
 

 

 

SUMMER INTERNSHIP REPORT 

 

 

 

“Customer Acquisition, Digital Marketing and B2B Channel 

Development” 

 

SUBMITTED TO: 

Prof. Meeta Munshi 

SUBMITTED BY: 

Name: Ankesh Jain 

Roll No.: 191314 

Section: C  

Batch: MBA FT (2019-21) 

Institute of Management, Nirma University 

Date of Submission: 18th July,2020 



Name of Intern Ankesh Jain 

 

 

  

Organization’s 

Name 

Aadishwar Food Products 

Project Title 
Customer Acquisition, Digital Marketing and 

B2B Channel Development 

Address 1128-B, Tughlakabad Village, New Delhi- 110044 

Date of Report 18th July, 2020 

 

Purpose of Report 

Fulfillment of Summer Internship Program 2020 

for MBA FT 2019-2021 program at Institute of 

Management, Nirma University 

Faculty Mentor Prof. Meeta Munshi 

Organization 

Mentor 

Mr. Dharmendra Surana (Partner) 



ACKNOWLEDGEMENT 

 

W0rking f0r Aadishwar Food Products has been a great experience in terms 0f learning and 

pr0fessi0nal devel0pment. I am highly grateful t0 all the pe0ple c0ncerned with this pr0ject f0r their 

careful guidance, which was extremely valuable f0r my study, b0th- the0retically and practically. 

I express my deepest gratitude t0 my 0rganizati0n guide, Mr. Dharmendra Surana, C0-F0under 0f the 

firm, f0r giving me an 0pp0rtunity t0 be a part 0f his 0rganizati0n and letting me w0rk 0n diverse and 

exciting pr0jects. His c0nstant and careful supervisi0n ensured that we w0rk t0 0ur utm0st p0tential and 

give best results. 

Als0, I w0uld like t0 thank my faculty guide, Prof. Meeta Munshi, f0r his supp0rt and help thr0ugh0ut 

the internship. 

This 0pp0rtunity has been a milest0ne in my career devel0pment, and I am c0nfident that the skills 

acquired during this peri0d will help me impr0ve my career traject0ry. 

 

 

 

 

 

  

Place: Delhi                                                                                             Ankesh Jain 

Date: 18/07/2020                                                                        MBA FT (2019-21) 

                                                              Institute of Management 

                                                                   Nirma University Ahmedabad (Gujarat) 

 



TABLE OF CONTENT 

Contents 

EXECUTIVE SUMMARY ........................................................................................................................ 1 

PART- A..................................................................................................................................................... 2 

Organization Profile ................................................................................................................................... 2 

New Initiatives by Interns .................................................................................................................... 4 

PART- B ..................................................................................................................................................... 5 

Main Body of Project Work ....................................................................................................................... 5 

Introduction of the Market ................................................................................................................... 5 

Business Scope ..................................................................................................................................... 5 

Current Scenario ................................................................................................................................... 7 

Challenges to the industry .................................................................................................................... 7 

Competitors’ Profile ............................................................................................................................. 8 

Notable Trends in the Indian Food Sector.......................................................................................... 10 

Objectives ........................................................................................................................................... 11 

Improving presence on digital platforms...................................................................................... 11 

Situation Analysis......................................................................................................................... 11 

Approach ...................................................................................................................................... 11 

Outcome ............................................................................................................................................. 15 

1. B2C Customer Acquisition .............................................................................................. 15 

2. Channel Partner Management .......................................................................................... 17 

7-S Framework Analysis .................................................................................................................... 19 

Key Observations ............................................................................................................................... 22 

1. Advantages of Social Media Marketing ........................................................................... 22 

2. Benefits due to addition of new distribution channels ..................................................... 23 

3. Challenges to existing operations of business .................................................................. 23 

Possible Problem Areas in Future ...................................................................................................... 24 

Recommendations .............................................................................................................................. 24 

Learnings from Summer Project .............................................................................................................. 25 

TAKEAWAYS ................................................................................................................................... 28 

BIBLIOGRAPHY .................................................................................................................................... 31 

Annexure 1: The ‘Project Completion Certificate ................................................................................... 32 

Annexure2: Undertaking page for Summer Interim Report ..................................................................... 33 



1  

EXECUTIVE SUMMARY 

 

This Script is the c0mprehensive c0mpilati0n 0f all the tasks acc0mplished by me thr0ugh0ut the 

internship d0ne with Aadishwar Food Products.  The c0mpany was 0riginated in Oct’2014 in 

partnership int0 the manufacturing 0f a wide range 0f 102 Items C0vering all type 0f Indian Snack and 

Sweets under its Brand Name DANARAM. 

The Indian snacks industry is a pr0mising and pr0f0undly seri0us arm 0f the FMCG business. This 

industry has made its ways f0r s0me new players fr0m the pr0vincial t0 the w0rldwide level with a 

c0nsistently expanding utilizati0n diagram. A s0lid advertising plan and t0p-n0tch items are required by 

such a high rivalry. The c0nspicu0us difficulties in pulling in clients must be given due th0ught t0 these 

tw0 c0mp0nents. 

The Indian snacks industry is a pr0mising and significantly genuine arm 0f the FMCG business. This 

industry has cleared its paths f0r s0me new players fr0m the c0mm0nplace t0 the 0verall level with a 

reliably gr0wing usage 0utline. A str0ng publicizing plan and first-class things are required by such a 

high c0mpetiti0n. The 0bvi0us tr0ubles in pulling in cust0mers must be given due idea t0 these tw0 

parts. T0wards the finish 0f the rep0rt are key percepti0ns, c0nceivable issue regi0ns and pr0p0sals f0r 

the equivalent. 

The f0cal p0int 0f this temp0rary j0b was 0n impr0ving the brand's perceivability in the market and 

increment deals. This rep0rt is my rec0rd 0f the c0nsiderable number 0f exercises did and the result 0f 

the exercises.
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PART- A 

 

Organization Profile 

 

Organization: Aadishwar F00d Pr0ducts 

Location: New Delhi 

FSSAI License No.: 13315010000253 

Aadishwar F00d Pr0ducts is int0 manufacturing 0f a wide range 0f Indian Snacks and Sweets under its 

flagship brand name- DANARAM. 

 

Age: It’s been span 0f 6 years since the beginning 0f the 0rganizati0n ar0und 2014. 

A decent arrangement 0f time, persistence and s0lid assurance are pre-essential t0 be 

succeeding, every single fruitful 0rganizati0ns have radiant hist0ry which c0nsistently fill 

in as estimati0n and guide f0r what's t0 c0me. AADISHWAR FOOD PRODUCTS is 0ne 

0f the m0st admired businesses in Delhi-NCR Regi0n. 

AADISHWAR FOOD PRODUCTS was started by Mr. Dharmendra Surana 0n, 2004, 

Alumni 0f Institute of management Nirma University. Mr. Surana has 0btained an 

impressive mark 0f quality and taste with C0mpetitive Rates. And manufacturing different 

kinds 0f Namkeens, Snacks, Sav0ries, Acc0mpaniments and Sweets. 

They have great framew0rk f0r creating things. They are utilizing the greater part of imported 

machine, for vari0us kinds of Namkeen, vari0us s0rts of snacks and s0 f0rth. 

Firstly, the c0mpany was started in 0rder t0 c0mpete in the m0dern trade markets and initially 

c0mpany g0t a huge 0rder fr0m the Future Gr0up limited and n0w they are entering int0 the 

retail business al0ng with tie-up with big h0tels and restaurant chains like H0tel Hyatt Andaz, 

JW Marri0tt, H0tel Radiss0n etc. 
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The brand’s range 0f pr0ducts include 0ver 100 pr0ducts in the f0ll0wing categ0ries: 

• Regular Namkeen: Bhujia, Mixtures, B00ndi, Chips, Matthi, Namak Para 

• Healthy Snacks: R0asted Cereals (Wheat, Jawar, Bajra, S0ya bean, and C0rn), Diet Mixtures 

• Soya Snacks: S0ya Stick, S0ya Chips, and S0ya Katori 

• Seasonal Products: Chikki, Gajak, Til, Peanut & Dry Fruits Chikki, and Revdi 

• Products for fasts: Vrat Mixtures, Vrat Chips 

• Accompaniments: Pickles, Papad, Khakhra, Dry Puris, and Fryums 

 

Vision: To be 0ne of the most respected organizations in vegetarian food processing industry, globally. 

Mission: To build best people, best products, and best practices. 

 

 

The company has a work strength of 50+ employees and its own fleet of 4 commercial delivery vehicles. 

Danaram’s major competitors include- Haldiram, Bikaji, Bikan0, Diam0nd, Balaji, and PepsiC0. 

 

Upcoming Brand- Snackopia 

Aadishwar F00d Pr0ducts is currently w0rking 0n launching its 0wn range 0f R0asted Seeds, Cereals 

and Berries under the brand name ‘Snack0pia’. This range 0f pr0ducts is targeted t0wards high spending 

individuals with a premium 0ffering. 

 

 

 

 

 

 

 

 

 Buyer wise sales break up 

Modern Trade 70% 

Institutions 10% 

Job Work 20% 

 

Product range wise sales break up 

All Season Products 55% 

Seasonal Products 45% 
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New Initiatives by Interns 

 

Danaram Direct 

 

 

 

It is the c0mpany’s free next day delivery system which is currently active in S0uth Delhi Regi0n. The 

unique features 0f this service are: 

➢ Wide range (appr0x. 80 articles) 0f Snacks, Sweets and Acc0mpaniments at fact0ry rates 

➢ Next-day delivery with n0 shipping charges 

➢ N0 minimum 0rder quantity 

 

This service is unique, as the maj0r players in h0me delivery service d0n’t rate g00d 0n parameters 

viz. Quality, Minimum 0rder Value, Variety 0f 0pti0ns, Aff0rdability, and Pers0nal T0uch. 

 

Sugar Free Sweets 

Currently in devel0pmental stage, this segment aims t0 target the diabetic p0pulati0n because 0f its 

unexpl0red and sizeable market. The c0mpany is f0cusing 0n R&D 0f b0th pr0ducts and packaging. 
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PART- B 

 

Main Body of Project Work 

 

Introduction of the Market 

 

The market f0r namkeen and snacks in India is ab0ut INR One Lakh Crore. Being a m0st 

lively segment, it has been seeing excepti0nal devel0pment in the 0ng0ing past and keeps 

0n extending quickly. Indian sh0ppers appear t0 have rec0uped their desire f0r c0nventi0nal 

snacks, f0r example, sev, bhujia and namkeen/blends, which are adding t0 the great 

devel0pment pace 0f the 0rganizati0ns. 

India c0nventi0nal bites sh0wcase has indicated c0l0ssal devel0pment in the recent 

years. The market is determined t0 devel0p with a CAGR 0f 0ver 7% in n0t s0 distant 

future. 

Expanding purchaser's mindfulness t0wards s0lid and bundled cust0mary snacks has made a 

gigantic interest f0r Namkeen in recent years. Indian purchasers appear t0 have rec0uped 

their preference f0r c0nventi0nal snacks, f0r example, farsan, bhujia and Namkeen passing 

by the n0tew0rthy devel0pment pace 0f nearby firms, f0r example, Balaji Wafers and 

Bikanervala when their w0rldwide adversaries are battling. With higher buying p0wer came 

ab0ut because 0f the high m0netary impr0vement 0f India has br0ught ab0ut changing the 

inclinati0n 0f Indian buyers. The purchasers are seen t0 be m0ving fr0m free bundling 

Namkeen t0 standard, nearby and territ0rial, nati0nal brands. 

Business Scope 

Aadishwar f00d pr0ducts is engaged in the manufacturing 0f Snacks, Sweets, Namkeen, 

Sav0ries, and Acc0mpaniments with the wide range 0f variants. It aims t0 reach t0 all retail 

and wh0lesale 0utlets in Delhi-NCR regi0n. The basic business 0f this c0mpany includes tie 

up with the premium range h0tel and restaurants. But after the Epidemic L0ckd0wn C0mpany 

t00k advantage 0f 0pp0rtunity by establishing the delivery channel f0r h0me delivery 0f their 

pr0ducts, which can be c0nsidered as a main business in future. 

Danaram is a premium brand. 0ur pr0ducts are available at all maj0r retail chain st0res, 

t0p- end H0tels & Restaurants. 
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The Indian snacks market can be br0adly divided int0 tw0 categ0ries: 

• Western snacks: P0tat0 chips, extruded snacks like Kurkure, etc. 

• Traditional snacks: Namkeens, Bhujia, Daal, Bhakarwadi, Khakhra, Banana Chips, etc 

 

Traditi0nal snacks c0ver ar0und 60-65% 0f the market in Indian snacks segment. 

 

Until ab0ut f0rty years ag0, there were just 2-3 types 0f available namkeens in the market. But after the 

mid-80s, the varieties devel0ped tremend0usly and the triple layer p0uch packing started playing a maj0r 

r0le/ fact0r in devel0ping the categ0ry, extending the shelf life 0f pr0ducts t0 six-twelve m0nths. T0day, 

ar0und 1,000 snack items are s0ld in India spanning vari0us tastes, f0rms, textures, ar0mas, bases, sizes, 

shapes and fillings. Besides, s0me 300 types 0f sav0uries are s0ld in 0ur c0untry today. 

Namkeens can be categorized into: 

 

• Single Product Segment: Moong Dal, Peanuts, Nut Cracker, Mathri, etc. 

• Bhujia: Aloo Bhujia, Bikaneri Bhujia, Plain Sev, etc. 

• Mixtures: Madrasi Mix, Navratan Mix, Garlic Mix, Khatta Meetha, etc
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Current Scenario 

According to the results of a survey conducted by Mondelez, Indians have increased their frequency of 

snacking and sometimes replace a whole meal with snacks. 70% of those surveyed, agree that they 

indulge in higher instances of snacking through the day compared to a year ago; this is far more than the 

global average of over 22%. 

In India, snacking is clearly becoming a big trend with more companies looking at expanding their 

portfolio beyond chips and cookies. 

 

Challenges to the industry 

• High level of competition: The business is to a great extent sloppy and divided, with numerous little 

and huge players in the area. This prompts a significant level of rivalry from residential and global 

players 

• Rising input costs: Item costs have been increasing at record rates lately. As food represents a high 

level of the normal Indian's spending plan, even little value developments can majorly affect request. 

• Diverging consumer trends: Indian market has a wide scope of shoppers with tremendous contrasts in 

salary levels and ways of life. This prompts the development of patterns in clashing ways simultaneously.
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Competitors’ Profile 

Since Food and Beverage industry is a global one, Euro faces competition from various domestic and 

international players. The industry is largely unorganized and fragmented, with many small and large 

players in the domain.  

Some of the renowned players in this field are: 

 

Haldiram Snacks Pvt. Ltd 

Built up in 1937 in Bikaner, Haldiram's is most likely the best player in this industry. The                       

association has creating plants in a wide grouping 0f territories, for instance, Nagpur, New Delhi, Gurgaon, 

Rudrapur and N0ida. Haldiram's has its 0wn retail chain stores and an extent of bistr0s in Nagpur, 

Kolkata, Noida and New Delhi. 

The ass0ciation has created at a huge pace consistently and in 2017 it was designated as the country's 

greatest ch0mp ass0ciation, beating all 0ther neighborh00d and w0rldwide contenders. Haldiram's has 

in excess of 400 things. Its thing br0aden j0ins standard namkeens, western g00dies, Indian sweets, 

treats, sherbets, papads and pickles. The ass0ciation m0re0ver c0nveys arranged to-eat f00d things. 

Haldiram's things are displayed at various retail locations, for instance, baked g00d kitchens and 

candy parlor stores, among others, and besides on various business destinations. 

 

Bikaji Foods International Ltd. 

Another player with establishes in Bikaner, Rajasthan, Bikaji Foods International Ltd. was 

established in 1987. Their four best in class fabricating offices hold a complete assembling limit 

of 400 TPD, creating 300 items covering a wide scope of Bhujia, Namkeen's, Sweets, Papad, 

Western Snacks, Cookies, RTE, solidified nourishments among others; makes them perhaps the 

biggest maker of ethnic snacks. 

Throughout the years, it has developed as perhaps the biggest maker of marked Indian ethnic 

snacks with a broad item go (counting bhujia, namkeen, desserts, papad and western bites) and 

has set up a national appropriation impression. Aside from its home turf of Rajasthan, the 

organization has a solid nearness is a couple of different states, for example, Bihar and Assam. 

As indicated by VCCEdge, Bikaji posted net deals of Rs 783.2 crore for the year finished in 

March 2018 as contrasted and Rs 608.7 the prior year. Its net benefit additionally rose from Rs. 

43.7 Cr to Rs. 53 Cr. 
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Prataap Snacks Ltd. 

Begun in 2004 in Indore, under the brand name Yellow Diamond. With a turnover of 900 Cr. 

furthermore, circulation in 28 states, today, Yellow Diamond remains among the top snacks 

fabricating organizations of India. They have 5 undeniable assembling units across India; the 

greatest one in Indore. 

The snacks brand works in three classes and has an impression across 1.2 million outlets the nation 

over. These incorporate chips, namkeens and expelled bites and they contribute 22%, 12% and 

68% separately to the absolute portfolio. According to the organization's yearly report, the income 

from offer of rings items expanded at a CAGR of 74.78%. 

 

Balaji Wafers Pvt. Ltd. 

Balaji Wafers is arranged in Rajkot. Gujarat, and creates and passes on potato chips and other 

grain-based stored snacks in various flavors. The association started in 1976 and has progressed 

into a Rs 2,000 crore association of things with an indigenous taste. In the fundamental stage, 

Balaji set up their plant in Rajkot. They worked there for around 22 years. Later they set up their 

new totally modified plant close Metoda G.I.D.C. outside the town of Rajkot. 
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Notable Trends in the Indian Food Sector 

 

Changing Consumer Tastes                                                                                                                                         

Wide sc0pe 0f items, w0rldwide netw0rk, rising pay, y0uthful p0pulace, expanding urbanizati0n has 

pr0mpted change in taste and inclinati0n 0f h0useh0ld purchasers. 

Rising demand of Indian Products in international market 

Key ge0graphic area and c0nsistent increment in crude material creati0n help India t0 flexibly less 

expensive items t0 different nati0ns. 

Emphasis on healthier ingredients 

Wellbeing c0gnizant cust0mers fav0r zer0-fat, l0w carb items. This interest has 0ffered ascend t0 

utilizati0n 0f fixings with l0w carb levels and l0w ch0lester0l. 

Packaging as a purchase influencer and communicator 

Packings are a sign 0f significant w0rth c0ntributi0n and thus emp0wers a c0stumer t0 l00k at the items 

bef0re purchasing 

Shift from usefulness in processing to usefulness to consumers 

C0nsumers n0w demand better, safer and c0nvenient f00ds and are willing t0 pay a higher price f0r the 

same. 

Sensible Snacking 

With a wide ass0rtment 0f ch0ices accessible, buyers have m0ved t0wards s0lid nibbling alternatives 

which has br0ught ab0ut makers t0 m0ve their c0ncentrati0n t0 m0re advantage0us ass0rtments 0f 

n0urishments. 

While the marked market was made and driven by western bites, b0th western and cust0mary bites t0day 

h0ld an ab0ut equivalent 0ffer, sh0wing the higher devel0pment 0f marked c0nventi0nal tidbits. In any 

case, this d0esn't suggest that the devel0pment has c0me at the expense 0f western bites; it is increasingly 

because 0f the unbranded market being changed 0ver t0 a marked c0nventi0nal market.  

In the c0urse 0f recent years, the market has seen a large number 0f exercises, the rise 0f new players, 

the extensi0n 0f snacks p0rtf0li0 thr0ugh n0nst0p item devel0pments, f0rceful advertising eff0rts t0 

build up cust0mer interface, m0ve in utilizati0n with expanding interest f0r c0mf0rt, and s0 0n 

While cust0mers are m0ving up t0 marked items, the unbranded market stays gigantic in size. Likewise, 

there are as yet many cust0mary nibble classes f0r which marked ch0ices d0n't exist, which presents 

b0th an 0pen d00r just as a danger. 
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Objectives 

 

Improving presence on digital platforms 

 

Partaking a digital presence f0r a business is advantage0us in many ways. M0st imp0rtantly, it helps 

reach a huge audience in a way that is b0th c0st-effective and measurable. 

S0me benefits 0f digital marketing are: 

 

➢ Increased visibility 

➢ Better cust0mer engagement 

➢ Enhanced cust0mer service levels 

➢ Pull Marketing 

 

Situation Analysis 

Aadishwar F00d Pr0ducts' Signature image Danaram's intended interest gr0up inc0rp0rates individuals 

0f all age gatherings and s0ci0ec0n0mics. The idea 0f the item they bargain in, is with the end g0al that 

it claims individuals everything being equal. Be that as it may, the 0rganizati0n c0uldn't benefit fr0m the 

chance 0f impr0ving its c0mputerized nearness. Acc0rding t0 the Faceb00k Ads inf0rmati0n, advancing 

0ur business in a range 0f 10 KMs implied arriving at ar0und 29 Lakh individuals. 

 

Approach 

In 0rder t0 make the m0st 0ut 0f this 0pp0rtunity, 0ur team initiated a digital marketing pr0gram, 

which primarily f0cused 0n the m0st c0mm0n s0cial media platf0rms, viz. Faceb00k, WhatsApp and 

Instagram. 

This pr0gram inv0lved tasks such as- creating 0fficial page f0r the brand 0n these platf0rms, c0ntent 

marketing, p0st/page b00sting, ad creati0n. 
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Task 1: Facebook Marketing 

 

This task was carried 0ut in 3 phases: 

 

• Phase 1- Creating business pr0file f0r the firm’s brand- Danaram 

 

 

 

• Phase 2- Creating p0sts and ads 

 



13  

 

• Phase 3- Tracking the insights and perf0rmance 0f the page 
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Task 2: Instagram Marketing 

 

• Phase 1- Creating Business Pr0file 

 

 

• Phase 2- Creating P0sts and Analysis 
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Task 3: WhatsApp Marketing 

 

 

Outcome 

 

Impr0ving the digital presence 0f the brand resulted in a better reach thr0ugh 0nline advertisements. This 

can be justified by the gr0wing number 0f 0rders 0n Faceb00k and WhatsApp. 

The cust0mers were als0 satisfied with the pr0mpt resp0nse t0 their queries which was n0t p0ssible 

0therwise. This helped in creating a str0ng base 0f l0yal cust0mers in S0uth Delhi regi0n. 

1. B2C Customer Acquisition 

Cust0mer acquisition is the process of acquiring new customers for business or converting existing 

prospect into new customers. 

Customers are the backbone of any business and for a company to flourish, acquiring customers is the 

prime task. Customer acquisition is directly co-related to the performance of business. 

Situation Analysis 

Digital marketing played a critical role in developing the business and improving the brand’s visibility 

in the market. However, there was a major chunk of targeted customers who were not active on social 

media platforms for various reasons. Discovering alternatives to reach these consumers through offline 

mode was important. 
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Approach 

T0 reach this chunk 0f untapped cust0mers, we res0rted t0 the c0nventi0nal meth0d 0f c0ld calling and 

sales pitch. This task was carried 0ut in three phases: 

 

 

 

Phase 1- Lead Generation 

T0 generate leads, ge0graphic areas were identified which were supp0sed t0 be appr0ached. The areas 

were restricted t0 S0uth Delhi regi0n. Vari0us s0urces were used t0 generate leads such as- RWA 

Direct0ries, Pr0perty Websites, etc. 

As per the data 0f Delhi Devel0pment Auth0rity, S0uth Delhi regi0n has close to 250 Resident Welfare 

Associations (RWA) with a population of roughly 27 Lakh people. 

Phase 2- Cold- Calling & Sales Pitch 

Reaching such a huge number of people in such a short span of time was practically impossible. In order 

to maximise our reach, we resorted to calling the office bearers of the RWAs, and brief them about the 

products offered by us. The objective of our call was to inform the customers about our products and 

share our digital catalogue. The RWA office bearers further shared the catalogue with the residents of 

the area on their respective WhatsApp groups. 

Phase 3- After Sales Activities 

After Sales activities aimed to retain newly acquired customers and promote goodwill of the brand. Some 

strategies adopted as a part of this activity include: 

➢ Sending free samples along with a customer’s order 

➢ Special discounts on bulk ordering 

➢ Organizing games, with the winner getting special goodies from Danaram 

 

Results 

Based on the records, this task was highly successful with a 77% conversion rate and numerous repeat 

and bulk orders from the customers. This plan also helped us to penetrate in areas which were not 

approachable otherwise. The number of daily orders also increased by roughly 20%. 

  
Lead Generation 

 

Cold-Calling & 
Sales Pitch 

 

After Sales Activities 
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2. Channel Partner Management 

A channel partner refers to the use of third parties to promote your business and increase profits through 

indirect sales. Partner types can include affiliates, other brands, distributors, or entities that take a 

commission for every sale they drive to your site. 

An effective channel partner management results in a boost in sales. It also ensures an improved 

profitability as paying commissions to channel partner is economical then hiring full-time salesforce for 

the company. 

Some benefits of having a channel partner are: 

 

➢ Growth in sales 

➢ Reaching new market and customer segments 

➢ Leverage additional reach and trust from recognized brands 

➢ Reduced cost of customer acquisition 

 

 

 

 

 

Modes of 

Channel Partner 

 

  

   

 

Online 

  

Offline 

 

Online Channel Partners: 

These include Online Applications and E-Commerce Platforms. Some prominent names include- 

Satvacart, Amazon, Dunzo, MorningBag, Milkbasket, etc. 

Partnering with online channel partners involved selecting various platforms based on their goodwill and 

vendor friendly policies. Other factors such as their market & technical expertise, customer base, etc. 

were also given due consideration. 

During the tenure of 2 months, we managed to successfully onboard such renowned brands as: 
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➢ Satvacart: Satvacart is a Gurgaon based online grocery store. It sources from neighborhood stores 

in addition to stocking its own inventory. The company purchased our products in bulk and listed 

them on their website. Owing to its existing and loyal customer base, our sales witnessed a significant 

surge. “We completed deal with Savta Cart at 44% Sales margin on MRP”. 

➢ MorningBag: MorningBag is one of the leading North India grocery e-commerce shopping website 

currently serving in Noida, Greater Noida, and Ghaziabad. They are soon planning to expand their 

services to Delhi, Gurgaon, Jaipur, Meerut, Faridabad, Chandigarh, Lucknow, Kanpur, Amritsar, 

Dehradun, and Shimla. This will help us reach markets beyond Delhi NCR region, thus increasing 

our market size. “We closed the deal with Satva Cart at % Sales margin on MRP.” 

➢ Dunzo: It is a Bengaluru based delivery services company. The company offered delivery services 

of our products listed on their application in Delhi and Gurgaon areas. They offer a commission- 

based model, wherein they charge 16% + GST on the order value for grocery and staples. 

Offline Channel Partners: 

Offline mode dealt with General Trade stores and Supermarkets. Our target area for offline channel 

partners was Noida and Faridabad. This task was carried out in 3 stages: 

 

 

 

 

Stage 1: Lead Generation 

Leads were generated through various online directories and stores. 

Stage 2: Cold-Calling 

The objective of calling was to schedule an appointment with our sales executives for them to show our 

product samples. 

Stage 3: Store Visit 

At this stage, our executives visited the store and eventually converted potential clients as regular 

customers. 

Results 

The combined efforts of both online and offline channel partner management resulted in a significant 

growth of our business. Online platforms gave us better visibility and recognition. Offline channels 

increased our number of bulk orders. 

Lead 
 

Cold- 
 

Visit & 
Order 
Receiving 
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7-S Framework Analysis        

McKinsey 7S Model is a tool that analyses a firm’s organizational design by looking at 7 key internal 

elements: Strategy, Structure, Systems, Shared Values, Style, Staff and Skills, in order to identify if they 

are effectively aligned and allow organization to achieve its objectives. 

The following is the analysis of Aadishwar Food Products’ 7S framework. Let’s look at each one 

individually: 

1. Strategy 

Aadishwar Food Products has certain systems set down to use their serious quality 

and develop their business. These are: 

• Widening of conveyance organize 

• Enhancing Brand Image 

• Developing new product offering 

• Customer Satisfaction 

• Leveraging showcasing abilities 

• Improving utilitarian effectiveness 

The entirety of the previously mentioned systems is in accordance with the 

procedures completed by the organization. 

2. Structure 

The organization has an all-around organized chain of importance beginning from the lower 

level representatives to Directors. The progression of correspondence is additionally very 

much characterized and the workers truly follow the rules. The administration has been given 

a specific degree of self-rule in dynamic yet should report any advancement to their quick 

senior. This training guarantees that a solid channel of correspondence and tasks is kept up. 

3. Systems 

The organization's principle action spins around assembling of eatable Snacks. This pushes 

the organization to receive robotization in their plant for mass creation. Their best in class 

fabricating unit guarantees that all wellbeing and cleanliness guidelines are kept up. 
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4. Shared Values 

The basic beliefs of the organization have never been undermined with. Other than 

developing their business, the originators have been touchy towards keeping up altruism of 

the brand. The fundamental saying of the brand has stayed amazing nature of items. To 

guarantee best quality items, they source best materials from confided in sellers and keep up 

a solid connection with them. The organizers emphatically have faith in CSR exercises and 

have been engaged with different social government assistance activities in relationship with 

GIDC. 

5. Skills 

The administration of the firm is accomplished and very much prepared and hail from various 

foundations. This aides in building up a solid vision for the firm and the representatives can 

likewise adjust their abilities to the objective of the association. The representatives employed 

at Aadishwar Foods experience different preparing and acceptance programs before being 

sent at the plant. Their aptitudes are additionally checked and evaluated for execution 

examination. Restorative activities are recommended to representatives if there is a hole 

between their information and wanted objectives. 

6. Staff 

Productive labor is the way to effective business. Aadishwar Food recognizes the 

commitments made by their representatives and spotlights on drawing in and holding the best 

ability. Being in a particular business, the organization searches for explicit ranges of 

abilities, interests and foundation that can be an advantage for the business. If there should 

be an occurrence of any hole between the capability of a worker and the objectives of the 

association, the individual is prepared and propelled to arrive at their greatest potential. 

7. Style 

The organization follows administration style of cooperation. This style is received by the 

greater part of the organizations in light of the fact that the representatives must be treated as 

an advantage, who are working for the organization. Helping, rousing and settling 

representative work environment issues will in general make representatives progressively 

agreeable. Another significant angle under this style is that it guarantees that the groups work 

to deliver genuine outcomes and not simply shallow endeavors. 
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Competitive position in industry (Using Porter’s Frame work)  

P0rter's Five F0rces is a m0del that rec0gnizes and examines five seri0us p0wers that shape 

each industry and decides an industry's sh0rtc0mings and qualities. Five F0rces investigati0n 

is every n0w and again used t0 rec0gnize an industry's structure t0 decide c0rp0rate system. 

P0rter's m0del can be applied t0 any p0rti0n 0f the ec0n0my t0 c0mprehend the degree 0f 

rivalry inside the business and impr0ve an 0rganizati0n's drawn 0ut pr0ductivity. P0rter's 

five f0rces are: 

• Competition in the industry: Due to a large influence 0f unorganized sector in the industry, 

the competition is intense Existence 0f brand loyalty in certain products towards existing firms 

such as Amul in case of butter limits competition in these products. 

 

• Potential of new entrants into the industry: • Capital Intensive - High speculations are 

required to setup preparing units; this goes about as a passage hindrance for new players 

 

• Power of suppliers: An evaluati0n 0f how simple it is f0r pr0viders to drive up c0sts. This 

is driven by the: quantity 0f pr0viders of every fundamental inf0; uniqueness 0f their item or 

administration; relative size and quality of the provider; and c0st of changing starting with one 

provider then onto the next. 

• Power of customers: Tastes and inclinati0ns of buyers in specific items change and thus 

brand steadfastness is l0w in these items L0w exchanging cost makes purchasers change from 

0ne provider t0 another 

 

• Threat of substitute products: Where close substitute items exist in a market, it improves the 

pr0bability of clients changing to options because 0f cost increments. This decrease b0th the 

intensity 0f providers and the allure 0f the market. 

No cl0se substitutes of pr0ducts such as milk, fresh fruits and vegetables are available in the 

market 

In this manner, Five forces analysis helps organizations t0 c0mprehend the elements 

influencing productivity in a particular industry, and can assist with illuminating ch0ices 

identifying with: regardless 0f whether t0 enter a particular industry; whether to expand 

limit in a particular industry; and creating seri0us techniques. 
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Key Observations 

 

1. Advantages of Social Media Marketing 

Ad0pting s0cial media marketing as a pr0m0ti0nal strategy resulted in a l0t 0f p0sitive results f0r the 

c0mpany. S0me 0f them are menti0ned bel0w. 

• Increased Brand Awareness 

Implementing a s0cial media strategy greatly increased 0ur brand rec0gniti0n since it led t0 engaging 

with a br0ad audience 0f c0nsumers. Pe0ple interacted with 0ur c0ntent and increased brand awareness 

and began building 0ur reputati0n as a business. Each p0st that was shared intr0duced us t0 a new 

netw0rk 0f individuals, which lead them t0 bec0ming p0tential cust0mers. Many pe0ple were c0nverted 

as new cust0mers. 

• More Inbound Traffic 

With0ut marketing 0ur business 0n s0cial media, 0ur inb0und traffic was limited t0 0ur usual cust0mers. 

With0ut utilizing s0cial media as part 0f 0ur marketing strategy, we were facing much m0re difficulty 

reaching any0ne 0utside 0f 0ur l0yal cust0mer circle. Syndicating 0ur c0ntent 0n vari0us platf0rms 

all0wed individuals t0 0rganically reach 0ur business. By marketing 0n s0cial media, we managed t0 

effectively 0pen 0ur business t0 a wider variety 0f versatile c0nsumers. 

• Higher Conversion Rates 

With increased visibility, 0ur business gained m0re 0pp0rtunities f0r c0nversi0n. Every p0st, image, 

vide0, 0r c0mment lead viewer t0 0ur c0mpany's br0chure and increased traffic. S0cial media marketing 

all0wed 0ur business t0 give a p0sitive impressi0n thr0ugh a humanizati0n fact0r. 

When a brand is interactive 0nline, c0nsumers wh0 f0ll0w y0ur brand's acc0unts 0ften begin t0 m0re 

c0mpletely trust the credibility 0f y0ur business. Putting y0ur brand in an atm0sphere where pe0ple are 

sharing, liking, and talking, can 0nly impr0ve the c0nversi0n rates 0n y0ur existing traffic. 

• Cost Effective 

S0cial media marketing is p0ssibly the m0st c0st-efficient part 0f an advertising strategy. Signing up 

and creating a pr0file is free f0r alm0st all s0cial netw0rking platf0rms, and any paid pr0m0ti0ns y0u 

decide t0 invest in are relatively l0w c0st c0mpared t0 0ther marketing tactics. Being c0st-effective is 

such an advantage because y0u can see a greater return 0n investment and retain a bigger budget f0r 

0ther marketing and business expenses. Just by spending a small am0unt 0f time and m0ney y0u can 

significantly increase y0ur c0nversi0n rates and eventually get return 0n investment 0n the m0ney y0u 

initially invested. 
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2. Benefits due to addition of new distribution channels 

Additi0n 0f new distribution channels benefitted the business in the following ways: 

• Reduced distribution costs 

Using an existing distribution network led to extending the company’s geographical reach much more 

easily and quickly, without any investment in infrastructure, human resources and technology. And 

because retailers stock their shelves with our products and customers go to store locations to purchase 

them, we don’t incur additional stocking and delivery expenses. 

 

• Wider customer reach 

Another advantage of distribution channel is the speed at which deliveries of our products took place in 

large geographic areas. Established distributors can readily tap a network of retailers and other 

distributors to help with market coverage. 

 

• Logistic Support 

Distributing products to large areas with minimal investment is taken care of by these channel partners. 

All the compliances, delivery and return commitments are to be fulfilled by the channel partner. 

 

• Availability of consumer data 

Channels can help by collecting demographic information such as age and zip codes of customers who 

are buying, and they also can ask for customer reviews about your product. This helps you collect 

feedback that can help you improve your product or increase sales 

 

3. Challenges to existing operations of business 

• Lack of marketing strategy 

Given the level of competition in the industry, marketing plays an important role to make your brand 

visible in the market. The company’s marketing strategies needed a more detailed and structured 

approach and result oriented objectives. 

• Absence of a structured chain of command 

The line of communication is very vague. There is no fixed channel and grievance redressal procedure. 

 

• Lack of a strong customer service mechanism 

There is no strong database maintenance mechanism for customer support or engagement. 
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Possible Problem Areas in Future 

• Decline in Sales due to lack of brand recognition 

ndian snacks industry is overflowed with numerous little and huge players at different levels. With each 

brand battling to catch significant stake of the market, brand name turns into their USP. Aadishwar Food 

Products is still at an incipient phase of its business with regards to acknowledgment in the market. Not 

every person knows about the brand and this postures as a significant test for the organization. 

 

• Limited availability of skilled labor 

Due to a shift in technology and skillsets of individuals, it is challenging to find people with the desired 

set of skills when it comes to sweets and snacks manufacturing. Shifting to automated technology is also 

difficult as most of the new players in market are unfamiliar with modern technology. 

• Transportation and Storage issues 

Even if the company manages to penetrate into new markets, transportation costs and storage costs prove 

to be price-tough. As the consumers taste also vary from state to state and region to region, preparation 

for different batches is a costly affair. 

• Shift in consumer choices 

One of the major challenges in the namkeen business is the ever-changing shift in consumer tastes and 

also health concerns. This can occur because of entry of new brands, better alternatives and various other 

factors. 

Recommendations 

• Increased efforts in marketing and creating customer awareness through wider distribution network 

can help the firm in gaining recognition. Sponsoring events with high viewership and choosing the 

right advertisement slots can also be helpful. 

• To overcome the barrier of limited availability of skilled labor, staff should be trained to handle 

machines by the suppliers themselves. Having a standard operating procedure and properly designed 

training modules can help individuals to develop the skills required. 

• Setting up of more manufacturing units can reduce this cost significantly. However, plant must be 

setup only in areas with high demand for the products. 

• Establishing and maintaining a strong internal and external communication network. This will help in 

building an effective employee and consumer service mechanism. 
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PART- C 

Learnings from Summer Project 

APPLICATION OF THEORY IN THE PRACTICAL JOB 

• During this peri0d, 0ne gets t0 appreciate the practical applicati0n 0f c0ncepts learnt in 

class. Als0, an internship shapes 0ur w0rk ethic and helps us get first-hand kn0wledge 

0f the field 0r industry we are interested in. 

• My time there has taught me much ab0ut my area 0f interest and the inner w0rkings 

0f a pr0fessi0nal services 0rganizati0n. 

• My biggest take-away, h0wever, has been that it is all right t0 n0t kn0w s0mething. 

Y0u are n0t expected t0 kn0w everything; y0u are 0nly expected t0 dem0nstrate an 

interest t0 learn. 

• The 0pp0rtunity t0 drive a pr0ject 0f this scale all0wed me t0 w0rk in all maj0r areas 

0f management. I saw a campaign that I ideated and created c0me t0 life! The executi0n 

0f the pr0ject helped me learn ab0ut the nuances 0f change management. I was als0 

able t0 witness the direct measurable impact the pr0duct br0ught with it. 

• I started devel0ping relati0ns with vari0us pr0fessi0nals in the industry, which is when 

I realized the imp0rtance 0f an internship. I put everything I had learnt in my first year 

t0 c0mplete this pr0ject. 

• It br0adened my h0riz0n and I n0w feel c0nfident t0 take up m0re challenges; I feel 

ready f0r a challenging career and life. S0, 0verall, my experience has taught me t0 be 

realistic, gather as much kn0wledge as p0ssible and have fun al0ng the way. 

• Partnering with an0ther business that is 0ffering a similar pr0duct may seem inviting, 

but with a tech startup y0u may be biting 0ff m0re than y0u can chew. 

• Techn0l0gy is an ever-changing industry and the pr0ducts are always being updated s0 

partnering c0uld be d0uble tr0uble if the pr0duct being pr0duced s00n bec0mes 

0bs0lete because an0ther m0re advanced 0ne has been created 
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NEW SKILLS ACQUIRED 

While working with organization there are few skills, I have acquired 

• Knowledge about Digital Media: Having worked on Social Media handles, I 

have knowledge about the basic features of all platforms trending. 

• Collaboration: As part 0f a team, I have t0 understand my0wn strengths and 

weaknesses s0I kn0w h0w I can best c0ntribute, as well as are aware 0f h0w I can bring 

0ut the best in others. 

• Research and Analysis: I also had opportunity to do a comprehensive research for 

the company and came to conclusion about the purchasing decisions which have an 

impact on profits of the company. 

The institute should work towards bring better marketing profiles. Being a Marketing major 

student and working the marketing department I was not exposed towards the major market 

working and the work was basic and had little importance to the core marketing activities 

of the company. 

 

AUGMENTATION OF SOFT SKILLS 

• Summer internship programme gave hands-on experience to me for my specialization 

area and it played an important role in management education. 

• I could apply theoretical knowledge acquired from classroom studies like 7’s and 

SWOT analysis, AIDA and SPIN sales technique, into practical business environment. 

• I learnt t0 w0rk as a team with0ut f0cusing entirely 0n myself. I als0 devel0ped patience 

in situati0ns when I disagreed with an0ther member(s) 0f the team. 

• Y0u w0n’t really learn ab0ut w0rk ethics until y0u are in a tangible w0rk envir0nment. 

In c0llege educati0n, we are used t0 making excuses f0r late submissi0ns, sh0rt 

attendance and what n0t! But it is 0nly when we are intr0duced t0 the actual 

envir0nment that we learn w0rk ethics. 

• Internship helped me learn t0 manage time better by maintaining a balance between 

w0rk and pers0nal life, with0ut harming any 0f them. 

• The Summer Internship pr0gramme helped me devel0p c0nfidence and enhanced my 

interpers0nal skills.

https://www.wayup.com/guide/how-to-be-a-team-player/
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INSIGHTS ABOUT MANAGERIAL ROLE AND DIRECTIONS FOR FUTURE 

LEARNING 

• Decisional Role: An imp0rtant class 0f management decisi0ns inv0lves res0urce 

all0cati0n. 0rganizati0ns never have en0ugh m0ney, time, facilities, 0r pe0ple t0 

satisfy all their needs. Res0urces are scarce and can be used in many different ways. 

A crucial decisi0n resp0nsibility 0f managers is t0 decide h0w best t0 all0cate the 

scarce res0urces under their c0ntr0l between c0mpeting claims in 0rder t0 meet the 

0rganizati0n’s g0als. As a brand devel0pment Intern, we w0uld cust0mize the pe0ple, 

m0ney, time and equipment acc0rdingly. 

• Negotiator Role: As an intern, important negotiations within your team, 

department, or organization was necessary. There would come instances where the 

client would feel the price too high and not be able to afford. The negotiation skills 

would come in picture. Overall, this internship taught us all the 10 roles of Henry 

Mintzberg. 

After completing my Internship and getting hands on experience in digital world, I can rightly say 

that I want to direct my career in the Digital Marketing filed as 

• The w0rld is c0nveniently getting digital i.e. b0th individuals and the business are 

beginning t0 m0dify their marketing techniques with digital marketing meth0ds. It can 

be agreed that the new strategies are quicker, m0re realistic and flexible than the 

c0nventi0nal 0nes. 

• Since b0th large and small 0rganizati0ns are heading t0wards digitalizing f0r better 

c0mpetiti0n, survival, and gr0wth, demands f0r experts in the field 0f digital 

marketing has increased. L00king at the pace 0f digitalizati0n, it can be expected that 

future digital pr0m0ti0ns will exceed all c0nventi0nal marketing techniques. 
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TAKEAWAYS 

• Prospecting- 

o Finding 0ut p0tential cust0mers in the area 0f c0ncern 

o Determining the need and aff0rdability 0f 0ur pr0duct/ service 

o Takeaways - P0tential clients; list/ database sh0uld be big and variable 

en0ugh t0 give interns c0nversi0n flexibility and multiple 0pti0ns t0 refer 

fr0m while d0ing the 0n-field sales. 

• Preparation 

o D0ing initial research ab0ut clients 

o Analyzing client needs and cust0mizing the pr0duct, if and as needed 

o Takeaways - Three imp0rtant learning’s- 

1) While d0ing initial research ab0ut clients, study and analyze all the 

stakeh0lders including c0mpetit0rs 

2) Push f0r standardized n0rmal pr0duct which every0ne uses. 

3) If client is seeking cust0mized pr0duct, ensure standardizati0n is 

f0ll0wed while pursuing cust0mizati0n 

• Approach 

o Set- up app0intment with clients 

o Give them idea ab0ut y0ur pr0duct/ service 

o Analyze their initial resp0nse t0 the pr0p0sal 

o Takeaways - Imp0rtant t0 establish a g00d first impressi0n as a g00d first 

c0nversati0n with p0tential client have higher chances 0f sales c0nversi0n 

• Presentation 

o Actively dem0nstrate pr0duct/ service t0 the cust0mer 

o Be c0gnizant 0f c0mpanies; feedbacks, requirements 

o Takeaways - Clients seek f0r easy and sh0rt presentati0n with m0re 

c0ncentrati0n 0n quantitative data. Qualitatively cust0mers stress 0n these 

p0ints- 
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1) 0bjective 0f the pr0p0sed pr0ject 

2) Pricing inv0lved in the pr0ject 

3) Returns expected 0ut 0f the pr0ject 

4) Feasibility 0f the pr0ject 

• Generating 

o D0 c0mpetiti0n analysis using t00ls like PESTEL, SWOT, P0rter 5 f0rces 

o Determine the current market trends 

o Rec0gnize fact0rs related t0 product like ROI, Affordability, 

o Distributi0n c0sts etc. 

o Takeaways -Imp0rtant t0 c0nduct this step t0 understand market and 

cust0mer sentiments bef0re starting t0 devel0p a pr0duct. 

• Idea Screening 

o D0ing initial research ab0ut clients 

o Analyzing their needs and cust0mizing t0 the pr0duct, if and as needed 

o Takeaways - Helps in cr0ss checking if the pr0duct y0u intend t0 intr0duce 

in market is in line with what cust0mers are demanding. 

• Closing 

o Leads can be classified int0 three types- 

1) C0ld 

2) Warm 

3) H0t 

o If a lead is h0t/ warm, these strategies can be f0ll0wed- 

1) Creating a sense 0f urgency am0ngst the cust0mer, in terms 0f 

future price spike, unpredictable availability 0f seats etc. 

2) 0ffering disc0unts, cash backs, free 0ne-m0nth services and 0ther 

pr0m0ti0nal pr0spects t0 get them 0n b0ard. 

o Takeaways - Important to have a deal closing strategy which safeguards the 

interests of both the parties. 
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• Follow Up 

o Turn customer into a happy customer as he/ she can lead t0 m0re p0tential 

cust0mers 

o Have basic kn0wledge ab0ut the pr0duct y0u s0ld in 0rder t0 help clients 

o Takeaways - Imp0rtant t0 establish g00d c0ntact with present cust0mers. 

Cheaper t0 retain current cust0mers, than t0 acquire new 0nes. 

• Market Survey 

o Based 0n the initial research, arrange surveys. 

o C0nduct survey digitally via 0nline f0rms 0r in-pers0n interviews 

o P0st survey, arrange f0r F0cus Gr0up Discussi0ns 

o Takeaways - 

1) Surveys sh0uld try t0 capture the market sentiments 

2) Surveys should have try to generate equal amount of qualitative 

and quantitative data for thorough analysis 

3) On-field survey gives more data than online survey 

4) Online Survey forms questions should be short 

5) While designing survey forms, it is important to have all types of 

questions in it. 

6) Have people from variable background while

 conducting focus group discussions 

• Analysis 

o Analyze the data received from the survey 

o Determine metrics to measure data 

o Segregate qualitative data and quantitative data 

o Takeaways - 

1) Equal concentration on qualitative and quantitative

 data while conducting analysis 

2) Correlating questions and their subsequent answers to each other 

in order to reach conclusions. 
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Annexure 1: The ‘Project Completion Certificate 
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