machines are designed to deliver stock to a moving woven wire which is in turn supported by a table fitted with rolls, suction boxes, and other special equipment. This table is designed to control the rate and method of drainage of water through the wire belt.

Cylinder machines in general make use of a cylindrical structure which supports the forming wire-mesh. Stock is applied to the outside of the roll by means of at nozzle, or head box and the rate of drainage through the wire is governed by the pressure of the applied inside the roll. It can generally be assumed that the basic difference between the Fourdrinier and cylinder type of machine is in the method of supporting of the stock. 

The forming mesh and the methods used to control drainage through the forming medium, operational objectives are achieved from paper making machine in the sequence as under:

1) Stock screening and cleaning;

2) Flow spreading and head boxing;

3) Cough rolling;

4) Press operation to remove water in the paper/board sheet;

5) Dryer section to fey up the paper/ board on continuous basis;

6) Glazing and creping;

7) Calendaring;

8) Winding into reels/ rolls and coating to improve the quality of paper for ink penetration etc., and 

9) Finishing and converting depending upon the type and quality of paper board.

Quality Testing

After obtaining the paper/board through the processes explained in sub-paras a to c, the paper/board before dispatch is required to be tested for comparing its standard quantitative requirements. The tests carried out are of physical and chemical nature.

Conversion into Standard Marketing Size

In order to dispatch the paper to the wholesale market; it is normally sent into real form, whereas the board is packed in the standard sizes. The stock size (cut pieces etc.) is marketed separately. The wholesaler converts the rolls of paper into reams of the sizes needed by the end consumer.
Qualities of Good Paper and Methods to Determine the Quality

The paper and paper board are used in a great variety which has a wide range of properties. There are literally thousands of paper grades and paper products differing from each other, either very slightly or by gross. The identification and expression of these differences depend upon the application of standard test methods for determining the quality of paper/board with regard to its physical and chemical properties.

Among the physical and chemical properties, a quality paper should possess standard composition of fiber ageing with regard to color, inflammability, tarnishable acid proofing etc. these qualities are determined with the help of various tests such as the ageing, flammability, anti tarnishable acidity, fiber analysis etc. following are the criteria for good quality of paper/boards:

Because of the use of paper for books, documents, records etc. the permanence of color of paper for years together and even centuries, is of great significance. A good quality paper should not get spoiled up during a shorter period. 

The combustible nature of paper is one of its most obvious characteristics. In case of general use of paper, this quality is not considered disadvantageous rather in the matter of disposing of waster paper, it is even an advantage. However for various decorative uses and in certain environments, it is essential to reduce the flammability of paper. The flame resistant paper is somewhat similar to that of cotton fabrics. It may, however, be explained here that the term “flameproof paper” means that the paper will char when exposed to ignition temperature but will not burst into flame; such paper will not withstand or endure any higher temperature then ordinary paper. The principal agents used for flame proofing are salts such as Ammonium Sulphate, and various Ammonium and Ammonia Phosphoric Acid compounds.

The presence of acid in paper or to put it another way, paper possessing and acidic reaction, is a property of special importance. Not only the presence of acid affects the ageing properties of paper, but it also may act upon materials that come into contact with the paper. This property must be eliminated to the maximum.

It has always been of considerable importance to determine from a sample of paper the fibers or pulps used in its manufacture. Some papers are bought in the market with specifications of the pulp used. Fiber analysis is of interest in interpreting physical properties. Fiber identification is accomplished by distinctive color reaction of various pulp fibers, when exposed to certain dyes and to a variety of stains based upon iodine and by morphological characteristics observed in microscope.

With regard to establishing good physical properties contained in the paper, the tests such as shrinkage during drying, degree of inter-fiber bonding, cross linkage of cellulose are carried out. Besides, texts with regard to the non-swelling fiber, tensile strength, stretch of paper, wet tensile strength, transverse tensile test, bursting strength of paper, tearing strength, folding endurance and abrasion, oil and grease resistance are also carried out.

Unfortunately in our country, none of our mills is equipped with a laboratory having testing equipment to carry out majority of above mentioned tests. However, the complaints of consumer having good knowledge of paper/board, about the inferior quality of the products are justified.

Utilities Section

Utilities Section is the third department of Paper & Board Mill. Under this section two main sub-sections work, they are:

· Quality Control

· Dispatch Section
Quality Control

Various tests, e.g. water and oil absorption test, bursting strength test, are done in this section to ensure the desired quality of the paper and board. This section is also responsible for keeping the Mill working. Its major jobs are:

· Replacement

· Maintenance

· New Installations

Dispatch Section

This section has three main functions:

· Storage of Paper

· Finishing of Paper

· Dispatching Paper & Board

 (Source: company’s brochure 2001)

Flexible Line

There is an upward trend and shift in the industry for flexible packaging due to its better barrier properties and lower cost compared to rigid packaging. The flexible line makes high quality packaging films and laminates providing Flexographic and Rotogravure Printing, Lamination, Extrusion, Slitting, Bag & Sleeve making to a broad spectrum of multinational customers covering soap, cigarette, tea, food, dairy, ice-cream and confectionary industries. The share of Corrugated Department in Packages Limited total sales is almost 30%. In the Flexible Line there are two departments:

· Poly & Paper Converting Department

· Flexible Packaging Department

Poly & Paper Converting Department (PC)

Poly & Paper Converting Department was established in 1971. This department is second major department in Packages Limited. It converts poly and paper into packing material. By Flexographic & Rotogravure Printing we can get paper or bags in reel forms. It only uses paper and other poly materials. No board is used in this department. Printing in the Poly & Paper Converting department is done in several forms:

· Printing & Conversion of Paper

· Preparing & Printing Polyethylene bags

· Preparing Aluminum Foils

· Preparing Gum Tapes

· Paper Cups & Plates

Fine printing is obtained from Rotogravure printing which is expensive as compared to Flexographic method. The operations are carried out on various machines. Operations include printing, polyethylene extrusion, cutting, creasing, slitting, bag making, waxing etc.

Capacity

Out of four Flexo-graphic machines, one six-color printing and the rest are four color-printing machines. Hence, In Flexo-graphic printing, Packages Limited has the facility to print from two to six colors. In PC Department there is 30 thousand meter per shift production. Six Slitting Machines are used for several kinds of slitting. In Flexographic printing water-based ink is used. All printing machines are imported from Sweden and Germany. The management and operators believe that German machines are very good and their output is also higher. The output of six color machines while using Polyethylene is from 1500 to 1700 meters of Polyethylene per hour. Four color printing machine prints about 2400 meters of paper per hour. Total production of these machines per shift is 30000 meters. 
Flexible Packaging Department

As the demand for sophisticated packaging grew, Packages Limited established Flexible Packaging Department in 1986 that is fully equipped to manufacture high quality packaging. Molded from synthetic materials, rubber plates are used in Flexographic. It uses the Rotogravure printing technique. This Rotogravure printing is best for food items, for this type of packaging 98% material is imported; as a result it is the most expensive printing technique.
Polyethylene Section

Packages Limited manufactures and prints high density Polyethylene from 12 grams to 60 grams. And in case of low density Polyethylene it is 20 to 150 grams. In the Poly Section Polythene is made.

Process Flow
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Description

Poly grains are the raw material for poly making. These poly grains are put into a machine named Extruder. It is of two types:

· Single cylinder

· Five cylinders 

Extruder has a main unit. The poly grains from cylinders come to this main unit, where these are melted. After melting air pressure is made and filled in melted poly grains. Due to the air pressure the poly comes out in the form of balloon. Further oxidizing is done. It is a process by which blue rays are passed from the poly, so that the poly can be printable. Further poly is cut into two separate sheets and is rolled separately. Poly is of two types:

· Low Density Poly

· High Density Poly

Low and high density poly is due to the poly grains used as raw material.

Corrugated Division

For large-scale packaging, Packages Limited has been manufacturing corrugated cartons since 1974. The share of Corrugated Department in Packages Limited total sales is almost 18%. Produced in a variety of sizes, these cartons are of great value for in-country distribution and export of fresh fruit, garments, shoes, textiles, etc. Capacity increase and product development continue to be based on customer needs. A wide variety of gums tapes for sealing corrugated cartons are also manufactured. 

Capacity Increase

With the commissioning of the second plant in Karachi, five million corrugated cartons can be produced to cater to the ever-increasing demand of quality shipping cartons. They have the capability to print up to three colors in the corrugated finishing division. Customers have the flexibility to choose from regular slotted containers (RSC) glued, RSC stitched and Die cut cartons. 

Product Development

Through the inputs of customers, efforts of R&D center and Paper & Board mill, special liner and fluting has been developed to give extra strength properties, especially the stacking and bursting strength for shipping containers. Corrugated cartons are of great value to the diverse portfolio of customers for secure transportation of their products to local and international markets. Major clientele represents industries like textile, food, cigarette and soaps & detergents.

The production process is completed in two halls. Paper needed for this purpose is prepared within the factory premises at the Paper & Board Mill. Then this paper is first processed through the corrugated machine, which transforms the paper into single wall and double wall as required and mentioned by the customer. Afterwards, the corrugated are processed through the Flexo machine where they are shaped according to the requirement of the customer, for example, into a rectangular or square shape. A gluing unit is attached with the Flexo machine, which sticks the cartons on specific places. Some time stitching is required which is done at another machine.

The Marketing Mix
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In all manufacturing concern companies, marketing related activities have the major impact. The company’s success or failure depends on it. Marketing related activities initially start with the four P’s of marketing mix. Those are product, price, place and promotion. There is another important ‘P’ i.e. packaging. In the packages, the main product is packaging material. There are two departments in the packages; one deal with the industrial packaging and other deals with the tissue and sanitary napkins. There are two marketing departments for handling the marketing activities:

· Consumer product division

· Industrial marketing

Consumer Product Division
This division deals with the three brands of consumer product. The success and failure of the brands depends on the marketing activities. Consumer product division deals with the different marketing activities for each product. Let’s analyze each brand one by one.
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Rose Petal

Rose Petal is the first brand of Packages Ltd. for the high quality tissue products.

Brand Name

The brand name is ‘Rose Petal’

Brand Mark

Brand Mark is ‘ROSE PETAL’

Inset mono of Rose Petal

Trademark

They are using the name ‘ROSE PETAL’ as their trademark.

Slogan/Logos

Rose Petal has adopted the following slogan i.e.

“Softer and stronger tissues” 

Also they are using “Rose Petal na hota to Zindagi na hoti” as a tag line.
Product Mix

Mainly we two types of tissue paper which are “Facial Tissues and Toilet Rolls” 
So we just have an overview of the market composition of Facial and Toilet Rolls by the following graph…*
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Product Mix of Rose Petal

· Rose Petal Luxury

· Pink

· Blue

· White

· Peach

· Rose Petal Multi Color

· Rose Petal Perfumed

· Rose Petal Supreme

· Pink

· Blue

· White

· Peach
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Rose Petal Classic Perfumed

· Black 

· Regular

· Multicolor

· Pop Up Table Napkins

· Black

· Purple

· Blue

· Green

· White Table Napkins

· Colored Table Napkins

· Pink

· Blue

· Yellow

· Peach

· Paper Towel

· Rumaal
· Pink

· White

· Multicolor Facial Tissue

· 2 Ply Printed Table Napkins
· Rose Petal Toilet Roll

· Pink

· White

· Blue

· Peach

· Rose Petal Twin Toilet Roll

· Pink

· White

· Blue

· Peach

· Double Horse Toilet Roll

· Feminex

· Stickon large

· Stickon small

· Loops large

· Loops small

· Full paper plates

· Medium paper plates

· Snack paper plates

· Snack bowls

· Paper cups

· Un-wrapped Toilet Rolls

· Jumbo Towel Rolls

· Jumbo Towel Dispenser

· Institutional Pack

· Rose Petal Coaster

Target Market

The target market of Rose Petal is SEC A+, A and B class; that’s the premium class. According to income class its range from 18,000 – 20, 000 and above. Rose Petal people mainly target at the house wives as they are the decision makers for the purchase of tissue paper. Following graph showing the composition of the decision makers for the tissue purchase Here the respondents were house wives, so other components must be considered in the house wife context….
Sales Estimates

There is a rapid growth in this brand. The sales estimate is 46 million.
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Market Growth

There is a very rapid growth in this brand. Its market growth is 15% per year. 
Competitors

Budget Allocation

Rose Petal is allocated the budget approximately 4.5% of total sale.

Competitive Advantage

The major competitive advantage of Rose Petal is that it is first in the consumer mind.  So it has the strong brand name. It is almost shaped in the form of a Generic name so from this fact you can judge it’s worth. It has the strong distribution network as well.
Market Share

Rose Petal has 70% market share. It has the maximum market share of 80%.*
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Profit per Unit

They are earning normal profit per unit @ 10 – 15%.

Prices
	
	

	
Pricing Strategy

Rose Petal people are using the “cost plus profit” pricing strategy. The basic formula for price determination of Rose Petal products is:

Cost + Profit = Price

Factors of Pricing

· Cost of production

· Purchase power of target market

· Competitors prices

· Government taxes

· Area pricing

· Future prospects

· Nature of the market demand

· Economy

· Organizational interests etc.

Packages Ltd. is the profit generating organization so in pricing strategy they give the importance to the profit. The company has the policy to charge ex-factory prices. They are not concerned with the freight and octroi charges. All such costs are borne by the buyer. There is no direct price war between the competitors and Rose Petal.


	

	Margins

There are some registered distributions and some unregistered distributors. Prices for both of them are different. Registered ones have to pay 15% tax whereas unregistered pay 18% tax. The reason for this distinction is that those paying 15% of tax have registered themselves with the tax authorities and the others have not. They offer the 10% margin to the retailers and 6 – 7% to distributors.


	


Promotional Activities
Promotional activities serve a role of backbone in the product success. The public through these activities know all available products in the market. Packages Ltd. gives the promotional support to their brands. Promotional activities Rose Petal for have the major share in its success.

Promotional Policies

Rose Petal has the competitive advantage of pioneer in the consumer mind. They achieve this position through the promotional activities.

Pull Strategy

Rose Petal uses the pull strategy. They attract their consumers through intensive advertising and other promotional scheme. Packages Ltd. provides wall clocks, menu paper pads, clipboard and purses to its dealers. Packages Ltd. also provides key chains and calendars to its customers.

Research Company

Rose Petal takes the services of research from the A.C. Nielsen & Aftab Associates.

Advertising Agency

The advertising agency of Rose Petal is Lowe’n Rauf 
Promotional Mix

There are different promotional tools in the promotional activities to approach the customers like advertising, sales promotion, public selling, public relations, publicity etc. Promotional tools by Packages Ltd. are:

· Advertising

· Personal Selling

· Public relations

· Sales promotion

Advertising

Personal Selling

Rose Petal uses the personal selling strategy for the special jobs. They deal with the institution through the personal selling.

Public Relations
Rose Petal arranges different events and sponsor dramas, trade shows, sport activities and exhibitions, etc.

Sales Promotion

Sales promotion is defines as short-term incentives to encourage purchase or sale of Rose Petal products. In Rose Petal consumer promotion in sales promotion is designed to stimulate consumer purchasing, including gifts, price off, premiums and sweepstakes. Trade promotion in sale promotion is designed to gain reseller support and to improve reseller selling efforts, including discounts, allowances, free goods cooperative advertising, push money and trade shows.

Sales force promotion in sales promotion is designed to motivate the sales force and make sales force selling efforts more effective including bonuses, gifts and sales rallies.

Tulip Tissues

Tulip is a tissue brand of Packages Ltd. launched in July 1989 it was created as a value for money and economy brand. Tulip tissues since then have been catering to the economy driven segment. Taking into account the consumption habits and the market situation, Tulip tissues were revamped in February 2000 with a more elaborating price structure as well as attractive new pack design and a completely new media campaign against the unhygienic use of handkerchiefs. This change was necessary due to the static nature of sales and in spite of large advertising budgets the brand was loosing sales volume.

Brand History

Packages Ltd. launched Tulip as a second brand in July 1989 to expand into the lower price segment of the market. Idea of launch was to compete against the brand cooperating in the low price segment.

Market Share

Tulip has the market share of 15 – 16%. The maximum share is 16%.

Market Share Expansion Strategy

Tulip tissues have adopted different strategies to increase their market share.

· Develop customer knowledge 

· Adopt a long-term outlook

· Maintain a product development program to meet customer benefits

· Engage in flanking strategy, i.e. having line extension in order to meet customer preference

· Aggressive promotional strategies

Growth Rate

Growth rate Tulip tissues is 15 – 16%.

Sales Volume

Annual sales volume of Tulip tissues is about 40 million.

Competitive Advantage

The major competitive advantage of Tulip tissues is that they are offering a quality product at economical price.

Product Policy

Tulip adopted the product policy to achieve the object of its creation. Its product policy is:

· Personal hygiene, convenience, disposability and economy are the top priority

· Pack design are appealing enough to captivate the buying decision of consumer

· Medial advertising has been targeted at price sensitive customers

· No compromise on product quality

· Creativity and ingenuity promise

Brand Positioning

Tulip as a brand of Packages Ltd. has been positioned as a second line brand to increase volumes overall and to create competing brand for Rose Petal, which is basically a strategy implemented as an endorsement when a company is enjoying market leadership with another brand.
Tulip brand is showing good growth and is positioned to a lower income segment of the market. This segment prefers to lead a more economy-based living and is aware of the utility from such a product. But it is an able to seek the affordability for consumption. Therefore, Tulip tissue’s price has been curtailed in order to meet for this particular segment.
Target Market

The target market of Tulip tissues is middle class/lower middle class. In this their promotional target is a woman because women have a major contribution towards the purchase decision of the product. Its promotional message target is hygiene oriented and proper knowledge of disposability and its convenience. The age level of target market is 18 – 45 years.

Consumption Manner and Time

Tulip tissues are used for wiping and drying while it provides an instant solution for cleaning purpose.

Competitors

The major competitors of the Tulip tissues are Flying and Fay.

Research Company

Tulip takes the services of research from the A.C. Nielsen & Aftab Associates.

Advertising Agency

The Advertising Agency of Tulip is “Pace Communications”
Drawbacks 

· Volume sales were low and the brand growth was limited because per pull price of Tulip was more costly then Rose Petal supreme tissue.

· Market did not accept an odd pack size of (55 and 75) pulls per pack at Rs. 15.00 and Rs. 17.00 respectively.

· Looking at the declining share of Flying and Fay, Packages Ltd. decided to re-launch Tulip in February 2000 to block the entrance of another local or foreign competitor in the market.

Product Mix

· Tulip multicolor

· Tulip 100 Viva perfumed

· Tulip pocket pack pink

· Tulip single toilet rolls

· Tulip twin toilet rolls

· Pink

· Blue

· Yellow

· White

· Peach

Tulip Facial Tissue Line
	
	Current
	Past

	Tulip standard tissues
	100 x 2 ply
	66 x 2 ply

	Tulip multicolor tissues
	100 x 2 ply
	66 x 2 ply

	Tulip viva perfumed tissue
	100 x 2 ply
	66 x 2 ply


Tulip Toilet Rolls Line
	
	Roll Dia
	Length

	Tulip standard toilet rolls
	95mm
	25meters

	Tulip twin toilet rolls
	90mm
	19meters


Prices


Pricing Strategy

This is one area where Tulip needs to concentrate to maintain prices so as to meet the market situation and shrinking purchasing power currently Tulip tissues are the cheapest or most economical tissue consumption option when it comes to the overall tissue market. This situation gives an edge to the brand in terms of penetration into areas where tissues are still considered to be a luxury item; therefore, it can be a vital statistic to encourage people to develop the habits to tissue consumption as a necessity of life.

Promotion

Tulip uses different promotional mix activities to approach the customers. The major tool to attract the customers is outdoor selling. They use the strong merchandizing and purchase point presence, self market, POS at B&C class retail outlets.

Media Objective

To reach at least 90% of the potential consumer ensuring that the average consumer will be exposed to all messages conveyed through television and print media.

Message Objective

Tulip wants to convey the message about the product

· Personal hygiene, convenience, disposability and economy is our top priority

· Concerns for the public health

· Economical yet good quality

· Colorful

Advertising Strategy and Execution

Economy should be punch line tag for all categories of advertisement, either print of electronic, emphasizing the affordability, hygiene and disposability of the product
.

According to research studies there are approximately 9 million television sets in Pakistan, which means that the presence of Tulip tissues advertisement is up to the optimum but is the message being perceived in the manner to evoke the potential customers to adopt the habits of Tulip tissues. Currently, Tulip tissues are being advertised on the best spot available on television (Island spot mid break khabarnama at 9’o Clock).

Outdoor Activities

Tulip mostly emphasizes on three outdoor activities. They create awareness through public service messages e.g. roadside signs, illuminated flex signs etc.

Point of Sale

Tulip uses the point of sale to create more awareness and acquire the attention of the customer e.g. buntings, shelf market, mobile, etc. They display the hoarding in lower middle-income towns/localities to communicate the Tulip brand message. Message and image on the hoarding should come out strongly. The continuity of flex signs on green belts with public service message is important as a reminder to the general public. Tulip gives-a-ways inside cartons e.g. sewing kits, book markets etc.

Sales Promotion

They offer the scheme of inserting the pocket size calendar in the pack.

Other Promotions

Association of Tulip with the federation de Hockey depicts a very radiant and promising future for the brand. This affiliation will help create awareness of the brand for today and tomorrow, the upcoming youth will have the knowledge of essentiality of this product, its utility and convenience. This will bring about tremendous change and uplift to the sport in terms of awareness and overall grow, especially imaging towards more cleanliness and a hygienic environment.
Placement

 Rose Petal and Tulip are available in almost all the cities but few cities do have a lot of weight age as compared to other cities. 

The Following graph shows that major source of revenue is coming from Sindh and Punjab.  * 


Here we see that how different cities are behaving with respect to the sales*
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Based on the figures calculated through the retail audit conducted by A.C. Neilson we can check out the growth rate in different cities so that we may have an idea about the prospects of sales in different cities that can play it’s part in framing the distribution for the up coming period.
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Feminex

Packages Ltd. introduced a brand in the sanitary napkin category named Feminex.

Brand Philosophy

The brand philosophy of Feminex is based on the concepts of feminine hygiene, comfort and convenience.

Product History

Feminex was being produced at Arampak – a contract manufacturer. In order to maintain quality and consistency, Packages Ltd. imports the raw material for Feminex. Packages Ltd. supplies P.E. and tissue paper, while the raw material conversion takes place at Arampak. In 2001 latest machine was bought and started in-house production.

Competitive Advantage

Superior product quality available at economical prices i.e. the prices of Feminex will be less than Always and Moddess while maintaining the same product attributes (offer comparative attributes at affordable prices).

Research Company

Feminex takes the services of research from the A.C. Nielsen & Aftab Associates.

Advertising Agency

The advertising agency of Feminex is prestige communication.

Re-launch of Feminex

Objective

Re-launch the brand and provide improved benefits with superior product quality.

Strategies

· Careful integration of the five P’s – product, price, promotion, packaging and place, into the marketing mix.

· Get the brand accepted by users, inform and educate consumers.

· Highlight the utility of the product through media promotions and convince the consumers about the attributes and features of Feminex as the future brand of the active and confident 21st century woman.

· Educate school and college girls through hygiene workshops.

· Have maximum impact through a strong media campaign.

· Television commercials in PTV and PTV World.

· Print ads in daily, monthly, bimonthly, fortnightly and weekly magazines.

· Continuous evaluation of strategic portfolio – keep a consistent check on competition.

· Through quantitative/comparative analysis on a monthly and quarterly basis of the sales figures and retail audit data of fempro category.

· Focus groups.

· Build sales volumes and expand market share.

· Increase trade margins to retailers.

· Enhance trade schemes from 12 + 1 to 12 + 2.

· Operate on a combination of credit and cash terms. (The above mentioned demands of the retailers were revealed through Karachi market visit as all the competing brands were offering trade schemes of 12 + 2 and margins between 5 – 7%. These brands are mostly sold to retailers on credit rather than on cash basis as done by Feminex)

· Achieve availability equivalent to Rose Petal at all retail outlets. Trade focus of other brands is higher as compared to Feminex. Distributors claim that of the total brands distributed, the percentage of Feminex is minimum.

· Increase penetration by increasing availability at targeted retail outlets. Monitor stock levels both in vans and at distributors end.

· Build support through doctors and institutions.

· Placement of leaflets at clinics for patients’ awareness of the brand thereby inducing them to use and draw benefits from the product.

· Prescription pads.

· Placement of the product at girls’ colleges, schools, hospitals, dispensaries, slimming parlors, etc.

· Build consumer goodwill – interactive consumer promotions.

· In pack panty through retailers.

· Health and hygiene workshops along with product demonstration in girls schools and colleges at the time of lunch and continue till three months.

· Total cost of workshops = 



Rs. 1,138,000

· Total cost of panties = 100,000 @12 = 

Rs. 1,200,000
· Total =






Rs. 2,338,000
Market Potential

                                                                               Figures in Millions*
Usage Habits

· Average length of menstruation cycle is estimated to be 5 – 7 days.

· At least 67% of the branded napkin users use pads 2 – 3 times a day.

· 0.83 million females belonging to SEC A & B use 10 – 12 pads per cycle.

Product Technology

The new machine technology for Feminex will deliver superior product quality and enhanced product attributes. The proposed features of sanitary pads viz. wings and straight pads (stick ons) will provide increased protection through greater side coverage, thus keeping the pad firmly in place.

· Absorption of the fluid by the pad’s central channel will result in clean and dry feeling.

· The provision of disposal bags equivalent to the number of sanitary napkins in every pack will uphold the concept of hygiene – the core philosophy of the brand.

· The singles packaging will offer an easy to use and travel friendly package to the consumer.

Positioning

The re-launched Feminex will be positioned as a superior quality product with added benefits at an affordable price for the active and confident 21st century women. The brand USP is:

Sure sign of protection for the more confident “you”

Allocated Budget

Approximately Rs. 3 million are allocated to the Feminex. It’s almost 2 – 3% of total sales.

Product Mix

Feminex with wings

16s (large)

Feminex with wings

8s (small)

Feminex regular

16s (large)

Feminex regular

8s (small)

Product Specification

Fluff Pulp

09.0g

SAP


00.5g

Non Woven

18.0g

P.E. film

24.0g

Adhesive tape

55.0g

Silicon tape

Hot melt glue

00.5g

Product Dimensions

Length


230mm (both)

Width


160mm (wings)




102mm (regular)

(All dimensions may differ up to 3 mm because of stretching)

Material (Poly Bags)

(WO) P.E.
45/50gm

	Size
	Length
	Width
	Bottom Gusset Folded

	For 16s
	305mm
	220mm
	4205mm

	For 8s
	320mm
	160mm
	4205mm


Competitors

The major competitors of Feminex are Always, Freedom, Butterfly, Trust etc. The market comprises of a number of locally manufactured brands while foreign brands are smuggled into the country and are sold at high prices.

Competitive Review

The major players in the feminine protection market include:

· Always – strategy focused on total market expansion through feminine hygiene education, aggressive media campaign, and trade support. Has differentiated itself from rest of the local market y adding SAP in two of its variants, which has started to enjoy extensive consumer demand.

· Butterfly – enjoys highest sales in B class areas.

· Neatex – enjoys support from doctors. Has a dominant position in the loops category. Sanitary napkins with loops are present in only 30% of the market. (usually in A & B class towns) Retailers’ feedback is that there is negligible consumer demand for sanitary napkins with loops and that the loops category is close to extinction.

· Freedom – trade support.

· Trust – new launch. Competing on the basis of a number of variants and economical prices.

· Feminex – currently competing with freedom and butterfly in B class areas. However after the launch Feminex will penetrate A and B segments thus competing with Always, Moddess and Trust.*
A further analysis of the packaging, pricing, and trade schemes for competing brands is given in the following table:

Packaging

Analyzing the current market of feminine protection, Feminex will be re-launched in the following pack sizes:

· 10s pack

· 16s pack

· Singles pack free sampling

The packaging for Feminex has been designed to create instant consumer recognition of the pads.

Disposal Bags

· The packaging of 10s and 16s include sanitary disposal bags equivalent to the number of pads.

· The poly wrap of singles pack will serve as a medium for sanitary pas disposal.

Projection Targets

	Projections Year
	Feminex (in Pads)
	% increase

	2001
	8,199,168
	

	2002
	10,658,918
	30% (24,180)

	2003
	13,323,647
	25% (30,225)

	2004
	16,654,558
	25% (37,781)

	2005
	20,818,197
	25% (47,226)


Market Overview

Total Market Size Estimation

20,834,286 pads per year

Monthly sales



2,679,700 pads

Market Growth


34% in 6 months since the launch of Always

City Market Growth April 2001 (volume)

Karachi

22.8% (of total 34% increase) = 6,365,291

Lahore


27.7% (of total 34% increase) = 7,733,270

Faisalabad, Multan, Islamabad and Rawalpindi have shown an overall growth.
Pricing

	Feminex
	16s
	8s

	With wings
	75
	38

	Regular
	57
	29


Retail Margins

Distributor

11%

Retailer

17%

Promotion
Feminex revised its all promotional activities according to the re-launch program. And extensive promotion campaign is conducted at the time of re-launch and afterwards in order to gain maximum impact.

· 15 sec television commercials

· Banners at target areas at the time of re-launch

· Posters, display stands, leaflets and wobblers for retail outlets.

· Ball pens and bill pads for retailers

Objectives

· Build consumer interest around the brand

· Maximize the impact of Feminex re-launch

· Achieve 30% increase from existing sales

Consumer Promotion

Feminex Rolling Education Hygiene Workshops

Feminex rolling education hygiene workshops will be conducted for college students in top 7 cities of Pakistan, in collaboration with Bunyad.

Objective

The objectives of Feminex Education Hygiene Workshop will be to:

· Educate young girls about feminine hygiene

· Present Feminex as a modern and new generation product

· Interactive sampling to generate extended trial

· Develop a synergy between the brand and personal hygiene

Advertising

Advertising Objectives

The main objectives of Feminex advertising plan are:

· To promote the philosophy of feminine hygiene and superior protection

· To create a distinctive brand image for the new product and carve out a unique position for it

· To establish a positive attitude towards the brand

· To persuade the target consumers to purchase the brand and buy more of it

Advertising Strategy

The advertising strategy for Feminex follow directly from the brand’s broader positioning strategy and advertising objectives. Three message strategies will be used to communicate the creative concept to the consumer:

· Working women’s life style

· Student/teenager’s life style

· Housewife’s life style

The attributes of Feminex Superb are promoted so as to create consumers’ emotional belonging with the brand as:

A perfect solution for the more active ‘you’

Meets the needs of the more confident ‘you’

These concepts are used to generate a distinctive and memorable ad campaign.

Print Advertising

A focused print media strategy is executed at the time of re-launch. It includes:

· Print advertising in leading dailies on the first and second day of Feminex re-launch

· Print advertising in leading dailies on a weekly basis – every Saturday and Sunday – during the re-launch month to have a more focused impact

· Use creative and unconventional methods of print advertising

· Use affinity marketing approach to reach magazine reading females in major cities.

Print media is used as a major communication tool at the time of re-launch and will be continued after the re-launch as a regular marketing support activity.

Proposed Media Vehicles

Dailies (News/Instep/She, Women’s Own, Ibrat, Balochi Labzang, Dawn)

Magazines (monthly, bimonthly, fortnightly, weekly)

Television Advertising

Television is and effective advertising medium in view of its high impact and qualitative value. The television advertising for Feminex is in line with the brand creative concept and will focus on the brand’s three advertising strategies:

· Working women’s lifestyle

· Student/teenager’s lifestyle

· Housewife’s lifestyle

All television commercials will communicate a positive attitude bout the brand and will promote the concept of an active and confident 21st century woman.

Proposed Media Vehicles

· Prime-time advertising

· Advertising in programs with highest female viewership

· Television commercial production Rs. 0.8 million

· Television commercial release Rs. 5 million

List of Cities

The list of target cities finalized for the Feminex Hygiene Workshop is as follows:

1. Lahore

2. Karachi

3. Islamabad

4. Rawalpindi

5. Faisalabad

Target Audience

The number of target audience for Feminex Hygiene Workshops will be 150 – 200 females per city.

Banners & Leaflets

Banners, leaflets and advertising material for the Feminex Hygiene Workshop have been designed by Prestige Communications, Lahore. All outdoor advertising i.e. putting up of banners, hoardings, circulation of leaflets etc. will be carried out with the help of BTL.

Merchandizing

Maximize impact at point of sale – eye-level shelving at outlets

· Provision of Feminex stands at targets outlets

· Feminex leaflets

· Feminex posters

· Wobblers

· Bill pads and ballpoints for retailers

Trade Promotion

· Keeping in view the current trade structure in the feminine protection market, the 12 + 1 trade scheme will be continued for Feminex

· Other brands sell their product to these retailers on credit basis while Feminex is sold on cash payment. This is one of the reasons that the retailers are reluctant on buying Feminex

· Free specialty advertising items carrying the Feminex brand name will be given to retailers, such as Feminex pens, bill pads, wobblers, posters and Feminex display Stands.

Institutional Marketing

In order to build sales volumes, specially printed single pack will be developed for the following segments:

· Leading Hotel Chains (Pearl Continental, Marriott, Avari, Sheraton, Serena)

· Airlines (PIA, Local Airlines)

· Schools and colleges

· Slimming parlors

Market-share Expansion Strategy

· Educate the consumer

· Offer the product at economical price, engage in intense promotional outbursts and focused advertising campaigns.

· Strategic planning and long-term vision.

Distribution Strategy

The existing distribution channel for Feminex will continue after the re-launch. An aggressive distribution strategy will be followed after the brand’s re-launch. The primary focus will be: 

· Maximize brand availability at all target retail and wholesale outlets.

· Regular order booking and market visits by distributors and field supervisors.

· Complete distribution coverage at non-traditional sales channels – these include hospital pharmacies, mother care shops, cosmetic shops, and exclusive ladies stores and slimming parlors.

Industrial Marketing

The industrial marketing department has the major contribution in the business of packages. It is responsible to provide the packaging material to manufacturing firms. It provides the packages solution to the industries for their products. Mainly it deals with the 5h P of marketing mix i.e. packaging.
Product

Industrial product division is responsible for the industrial goods. This division is concerned with the packaging needs of various industries. The industrial products, which it markets, are numerous. The major categories of products in which this department deals are:

· Carton line

· Flexible line

· Corrugated line

Carton Line

In this category they deal with the cartons, which are received from paper and board mill, are printed in this department. Offset printing is done even on the tissue paper boxes although they are basically the cartons for the consumer products. Rotogravure printing is also done over here. Lemanic worked in this category.
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Flexible Line

In this line different processes are applied on the cartons. They deal with the different types of lamination on the product. Flexographic printing is applied in this line.

Corrugated Line

Cartons, which are used for shipping, are called corrugated cartons. They are printed over here. Basically flexographic printing is done on these cartons. Cartons produced in variety of sizes, are used for transporting consumer products from manufacturers to retail outlets. Mostly corrugated cartons are used for export of fresh fruit, garments, shoes and textiles.
Printing Inks

Roto, flexo, offset, water base, heat resistant, for printing of polythene, OPP, PVC, polyester, solvent base ink, lacquers, and additives.

Gum Tapes

A wide variety of gum tapes for dealing corrugated cartons.

Lamination Bags

For snacks, tea, shampoo.

Wrappers

Paper wrappers/laminated wrappers for toffee, candy, soap, ice cream, bubble gum etc.

Labels

Labels for bottles/Inks.

Bags

Tea bags, printed poly bags, poly coated bags.

Films

Shrink wrap poly films, syringe packing film.

Miscellaneous

Sachet for shampoo, coffee etc. cone ice cream, stands alone pouches for PVC sleeves, and packages for every purpose.

Business contribution

The industrial marketing division deals with the major product – packaging material – of the business. It has the 85% contribution in the packages sales. So this division provides the major business of Packages Ltd.

Competitive Advantage

The competitive advantage of Packages Ltd. is that it deals with the three types of packaging line; carton line, flexible line and corrugated products.

Market Share

Packages Ltd. has the 25% market share because they provide the quality product with the latest technology, variety and have a computerized system, which increase their reliability.

Competitors

There are many small industries competing with Packages Ltd. But they compete in one or two packaging line. The major competitor in flexible line is Matatex press Karachi and in carton line Merit Packaging Ltd. Other competitors are:

· Almas (Pvt.) Limited Karachi

· Pak Paper Products

· Pap Board Printers Rawalpindi

· Security Paper

· Industrial Packaging Karachi

· National Packages Karachi

· Friends Packages Karachi

· Uni Flex Printing Services Karachi

· Orient Board (Pvt.) Limited

· Rainbow Packages Limited Lahore

· Toufique Printers Lahore

Customers

The major customer industries of Packages Ltd. are:

· Tea industry

· Cigarette industry

· Pharmaceutical industry

· Chemical industry

· Tooth paste industry

· Shoe industry

· Match box industry

· Soaps & detergents industry

· Biscuit industry

· Toffee and candy industry

· Food industry

Packages Ltd. provides the packaging solutions to many firms. The details of their customers are:
The giants and leaders in their relevant industries are the customers,, they are undoubtedly an asset for Packages.

Few of them are listed over here………….

· Proctor & Gamble

· Unilever Pakistan Ltd.

· Nestle

· Pakistan Tobacco Company

· Lecson Tobacco

· Chudary Dairies Pakistan Ltd(CDL)

· ICI Pakistan Ltd.

· Nirala

· Coca-Cola

· Colgate Palmolive

· Rafhan Bestfood Ltd.

· Hira Textile

· Shan Bestfood Ltd.

· Treet

· Hush Puppies

· Safari Textile

· Iqbal & Co.

· Medipak

· Merhaba

· Sufi Soap

· National Products

· Qarshi

· Nirala Sweets

· Shezan Bakers

· Shifa Laboratories

· Humza Vegetable Oil

· Rehman Soap

· Mayfair

· Modern Foods

· Standard Foods

· Wali Oil Mills

· Pakistan International Printers

· Pakistan Industrial Credit and Investment Corporation

· Humdard

· Don Carlos

· Services

· Masud Textile Mills
· FMC

· Pak Electronic(PEL)
· Pak Fruit Juices

Pricing Policies

Price setting is one of the important and difficult tasks. Price is determined by the cost of production, taxes, profit etc. In the industrial division, pricing of the product is influenced by different factors.

Factors of Pricing

· Cost of production

· Order volume

· Material used in packaging

· Number of colors used in packaging printing

· Ink coverage

· Time used in completion period

· Size of product

· Government tax

· Art work charges

Distribution Channel

The distribution channel of industrial division is one way; means through company to customer.
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Distribution Policy for Industrial Products

There is no middleman involved in the industrial marketing. Company’s sale force directly goes to the final customer and gets order from them. In this regard, Packages Ltd. have a direct marketing approach. People here believe that direct marketing is quire cheap for industrial goods. The reason that they quote is that we have enough sales force all over the country and which can cover the industry more economically. Mainly it consists of personal selling. Nominally new orders are obtained by the sales force. In case of repeated order or routine job the customer can acknowledge his order through phone, fax etc.

Promotional Activities

Industrial division approaches to their customer through personal selling. The modes they adopt to reach their customers are:

· Face to face meetings

· Telemarketing

· Through e-mail

· Through fax

· Group meetings
ACCOUNTING POLICIES
The following are major accounting policies:

Accounting Convention

The   accounts have been prepared under the historical cost convention, modified by capitalization of exchange differences referred to in note 2.8.

Taxation

Current: The charge for current taxation for the year is based on taxable income at the current rates of taxation after taking into account tax credit and tax rebates realizable, if any.

Deferred: The company accounts for deferred taxation, using the liability method, on all major timing differences
Fixed Capital Expenditure & Depreciation

Operating fixed assets except land are stated at cost less accumulated depreciation. Land and capital work in progress are stated at cost. Cost in relation to certain plant and machinery signifies historical cost and exchange differences referred to in note 2.8 and interest etc. in note 2.10.

The management carried out a comprehensive review of the useful lives of major items of plant and machinery in 1985. Depreciation in respect of such assets is charged in annual installments so as to write off their year-end book value over their remaining re-estimated useful lives.

Depreciation on all operating fixed assets is charged to profit on the straight-line method so as to write off the historical cost of an asset over its estimated useful life at the following annual rate:
Asset Subject To Finance Lease

Asset subject to finance lease are started at lower of present value of minimum lease payments under the lease agreements and the fair value of the assets. The related obligations of the lease are accounted for as liabilities.

Assets acquired under a finance lease are amortized over the useful life of the asset on a straight-line method at the rate in note 2.3. Amortization of leased assets is charged to profit.

Amortization on additions to leased assets is charged from the month in which an asset is acquired while no amortization is charges for the month in which the asset is disposed off.

Tangible

Plant & Machinery

06.25%

to
20.00%

Buildings 


02.50%

to
10.00%

Other Equipment

10.00%

to
33.33%

Furniture & Fixture

10.00%

to
20.00%

Intangible

Computer software

33.33%


   --

Depreciation / amortization on additions to fixed assets is charged from the month in which an asset is acquired or capitalized while no depreciation / amortization is charged for the month in which the asset is disposed off.

The net exchange difference relating to an asset, at the end of each year, is amortized in equal installments over its remaining useful life. Major renewals and improvements are capitalized.

Long Term Investment

These are stated at lower of cost and market value determined on a portfolio basis. Provision is made for permanent diminution in the value of any investment.  

Stock In Trade

Stocks of raw materials, except for those in transit, work in process and finished goods are valued principally at the lower of average cost and net realizable value. Cost of work-in-process and finished goods comprise cost of direct materials, labor and appropriate manufacturing overheads. Materials in transit are stated at cost comprising invoice values plus other charges paid thereon. Net realizable value signifies the estimated selling price in the ordinary course of business less costs necessarily to be incurred in order to make a sale.

Financial Analysis
The accounts of any company either a manufacturing concern, trading concern or a banking company are amongst the most easily accessible collections data concerning their performance. However, if they are to be thought of as data they should convey some genuine information about how the firm is doing. That is to say, there must be some useful meanings that can be extracted from the figures in the accounts.

Well-known technique for extracting such information from accounts is known as financial statement analysis. Financial Statements of any concern which are frequently used for financial analysis purpose are:

Balance Sheet;

Income Statement.

Balance Sheet

“A summary of financial position on a given date is called Balance Sheet.”

Income Statement

“A summary of firm’s revenues and expenses over a specified period is called income statement.”

Types of Financial Analysis

Most practiced types of financial analysis include the following:

Common Size Analysis (Vertical Analysis);

Index Analysis (Horizontal Analysis);

Ratio Analysis.

Common Size Analysis (Vertical Analysis)

“In this analysis all balance sheet items are divided by total assets and all income statement items are divided by net sales”.

Index Analysis (Horizontal Analysis)

“An analysis of percentage financial statements where all balance sheet or income statement figure for a base year equal 100 percent and subsequent items are expressed as percentages of their values in base years”

Ratio Analysis

“A ratio is an index that relates two accounting numbers and is obtained by dividing one number by another.”

Use of ratio analysis

The use of ratios allows us to scale the figures in the accounts. By expressing the performance of a firm as a ratio, the size of the firm is taken out of the analysis. Big firms should make bigger profits than smaller firms because they are bigger. However, it might be thought that their profit per unit of size should be the same.

Three Year Financial Statements of Packages Ltd
In my internship report I am going to analyze financial statements for last thre years. Before getting into the analysis here are the statements of Packages Ltd. which I will be analyzing.

Packages Ltd.

Balance Sheet

As at December 31st, 2002 – 2004 

	
	2004
	
	2003
	
	2002
	

	
	(Rupees in thousand)
	

	ASSETS
	
	

	Operating Fixed Assets
	 
	 
	 
	 
	
	 

	
Tangible
	29,37656
	 
	2,782,007 
	 
	 2,746,361 
	 

	
Intangible
	6,385
	 
	      28,071 
	 
	      65,928 
	 

	Investment property
	14,865
	 
	      14,842 
	 
	      15,710 
	 

	Assets subject to finance lease
	12,155
	 
	    129,082 
	 
	    137,500 
	 

	Capital work-in-progress
	329,867
	 
	    344,747 
	 
	    196,902 
	 

	 
	3300928
	 
	 3,298,749 
	 
	 3,162,401 
	 

	Other Long-Term Assets
	
	 
	 
	 
	 
	 

	Long-term investments
	691176
	 
	    643,461 
	 
	    570,628 
	 

	Long-term loans, deposits and other receivables
	5840
	 
	    3,981 
	 
	       3,679 
	 

	Recruitment and other benefits
	51725
	 
	      37,336 
	 
	      26,732 
	 

	 
	748741
	 
	    684,778 
	 
	    601,039 
	 

	Current Assets
	
	 
	 
	 
	 
	 

	Stores and spares
	380556
	 
	    318,880 
	 
	    299,638 
	 

	Stock-in-trade
	1094329
	 
	    844,120 
	 
	    876,207 
	 

	Trade debts
	640537
	 
	    577,548 
	 
	    543,218 
	 

	Loans, advances, deposits, prepayments and other receivables
	164509
	 
	    332,043 
	 
	    379,165 
	 

	Cash and bank balances
	144886
	 
	      98,166 
	 
	      88,809 
	 

	 
	2424817
	 
	 2,170,757 
	 
	 2,187,037 
	 

	Total Assets
	6474486
	 
	 6,154,284 
	 
	 5,950,477 
	 

	
	
	
	
	
	
	
	

	Share Capital and Reserves
	
	 
	
	 
	
	 

	Authorized capital
	600000
	 
	    600,000 
	 
	    600,000 
	 

	Issued, subscribed and paid up capital 
	475371
	 
	    475,371 
	 
	    475,371 
	 

	Reserves
	3311625
	 
	 2,752,625 
	 
	 2,343,625 
	 

	Unappropriated profit
	404864
	 
	          662 
	 
	          214 
	 

	 
	4191860
	 
	 3,228,658 
	 
	 2,819,210 
	 

	Non Participatory Redeemable Capital 
	
	 
	 
	 
	 
	 

	Secured
	-
	 
	 - 
	 
	      50,000 
	 

	Un-secured
	    850,000 
	 
	    850,000 
	 
	    850,000 
	 

	 
	    850,000 
	 
	    850,000 
	 
	    900,000 
	 

	Long-Term and Deferred Liabilities
	
	 
	 
	 
	 
	 

	Liabilities against assets subject to finance lease
	6351
	 
	       1,702 
	 
	      35,200 
	 

	Other payables – secured
	-
	 
	       4,870 
	 
	      15,108 
	 

	Deferred Liabilities
	527390
	 
	    566,681 
	 
	    481,048 
	 

	 
	533741
	 
	    573,253 
	 
	    531,356 
	 

	Current Liabilities
	
	 
	 
	 
	 
	 

	Current portion of:
	
	 
	 
	 
	 
	 

	Non-participatory redeemable capital - secured
	40000
	 
	      50,000 
	 
	    100,000 
	 

	Liabilities against assets subject to finance lease
	36000
	 
	      35,986 
	 
	      35,200 
	 

	Other payables - secured
	595213
	 
	      10,238 
	 
	 -
	 

	Finance under mark up agreements - secured
	234197
	 
	    499,115 
	 
	    736,033 
	 

	Creditors, accrued and other liabilities
	506800
	 
	    502,969 
	 
	    495,918 
	 

	Proposed dividend
	481105
	 
	    404,065 
	 
	    332,760 
	 

	 
	17,48,885
	 
	 1,502,373 
	 
	 1,699,911 
	 

	Contingencies and Commitments
	
	 
	 - 
	 
	 
	 

	Total Equity and Liabilities
	6,474,486
	 
	 6,154,284 
	 
	 5,950,477 
	 


Packages Ltd.

Profit and Loss Account

For the period ended December 31st, 2002 – 2004
	
	2004
	
	2003
	
	2002
	

	
	(Rupees in thousand)
	
	

	Sales
	
	
	

	Local sales
	680481
	
	6,243,603
	
	5,298,653
	

	Export Sales
	88124
	
	49,616
	
	62,231
	

	 
	768605
	
	6,293,219
	
	5,360,884
	

	Less: Sales tax and excise duty
	898168
	
	848,992
	
	734,101
	

	Commission
	7842
	
	8,038
	
	5,110
	

	 
	906010
	
	857,030
	
	739,211
	

	 
	5986977
	
	5,436,189
	
	4,621,673
	

	Less: Cost of goods sold
	4678375
	
	4,242,476
	
	3,672,114
	

	Gross profit
	1308602
	
	1,193,713
	
	949,559
	

	Selling administration and general expenses
	519591
	
	509,784
	
	489,885
	

	Operating income
	789,011
	
	683,929
	
	459,674
	

	Other income
	627,017
	
	574,448
	
	578,280
	

	EBIT
	1,416,028
	
	1,258,377
	
	1,037,954
	

	Financial charges
	139,008
	
	151,308
	
	176,800
	

	Other charges
	84,699
	
	70,164
	
	63,929
	

	 
	223,707
	
	221,472
	
	240,729
	

	Profit before taxation
	1,192,321
	
	1,036,905
	
	797,225
	

	Provision for taxation
	229119
	
	223,392
	
	141,853
	

	profit after taxation
	963,202
	
	813,513
	
	655,372
	

	Unappropriated profit brought forward
	404
	
	214
	
	602
	

	Available for appropriation
	963,606
	
	813,727
	
	655,974
	

	Appropriations:
	
	
	 
	
	 
	

	Transferred to general reserve
	480,000
	
	409,000
	
	323,000
	

	Transferred to reserve for issue of bonus shares
	-
	
	 - 
	
	 - 
	

	Proposed dividend 
	473,050
	
	404,065
	
	332,760
	

	 
	963,065
	
	813,065
	
	655,760
	

	Unappropriated profit carried forward
	998
	
	662
	
	214
	

	Earning per share
	20.26
	
	17.11
	
	13.79
	


Three Year Horizontal Analysis of Packages Ltd

Packages Ltd.

Indexed Balance Sheet

2002 – 2004

	 
	2002
	
	2003
	
	2004
	

	
	(Percentage)
	
	

	Assets
	
	
	
	

	Operating Fixed Assets
	
	
	
	
	
	

	Investment property
	100.00 
	
	94.474857
	
	94.62126
	

	Assets subject to finance lease
	 100.00 
	
	93.877818
	
	8.84
	

	Capital work-in-progress
	 100.00 
	
	175.08558
	
	167.52852
	

	 
	  100.00 
	
	104.31153
	
	104.38044
	

	Other Long-Term Assets
	 
	
	
	
	
	

	Long-term investments
	100.00
	
	112.76366
	
	121.1255
	

	Long-term loans, deposits and other receivables
	100.00
	
	108.20875
	
	158.73879
	

	Recruitment and other benefits
	100.00
	
	139.66781
	
	193.49469
	

	 
	100.00
	
	113.93237
	
	124.57445
	

	Current Assets
	 
	
	
	
	
	

	Stores and spares
	  100.00 
	
	106.42175
	
	127.00525
	

	Stock-in-trade
	  100.00 
	
	96.337966
	
	124.89389
	

	Trade debts
	  100.00 
	
	106.31975
	
	117.91528
	

	Loans, advances, deposits, prepayments and other receivables
	  100.00 
	
	87.572165
	
	43.38718
	

	Cash and bank balances
	  100.00 
	
	110.53609
	
	163.14338
	

	 
	  100.00 
	
	99.255614
	
	110.87224
	

	Total Assets
	  100.00 
	
	103.42505
	
	108.80617
	

	Equity and Liabilities
	Equity and Liabilities
	
	
	
	
	

	Share Capital and Reserves
	
	
	
	
	
	

	Authorized capital
	  100.00 
	
	100.00
	
	100.00
	

	Issued, subscribed and paid up capital 
	  100.00 
	
	100
	
	100
	

	Reserves
	  100.00 
	
	117.4516
	
	141.30354
	

	Un-appropriated profit
	  100.00 
	
	309.34579
	
	189188.79
	

	 
	  100.00 
	
	114.5235
	
	148.68917
	

	Non Participatory Redeemable Capital 
	 
	
	
	
	
	

	Secured
	  
	
	0
	
	0
	

	Un-secured
	100
	
	100
	
	100
	

	 
	  100.00 
	
	94.444444
	
	94.444444
	

	Long-Term and Deferred Liabilities
	
	
	
	
	
	

	Liabilities against assets subject to finance lease
	  100.00 
	
	4.8352273
	
	18.042614
	

	Other payables - secured
	  100.00 
	
	32.234578
	
	0
	

	Deferred Liabilities
	  100.00 
	
	117.80134
	
	109.63355
	

	 
	  100.00 
	
	107.88492
	
	100.44885
	

	Current Liabilities
	
	
	
	
	
	

	Current portion of
	
	
	
	
	
	

	Non-participatory redeemable capital - secured
	  100.00 
	
	50
	
	40
	

	Liabilities against assets subject to finance lease
	  100.00 
	
	102.23295
	
	102.27273
	

	Other payables - secured
	  100.00 
	
	-
	
	
	

	Finance under mark up agreements - secured
	  100.00 
	
	67.811498
	
	31.818818
	

	Creditors, accrued and other liabilities
	  100.00 
	
	101.42181
	
	102.19431
	

	Proposed dividend
	  100.00 
	
	121.42836
	
	144.58018
	

	 
	  100.00 
	
	88.379509
	
	102.88097
	

	Contingencies and Commitments
	
	
	
	
	
	

	Total Equity and Liabilities 
	  100.00 
	
	103.42505
	
	108.80617
	


Packages Ltd.

Indexed Profit and Loss Account

2002 – 2004

	 
	2002
	
	2003
	
	2004
	

	
	(Percentage)
	
	

	Sales
	 
	
	 
	
	 
	

	Local sales
	100.00 
	
	117.8338
	
	128.4262
	

	Export Sales
	100.00 
	
	79.72875
	
	141.6079
	

	 
	100.00 
	
	117.3914
	
	128.5793
	

	Less: Sales tax and excise duty
	100.00 
	
	115.6506
	
	122.3494
	

	Commission
	100.00 
	
	157.2994
	
	153.4638
	

	 
	100.00 
	
	115.9385
	
	122.5645
	

	 
	100.00 
	
	117.6238
	
	129.5413
	

	Cost of goods sold
	100.00 
	
	115.5323
	
	127.4028
	

	Gross profit
	100.00 
	
	125.7124
	
	137.8116
	

	Selling administration and general expenses
	100.00 
	
	104.062
	
	106.0639
	

	Operating income
	100.00 
	
	148.7857
	
	171.6458
	

	Other income
	100.00 
	
	99.33735
	
	108.4279
	

	 
	100.00 
	
	121.2363
	
	136.4249
	

	Financial charges
	100.00 
	
	85.58145
	
	78.62443
	

	Other charges
	100.00 
	
	109.753
	
	132.4892
	

	 
	100.00 
	
	92.00055
	
	92.92898
	

	Profit before taxation
	100.00 
	
	130.0643
	
	149.5589
	

	Provision for taxation
	100.00 
	
	157.4813
	
	161.5186
	

	Profit after taxation
	100.00 
	
	124.13
	
	146.9703
	

	Unappropriated profit brought forward
	100.00 
	
	35.54817
	
	67.10963
	

	Available for appropriation
	100.00 
	
	124.0487
	
	146.897
	

	Appropriations:
	
	
	
	
	
	

	Transferred to general reserve
	100.00 
	
	126.6254
	
	148.6068
	

	Transferred to reserve for issue of bonus shares
	100.00 
	
	
	
	
	

	Proposed Dividend
	100.00 
	
	121.4284
	
	142.1595
	

	 
	100.00 
	
	123.9882
	
	146.8624
	

	Unappropriated profit carried forward
	100.00 
	
	309.3458
	
	466.3551
	

	Earning per share
	100.00 
	
	124.0754
	
	146.9181
	


Balance Sheet
Assets

Operating Assets: There was a continuous increase during the past few years but in the last year there was a slight downfall in the year 2003. The reason for this decrease in the value of operating assets is the decrease in the book value of intangible assets.

The total fixed assets are increasing over the past years which show that cash outflow is available for the sake of increasing investment in fixed assets. Assets subject to finance lease are on the decline while capital work in process substantially increased from 44.23% in 2002 to 175.09% in 2003 showing that the transformation of the work in process into the finished goods has slowed down. But it has come down in 2004.

Other Long Term Assets: The other long term assets of the company continued to increase heavily. Due to a continuous increase in long-term investments and recruitment and other benefits, the increases in the long term was sure..

Current Assets: The situation of current assets became worse every following year. There was a continuous decreasing trend in the current assets of Packages Ltd. Though the cash and bank balances increased during the year 2003, stock in trade, loans, advances , deposits , prepayments and other receivables decreased. An increasing trend was also seen in trade debtors and stock in trade but at the moment the side of current asset looks improved in 2004 as compared to 2003 which was on decreasing trend.

Liabilities 

Long-term and deferred Liabilities: The long term deferred liabilities looked threatening in 2003 but they have shown decline in 2004 which is an encouraging sign for the company. . The other payables- secured position was instable after a sharp decline in the year 2001 it increase slightly in the next year and in the year 2003 there was again a decline.

Current Liabilities: Packages Ltd. has successfully decreased its current liabilities. In all the years under consideration its current liabilities were decreasing and in the year 2003 also the current liabilities decreased to only 88.38% of what it was in the preceding year. The main factor for this trend was that 50% of non-participating redeemable capital – secured was paid off during the year 2003. Besides this, 32.19% of finances under mark up arrangement secured were paid off. In other current liabilities, however, there was an increasing trend. The amount of creditors increased to some extent in 2003 after a big decrease in the preceding year. Proposed dividend for the year 2004 was 41% higher than the 2002 year, while for 2003 it was 21% higher.

Non-participating redeemable capital: The amount of unsecured non-participating redeemable capital has remained the same, but the company paid off all the secured non participating redeemable capital during the year 2003, and if you have a look at the 2004 it was able to pay more amounts.

Equity

Share Capital: The share capital of the company was increased 10% in the year 2002 However after that the share capital showed a declining trend and there were no signs of increasing the share capital. 

Reserves: The reserves increased at a very steady pace. Besides this the company has continued the practice of paying dividend in subsequent years and there was a steep increase in the amount of dividend paid every subsequent year. The increase in reserves was more than 15 percent in all the years under discussion and in the year 2004 the increase in reserves was 41%. It shows a favorable trend and the contributed to better debt equity situation.

Profit and Loss Account

Sales: The sales of the company are increasing over time; however, this increase is not stable. In the year 2003 there was a decline in export sale in the next year also the export sales increased very heavily almost double of the 2003. Local sales of Packages Ltd. on increasing trend due to efficient marketing policies and the growth possessed by the market

Manufacturing Expenses: Keeping pace with the increase in sales the manufacturing and production expenses increased. There was not a major increase in the cost of goods sold; all the increase seen was due to the proportional to the increase in sales.

Operating Expenses: Packages Ltd. has succeeded in controlling the operating costs and despite the increase in sales in the year 2004 there was not a proportionate increase in the selling and administrative expenses. This certainly shows the efficiency of the management.

Financial and Other Charges: The scene looks very encouraging as financial charges are reduced by considerable margin.

Profit before Tax: Profit before tax for Packages Ltd. has shown an upward trend during the last five years:

In comparison with the year 2002 the profit before tax for the year 2003 was increased by 30% 

In comparison with the year 2002 the profit before tax for the year 2004 was increased by 30.06%

Profit after Tax: Just like the profit after tax, profit after tax for Packages Ltd. also showed an upward trend during the last five years:

In comparison with the year 2002 the profit after tax for the year 2003 was increased by 24.00% 

In comparison with the year 2002 the profit after tax for the year 2004 was increased by 46%

Thee Year Vertical Analysis of Packages Ltd

Packages Ltd.

Common Size Balance Sheet

2002 – 2004

	 
	 
	2002
	 
	2003
	 
	2004

	(Percentages)

	Assets
	
	
	
	
	

	Operating Fixed Assets
	 
	   47.26 
	 
	   45.66 
	 
	45.37280643

	Investment property
	 
	     0.26 
	 
	     0.24 
	 
	0.229594

	Assets subject to finance lease
	 
	     2.31 
	 
	     2.10 
	 
	0.187737

	Capital work-in-progress
	 
	     3.31 
	 
	     5.60 
	 
	5.094875

	 
	 
	   53.15 
	 
	   53.60 
	 
	50.98363

	Other Long-Term Assets
	 
	 
	 
	
	 
	 

	Long-term investments
	 
	     9.59 
	 
	   10.46 
	 
	10.67538

	Long-term loans, deposits and other receivables
	 
	     0.06 
	 
	     0.06 
	 
	0.0902

	Recruitment and other benefits
	 
	     0.45 
	 
	     0.61 
	 
	0.798905

	 
	 
	   10.10 
	 
	   11.13 
	 
	11.56449

	Current Assets
	
	
	
	
	
	

	Stores and spares
	 
	     5.04 
	 
	     5.18 
	 
	5.877779

	Stock-in-trade
	 
	   14.72 
	 
	   13.72 
	 
	16.90218

	Trade debts
	 
	     9.13 
	 
	     9.38 
	 
	9.893249

	Loans, advances, deposits, prepayments and other receivables
	 
	     6.37 
	 
	     5.40 
	 
	2.540881

	Cash and bank balances
	 
	     1.49 
	 
	     1.60 
	 
	2.237799

	 
	 
	   36.75 
	 
	   35.27 
	 
	37.45188

	 Total Assets
	 
	 100.00 
	 
	 100.00 
	 
	100

	Equity and Liabilities

	Share Capital and Reserves
	 
	 
	 
	
	 
	

	Issued, subscribed and paid up capital 
	 
	 
	 
	
	 
	9.267145

	Ordinary Shares
	 
	     7.99 
	 
	     7.72 
	 
	7.34222

	Reserves
	 
	   39.39 
	 
	   44.73 
	 
	51.14885

	Unappropriated profit
	 
	     0.00 
	 
	     0.01 
	 
	6.253222

	 
	 
	   47.38 
	 
	   52.46 
	 
	64.74429

	Non Participatory Redeemable Capital 
	 
	 
	 
	
	 
	

	Secured
	 
	     0.84 
	 
	
	 
	0

	Un-secured
	 
	   14.28 
	 
	   13.81 
	 
	13.12846

	 
	 
	   15.12 
	 
	   13.81 
	 
	13.12846

	Long-Term and Deferred Liabilities
	 
	 
	 
	
	 
	

	Liabilities against assets subject to finance lease
	 
	     0.59 
	 
	     0.03 
	 
	0.098093

	Other payables - secured
	 
	     0.25 
	 
	     0.08 
	 
	0

	Deferred Liabilities
	 
	     8.08 
	 
	     9.21 
	 
	8.145666

	 
	 
	     8.93 
	 
	     9.31 
	 
	8.243759

	Current Liabilities
	 
	 
	 
	
	 
	

	Current portion of
	 
	 
	 
	
	 
	

	Non-participatory redeemable capital - secured
	 
	     1.68 
	 
	     0.81 
	 
	0.61781

	Liabilites agianst assets subject ot finance lease
	 
	     0.59 
	 
	     0.58 
	 
	0.556029

	Other payables - secured
	 
	 
	 
	     0.17 
	 
	9.193209

	Finance under mark up agreements - secured
	 
	   12.37 
	 
	     8.11 
	 
	3.617229

	Creditors, accrued and other liabilities
	 
	     8.33 
	 
	     8.17 
	 
	7.827648

	Proposed dividend
	 
	     5.59 
	 
	     6.57 
	 
	7.430783

	 
	 
	   28.57 
	 
	   24.41 
	 
	27.01195

	Contingencies and Commitments
	 
	 
	 
	 
	 
	

	Total equity and liabilities
	 
	 100.00 
	 
	 100.00 
	 
	100


Packages Ltd.

Common Size Profit and Loss Account

2002 - 2004

	
	2002
	
	2003
	
	2004

	
	 (Percentages)
	

	 Sales
	  100.00 
	
	  100.00 
	
	100

	Less: Sales tax and excise duty
	    13.69 
	
	    13.49 
	
	13.19892

	Commission
	      0.10 
	
	      0.13 
	
	0.115241

	 
	    13.79 
	
	    13.62 
	
	13.31416

	 
	    86.21 
	
	    86.38 
	
	87.98089

	Less: Cost of goods sold
	    68.50 
	
	    67.41 
	
	68.75049

	Gross profit
	    17.71 
	
	    18.97 
	
	19.2304

	Selling administration and general expenses
	      9.14 
	
	      10.10 
	
	11.635586

	Operating income
	      8.57 
	
	    10.87 
	
	11.59481

	Other income
	    10.79 
	
	      9.13 
	
	9.214251

	 
	    19.36 
	
	    20.00 
	
	20.80907

	Financial charges
	      3.30 
	
	      2.40 
	
	2.042775

	Other charges
	      1.19 
	
	      1.11 
	
	1.244684

	 
	      4.49 
	
	      3.52 
	
	3.287459

	Profit before taxation
	    14.87 
	
	    16.48 
	
	17.52161

	Provision for taxation
	      2.65 
	
	      3.55 
	
	3.36699

	profit after taxation
	    12.23 
	
	    12.93 
	
	14.15462

	Unappropriated profit brought forward
	      0.01 
	
	      0.00 
	
	0.005937

	Available for appropriation
	    12.24 
	
	    12.93 
	
	14.16055

	Appropriations:
	         -   
	
	         -   
	
	

	Transferred to general reserve
	      6.03 
	
	      6.50 
	
	7.053781

	Transferred to reserve for issue of bonus shares
	 
	
	 
	
	

	Proposed dividend
	      6.21 
	
	      6.42 
	
	6.951648

	 
	    12.23 
	
	    12.92 
	
	14.1526

	Unappropriated profit carried forward
	  0.0040 
	
	  0.0105 
	
	0.014666

	Earning per share
	  0.0003 
	
	  0.0003 
	
	0.000298


Vertical Analysis

Profit and Loss Account

Selling and administration and general expenses are slightly increasing but the reason of this increase can be inflation, devaluation in currency of Pakistan, general rise in expenses, hiring of employees and general increase in administration expenses. Bur overall this trend is showing a controlled hand on the selling and administration expenses.

Due to this decrease in these expenses operating profits are increasing for the year 2004.

On the other side the operating income are howling a favorable trend that is increasing from 8.57% in 2002 to 10.87% in 2003 and 11.59% again positive situation for Packages Ltd. that its financial charges are decreasing that is from 3.30% to 2.40% during the year 2003 and further decreased to 2.04% in 2004. This depicts that company is paying off its debt during the year due to which its financial expenses has declined. Another reason which can be attributed to this decrease in interest expenses is general decline in the market. Generally rate of interest is decreasing and due to stiff competition banks are offering loan at lower rate in order to attract more customers. Same is the case with other charges.

By adding these favorable factors that is increase in operating income, decrease in financial charges and decrease in other charges leads towards overall increase in profit before taxation that is from 16.48% to 17.52% a remarkable increase and a good trend during year 2003.

So earning profit in year 2003 leads to more imposition of taxes comparatively increased from 2.65% to 3.55% but this is not much significant proportion because looking at profit taxation we can analyze that it is increasing from prominent percentage that is from 12.23% to 12.93%.

Conclusively we can say that profit and loss account was not showing best position but rather just satisfactory.

Balance Sheet Analysis

Operating fixed assets are decreasing from 47.26% to 45.66% and again slight decrease shows that this means cash outflow is decreasing for the sake of enhancing investment in fixed assets. Assets subject to finance lease are on the same pace while capital work in progress in increased from 3.31% to 5.60% showing that they are not quickly transforming their work in progress in to finished goods but that showed a decreasing trend in 2004.

On the liability side reserves are increasing means they are retaining more while liabilities regarding long term loans payable has been fully paid during the year 2003 Dividend paid during the year 2003 was 6.57% while it increased up to 7.43%

RATIO ANALYSIS

Ratio analysis is a widely used tool of financial analysis. It is defined as the systematic use of ratio to interpret the financial statements so that the strengths and weaknesses of a firm, as well as its historical performance and current financial condition, can be determined.

 A single ratio in itself is meaning less because it does not furnish a complete picture. A ratio becomes meaning full when compared with other standard and the ratio of the other years. So the ratios of Packages limited have been calculated by me and I compared it with the standards and the ratio of other years. 

PURPOSE: 

The purpose of ratio analysis depends upon the event for which the analysis is made. The following paragraph briefly explains the purpose of ratio analysis:

‘Management’ would like to know the operational efficiency and would think of such ratios as return on investment, turnover of fixed assets, net profit to sales etc. 

While ‘Creditors’ would like to know the ability of the company to meet it current obligations and, therefore, would think of current and liquid ratios, turnover of receivables, coverage of interest by the level of earnings, etc. and on the other side, ‘Investors’ will be interested in such ratios as earnings per share, book value per share and dividends per share etc. 

CLASSIFICATION OF RATIOS:

Ratios may be classified in a number of ways keeping in view the particular purpose. To achieve the above purposes effectively, ratios may be classified as;

· Liquidity ratio.

· Profitability ratio.

· Solvency ratio

· Activity ratio.

Liquidity ratios

Current Ratio

“Current ratio shows the liquidity position of the company. It shows how well the company can meet its liquidity requirements and fulfills the cash demands of its creditors”


Interpretation

Packages Limited’s current ratio has showed a positive trend over the years. It was 1.60 in the year 2002 and 1.98 in the year 2003. The reason for this trend is the significant changes in the current assets and current liabilities structure. In current assets, all the items have increased as compared to their position in 2002, except the year 2003 in which there was a decrease in these assets except cash and bank balances. Cash and bank balances have been continuously increasing over time and this has contributed to make the situation look better.

In the current liabilities non-participatory redeemable capital secured and finance under mark up agreement contributed to decrease in current liabilities but the effect of decrease in current liabilities was countered by the increase in creditors, proposed dividend and other payables. However this increased amount was less than the figures of 2002

, in 2002 it was 1.60:1in 2003 it was 1.98:1 and in 2004 it is 1.39:1. It shows firm’s liquidity position is strong enough. It can pay its short-term liabilities. The financial position of the firm is strong. But it has improved its liquidity from 2000 to 2004. The required current ratio is 1:1 and the ideal ratio is 2:1.

Liquid / Acid Test / Quick Ratio: 

 “This ratio concentrates on the more liquid current assets-Cash, Marketable Securities, and receivables- in relation to the current liabilities/ current obligations and shows immediate solvency of the company.”


Interpretation:

In 2002 it was decreased to 0.73:1. In 2003 was .91:1 and in 2004 it is .53:1. A lower liquid ratio does not mean a bad liquidity position, as inventories are not absolutely non-liquid. The liquid ratio is better in 2003 as compared to 2002.but it has decreased in the year 2004.

PROFITABILITY RATIOS
Gross Profit Ratio:
“The gross profit margin shows the gross profit as a percentage of total revenue.”



Interpretation:
“The gross profit margin shows the gross profit as a percentage of total revenue.”

The gross profit margin of Packages Limited showed an increasing trend over the last three years. In 2002 it was 17.71% , in 2003 it increased to 20.80%, in 2004 it decreased to 17.32%. One reason for increasing gross profit margin in 2003 can be the economies of scale. The sales of the company have significantly increased over the past years. So the fixed costs attached to manufacturing process will now be divided on more products as a result decreasing per unit cost and increasing the gross profit margin.

The reason why the gross profit decreased in 2004 is that sale cost of goods sold increased faster rate as compare with sale. The trend of continues decreased in gross profit ratio is not a good sign for the company.

Operating Profit Ratio: 

The operating profit margin represents what are often called the pure profits earned on each sales rupee. 



Interpretation:

 The operating profit ratio of the company declined from 12.53% to 10.42% in 2004 the reason has been the decreased in other income and decrease in gross profit due to increase in CGS. The increase in CGS is 82% to 83% which is much more of sale.
Net Profit Ratio:

“The net profit margin shows the net profit as a percentage of total revenue. The net profit margin is a measure of the company’s profitability of sales after taking account of all expenses and income taxes. It tells us the company's net income per rupee of sales.”



Interpretation:

Over the years Package Limited has roughly 8 paisa out of every sale rupee after- tax- profits. The internal analysis of net profit margin of Packages Limited over the years shows that the net profit margin is increasing over the years and in the year 2002 it suddenly shoot up to 12.23% and 12.93% in the year 2003 along with 13.97 in the year 2004. The increasing net profit margin over the years for Packages Limited is a very healthy sign and shows good profitability

Return on investment:

“The return on investments, which is also called the return on total assets, measures the overall effectiveness of management in generating profits with its available assets. The higher this return on assets, the better it is.”



Interpretation:
The return on investment for Packages Limited is increasing which is an encouraging sign, a very low pre tax profit and an infected inherited portfolio kept this return to low level until the year 2002 but in year 200 this ratio shoot up to 13.22% and a significant increase 1.66% was seen in the year 2004.

Return on Equity: 
“Return on equity compares net profit after taxes to the equity that shareholder have invested in the company. The return on equity measures the return earned on the owner's investment in the company.”



Interpretation:

Generally higher this ratio, the better off is the owners. A high return on equity often reflects the company’s acceptance of strong investment opportunities and effective expense management. Company is earning a very satisfactory return on equity. 

 In 2000 it was 42.68%, it increased to 89.38% in 2001 and then again increased to 202.62% in 2004. 

SOLVENCY RATIOS
Debt ratio:

Debit ratio is calculated to check the total asset financed by the firm creditors. Debt ratio is calculated by taking the total liabilities as a percentage of total profit..



Interpretation:

The debt ratio shows that much is the liabilities in against of the total assets of the company. In the years 2002 to 2004 there is a decreasing trend in the debt ratio of the company.

Debt equity ratio: 

The debt equity ratio indicates the relationship between the long-term funds provided by creditors and those provided by the firm’s owners. The standard debt equity ratio is 60:40. The lower debt equity ratio is preferable.


Interpretation:

Debt equity ratio shows that what is the proportionate of liabilities in against of the equity. The low the debt equity ratio more creditors prefer to give loan. According to international standard this ratio could be 60: 40. The scene over here is showing that the debt equity ratio is on decline which is a really a positive sign. 

Time interest earned ratio:

This ratio measures the firm’s ability to make contractual payments.



Interpretation:

The ratio is going very well for the company. This is showing very strong position of paying its interest expenses within due time. Company can obtain more loans very easily.

ACTIVITY RATIOS
Inventory turnover and age of inventory:

This ratio establishes relationship between cost of sold during a given period and the average amount of inventory held during that period. This ratio reveals the number of times finished stock is turned over during a given accounting period.

In general, a high inventory turnover ratio is better than a low ratio. A high ratio implies good inventory management.


Interpretation:

This ratio in not so good for the company .it is 4.28 in the year 2004 which has decreased from 5.03 in the year 2003. The sales o f inventory is very low. So this is definitely an area of improvement for the company
Age of Inventory:


Interpretation:
This ratio in not so good for the company .It is 84 days in the year 2004 which has decreased from 144 days in the year 2000. The sales o f inventory is very low So this is definitely an area of improvement for the company
Account receivable turnover and Age of A/R:

This ratio measures the accounts receivables (trade debtors and bills receivables) in terms of number of days of credit sales during a particular period. In short we can say that it shows how quickly receivables or debtors are converted into cash.




Interpretation:

If the account receivable turnover ratio is increasing and the average collection period is decreasing this is excellent for the company. The same in case with the Packages there is a decreasing trend in the average collection period ratio and increasing trend in the account receivable inventory turnover ratio .The above table shows that. It means that the company is efficient for collecting their account receivable because if we take 30 days as credit term as standard it means the company is efficient in collection of the debts. The Packages average collection period is also less than average payment period. It means that the company performance is excellent because it pay for it purchases after many days.
Account payable turnover and Age of A/P:

It is calculated to indicate the speed with which payments for credit purchases are made to creditors.




Interpretation:
The average payment ratio of the Packages is greater than average collection period. It means that the Packages firstly receives it accounts receivable and after that it pay to its creditors. So the average payment period and account payable turnover ratio of the Packages is excellent.
Training and Applications of Theoretical Concepts

Whenever you are to accomplish a task, very first step regarding that is to be familiar with the entire environment. So to be familiar with the environment you got to have know how about the people, processes and working. Keeping in view these factors, I was introduced with all the people of the department i.e. Consumer Product Division and their working as well. 

So on a very first day of the internship orientation was given by Mr. Umar the assistant sales manager of C.P.D. In that orientation what ever I was briefed, I am going to put over here.

What is C.P.D?

It stands for Consumer Product Division. Packages I s definitely involved in B-2-B operations but at the same time the major source of its business belongs to Consumer Product as well. So it is earning a lot by satisfying the needs of end user as well. Well renowned and established brands like Rose Petal undoubtedly put Packages in the list of Market Leader and having a monopoly in Tissue Industry. The story not finished at rose Petal, the journey continues in the form of Tulip and feminex as well. Al though they are not well reputed like Rose Petal, by well reputed I mean that they are not enjoying the market position which Rose Petal is possessing, but still the level of expertise and motivation which Packages people have we can easily say that these the great success of  these brands is not far away at all.  Of course They must be hoping for a greater market share. The remaining details regarding different factors of C.P.D will be explained in the next few pages.

The Peoples

The peoples, personnel i.e. the human resources are the asset of organization so first of all I will be explaining the people working in C.P.D. I have categorized all the persons in two categories which are the Sales people and the Marketing people. (The Hierarchy is given afterwards). The thing really matters here is that these were the people who were ultimate source of knowledge for me, so the task is un complete without describing their role. So here is the brief introduction of the people with whom I worked for the two months, few of them were really cooperative and few were less, but the theme of the story is that they were the means of learning and value addition for me. 

The Sales People

Mr. Moeez Kalim

Consumer Products Manager. (C.P.M)

Mr. Muhammad Imran

Regional Sales Manager (Central Region)

Mr. Nasir Aslam

Assistant Manger Sales

Mr. Omer 

Assistant Manger Sales

Mr. Abbas 

Sales Executive

The Marketing People.

Mr.Haseeb Farid Ansari.

Brand Managers (Rose Petal)

The Key Brand Images, or the Key Brand Muscles these are the possessions which a Brand Manager has to drive. He is the person who is ultimately responsible for the market postion of Rose Petal. He is business graduate from P.C.B.A. Very detailed explanations regarding the working of brand managers is given in the later section of the report. He and other brand managers report to G.B.M Ms Hina Babar Ali, the daughter od Mr. Babar Ali(The owner)

Mr. Imran Moonis

Brand Manager (Tulip)

Working is the same but only name replaced by Tulip. He is Business Graduate from Humdard University. He was a really helping personality for us, whenever we contacted him for any guidance, he did tell us with a full spirit.  He had been teaching in Iqra University for a while. So the concepts regarding branding were simply fantastic which I would be sharing in the later part of the report. They were really a value addition for me, as my knowledge regarding branding was quite limited.

Mrs. Asma Awan

Brand Manager (Feminex)

Again no difference in the accomplishment of the task but she is carrying out her job with a relatively weaker brand of the packages which is Feminex. I should not say relatively weaker but is a really weak brand as it is competing with the Market leader Always by P & G. Mrs. Asma Awan is a business graduate from Muhammad Ali Jinnah University Rawalpindi. She is accomplishing the tasks in an efficient manner.

Mr. Asif Amir.

Merchandiser

The Distribution Setup….. (The Secondary Supply Chain)

Since I was doing internship in main office of C.P.D so I’ll be discussing the central region as Lahore is given the status of central region, Lahore is divided in mainly five distributors named and I had been assigned few tasks regarding distribution set up, also core responsibility of the sales people in the department is to watch the distribution setup so I’ll be explanation of the distribution set up carries a lot of weight when I explain my working with sales people during my internship. Also one of the major projects which I was assigned was related to the analysis and evaluation of the distribution setup of one of the distributors. So following is the detail of all the distributors of central region i.e. Lahore region

· Venus Distributors

· Anchor Distributors

· Usman Enterprises

· Chohan Enterprises

· Millennium Distributors.

As discussed earlier that all the distributors are controlled by different sales people working in C.P.D. Here Venus and Usman are watched by Mr.Omer Rafique. Usman(the main distributor for Institutions responsible for almost 99% sales in Lahore region ) and Millennium are watched by Mr. Nasir Aslam. Whereas Chohan is controlled by Mr.Abbas, All of them report to Mr. Muhammad Imran., and finally Mr. Moiz Kalim is responsible for all of the activities.  

For every distributor they have attached field supervisor and sales representatives as well who not only work with the distributor but also they are involved in field tours to check out market scenario, the shelf position and point of purchase material as well. Now I am giving the details of areas covered by the distributors,

Venus Distributors

Venus Distributor is mainly responsible for the sales in SEC A and A+ profile like elite class areas, followed by these……….. 

· Defense

· Liberty

· Gulberg

· M.M Alam Road

· Akbari Mandi

· Johar Town 

Anchor Distributors

· Allama Iqbal Town

· Model Town

· Garden Town

· Wahdat Road

· Fairoz Pur Road

· Shah Aalmi Market

· Patches of Multan Road

Chohan Enterprises

· Aiwan Town

· Sabza Zar Scheme

· Ittefaq Town

· Patches of Multan Road

· Shahdrah

· Misri Shah

· Northern Lahore areas involving the area round about of Engineering University Lahore i.e. Ghoray Shah, Railway Station etc.

Millennium Enterprises

· Muslim Town

· Few area of Fairozpur Road

· Yaad Gaar

· Saman Abad

· Gulshan-e-Ravi.

Project:

I performed various tasks in Packages regarding repeated jobs, but real exposure is not possible through repeated jobs, so the real value addition comes from some creativity and some thing different. I was lucky enough to be assigned the project on buying pattern of tissue consumers. I along with my fellow intern were assigned this tasks. We were provided conveyance from company as well, so that we may accomplish the task efficiently and in a best possible way. Upcoming few pages will be composed of a detailed report on project which we submitted to National Sales Manger Mr. Imran .










PART-I

Introduction 




Today world is moving too fast and men’s life has become just like machine and with the modern technology men is trying to customize their basic necessities.  Every men want to be clean and neat and this can only be possible when you have basic thing like towel is with you, but the basic problem is to handle it but with the introduction of the tissue paper the need and behavior of the people have completely changed  and Tissue paper  has become a  basic necessity for every one today and not only it is the product to use outside the house and office now there are many kind of variants and categories have been introduced which have totally changed the customer’s behavior toward the cleanliness and neatness. 

Tissue paper is consumer product, during our internship in packages we were assigned to conduct the research about the tissue paper for its usage pattern and customer’s attitude toward its purchase behavior and frequency.   

Objectives of Research

In the light of the issue, Research conducted for Rose Petal & Tulip possesses the following objectives

· What is the usage of the tissues in our pro-specified areas?

· Whether the purchase frequency differ with the areas/town/colony.

· How the consumers are different in their usage pattern (facial, toilet and any other category) according to our defined areas.

· What is the consumer’s satisfaction regarding price, quality, and availability.

· What is the inspiration mod for the tissue usage and its usage pattern? 

· To evaluate about tissues “what it is and what it should be”

· To get the knowledge of how the spot selling and order taking is conducted?

Sample




In order to conduct the research survey we choose the sample of three different areas of Lahore and these samples (areas) are called by the category name A, B & C. these sample areas differ from each other in respect of Socio- economic classes. Though the category A and B are considered to be the same but we have the difference of the people who came there for shopping. Category B includes totally the Middle class , as our research purpose also focuses on one of the issue that how with the change in the Scio-economic class what difference we have then in the usage of tissues and its usage pattern.

The categories include the following areas/town/colony.

· A= Defense ( Y Block, G block, K Block)

· B= Liberty( Liberty market, Pace, Orega Complex), Iqbal town( Moon Market, Kareem Block)

· C= Ittefaq town, Awan town, Sabzazar Scheme (Multan Road)

Sample Size

Sample size of 90 has been used in the research which is further divided into 3 categories by 30, 35, & 25 for a, b & c classes respectively.

Target Customers

Our target customers were families and housewives as they are the ultimate decision makers for tissue papers.

 Time extent



The research was conducted for 4 days in these areas.







PART-II

FINDINGS

Segments

	Classes
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	A Class
	30
	33.3
	33.3
	33.3

	B Class
	35
	38.9
	38.9
	72.2

	C Class
	25
	27.8
	27.8
	100.0

	Total
	90
	100.0
	100.0
	


The figure displayed is showing the composition of classes in our survey. It is basically showing that how we divided our working in different areas with respect to Socio Economic Profile. We have tried our level best to make our research as diversified as possible. Homogeneity has been created regarding the composition of Socio Economic Classes. The number of respondents from B class is maximum as area was quite wide including Liberty, Pace, Orega and Allama Iqbal Town.
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Gender

	Gender
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Male
	36
	40.0
	40.0
	40.0

	Female
	54
	60.0
	60.0
	100.0

	Total
	90
	100.0
	100.0
	


The figure shown in the table and composition of the graph is showing that that majority of the respondents is female. Reason being that female are basically decision makers, in fact they are responsible for purchase decision regarding tissue paper as it is a household product used basically for the usage in houses. So housewives are the target market for Rose Petal as well the research conducted by us. But another point relating to these figures is that almost all of the respondents from C-Class are male. It is so because in C Class most of the times males come in the market for purchase so most of the respondents should have been the Male.
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Consumer Type

	Brand
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	House Wife
	35
	38.9
	38.9
	38.9

	Student
	19
	21.1
	21.1
	60.0

	Job Holder
	17
	18.9
	18.9
	78.9

	Business Man
	19
	21.1
	21.1
	100.0

	Total
	90
	100.0
	100.0
	


The result shown can be evaluated in terms of our target market. As earlier stated our target market our housewives due to their decision making authority so most of respondents are house wives. So that the purpose of research is served in a much better way.
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Brand User

· Which tissue brand do you use?
	Brand
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Rose Petal
	59
	65.6
	65.6
	65.6

	Tulip
	9
	10.0
	10.0
	75.6

	Jasmine
	3
	3.3
	3.3
	78.9

	Flying
	3
	3.3
	3.3
	82.2

	Any other
	4
	4.4
	4.4
	86.7

	Rose petal & Other Brand
	12
	13.3
	13.3
	100.0

	Total
	90
	100.0
	100.0
	


If we have a little look at tissue market the picture is quite clear, the monopoly of Rose Petal is vivid and results of the questionnaire are also evidence of the fact. After Rose Petal and Tulip the major competitor is Jasmin. Another point is that C Class consumers are more inclined to Pocket packs due to its economical value. Any other involves the brands like Everyday as their pocket packs are going very well. 
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Tissue Category

· Which category you use?
	Tissue Category
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Facial Tissues
	48
	53.3
	53.3
	53.3

	Toilet Rolls
	5
	5.6
	5.6
	58.9

	Facial and Toilet
	35
	38.9
	38.9
	97.8

	Any Other
	2
	2.2
	2.2
	100.0

	Total
	90
	100.0
	100.0
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Duration of Usage

· For how long have you been using your brand?

	Period
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	New User
	3
	3.3
	3.3
	3.3

	For 6 Month
	2
	2.2
	2.2
	5.6

	More than One Year
	85
	94.4
	94.4
	100.0

	Total
	90
	100.0
	100.0
	


Usage of the tissues by the consumer is not a new behavior but it changes with the passage of time like its purchase frequency and usage pattern, with the growing market in this particular sector the awareness about the tissue behavior is very important, no doubt Rose petal has its market share from years but now due to the other competitors They (Rose Petal & Tulip) have to change or enhance its awareness to final consumer and finally they have to consider more the remote areas, further suggestions and comments will be explained in later in the report. We came to know that 94.4% people have awareness about tissues from more than a year. In category A 90% people are using tissues from more than year and the almost same behavior was being observed from the other two categories.  

The answer to this particular question was quite similar as all of the respondents had been consuming tissue for more than a year. So there were almost negligible new or relatively very few  new users are from all three segments.
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Purchase Frequency

· How many times do you purchase tissues in a month?

	Purchase Frequency
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	1
	44
	48.9
	48.9
	48.9

	2
	18
	20.0
	20.0
	68.9

	3
	14
	15.6
	15.6
	84.4

	4
	8
	8.9
	8.9
	93.3

	5
	4
	4.4
	4.4
	97.8

	6
	1
	1.1
	1.1
	98.9

	15
	1
	1.1
	1.1
	100.0

	Total
	90
	100.0
	100.0
	


According to our Research, majority of our consumer are house hold and due to limited budget they purchase tissues only once in the month, this purchase frequency also refers to the usage of the tissues and its usage pattern. 53.3% people use only the facial tissues and 38.9% people use both facial and toilet rolls, here we come to know about the usage pattern of the people or our consumers. From the above table of purchase frequency of all three segments we came to know that 48.9% people purchase tissues only once in the month. But here the most important part of the research is that even in the segment A where the awareness about usage of the tissue is very high so there also 40% of the people purchase tissues only once in the month. And only 23.3% people purchase tissues twice in the month and rest of the purchase frequency have lesser percentage can be verified through the purchase frequency table. 


[image: image35.wmf]15

6

5

4

3

2

1


Purchase Period

· Majority of the purchases is conducted in
	Purchase Period
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Start of Month
	62
	68.9
	68.9
	68.9

	Mid of Month
	16
	17.8
	17.8
	86.7

	At end of Month
	6
	6.7
	6.7
	93.3

	Same throughout Month
	6
	6.7
	6.7
	100.0

	Total
	90
	100.0
	100.0
	


According to the results shown above there are 69 percent people who conduct there purchases in the start of the month and the percentage of the people conducting there purchase at the end of month is quite low but important point to note here is that in a class areas there was a considerable amount of people who conduct there purchases in the mid of month that was 23% which is greater as compared to the overall percentage. People in B & C Class have the tendency to purchase the whole month items of usage in one go, so that’s why the most of purchase is conducted at start of month. Strategic application regarding this question is explained at the end.  
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Inspiration

· What inspired you to use?

	Inspiration
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Advertising
	12
	13.3
	13.3
	13.3

	Packing & Convenience
	52
	57.8
	57.8
	71.1

	Market Image
	26
	28.9
	28.9
	100.0

	Total
	90
	100.0
	100.0
	


The results displayed above show that people are really quality conscious but the point is that most of the times during your purchase decision you do take care about quality so along with quality other factors should come into play their part. You’ve got to make the people feel that they’ll have to use your product, despite quality and your market image do matter a lot. Yes we are discussing about advertising and creating a lot of awareness among the fish in the pond.
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Satisfaction with Quality

	Satisfied
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Yes
	88
	97.8
	97.8
	97.8

	No
	2
	2.2
	2.2
	100.0

	Total
	90
	100.0
	100.0
	


The results are showing that 98% people are quite satisfied with the quality that means you are perfect in quality but the market is so tough that you can’t simply hang about in a same quality, there is always a room for the improvement yes nothing is perfect here you will have to change according to the requirements of market and your consumer. These few changes are discussed at the end.


[image: image38.wmf]No

Yes


Satisfaction with Price

	SATISFACTION
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Yes
	65
	72.2
	72.2
	72.2

	No
	25
	27.8
	27.8
	100.0

	Total
	90
	100.0
	100.0
	


If we look at the overall scenario we see that 72% people are satisfied with the prices charged to them here if we break it up in our SEC Classes there are 93% people from a class satisfied with the price, which is quite understandable but the picture of b & c classes is quite interesting you get a little shock when you come to know that 69% from b and 80% from c class are satisfied with the price. But there is a justification for this interesting figures reason being that we were conducting surveys on tissue consumers so when people from c class purchase low cost tissues as they think about it very few times that they should purchase high cost tissues but the problem with B Class is that mostly they buy the high cost tissues for the sake of status symbol so the price at that time comes into play its part. Further suggestions regarding price issue have been given at the end of document.  
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Satisfaction with Availability

	Satisfied
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Yes
	89
	98.9
	98.9
	98.9

	No
	1
	1.1
	1.1
	100.0

	Total
	90
	100.0
	100.0
	


The figures show that almost all the people are feel themselves comfortable with the availability. All the credit goes to departments & co-ordination among them. So they are able to efficiently meet the demands of the customer. That also provides the evidence of efficient distribution setup managed by the CPD.
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Consistent User

· Are you Consistent user of your variant?

	Consistent User
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Yes
	33
	36.7
	36.7
	36.7

	Changes less Frequently
	23
	25.6
	25.6
	62.2

	Changes More Frequently
	17
	18.9
	18.9
	81.1

	Depends on Availability
	17
	18.9
	18.9
	100.0

	Total
	90
	100.0
	100.0
	


Customers’ attitude toward the usage of the tissues and its different variants is very simple and straight and most of the customers we found are loyal to their particular brand and to their variant and tendency to change the brand or its variant among a classes is different, 43% of people from class A are consistent user even this class has the more awareness about tissues and they are more brand loyal and on the other side when we talk about the over all consistent user are 36.7% and but we have a very strange facts on the second option from class B that almost 34% people changes their brand less frequently and  from class A only the 16%people change their brand less frequently and overall 25.6% people changes their brand less frequently and almost 20% people from both the classes A &B changes their brand more frequently and overall 18.9% people change thire brand more frequently. The reason may be brand loyalty factor or the seriousness of the attitude. Another factor is that people are not so much customized in the tissue usage. They have the awareness about Toilet or Kitchen rolls but they are reluctant to switch from one variant to other. One main reason of it that people have less awareness about the different variants.  
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PART-III

Case Summaries

	
	Segment
	Gender
	Consumer Type
	Brand User
	Tissue Category
	Duration of Usage
	Purchase Frequency
	Purchase Period
	Inspiration
	Satisfaction with Quality
	Satisfaction with Price
	Satisfaction with Availability
	Coinsisent User

	1
	A Class
	Male
	Business Man
	Rose Petal
	Facial Tissues
	More than One Year
	4
	Mid of Month
	Market Image
	Yes
	Yes
	Yes
	Yes

	2
	A Class
	Female
	House Wife
	Rose petal & Other Brand
	Toilet Rolls
	More than One Year
	3
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Yes

	3
	A Class
	Female
	House Wife
	Rose Petal
	Facial and Toilet
	More than One Year
	1
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Changes less Freqently

	4
	A Class
	Male
	Business Man
	Rose petal & Other Brand
	Facial and Toilet
	More than One Year
	4
	Mid of Month
	Market Image
	Yes
	No
	Yes
	Depends on Availability

	5
	A Class
	Female
	House Wife
	Rose Petal
	Facial and Toilet
	More than One Year
	2
	Mid of Month
	Packing & Convenience
	Yes
	No
	Yes
	Changes less Freqently

	6
	A Class
	Male
	Student
	Rose Petal
	Facial and Toilet
	More than One Year
	1
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Depends on Availability

	7
	A Class
	Male
	Business Man
	Rose petal & Other Brand
	Facial Tissues
	More than One Year
	5
	Start of Month
	Market Image
	Yes
	Yes
	Yes
	Changes More Frequently

	8
	A Class
	Female
	House Wife
	Rose Petal
	Facial and Toilet
	More than One Year
	1
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Yes

	9
	A Class
	Male
	Student
	Jasmine
	Facial Tissues
	More than One Year
	2
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Yes

	10
	A Class
	Female
	Job Holder
	Rose Petal
	Facial and Toilet
	More than One Year
	5
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Yes

	11
	A Class
	Male
	Business Man
	Rose Petal
	Facial and Toilet
	More than One Year
	2
	At end of Month
	Market Image
	Yes
	Yes
	Yes
	Depends on Availability

	12
	A Class
	Female
	House Wife
	Rose Petal
	Facial Tissues
	More than One Year
	1
	Start of Month
	Market Image
	Yes
	Yes
	Yes
	Changes More Frequently

	13
	A Class
	Male
	Business Man
	Rose Petal
	Facial and Toilet
	More than One Year
	2
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Changes less Freqently

	14
	A Class
	Male
	Job Holder
	Flying
	Facial and Toilet
	More than One Year
	1
	At end of Month
	Advertising
	Yes
	Yes
	Yes
	Depends on Availability

	15
	A Class
	Female
	House Wife
	Rose Petal
	Toilet Rolls
	More than One Year
	15
	Mid of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Depends on Availability

	16
	A Class
	Male
	Student
	Rose Petal
	Facial and Toilet
	More than One Year
	2
	Mid of Month
	Packing & Convenience
	Yes
	No
	Yes
	Changes less Freqently

	17
	A Class
	Female
	House Wife
	Rose petal & Other Brand
	Facial and Toilet
	More than One Year
	4
	Start of Month
	Market Image
	Yes
	Yes
	Yes
	Yes

	18
	A Class
	Male
	Business Man
	Jasmine
	Facial Tissues
	More than One Year
	5
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Yes

	19
	A Class
	Female
	House Wife
	Rose Petal
	Facial Tissues
	More than One Year
	3
	Start of Month
	Market Image
	Yes
	Yes
	Yes
	Yes

	20
	A Class
	Female
	Student
	Rose Petal
	Facial Tissues
	More than One Year
	1
	Start of Month
	Market Image
	No
	No
	Yes
	Depends on Availability

	21
	A Class
	Male
	Job Holder
	Rose Petal
	Facial and Toilet
	More than One Year
	2
	Start of Month
	Market Image
	Yes
	No
	Yes
	Yes

	22
	A Class
	Male
	Business Man
	Rose Petal
	Facial Tissues
	More than One Year
	1
	Start of Month
	Packing & Convenience
	Yes
	No
	Yes
	Yes

	23
	A Class
	Female
	House Wife
	Rose Petal
	Facial and Toilet
	More than One Year
	4
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Changes More Frequently

	24
	A Class
	Female
	House Wife
	Flying
	Facial Tissues
	For 6 Month
	3
	Start of Month
	Market Image
	Yes
	Yes
	No
	Yes

	25
	A Class
	Female
	House Wife
	Any other
	Facial Tissues
	More than One Year
	1
	Start of Month
	Market Image
	Yes
	No
	Yes
	Changes More Frequently

	26
	A Class
	Male
	Student
	Rose petal & Other Brand
	Facial Tissues
	For 6 Month
	1
	Start of Month
	Market Image
	Yes
	Yes
	Yes
	Yes

	27
	A Class
	Female
	House Wife
	Tulip
	Facial Tissues
	More than One Year
	1
	Mid of Month
	Packing & Convenience
	Yes
	No
	Yes
	Changes More Frequently

	28
	A Class
	Male
	Job Holder
	Rose petal & Other Brand
	Facial and Toilet
	More than One Year
	1
	Mid of Month
	Packing & Convenience
	Yes
	No
	Yes
	Changes More Frequently

	29
	A Class
	Female
	House Wife
	Rose Petal
	Facial and Toilet
	New User
	2
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Changes less Freqently

	30
	A Class
	Female
	House Wife
	Rose Petal
	Facial and Toilet
	More than One Year
	1
	Start of Month
	Market Image
	Yes
	Yes
	Yes
	Yes

	31
	B Class
	Female
	House Wife
	Tulip
	Facial Tissues
	More than One Year
	1
	Mid of Month
	Market Image
	Yes
	Yes
	Yes
	Changes less Freqently

	32
	B Class
	Female
	House Wife
	Rose Petal
	Facial and Toilet
	More than One Year
	3
	Start of Month
	Advertising
	3
	Yes
	Yes
	Yes

	33
	B Class
	Female
	Business Man
	Any other
	Facial and Toilet
	More than One Year
	4
	Start of Month
	Advertising
	Yes
	Yes
	Yes
	Changes More Frequently

	34
	B Class
	Female
	House Wife
	Rose petal & Other Brand
	Facial and Toilet
	More than One Year
	2
	Same throughout Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Yes

	35
	B Class
	Male
	House Wife
	Rose Petal
	Facial and Toilet
	More than One Year
	1
	Start of Month
	Advertising
	Yes
	Yes
	Yes
	Yes

	36
	B Class
	Female
	House Wife
	Rose Petal
	Facial and Toilet
	More than One Year
	4
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Depends on Availability

	37
	B Class
	Female
	Student
	Tulip
	Facial and Toilet
	More than One Year
	1
	Mid of Month
	Market Image
	Yes
	Yes
	Yes
	Yes

	38
	B Class
	Female
	Student
	Rose Petal
	Any Other
	More than One Year
	1
	Start of Month
	Market Image
	Yes
	Yes
	Yes
	Changes More Frequently

	39
	B Class
	Female
	Job Holder
	Rose Petal
	Facial Tissues
	More than One Year
	2
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Yes

	40
	B Class
	Female
	House Wife
	Rose Petal
	Facial Tissues
	More than One Year
	1
	Start of Month
	Market Image
	Yes
	Yes
	Yes
	Yes

	41
	B Class
	Female
	House Wife
	Rose Petal
	Facial and Toilet
	More than One Year
	3
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Yes

	42
	B Class
	Male
	Business Man
	Rose Petal
	Facial Tissues
	More than One Year
	5
	Mid of Month
	Packing & Convenience
	Yes
	No
	Yes
	Changes More Frequently

	43
	B Class
	Female
	Student
	Any other
	Facial Tissues
	New User
	3
	Start of Month
	Market Image
	Yes
	Yes
	Yes
	Depends on Availability

	44
	B Class
	Female
	House Wife
	Rose petal & Other Brand
	Facial Tissues
	More than One Year
	2
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Changes More Frequently

	45
	B Class
	Female
	Student
	Rose petal & Other Brand
	Any Other
	More than One Year
	1
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Yes

	46
	B Class
	Female
	House Wife
	Rose Petal
	Toilet Rolls
	More than One Year
	4
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Changes More Frequently

	47
	B Class
	Female
	House Wife
	Rose Petal
	Facial Tissues
	More than One Year
	3
	Same throughout Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Changes More Frequently

	48
	B Class
	Female
	Job Holder
	Rose Petal
	Facial and Toilet
	More than One Year
	1
	Start of Month
	Packing & Convenience
	Yes
	No
	Yes
	Changes less Freqently

	49
	B Class
	Female
	House Wife
	Rose Petal
	Facial Tissues
	More than One Year
	3
	Same throughout Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Changes less Freqently

	50
	B Class
	Female
	Student
	Tulip
	Facial and Toilet
	More than One Year
	1
	Mid of Month
	Market Image
	Yes
	Yes
	Yes
	Yes

	51
	B Class
	Female
	House Wife
	Flying
	Facial Tissues
	More than One Year
	1
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Changes less Freqently

	52
	B Class
	Female
	Student
	Rose Petal
	Facial Tissues
	More than One Year
	6
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Changes More Frequently

	53
	B Class
	Female
	House Wife
	Rose Petal
	Facial Tissues
	More than One Year
	3
	Same throughout Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Changes less Freqently

	54
	B Class
	Female
	Student
	Rose Petal
	Facial Tissues
	More than One Year
	2
	Mid of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Yes

	55
	B Class
	Female
	House Wife
	Rose Petal
	Facial Tissues
	More than One Year
	1
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Changes less Freqently

	56
	B Class
	Female
	House Wife
	Rose Petal
	Facial Tissues
	More than One Year
	1
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Changes less Freqently

	57
	B Class
	Female
	House Wife
	Rose Petal
	Facial Tissues
	More than One Year
	1
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Yes

	58
	B Class
	Female
	Student
	Rose Petal
	Facial and Toilet
	More than One Year
	2
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Changes less Freqently

	59
	B Class
	Female
	Student
	Rose Petal
	Facial Tissues
	More than One Year
	4
	At end of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Yes

	60
	B Class
	Female
	House Wife
	Rose Petal
	Facial Tissues
	More than One Year
	3
	Same throughout Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Changes less Freqently

	61
	B Class
	Female
	House Wife
	Rose Petal
	Facial Tissues
	More than One Year
	3
	Same throughout Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Changes less Freqently

	62
	B Class
	Female
	Student
	Any other
	Facial Tissues
	New User
	3
	Start of Month
	Market Image
	Yes
	Yes
	Yes
	Depends on Availability

	63
	B Class
	Female
	House Wife
	Rose Petal
	Facial Tissues
	More than One Year
	1
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Changes less Freqently

	64
	B Class
	Female
	House Wife
	Rose Petal
	Facial Tissues
	More than One Year
	1
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Yes

	65
	B Class
	Female
	House Wife
	Rose Petal
	Facial Tissues
	More than One Year
	1
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Changes less Freqently

	66
	C Class
	Male
	Job Holder
	Rose Petal
	Facial Tissues
	More than One Year
	2
	Start of Month
	Market Image
	Yes
	Yes
	Yes
	Changes less Freqently

	67
	C Class
	Male
	Business Man
	Tulip
	Facial Tissues
	More than One Year
	1
	Start of Month
	Market Image
	Yes
	Yes
	Yes
	Depends on Availability

	68
	C Class
	Male
	Student
	Rose Petal
	Facial Tissues
	More than One Year
	1
	Mid of Month
	Advertising
	Yes
	Yes
	Yes
	Yes

	69
	C Class
	Male
	Student
	Rose Petal
	Facial and Toilet
	More than One Year
	1
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Changes More Frequently

	70
	C Class
	Male
	Job Holder
	Rose Petal
	Facial Tissues
	More than One Year
	2
	Mid of Month
	Market Image
	Yes
	Yes
	Yes
	Yes

	71
	C Class
	Male
	Job Holder
	Rose Petal
	Facial Tissues
	More than One Year
	1
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Yes

	72
	C Class
	Male
	Job Holder
	Rose Petal
	Facial Tissues
	More than One Year
	1
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Yes

	73
	C Class
	Male
	Job Holder
	Rose Petal
	Facial Tissues
	More than One Year
	1
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Yes

	74
	C Class
	Male
	Job Holder
	Rose Petal
	Facial Tissues
	More than One Year
	1
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Yes

	75
	C Class
	Male
	Job Holder
	Rose Petal
	Facial Tissues
	More than One Year
	1
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Yes

	76
	C Class
	Male
	Job Holder
	Rose Petal
	Facial and Toilet
	More than One Year
	2
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Depends on Availability

	77
	C Class
	Male
	Job Holder
	Rose Petal
	Facial and Toilet
	More than One Year
	2
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Depends on Availability

	78
	C Class
	Male
	Job Holder
	Rose Petal
	Facial and Toilet
	More than One Year
	1
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Depends on Availability

	79
	C Class
	Male
	Job Holder
	Rose Petal
	Facial and Toilet
	More than One Year
	1
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Depends on Availability

	80
	C Class
	Male
	Student
	Tulip
	Facial and Toilet
	More than One Year
	3
	Start of Month
	Packing & Convenience
	Yes
	Yes
	Yes
	Depends on Availability

	81
	C Class
	Male
	Student
	Tulip
	Facial and Toilet
	More than One Year
	2
	Start of Month
	Advertising
	Yes
	Yes
	Yes
	Changes less Freqently

	82
	C Class
	Male
	Business Man
	Rose petal & Other Brand
	Toilet Rolls
	More than One Year
	2
	Mid of Month
	Advertising
	Yes
	Yes
	Yes
	Changes less Freqently

	83
	C Class
	Male
	Business Man
	Rose petal & Other Brand
	Toilet Rolls
	More than One Year
	1
	Mid of Month
	Advertising
	Yes
	Yes
	Yes
	Changes More Frequently

	84
	C Class
	Male
	Business Man
	Jasmine
	Facial Tissues
	More than One Year
	1
	At end of Month
	Market Image
	Yes
	No
	Yes
	Changes More Frequently

	85
	C Class
	Male
	Business Man
	Tulip
	Facial Tissues
	More than One Year
	1
	At end of Month
	Market Image
	Yes
	No
	Yes
	Changes More Frequently

	86
	C Class
	Female
	Business Man
	Rose petal & Other Brand
	Facial Tissues
	More than One Year
	3
	At end of Month
	Market Image
	Yes
	No
	Yes
	Changes less Freqently

	87
	C Class
	Female
	Business Man
	Rose Petal
	Facial Tissues
	More than One Year
	1
	Start of Month
	Advertising
	Yes
	No
	Yes
	Changes less Freqently

	88
	C Class
	Female
	Business Man
	Rose Petal
	Facial Tissues
	More than One Year
	1
	Start of Month
	Advertising
	Yes
	No
	Yes
	Changes less Freqently

	89
	C Class
	Female
	Business Man
	Rose Petal
	Facial and Toilet
	More than One Year
	1
	Start of Month
	Advertising
	Yes
	No
	Yes
	Depends on Availability

	90
	C Class
	Female
	Business Man
	Tulip
	Facial and Toilet
	More than One Year
	1
	Start of Month
	Advertising
	Yes
	No
	Yes
	Depends on Availability

	Total
	90
	90
	90
	90
	90
	90
	90
	90
	90
	90
	90
	90
	90


SUGGESTIONS:

1. Majority of the people purchases the tissues at the start of the month even in the segment A people purchase tissues at the start of the month so in this regard the availability all the variants have to be make sure in this period which will definitely have a positive impact on sales.

2. Segment C still now a more and more opportunities to make the sales enhance there is still we need to make the tissue paper as need and also have to make awareness about the tissue paper.

3. There were suggestions to introduce the baby napkins in tissue paper stuff.

4. POS display was found very poor 

5. Tissue paper should be in different colors according to the tiled colors now available in bazaar, mean that you must introduce more and more different color.

6. Kitchen tissues must have the specialty of being a kitchen e.g. the word KITCHEN or some else regarding this must have to be printed on these categories.

7. Pocket RUMMAL pack price should be lessen to Rs 5 only from Rs.6 only.

8. There must be different variants introduce in the RUMMAL pack with different colors.

9. We must have to redefine our target customers according to different variants and this target customer must have to be highlighted in the ads/advertisements.

10. Still there is need of creating awareness about different variants in the market.

11. Still there is a need to emphasize more on advertisement. It should be such effective to impress people to use our product.

12. New variant Vanity has a very low POS display. It must be on the front side as the other variants have printed their names on each side of the pack so this factor also create lack in decision making of Vanity.

13. Toilet rolls must have to be softer as other competitors have this category have great emphasized on the consumer’s mind like FAY and SOFTEX.

YOU KNOW BETTER!
Gender:             FORMCHECKBOX 
 Male      FORMCHECKBOX 
 Female



Age: ________
Consumer Type:




 FORMCHECKBOX 
 House Wife  FORMCHECKBOX 
 Student  FORMCHECKBOX 
 Job Holder  FORMCHECKBOX 
 Business man

 1:
Which tissue brand do you use:



 FORMCHECKBOX 
Rose Petal  FORMCHECKBOX 
 Tulip  FORMCHECKBOX 
 Jasmine  FORMCHECKBOX 
 Flying  FORMCHECKBOX 
 Moveeta  FORMCHECKBOX 
Every Day



 FORMCHECKBOX 
 Lily           FORMCHECKBOX 
 Any other_______________ 

2:
Which category you use:



 FORMCHECKBOX 
 Facial Tissues



 FORMCHECKBOX 
Toilet Rolls



 FORMCHECKBOX 
 Any Other………….

3:
For how long have you been using your brand?



 FORMCHECKBOX 
 New User  FORMCHECKBOX 
 For 6 Months  FORMCHECKBOX 
 More than One year

4:
How many times do you purchase tissues in a month?



________________________________________________________

5:
Majority of the purchases is conducted in.



 FORMCHECKBOX 
 Start of month   FORMCHECKBOX 
 Mid of the month  FORMCHECKBOX 
 At end of month

6:
What inspired you to use?



 FORMCHECKBOX 
Advertising  FORMCHECKBOX 
 Packing & convenience  FORMCHECKBOX 
 Market image of Brand

7:
Are you satisfied with 


Quality                              FORMCHECKBOX 
Yes

          FORMCHECKBOX 
 No

Price


      FORMCHECKBOX 
 Yes                             FORMCHECKBOX 
 No


Availability
                  FORMCHECKBOX 
 yes                              FORMCHECKBOX 
 No

8:
Are you Consistent user of your variant?


 FORMCHECKBOX 
 Yes  FORMCHECKBOX 
 Changes less frequently  FORMCHECKBOX 
 Changes more frequently 



 FORMCHECKBOX 
 Depends on availability 

9:
Comments ________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Sales Forecast

During my internship I was assigned the tasks regarding sales forecast as well, i.e. I had to plan the sales target for the upcoming months. Those targets which were settled by me were only for the Lahore region. They people are using the methods named as Rolling Sales Forecast, in this particular method we had to set the target for upcoming months based on the sales in the same month in the previous year and the sales in the previous month as well. That forecast was products and variants wise, i.e. we had to calculate the sales for Rose Petal, its variants, Tulip, its variants, feminex and other paper products separately. When you acquire the figures of sales to be used in the forecast that are to be multiplied with a specific factor, and then you obtain your required figure to be set as a sales target for your sales people, distributor and the retailers as well. Now the question arises that what is that specific figure so the answer is that that specific figure is the growth rate. This figure is ultimately decided at the upper levels in the hierarchy that we are to obtain this much growth rate this year. The performance of all the brands is continuously monitored and checked out the level of growth they are showing.

Sales Analysis

I was assigned the tasks of conducting sales analysis and comparisons to check out their level of growth they obtained. For this particular purpose I used the figures of sales in June 2004 and June 2005 as well. When I got these two figures from the software S.A.P then we had to compare these figures to check out the level of growth by calculating the difference between them. It also varies from product to product, i.e. we had to calculate all this for the products separately.

Following is the graph which was made after getting the figures from A.C Neilson Research Report….*
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I.S.O. (Internal Sales Order)

Along with the other routine tasks one task was to prepare the Internal Sales Order for the production to be started in the C.P.D conversion i.e. the manufacturing facility for the production of tissue paper. When we get an order or more than one orders we are to forward an ISO to the relevant production department so that production of that particular order may be initiated, This ISO includes all the relevant information regarding that product for which the order has to be dispatched., by all the relevant information I mean the no of units to be produced that may be in cases or cartons as well. The immediate date on which the order has to be completed is also mentioned i.e. the time period within which the order has to be accomplished is mentioned over it. 

Dispatch Note 

When an order is to be dispatched to the distributor or any buyer, customer etc document is to be used here for the official record keeping system that document is known as Dispatch Note known as D.N. Along with the completion of the order we had to prepare a dispatch note against that so that we have proper record that this much amount of this product has gone out of the factory. It has to be the part of official records so that it is used in the afterwards purposes.


Claims by the Customers

If customer faces any trouble regarding the order which he has acquired from the company he has to put forward a claim for that. The claim may be relevant to the quantity, quality or claim may arise due to misunderstanding that the product which customer had demanded couldn’t be dispatched and any other product is dispatched instead of the required product. After the claim has been put forwarded an inquiry is set for that claim if the buyer justifies or proves his case he is given required compensations.

Distributors Meeting

One of the really important tasks which I had to handle over there was to conduct the distributor’s meeting. This was a quarterly review meeting in which the over market analysis had to be done, keeping in view that analysis and recommendations by the participants further strategies had to be devised. I would be quoting the example of Feminex prize scheme, that after the announcement of Feminex prize scheme the availability on the all parts and all the areas became a challenge for the sales people, because there was very sudden upward jump in the sales due to scheme and on shops there was old pack without scheme was available rather than scheme pack, so that was creating a lot of bad word mouth for the company. So it became the ultimate task of the sales people to replace older pack with the pack having prize scheme. This types of issues were considered in the meeting as well. Now the question arises that what was my role over there, in fact I had to contact all the distributors and participants of the meeting and had to make sure that not a single person misses such an important meeting. For that I had to prosper, contact and follow up all the participants. This was a definitely tough task. It proved to be hard but I really enjoyed the proceedings when presence of all the contributors in the meeting proved to be an evidence of success for me. This first experience was a really valuable addition for me. An other benefit of this task came in the form of more under standing of sales an distribution structure of the packages. 

Promotional and Marketing Activities

Since I had to work in both components of CPD i.e. sales and marketing, so I was assigned tasks by the Brand Managers as well. But sessions with the brand managers were more interactive and discussions oriented. We discussed issues regarding branding and I will have no shame in stating that it was a real value addition in me. The concepts which I had to learn in practical life after one or two years, I am already exposed to those, like how to drive the brand, what type of promotions i.e. consumer and trade promotions are required at different periods of time. When you are to decide that what components of promotion mix should be applied?

Here I would be explaining few tactics used by Brand Manger Tulip to drive his brand. The real task of the brand manager is to drive the KBM’s of a brand, by KBM I mean Key Brand Images. The KBM’s of Tulip are Clean, Caring and Confidence. So it is the responsibility of Brand Manger to drive Key Brand Muscles that how he moves his Key Brand Muscles by picking a muscle and moving according to the demand of consumer based on research. Well I have used the word Research so let’s see what types of Research the Rose Petal and Tulip people are using. There are several types of Resarch are being used.

· Consumer Research

· Pack Design Research

· POP Research

· Ad Research

We explain them one by one,

Consumer Research

By consumer research we mean the research where we want to know that what our customer really wants. It is the general type of research which is conducted at almost all the areas of business and all the firms.

Pack Design Research

Here you limit the scope of research, i.e. it is all about finding out that what your customer demanding about pack, what types of features you are required to inculcate in the design of the brand. How it can facilitate the people for example it is very important as far as tissue concerned. Because customer should feel that the pack is convenient for him and easy to use.

P.O.P Research

 Finding all about the Point of Purchase material that where you want the point of purchase material, and what type of material you require what features must be included in the POP material

Ad Research

You want to find out that what affect your ad has created and whether it has succeeded in getting the required results.

A lot of in put comes from RMS i.e. Retail Measurement Services where you would like to know that which channel you can exploit i.e. genera and departmental store and other convenience stores.

Also it is used to find how much to obtain from rural and urban stores.

Brand Cycle Plans

I had to assist there in developing brand cycle plans which includes that at which period of time which KBM is to be promoted. Through which channel you can achieve your brand objective. A sample brand cycle plan is given over here.

Sample BCP
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Release order

I had to prepare the release orders as well based on the directions given by brand managers. In fact when advertising agency gives all the rates of the tvc to be released, print insertions in news papers and magazines, and out of home media utilization, then based on the rates Packages people send a release order to the agency that this ad must run at this time slot, and the frequency of advertisements along with channel or newspaper etc.

Feminex Lucky Draw Ceremony

During my internship with Packages brand manger Feminex Mrs. Asma Omer Awan launched a consumer promotion scheme with the name of Feminex Lucky Draw, so on July 31st 2005 ceremony was held. Minister of Special Education Miss Lodhi was the chief guest along with the presence of DGM Packages Mr. Mehdi, which was arranged by we people. I along with my fellow intern were main organizers with the Merchandiser Mr. Asif. We managed all the guests, arranged all the proceedings and welcomed guests as well. At the end we had lunch with Minister, Brand Managers, DGM and Consumer Products Manager. This ceremony was live broad cast on F.M 100 as well. It really shows the importance of the ceremony.  

Marketing Survey

That was really the second most important activity for me during the internship, I’ve given it the status of 2nd most important because I do feel that project of consumer attitude evaluation was much much learning experience than only observing distribution set up and the working of their sales persons Any ways this was an enjoyable experience for me. I would say it enjoyable as it looks really good when you are sitting in distributor vain, visiting all the places, hunting for the target retail outlet, expecting a lot of business from them and above all acting as the boss of sales person. Where ever you want you can stop him and check put any problem that a company may feel a hurdle in the flow of it’s sales. The problem may be of various types. These are listed as follows,

· Share of self and position in the outlet that how your products are looking in the outlet, and how much impact they are creating.

· Status of P.O.S display, element of visibility and share of the shelf as well. 

· Keen observation of the working of Sales person employed by the distributor i.e. the person along with which I was working. In the observation I had to monitor all of his activities including his dealing with the retailer, handling of stock and order taking as well.

· Keen observation of the distributor’s dealing as well

· Discussions with the Retailer that whether he is facing any problem. I had to try to answer his queries as much as possible and note down his points to be conveyed to the Regional Sales Manager and Brand Mangers.

· Analysis of the Area wise sales that which area is generating more sales and which of the areas has potential to be exposed.

· Observing whether sales person is leaving few retail outlets which had potential and were left, finding out reasons as well.

· Analysis and feedback of the firm’s sales & trade promotion scheme and evaluating their effectiveness.

· Getting suggestions from the retailer about these schemes for their effectiveness and improvement as well.                                                                                                                           

High lighting Features

Initiating the Task

 The task was composed of three days. I had to spent all of my time with Chohan Enterprises (one of main distributors of Rose Petal). The areas covered by Chohan include Sabza Zar Scheme, Aiwan Town, Multan road, Shahdrah, Yaad Gaar, Misri Shah, U.E.T, Sultan Pura etc. The visit was scheduled with all of three sales persons on their conveyance i.e. distributor’s vane, so that all the areas covered must be visited but unfortunately on the last day visit with the third sales person was not feasible due to few constraint mainly conveyance problem was there. So I had to visit along with same sales person with which I had visit on 2nd day but areas were little different, which was a plus. 

Following are the names of the sales persons employed by Mr. Irfan Chohan, the head of Chohan Enterprises.

· Mr. Ashfaq Ahmad

· Mr. Rashid

· Mr. Fida Hussain

Starting from first day I was attached with Mr. Ashfaq Ahmad, he covers the areas of Sabza Zaar Scheme, Aiwan Town, Thokar Niaz Baig and Hasan Town as well. 

Initial discussion with Mr. Ashfaq Ahmad arose few issues regarding sales reps. that were based on work load and less reward. He complained that distributor has assigned work of three persons to one single person and there are no extra benefits as well. He said that there is only one person who works as driver, loader, and sales man, and salary according to that does not justify in any means. So there is very low recognition of their effort.

That resulted in what?

Very clear evidence of the fact that a motivated and satisfied employee proves to be a real asset and gain for the organization. Because what I observed and what sales rep quoted, that very very clearly indicated the fact sales can be increased in those areas by investing on your sales rep. It was quite visible that sales rep left his job at 2:00 pm while the regulations state that they must be on their job up to at least 4:00 pm if not up to 5:00 pm. While sales rep was free at 2:00 pm and he specially requested me to not to report this to Mr. Imran or Mr. Chohan that he was free before time. It shows clearly that the level of motivation was quite low for the sales rep and he was not associated with the company.  The driving force for his efforts to increase the sales was the commission on percentage of sales. But I will strongly recommend that if benefits for the sales rep increased that will result in very very positive results even in the areas having SEC C. What I perceive and observed is that sales rep is mainly responsible for the sales in C Class areas, because A and A+ classes are ultimately full of tissue buyers there consumer oriented campaign can really work, you are less bother about sales rep and retailer there. But in C Class it really counts.

The stock which sales reps of Chohan Enterprises carry along with themselves is based on their routine experiences that they have the rough idea that this much amount of demand will be there today, so they take that much stock with themselves, which at the end of the day is almost finished, i.e. he returns with almost drain vane in the evening after finishing the job. 

An important point which I would like to raise is that the sales technique used over here is the spot selling rather than order taking as most other distributors of  Rose Petal use in their operations.

Although Rose Petal is market leader but there is competition when you are working in FMCG sector. But the level of competition was not very high in the areas which were covered by Chohan Distributors.

A sample market survey Performa is given in the following diagram.

We started our journey from Sabzar Scheme where first of all we came across a rice trader named as Karwan rice traders & Aata Chaki, the start was not so great as the only product he got was the party packs. There was very poor display and shelf position.

Then we set out for a general store named as Marhaba General Store display was not of high standard as on first look we come across few cosmetics and soaps but there was no tissue at all. So the eliment of impulse purchase was out of scope. According to a set standard best shelf position is at your eye level and should be visible at your first entrance in the store or retail outlet.

The general trend of the General stores in Sabza Zar scheme was towards 60-70% share of the shelves in their shops. There was considerable amount of Rose Petal products. The order for Tulip Tissue were not negligible as well as Tulip serves the cleanliness need category of the people of that area due to it’s economical value.

Along with the General and Departmental Stores, bakeries and medical stores are important source of business for CPD. So to serve that purpose we moved on to Ch. Pharmacy. Here the share of shelf was 85% and there were five variants of Rose Petal along with two variants of Tulip as well. So that was a valuable retailer for us.

The visit of Mian Gen Store exposed an important issue which was indicating the approach of Retailer regarding payment; He was intended to purchase competitor’s brand just due to credit facilities provided by the competitor’s brand. But Rose Petal only validates cash basis transactions. There is no room for the credit in CPD policy, if you want to buy, buy it on cash otherwise you will not be our customers.

One encouraging factor was the attitude of shopkeeper against other brands. In fact they were not even willing to purchase brand other than rose petal or tulip in near future. That shows not only success of firm in keeping the retailers brand loyal but also recognizes the efforts of sales rep.

There was a big fish in the pond named as Shah Fareed Super Store one of the main stores of the area, but my sales rep left him out! Why? Let’s find out the fact behind it! Again credit based transaction adding fuel to the injury. In fact sales rep had bad experience with the manager of the super store in past so after that experience he was no more fish for him. So he was getting stocks either from whole seller or competitor winning in cashing out this fish.

Then Rehmat Sweets a (B+) category store proved to be the best one in my perception as for as the element of visibility, display and share of the shelf is concerned. Here we had good range of our products available

Another example was Good Luck Bakers and sweets where visibility was 6.5/10 and a considerable range of the products was available over there. Display was also satisfactory.

Moving among a lot of retail outlets we set out for Hasan Town. The response in the  Sabza Zaar Scheme can be concluded of mixed nature. We can’t conclude it the worst one, and at the same time it was also not at the good end because of poor display, visibility and shelf status. Yet the efforts of Sales rep were fruitful in winning order.

After visiting Hassan Town I can conclude that this is really an area of improvement for the firm. Because sales rep was continuously neglecting the retail outlets, which can be exploited for a big increase in the sales . If you put a little attention on this area it can prove to be very fruitful. As it does have a lot of potential possessed in it. This can be exploited with a little effort.

Another recommendation can be made regarding medical stores because they do have potential in them. A big flaw in the sales rep was to neglect this very important channel as people do tend to purchase tissues in good amount from medical store as well. So this is the area of improvement as well.

Talking to retailers highlighted an important issue regarding competition which was grand success of “every day brand” in that area. The secret of success lies in it’s very very convenient packing and price factors also coming to lay its role. Its price is Rs.5/= while Rose Petal Rumaal is priced at Rs6/= so that is the factor of concern for the CPD people. The production of very populated brand Panda was stopped by Packages due to unknown reasons and after that this Rumaal entered into market. But people don’t feel themselves comfortable with it so feed back is not great and of course not as much as was expected When I talked to Brand Manager regarding this issue his answer was not really encouraging by stating that cost factor came into play for stopping production and it was no more feasible to continue with it.

A really important concept of Marketing is the Need Creation that can be implemented here as well. Because the people of C Class areas do not feel that tissue should be the part of their life and their routine. They tend to perceive it as a luxury. The need of the hour and key to survival in those areas is to make the people feel that dear it is no more luxury it is need yes it is necessity of life. So the tip of day “Create the need and enjoy greater market share”  

Trade promotion is really an issue of concern for the retailers. They are never satisfied even margin is great but they continuously demand more and more trade promotions schemes. But Rose Petal and Tulip people are consumer oriented as I earlier mentioned this fact. They more rely on end user rather than channels to access them. They want their customer associated with them and want to make him more and more satisfied. When I was on my internship, during that period of time Rose Petal launched a consumer promotion scheme of two free herbal essences sachet packs with Pop up pack. Now when ever sales rep informed retailer about scheme he used to answer that what is my benefit, what I’m getting out of it. He had to do nothing with the consumer promotion and end user. He was only interested in his benefits that he will support the idea in which his interest has been taken into considerations. He demanded that there should be scheme of 12+2 that means he must be given two packs free with twelve packs.

My second and third day was with Mr. Rashid and the area was UET, Misri Shah, Swami Nagar , Chah Meeran and Sultan Pura as well.

The status of visibility, display and share of the shelf was mixed. But I would like to praise the efforts of sales rep. Who got orders very tactfully and his convincing power was remarkable. He was getting more than possible sales from the area which is considered to be really tough from the view point of sales of tissue paper. The area is really one of the backward of Lahore. 

I got the figures of share and growth in the different retail channels, which is shown by the following graph…..
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I will like to raise the point regarding Feminex. It is one of the weaker of CPD, rather we can say weakest as well. Few reasons can be pointed out from this areas. The people from this areas say that it is costly and local brand  like trust are quite cheap so they are more feasible for them to purchase.

As Packages is following the practices of 80/20 rule so I personally think that they give lesser importance to the complaints of retailers of these areas. The demands of these areas’ retailers differ from those of productive areas. They expect more from company like more margins, credit facilities and trade promotions, and I personally thing that if you differ your policy in this area and giving more benefits to the retailer then it can work for company in very positive manner.

The delivery problems regarding visits of sales rep were almost negligible except one which was a continuous customer but this time he purchased stock from whole seller due to delayed delivery by the sales rep. Otherwise scene was quite clear that there was no delivery problem at all. 

One suggestion was presented regarding two different variants of Tulip which are Simple and Viva, in fact the source of suggestion was stating that they are almost one and the same thing. You can add features like perfumed pack or any other feature can be added, so that there may be visible difference.

That was all about market survey, the suggestions were presented to Regional, Sales Manager, responding to severe problems, action was taken immediately. Like I informed Mr. Imran about the complaint of a retailer that sales rep had not come since last week so I notified his contact number and address and immediately communicated the message to R.S.M on which he took immediate action and warned sales rep of serious consequences. Other suggestions regarding brand were really encouraged by the Brand Managers and they really appreciated my effort.

SWOT Analysis

SWOT analysis is a simple framework for generating strategic alternatives from a situation analysis. It is applicable to either the corporate level or the business unit level and frequently appears in marketing plans. SWOT (sometimes referred to as TOWS) stands for Strengths, Weaknesses, Opportunities, and Threats. The SWOT framework was described in the late 1960's by Edmund P. Learned, C. Roland Christiansen, Kenneth Andrews, and William D. Guth in Business Policy, Text and Cases (Homewood, IL: Irwin, 1969). The General Electric Growth Council used this form of analysis in the 1980's. Because it concentrates on the issues that potentially have the most impact, the SWOT analysis is useful when a very limited amount of time is available to address a complex strategic situation. 

The internal and external situation analysis produces a large amount of information, much of which may not be highly relevant. This analysis classifies the internal aspects of Packages Limited as strengths or weaknesses and the external situational factors as opportunities or threats. Strengths serve as a foundation for building a competitive advantage, and weaknesses hinder it. By understanding these four aspects of its situation, we can better leverage its strengths, correct its weaknesses, capitalize on golden opportunities, and discourage potentially devastating threats.

Internal Analysis

The internal analysis is a comprehensive evaluation of the internal environment's potential strengths and weaknesses. The internal analysis of Packages Limited is done considering the following factors:

· Packages’ culture; 

· Packages’ image;

· Organizational structure; 

· Human resources; 

· Access to key resources; 

· Operational efficiency; 

· Operational capacity; 

· Market share; 

· Financial resources; 

· Exclusive contracts.
· Access to international market

· Product Line

· Financial Position

· Brand Image.

· Economy of Sales

· ISO Certification

· incentives to middle men
· Pricing
· employee turnover
· advertising
· Centralized System
· Environmental Constraints
The SWOT analysis summarizes the internal factors of the firm as a list of strengths and weaknesses.

External Analysis

An opportunity is the chance to introduce a new product or service that can generate superior returns. Opportunities can arise when changes occur in the external environment. Many of these changes can be perceived as threats to the market position of existing products and may necessitate a change in product specifications or the development of new products in order for the firm to remain competitive. Changes in the external environment of Packages Limited are related to the following:

· Customers; 

· Competitors; 

· Market trends; 

· Social changes; 

· New technology; 

· Economic environment; 

· Political and regulatory environment. 
· Increasing Production Capacity

· new markets

· WTO
· Pharmaceutical and Cosmetics

· Expansion

· Increasing Demand
· inflation rate
· Per unit cost is increasing
· political situation
· international politics

· Trade and Terrorism
· economic structure
· Government restrictions
· prices of Raw Material
The SWOT analysis summarizes the external environmental factors as a list of opportunities and threats, which are summarized in the following table:
Strengths:

	1. Largest Packaging Producer

	2. Market Share

	3. Growing Sales

	4. Enjoying Economy of Sales

	5. Brand Image

	6. Strong Financial Position

	7. Corporate Culture

	8. Strong Distribution Channel

	9. Wider Product line

	10. ISO Certification 

	Weaknesses

	1. High rate of employee turnover

	2. Huge inventory stock of raw material

	3. High Pricing

	4. Low incentives to middle men

	5. Order Fulfillment

	6. Low advertising campaigns

	7. Poor Record Keeping

	8. Centralized System

	9. Environmental Constraints


Opportunities
	1. Increasing Production Capacity in existing  plant 

	2. Increasing Demand of Paper Products in EU market and in USA markets

	3. Building the better and soft strategies regarding Consumer, Employee & Middlemen

	4. Opening new marketing office in foreign countries to improve the marketing campaign

	5. Advertising in international media and magazines in increase the market share

	6. Increasing sales by implementing the credit policy strategies 

	7. WTO in 2005 (no quota Restriction) more chances of export

	8. Increased demand of Pakistan products in foreign market

	9. Pharmaceutical and Cosmetics is a big fish in the pond

	10. Expansion though Joint Ventures


Threats
	1. Tough competition with India and China 

	2. Domestic Competition, entry of new and well financed organization in packaging sector

	3. High inflation rate

	4. Per unit cost is increasing, reduction in profits

	5. Instable political situation in county

	6. Instability in international politics 

	7. Pakistan, Trade and Terrorism

	8. Weak economic structure of Pakistan

	9. Government restrictions on import and tax related decisions

	10. Increase in the prices of Raw Material


Strategies
Product Differentiation

For Packages’ products the results of the market survey show that the dealers have a good position in their minds for the writing and printing paper. These differentiations are sub-categorized as under:

Features: its color is white, roughness is less and no spots on the paper are the feature differentiation of Packages’ writing and printing paper.

Performance Quality: performance quality refers to the level at which the product’s primary characteristics operate. The dealers in the market believe that the quality of the writing and printing paper of Packages is improving.

Conformance Quality: the degree to which all the produced units are identical and meet the promised specifications. Though initially Packages had a disadvantage in the conformance quality but now this condition is improving.

Reliability: the probability that a product will not malfunction or fail within a specified period of time. Packages has a differential advantage here as well.

Service Differentiation

The situation in service differentiation is very critical. This is explained below:

Ordering Ease: how easy it is for the customer to place an order with the company. There is a differential disadvantage for Packages as there is a very long procedure required to be fulfilled for purchasing from Packages.

Delivery: means how well the product or service is delivered to the customer and includes speed, accuracy, and care attending the delivery process. Here also Packages is in a differential disadvantage because the delivery of the order is delayed and it takes long to supply writing and printing paper to their respective dealers. Even the advantage of being nearest to the market is also eaten up by the delayed delivery.

Customer consulting: refers to data, information system, and advising services the seller offers to buyers. This very concept has very little implication but if it is adopted it can bring two benefits. It will help retain the existing customers on the one hand, and attract the attention of the prospects. Currently this is not the custom of any organization so Packages have neither a differential advantage nor a disadvantage.

Personnel Differentiation

Better trained personnel exhibit six characteristics:

Competence: they possess the required skills and knowledge

Courtesy: they are friendly, respectful, and considerate

Credibility: they are trustworthy

Reliability: they perform the service consistently and accurately

Responsiveness: they respond quickly to the customers’ requests and problems

Communication: they make an effort to understand the customer and communicate clearly

Considering all these dimensions, Packages certainly is in a differential advantage. There is some weakness also, although the production lines are well trained and people are professionals and now how to do their work effectively and efficiently, the sales and marketing department for writing and printing paper of Package despite being competent composes of only one person. This is the point were the competitors all well ahead of Packages and they have large sales forces who develop good terms with the dealers so in this way they promote their products as well.

Channel Differentiation

The ‘channel’ here means the distribution channel used to deliver the good to the market and ultimately to the market. The channel adopted by Packages is very simple and appealing as they are directly supplying to the dealers. But its most advantages can be obtained only under the circumstances where the number of customers is small and the needs for the promotion of the products are as low as zero. So for writing and printing paper is not the most suitable method presently. Thus Packages is o a differential disadvantage here.

Image Differentiation

An effective image does three things.

It establishes the product’s character and value proposition

It conveys its message in a distinctive way so as not to confuse it with competitors’

It delivers emotional power beyond a mental image

This differentiation in case of Packages writing and printing paper has very little to do. It is more applicable organization wide. So, if we consider this phenomenon organization wide Packages has a good image as its products are very popular nationally and internationally and their image is better than rest of the market rivals’ products.

Internal Factor Evaluation (IFE) Matrix
	KEY INTERNAL FACTORS

	Internal Strengths
	Weights
	Rating
	Weighted Score

	1. Largest Packaging Producer
	.05
	4
	. 20

	2. Market Share
	.05
	4
	. 20

	3. Growing Sales
	.10
	3
	.30

	4. Enjoying Economy of Sales
	.04
	4
	.16

	5. Brand Image
	.05
	3
	.15

	6. Strong Financial Position
	.03
	3
	.09

	7. Corporate Culture
	.05
	3
	.15

	8. Strong Distribution Channel
	.03
	3
	.09

	9. Wider Product line
	.09
	4
	.36

	10. ISO Certification 
	.10
	3
	.30

	Internal Weaknesses

	1. High rate of employee turnover
	.04
	1
	.04

	2. Huge inventory stock of raw material
	.04
	2
	.08

	3. High Pricing
	.03
	2
	.06

	4. Low incentives to middle men
	.05
	2
	.10

	5. Order Fulfillment
	.05
	1
	.05

	6. Low advertising campaigns
	.10
	1
	.10

	7. Poor Record Keeping
	.03
	2
	.06

	8. Centralized System
	.04
	2
	.08

	9. Environmental Constraints
	.03
	2
	.06

	TOTAL
	
	
	2.63


0.0 = Not Important 
1.0= Important

1 = Major Weakness
2 = Minor Weakness

3 = Minor Strength
4 = Major Strength

External Factors Evaluation (EFE) Matrix

	KEY EXTERNAL FACTORS

	External Opportunities
	Weights
	Rating
	Weighted Score

	11. Increasing Production Capacity in existing        plant 
	.07
	3
	.21

	12. Increasing Demand of Paper Products in EU market and in USA markets
	.08
	4
	.32

	13. Building the better and soft strategies regarding Consumer, Employee & Middlemen
	.05
	3
	.15

	14. Opening new marketing office in foreign countries to improve the marketing campaign
	.05
	2
	.10

	15. Advertising in international media and magazines in increase the market share
	.06
	3
	.18

	16. Increasing sales by implementing the credit policy strategies 
	.04
	1
	.04

	17. WTO in 2005 (no quota Restriction) more chances of export
	.10
	3
	.30

	18. Increased demand of Pakistan products in foreign market
	.05
	3
	.15

	19. Pharmaceutical and Cosmetics is a big fish in the pond
	.03
	3
	.09

	20. Expansion though Joint Ventures
	.05
	2
	.10

	External Threats

	11. Tough competition with India and China 
	.10
	3
	.30

	12. Domestic Competition, entry of new and well financed organization in packaging sector
	.05
	4
	.20

	13. High inflation rate
	.03
	3
	.09

	14. Per unit cost is increasing, reduction in profits
	.06
	2
	.12

	15. Instable political situation in county
	.03
	2
	.06

	16. Instability in international politics 
	.03
	2
	.06

	17. Pakistan, Trade and Terrorism
	.02
	2
	.04

	18. Weak economic structure of Pakistan
	.03
	2
	.06

	19. Government restrictions on import and tax related decisions
	.05
	3
	.15

	20. Increase in the prices of Raw Merial
	.02
	1
	.02

	TOTAL
	
	
	2.74


0.0 = Not Important 
1.0= Important

1 = Poor Response 
2 = Average Response 3 = Above Average
4 = Superior Response

Competitive Profile Matrix

	Sr. #
	Critical Success Factors
	Packages
	Tetra Pack
	National Packaging 

	
	
	Weight
	Rating
	Score
	Weight
	Rating
	Score
	Weight
	Rating
	Score

	1
	Advertising 
	.20
	1
	.20
	.20
	3
	.60
	.20
	2
	.40

	2
	Product Quality
	.10
	4
	.40
	.10
	3
	.30
	.10
	3
	.30

	3
	Price Competitiveness
	.10
	3
	.30
	.10
	3
	.30
	.10
	3
	.30

	4
	Management
	.10
	4
	.40
	.10
	4
	.40
	.10
	2
	.20

	5
	Financial Position
	.15
	4
	.60
	.15
	3
	.45
	.15
	2
	.30

	6
	Customer Loyalty
	.10
	3
	.30
	.10
	4
	.40
	.10
	2
	.20

	7
	Global Expansion
	.20
	4
	.80
	.20
	2
	.40
	.20
	2
	.40

	8
	Market Share
	.05
	3
	.15
	.05
	2
	.10
	.05
	2
	.10

	
	Total
	
	
	3.10
	
	
	2.95
	
	
	2.50



The Rating values as follows:



1= major weakness, 2= minor weakness, 3= minor strength, 4= major strength

Interpretations

The Competitive Profile Matrix (CPM) identifies the firm’s major competitors and its particular strengths and weaknesses in relation to the sample firm’s strategic position. 

 From the CPM provided above we see that advertising and the global expansion are the most important critical success factors as indicated by a weight of 0.20 the quality of packages product is superior as it has a rating of 4; customers loyalty is very high in Tetra pack as evidenced by a rating of 4. Tri pack is so far the weakest firm in overall as indicated by a score of 2.50

	
	Strengths

1. Largest Packaging Producer

2. Market Share

3. Growing Sales

4. Enjoying Economy of Sales

5. Brand Image

6. Strong Financial Position

7. Corporate Culture

8. Strong Distribution Channel

9. Wider Product line

10. ISO Certification


	Weaknesses

1. High rate of employee turnover

2. Huge inventory stock of raw material

3. High Pricing

4. Low incentives to middle men

5. Order Fulfillment

6. Low advertising campaigns

7. Poor Record Keeping

8. Centralized System

9. Environmental Constraints



	Opportunities

1.
Increasing Production Capacity in existing        plant 

2.
Increasing Demand of Paper Products in EU market and in USA markets

3.
Building the better and soft strategies regarding Consumer, Employee & Middlemen

4.
Opening new marketing office in foreign countries to improve the marketing campaign

5.
Advertising in international media and magazines in increase the market share

6.
Increasing sales by implementing the credit policy strategies 

7.
WTO in 2005 (no quota Restriction) more chances of export

8.
Increased demand of Pakistan products in foreign market

9.
Pharmaceutical and Cosmetics is a big fish in the pond

10.
Expansion though Joint Ventures


	SO Strategies

1) We can fulfill the increasing demand of paper product in EU market and in USA markets

2) Market share can be increased by implementing the credit policy strategy

3) Seeking increased market share for present products or services in present markets through greater marketing efforts by marker penetration
	WO Strategies

1) By adopting better strategies regarding consumer employee turnover can be reduced

2) by efficient advertising campaigns can improve the market share

3) introducing present products or services into new geographic area

4) by market development

	Threats

1.
Tough competition with India and China 

2.
Domestic Competition, entry of new and well financed organization in packaging sector

3.
High inflation rate

4.
Per unit cost is increasing, reduction in      profits

5.
Instable political situation in county

6.
Instability in international politics 

7.
Pakistan, Trade and Terrorism

8.
Weak economic structure of Pakistan

9.
Government restrictions on import and tax related decisions

10.
Increase in the prices of Raw Martial.
	ST Strategies

1) Brand Image will be help full in making packages position stronger in the market. Because new competitors are entering into domestic market 

2) By improving supply chain management Inflation can be overcome 

3) Seeking ownership or increased control over competitors by horizontal integration
	WT Strategies

1) By reducing cost we can set the prices at lower level

2) By introducing an efficient database system we can minimize 

3) Complications

4) Regrouping through cost and asset reduction to reverse declining sales and profit by retrenchment


The TOWS Matrix

SPACE MATRIX

	
	Rating
	Total
	Average

	Financial Strength (FS)

1. Net Income

2. Leverage Ratios

3. Liquidity Position

4. Return on Equity 
	+2

+3

+3

+2
	+10
	+2.5

	Industry Strength (IS)

1. Pakistan, largest producer of Packaging

2. Increased Demand of Pakistani products

3. Quality products

4. Government Facilities
	+2

+2

+3

+2
	+9
	+2.25

	Environmental Stability (ES)

1. High Inflation Rate

2. Political stability

3. Demand Variability

4. Barriers to Entry in New Markets

5. Competition
	-4

-3

-2

-3

-3
	-15
	-3

	Competitive Advantage (CI)

1. Brand Image

2. Technological Advancement

3. Control over Suppliers and Distributor

4. Customer Loyalty
	-1

-1

-3

-2
	-7
	-1.75


Conclusion

FS Average = 
+2.50          IS Average =
+2.25

CA Average =
-1.75           ES Average = 
-3.00

Directional Vector Coordinates: x-axis: (CA: IS) -1.75 + (+2.25) = +0.50

                                                    Y-axis: (FS: ES)   2.50 + (-3.00) = -0.50





BCG MATRIX

Through BCG matrix, we can develop a strategy tool that guides resource allocation decision on the basis of market share and growth relate of SBU’s (strategic business unit). According to our market survey we analyze that in the market of writing and printing paper all sort of manufacturers having varying market share and future prospects is available.

So, on the basis of observation and statistical analysis, we conduct that:
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Cash Cows

(Having low growth and high market share)

As we see that according to quality of Mandiali and premier there are not so much future development and progress but presently its market share is very high this is due to its “EASY AVAILABILITY” AND “LOW PRICES”

Stars

(Having high growth, high market share)

“Businesses having fast growing market and share and hold a dominant share of that specific market”

printing paper of Flying is having opportunities of high growth in future and having high market share as compared to Century and Packages. 

 As quality of Flying’s writing and printing paper is very high but its prices are comparatively low as of Packages, century & imported paper.

Its market share is also very high & having an active boost in sales for future prospects. 

Question Marks 

(High growth, low market share)

“These businesses are in an attractive industry but hold a small market share percentage”

According to statistical analysis and graphical presentation, this thing come in view that PM5 of packages limited for writing and printing paper can be groom up at faster speed, but its market share is low, it may be due to its high prices and inconvenient availability on the other hand it can be grow on the edge of high quality and goodwill same is the case with Century’s printing paper.

Dogs

(Low growth, low market share)

“Businesses in this category do not produce or consume much cash. They have a low market share in a low growth industry”

These manufacturers have low growth and low market share in the market of writing and printing paper, which shows that these manufacturers are growing at very slow rate and have no bright future and having low market share.

The Internal – External Factor (IEF) Matrix:

	Departments
	Sales
	Percent Sales
	Profits
	Percent Profits
	IFE Score
	EFE Score

	CPD
	   827,158
	    12
	  240,800
	    25
	    2.8
	     3.8

	INDUSTRIAL MARKETING AND SALES
	  6,065,827
	    88
	  722,401
	    75
	    3.1
	     3.5

	Total
	   6,892,985
	100
	  963,202
	100
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Interpretations
The Internal – External matrix is based on the key dimensions of: the IFE total weighted scores on the x – axis and the EFE total weighted scores on the y – axis. It can then be divided into 3 major regions that have different strategy implications.

In the above matrix it can be seen that both the Consumer Product Division and the Industrial Marketing and Sales Division fall in the sections relating to Grow and Build. Thus intensive strategies (market penetration, market development and product development) or integrative strategies (backward integration, forward and horizontal integration) can be most favorable for these departments of Packages Limited. 

In the above matrix it can be seen that the Industrial Marketing and Sales Division contributes the largest share to the company sales and also contributes the largest share towards the company’s profits. Therefore Industrial Marketing and Sales Division have the largest circle. 

The Grand Strategy Matrix:


	II


	I

Packages Ltd

	III


	IV



Since packages has rapid market growth and strong competitive position so it lies in 1st Quadrant of GS matrix .

So it must follow the following strategies 

· Market development

· Market penetration

· Product development

Since packages have also excessive resources 

· Backward integration

· Forward integration

· Horizontal integration 

May be the effective strategies.
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February 1996�
A detailed feasibility study of the market was conducted.�
�
June 1996�
Joint venture agreement between Packages Ltd. and local partner Print Care (Ceylon) Ltd. was signed.�
�
November 1996�
Approval for the project was granted by the Board of Investment Sri Lanka.�
�
January 1997�
7.5 acres of land was acquired for the project. �
�
March 1997�
Civil work started.�
�
February 1998�
Civil work was completed and most of the machines were installed�
�
March 1998�
Beginning of test and trial runs.�
�
May 1998�
Formal opening ceremony was held.�
�
June 1998�
Production started and the first dispatch was made.�
�






RATINGS (April 2005) 


PACKAGES LIMITED�
�
Entity*�
New�
Previous�
�
Long Term�
AA�
AA�
�
Short Term�
A1+�
A1+�
�
TFC�
New�
Previous�
�
Unsecured, Subordinated (PKR 650mm)�
AA�
AA�
�
* Applicable to senior unsecured creditors (depositors). �
�
�
�






Wood-Based�
Non-Wood �
�
Eucalyptus�
Jantar�
�
Poplar�
Dhenjan�
�
Pine wood�
Kenaf�
�
�
Cotton Stalk�
�
�
Reed�
�
�
Kahi�
�
�
Wheat Straw�
�
�
Rice Straw�
�
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�
2004�
2003�
�
Financial – Rupees in million�
�
Invoiced sales�
6,293�
5,361�
�
Gross profit�
1,194�
950�
�
Operating profit�
684�
457�
�
Dividend income�
458�
499�
�
Profit before tax�
1,037�
797�
�
Earning per share – rupees�
17.11�
13.79�
�
Manufacturing – quantity in tonnes�
�
Paper & Paperboard – production�
86,641�
72,642�
�
Paper & Paperboard – conversion�
66,870�
59,808�
�
Plastics all sort – conversion�
5,850�
5,236�
�






*Introduction to Packages





Brand�
SKU�
Packaging�
Price (Rs.)�
Trade Scheme�
Company�
�
Butterfly�
Mother comfort Stick on�
10s�
55�
12 + 2 & 3 – 5% or 5 – 7% discount (varies according to retailers.)�
Santex Pdts, Karachi�
�
�
Stick-on extra large�
12s�
60�
�
�
�
�
Stick on economy�
20s�
65�
�
�
�
Neatax�
Loops�
10s�
36�
12 + 2 & 


5 % discount�
Swift Hygiene, Karachi�
�
�
Stick on extra large�
10s�
55�
�
�
�
�
Mother choice stick on�
12s�
55�
�
�
�
�
Loops�
15s�
52�
�
�
�
�
Stick on�
16s�
55�
�
�
�
�
Stick on�
20s�
72�
�
�
�
Freedom�
Stick on�
16s�
59�
24 + 3 & 4% discount (panties occasionally)�
Health & Hygiene Pdts., Karachi�
�
�
Stick on extra�
20s�
70�
�
�
�
Always�
Thick�
10s�
95�
Sales basis plus free Pantene bottle and safeguard soap with new launch. 12 + 1 & 5% discount�
Proctor and Gamble�
�
�
Ultra normal�
8s�
75�
�
�
�
�
Ultra large�
7s�
75�
�
�
�
Trust�
Regular�
10s�
35�
�
Pan Industries�
�
�
Wings�
10s�
55�
�
�
�
�
Regular long �
16s�
75�
�
�
�
�
Wings long�
16s�
99�
�
�
�






Brand Name�
Slogan�
Company Name�
�
Kleenex�
The world’s first & favorite tissue (3 layer system)�
Kimberly – Clark corporation�
�
Fay�
Soft and gentle�
Converters International (Pvt.) Ltd.�
�
Super Soft�
Are now softest ever�
K.B. Traders�
�
Amour�
Soft tissues�
Waqarr Kahsif Corporation Group�
�
Dew�
Softness is our strength�
Safarco groups�
�
Duds�
Soft like rasham�
Duds International Products�
�
Flying�
�
Ply paper & Board Mills Ltd.�
�






Product/Variant�
Consumer Price(Rs.)�
�
Perfumed facial tissue�
52.00�
�
R.P. fresh wipes�
25.00�
�
Multicolor tissue�
52.00�
�
Luxury tissue�
40.00�
�
Supreme tissues�
31.00�
�
Oro Facial Tissue�
20.00�
�
Rose Petal Rumaal Pocket Pack�
6.00�
�
Table napkins�
35.00�
�
Rose Petal paper towel�
50.00�
�
Party pack�
60.00�
�
Rose Petal toilet role�
18.00�
�
Rose Petal twin toilet role�
34.00�
�
Full paper plates�
31.00�
�
Printed paper plates small�
12.00�
�
Snack plates�
21.00�
�
Pop up table napkins�
30.00�
�






Television�
Geo T.V. PTV, PTV World, Zee TV, Indus Vision, Channel 3, ARY,KTN.�
�
Radio�
FM 100,101.�
�
Urdu Newspaper�
Dawn,Daily Jung, News, �
�
Urdu Magazine�
Akhbar-e-Jahan, Family, Ibrat, Urdu Digest, Dalda Ka Dusterkhan�
�
English Newspaper�
News, Dawn, Nation, Business Recorder�
�
English Magazine�
She, Herald, Libas, Mag,Muziq�
�
Outdoor Advertising�
Banners along roads, Posters on the Stores�
�






�
Rs.�
�
Tulip standard tissue carton�
24.00�
�
Tulip viva perfumed�
32.00�
�
Tulip multicolor�
24.00�
�
Tulip toilet roll�
13.00�
�
Tulip twin toilet rolls�
24.00�
�






National Female Population (13 – 49 years)				42 


Urban female population (47% female)				            20 


SEC A & B urban female population					3.308 million


40% urban female don’t use branded sanitary napkins			1.323 


60% urban female population use sanitary napkins			1.98 


¾ branded napkin users							1.48 


¼ both branded and homemade 						0.495 


Homemade 75%								0.37 


Branded 25% 								0.12 
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Age Of Accounts payable     =    360 / Accounts Payable Turn Over�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
2002�
2003�
2004�
�
Days�
�
�
360�
360�
360�
�
Accounts Payable Turn Over�
3.53�
4.53�
4.96�
�
Age of A/P�
�
101.98�
79.47�
72.58�
�






Accounts Payable Turn Over    =     Purchase / Account Payable�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
2002�
2003�
2004�
�
Purchase�
�
1,925,656�
2,263,462�
2,710,306�
�
Average Account Payable�
545,910�
499,443�
546,660�
�
A/P Turnover�
�
3.53�
4.53�
4.96�
�






A/R Turnover    =   Sales / A/R�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
2002�
2003�
2004�
�
Sales�
�
�
5,360,884�
6,293,219�
6,892,985�
�
Account Receivable�
�
543,218�
577,548�
640,537�
�
A/R Turnover�
�
9.87�
10.90�
10.76�
�






Age Of Account Receivable      =     360 / A/R Turn Over�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
2002�
2003�
2004�
�
Days�
�
�
360�
360�
360�
�
A/R Turn Over�
�
9.87�
10.9�
10.76�
�
Age of A/R�
�
36.47�
33.03�
33.46�
�






Age of Inventory     =    360 / Inventory Turnover�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
2002�
2003�
2004�
�
Days�
�
�
360�
360�
360�
�
Inventory Turnover�
�
4.19�
5.03�
4.28�
�
Age of Inventory�
�
85.92�
71.57�
84.11�
�






Inventory Turnover   =    C.G.S / Average Closing Inventory�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
2002�
2003�
2004�
�
Cost of good sold�
�
3,672,114�
4,242,476�
4,678,357�
�
Average closing inventory�
876,207�
844,120�
1,094,329�
�
Inventory Turnover�
�
4.19�
5.03�
4.28�
�






Time Interest Earned Ratios    =    EBIT / Interest Expense�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
2002�
2003�
2004�
�
EBIT�
�
�
456,748�
788,710�
718,306�
�
Interest Expenses�
�
176,800�
151,308�
139,008�
�
Time Interest Earned Ratio�
2.58�
5.21�
5.17�
�






Debit Equity Ratio    =    long term Liabilities  / total capitalization *100�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
2002�
2003�
2004�
�
Long term Liabilities�
�
531,356�
573,253�
533,741�
�
Shareholder's Equity�
�
2,819,210�
3,228,658�
4191860�
�
Debt Equity Ratio�
�
�
19�
18�
13�
�






Debt Ratios    =   Total Liabilities / Total Assets*100�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
2002�
2003�
2004�
�
Total Liabilities�
�
2,798,507�
2,521,561�
2,282,626�
�
Total Assets�
�
5,950,477�
6,154,284�
6,474,486�
�
Debt Ratio�
�
47�
41�
35�
�






Return on Equity    =   Net Profit / Total Equity�
�
�
�
�
�
�
�
2002�
2003�
2004�
�
Net profit�
�
�
655,372�
813,513�
963,202�
�
Total equity�
�
475,371�
475,371�
475,371�
�
Percentages�
�
�
137.87�
171.13�
202.62�
�






Return on Investment    =    Net Profit after tax / Total Assets * 100�
�
�
�
�
�
�
2002�
2003�
2004�
�
Net profit�
�
�
655,372�
813,513�
963,202�
�
Total Assets�
�
5,950,477�
6,154,284�
6,474,486�
�
Return on investment�
�
�
11.01�
13.22�
14.88�
�






Net Profit Margin    =    Net profit / Net Sales * 100�
�
�
�
�
�
�
�
2002�
2003�
2004�
�
Net profit�
�
�
655,372�
813,513�
963,202�
�
Net Sales�
�
5,360,884�
6,293,219�
6,892,985�
�
Net Profit Margin�
�
12.23�
12.93�
13.97�
�






Operating Profit Margin    =   Operating Profit / Net Sales * 100�
�
�
�
�
�
�
2002�
2003�
2004�
�
Operating Profit�
�
456,748�
788,710�
718,306�
�
Net Sales�
�
5,360,884�
6,293,219�
6,892,985�
�
Operating Profit Margin�
8.52�
12.53�
10.42�
�
� EMBED MSGraph.Chart.8 \s ���








Gross Profit Margin    =   Gross Profit / Net Sales * 100�
�
�
�
�
�
�
2002�
2003�
2004�
�
Gross Profit�
949,559�
1,308,802�
1,193,713�
�
Net Sales�
5,360,884�
6,293,219�
6,892,985�
�
Gross Profit Margin�
17.71�
20.80�
17.32�
�






Quick Ratio    =   Cash + A/R + Advances, Deposits / Current Liabilities�
�
�
�
�
�
2002�
2003�
2004�
�
Cash and Bank Balance�
88,809�
98,166�
144,886�
�
Account Receivable�
�
543,218�
577,548�
640,537�
�
Advances, Deposits�
�
370,702�
323,801�
143,827�
�
Total�
�
�
1,002,729�
999,515�
929,250�
�
Current Liabilities�
�
1,367,151�
1,098,308�
1,748,885�
�
Quick Ratio�
�
0.73�
0.91�
0.53�
�






�
Amounts in (000)�
�
Current Ratio   =   Current Assets / Current Liabilities�
�
�
�
2002�
2003�
2004�
�
Current Assets�
2,187,037�
2,170,757�
2,424,817�
�
Current Liabilities�
1,367,151�
1,098,308�
1,748,885�
�
Current Ratio�
1.60�
1.98�
1.39�
�
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