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ABSTRACT

Marketing Federation Ltd. in Jammu District of J&K State.

Modern marketing presupposes the existence of customer oriented trading processes and trade practices. Unfortunately
many trade practices today are centered around profit maximization and consumer legislations by and large have failed to
offer speedy and reasonable consumer protection in the market place against monopolistic and restrictive trade practices. To
prevent this ruthless exploitation by unscrupulous businessmen, need was felt for evolving self-sustaining institution which
could invoke Govt. assistance and patronage in the form of special legislation and simultaneously fulfill genuine and diverse
needs of consumers. Consumer cooperatives play an important role in the public distribution of essential commodities to the
consumers and exercise a check on adulteration, hoarding and profiteering practices by the traders. In the present study an
attempt has been made to evaluate the efficacy of Merchandise Mix Strategy of Jammu and Kashmir Co-operative Supply and

Keywords : ruthless exploitation, unscrupulous businessmen, self-sustaining institutions,

restrictive trade practices, consumer cooperatives.

INTRODUCTION

The Jammu and Kashmir Supply and Cooperative Market-
ing Federation Limited (JAKFED) was registered in the year
1960. Its objectives are to eliminate the middlemen, check
the spiral rise in the prices of scare commodities and ensur-
ing its fair distribution among masses. lts share capital stood
at Rs179.68 lakhs subdivided into four classes of shares with
1148 members. At present the operational activities of JAK-
FED includes

i. Procurement and supply of chemical Fertilizers to coopera-
tive marketing societies for ultimate distribution among
farmer through primary Societies.

ii. Purchase and sale of cement to bulk buyers.

iii. Distribution of L.P.G. gas among ultimate consumers.

MERCHANDISE MIX

A critical variable in the firms marketing mix is its merchan-
dise management which ensures that consumer receives the
right merchandise at the right place, at the right time and in
the right quantity. In order to ensure that this goal is reached,
most retailers will take into consideration three merchandis-
ing components when planning their merchandise mix. These
components are:

1) Breadth and depth of selection
2) Assortment consistency.
3) Stock balance

According to President of Burdines, Miami, Florida, “The
strength of department store buying and merchandising mix
lies in its sensitivity to its customers and its ability to be highly
flexible both in its approach to its customers and its approach
to its suppliers .

MERCHANDISE MIX AT JAKFED

Table 1, 2 and 3 shows the merchandise assortment pur-
chased and sold by JAKFFD during 1-4-2006 to 31-3-2011.

TABLE 1
NUMBER OF CEMENT BAGS PURCHASED AND SOLD

BY JAKFED IN JAMMU DISTRICT DURING 1-4-2006 TO
31-3-2011

% %
s No. of increase/ | No. of increase/
NO Years bags pur- | decrease |bags decrease
chased over the |sold over the
base year base year
1 |2006-07 | 150,421 | -—------ 150,421 | ...........
2 |2007-08 | 308,935 |105.38 308,935 | 105.38
3 [2008-09 |207,664 |38.05 207,664 |38.05
4 |2009-10|76,154 -49.37 76,154 |-49.37
5 [2010-11|3,24,585 [115.78 3,24,585|115.78

Source: Office Record

As evident from the above table, the number of cement bags
purchased and sold by JAKFED for the year 2006-07, 2007-
08, 2008-09,2009-2010 and 2010-2011 are 150,421 bags,
308,935 bags, 207,664 bags, 76,154 bags and 324,585 bags
respectively. The percentage increase in the purchase and
sale of cement bags in 2000-01 is 115.78 compared to 2006-
07. In 2009-2010 purchase and sale figures fell drastically by
49.37% compared to 2006-07.

TABLE 2 DISTRIBUTION OF FERTILIZERS BY JAKFED IN
JAMMU DISTRICT DURING 1-4-2006 TO 31-3-2011

%increase/

ﬁ'o_ Years Quantity in MT Total gsgﬁﬁze
base year

Urea |DAP |MOP

1 |2006-07 |[6633 |3113 |1.11 |9857 |--

2 |2007-08 [9860 |3728 |115 |13703|+39.02

3 |[2008-09 11302 (4651 |255 |16208 | +64.43

4 |2009-2010 8930 |5323 |18 14271 | +44.78

5 [2010-11 2803 |5026 (212 |8041 |-18.42

Source: Office Record
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As evident for the table 3.3, the quantity of fertilizers sup-
plied by JAKFED in Jammu district for the years 2006-2007 to
2010-2011 was 9857MT, 13703MT, 16208MT, 14271MT and
8041MT. The increase in percentage is 39.02, 64.43 and 4.78
for the year 2007-08, 2008-09 and 2009-2010 respectively.
In 2010-2011 the distribution of fertilizer fell to 8041 MT com-
pared to 9857 MT in 2006-07.

TABLE 3
NUMBER OF GAS CYCLINDERS PURCHASED AND
SOLD B JAKFED DURING 1-4-2006 TO 31-3-2011

Quantity of Quantity of Unsold
vear Sl rehssed (No) | Hid (Noj | stock (No)
2006-07 109008 108564 +444
2007-08 106038 106318 -280
2008-09 106596 105506 +1090
2009-2010 |[101735 102610 -875
2010-2011 103313 100997 +2316

Source: Office Record

It is evident from the above table that the number of gas cyl-
inders purchased by JAKFED during 2006-07 to 2010- 2011
are 1,09,008, 1,06,038, 1,06,596, 101735 and 1,03,3 13.The
number of gas cylinders sold by JAKFED arc 1,08,564,
1,06,318, 1,05,506,1,02,610 and 1,00,997 during the years
2006-07, 2007-08, 2008-09, 2009- 2010 and 2010-2011 re-
spectively. The quantity of unsold stock showed fluctuating
trend with maximum at 2316 in 2010-2011.

RESEARCH METHODOLOGY

In the present study, the data was collected with the help of
a structured questionnaire and an interview schedule. The
questionnaire for collecting information about the existing
marketing strategy of JAKFED in Jammu District was divided
into two sections namely organizational information and per-
formance parameters measured in terms of product-mix. It
was circulated among Managing Directors, Registrar co—op-
eratives, Managers, Account Officers etc; Expert opinion of
knowledgeable persons on co-operatives were also recorded.
An interview schedule was circulated among 225 respond-
ents of various consumer stores during Oct.2006 to March,
2011. Out of this sample size, 175 respondents representing
5% of annual consumer traffic at JAKFED were contacted.
The number of respondents was 50 each For cement and
fertilizer and 75 of gas To make the study comparative and
result oriented 50 respondents from three private consumer
stores namely Malik Cement Store, Janak Fertilizer Store and
Adarsh L.P.G. Distributor were also included. The purpose
of the interview schedule was to elicit consumers opinion
towards the merchandising-mix strategy of JAKFED in Jam-
mu District . The items placed in the schedule were opinion
based, the answers of which were ordinal. The responses
were collected on five point likert scale ranging from lowest
(1) to the highest (5).

In order to study the difference between the perceptions of
different categories of consumers, certain hypothesis are
framed and tested with the help of chi-square test. These hy-
pothesis are as under:

1. There is no significant difference between the perceptions
of different consumers regarding the quality of product
sold by JAKFED.

2. The consumers having different levels of income have no
significant difference in their perception towards trust—
worthiness of branded products handled by JAKFED.

3. The perception of consumers belonging to different levels
of economic have no significant different towards order
processing method followed by JAKFED.

4. There is no significant different among different consumers
regarding inventory management of branded goods fulfill-
ing their requirements followed by JAKFED.

OBJECTIVES OF THE STUDY
The research study was undertaken with the following objec-
tives in view.

1. To evaluate the activities and strategy of JAKFED in Jam-
mu district.

2. To critically analyse the various components of merchan-
dising mix on the operational efficiency of JAKFED in
Jammu district.

3. To measure the perception of consumers towards the per-
formance of JAKFED in Jammu district vis-a-vis private
sector.

5. To advance suggestions for improving the working of JA-
KFED in Jammu District in particular and J&K State in
general

LIMITATIONS OF THE STUDY
The present study suffers from the following limitations.

1. The indepth analysis of the study is restricted to the func-
tioning of JAKFED in Jammu District only.

2.Thesecondarydatahasbeentakenforthelastfiveyearsi.e.from
2006-07 to 2010-2011. Detailed data was not available
for long periods because rigorous auditing being carried
out due to grave financial irregularities committed in the
past

3. In most of the cases the consumers were not enthusiastic
in reporting. In these cases the accuracy of the data can-
not be taken to core.

4. Though every care has been used to be objective yet the
possibility of subjective interpretation in some areas cas-
es cannot be ruled out.

MAJOR FINDINGS

The buying and merchandise mix strength of retail store
lies in its sensitivity to its customers and its flexibility in its
approach towards its customers and suppliers. There ex-
ists wide discrepancy between the philosophy and activities
aimed to achieve objectives of JAKFED compared to mer-
chandise mix and practices of private retail stores in Jammu
District. Merchandise uniqueness has been surveyed to be
average, depth and width of merchandise mix is also limited
as compare to private retail stores. No annual market sur-
vey is being conducted for collecting information about new
products and competing brands. For enlarging its assortment
JAKFED rely on sales people and customer inquiries rather
than on trade shows. Buying is centralized with the adminis-
trative Department.

SUGGESTIONS
The various suggestions offered for improving the merchan-
dise mix of JAKFED are:

1 Research for pinpointing market place opportunities should
he carried at JAKFED so that successful products are
maintained and undesirable ones deleted.

2. In order to collect latest information about new products
and competing brands, annual market survey and partici-
pation in trade shows should be carried out by JAKFFD.

3. For increasing the sale, home delivery system should be
made effective.

4. Promotional goods must he included in the merchandise
assortment of JAKFED for increasing customer traffic.

5. JAKFED should broaden its merchandise line to cater the
demand of varied group of customers.

6. In order to suit taste and life style of varied income levels,
width of merchandise offered for sale by JAKFED must
include more brands of a product.

7. Where the task of buying selected merchandise assortment
is handled by one specialized department, the tender sys-
tem of buying should be substituted by central buying.

8. A separate extension counter must be opened by JAKFED
so that the quality goods are available to consumers at
cheaper rates.
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9. JAKFED must understand the complexity of the retail prod-
ucts so that aspects of service and quality are considered
as part of the overall retail offer.
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