Nice Chemicals Pvt Ltd
1.1 INTRODUCTION
In the dynamic landscape of modern business, the interplay between brand image and retailer perception plays a critical role in shaping market success. Understanding how these elements influence one another is essential for companies aiming to optimize their market presence and forge strong retail partnerships. This study focuses on NICE CHEMICAL Pvt Ltd, a prominent player in the chemical industry, to explore the intricate relationship between brand image and retailer perception.
1.1.1 Brand Image 
Image represents the collective perceptions and associations that consumers and retailers hold about a brand. It encompasses various dimensions such as quality, reliability, and innovation. For NICE CHEMICAL Pvt Ltd, the brand image is pivotal in establishing its market position and differentiating itself from competitors. A positive brand image can enhance customer loyalty, attract new clients, and drive overall business growth.
1.1.2 Retailer Perception
 Retailer perception refers to how retailers view and evaluate a brand, including its products, services, and overall value proposition. Retailers act as intermediaries between manufacturers and consumers, and their perception significantly impacts product placement, promotion, and sales strategies. A favorable perception can lead to stronger retailer relationships, better shelf space, and increased sales volumes.
1.1.3 Context of NICE CHEMICAL Pvt Ltd
[bookmark: _GoBack] NICE CHEMICAL Pvt Ltd is recognized for its extensive range of chemical products, which are integral to various industries, including pharmaceuticals, agriculture, and manufacturing. As the company navigates a competitive market, understanding how its brand image is perceived by retailers becomes crucial. This study aims to analyze how NICE CHEMICAL's brand image influences retailer attitudes and behaviors, and how these perceptions, in turn, affect the company's market performance.
1.1.4 Purpose of the Study
 The purpose of this study is to investigate the relationship between NICE CHEMICAL's brand image and the perception of its retailers. By examining factors such as brand reputation, product quality, and support services, the study seeks to uncover insights that can help the company enhance its retail strategies and strengthen its market position.
Through this research, NICE CHEMICAL Pvt Ltd can gain valuable knowledge on improving its brand positioning and retailer engagement. Ultimately, the findings will provide actionable recommendations for aligning brand strategies with retailer expectations, thereby fostering a more effective and profitable partnership.
1.2 STATEMENT OF RESEARCH PROBLEM
The problem being addressed is to understand how the brand image of Nice Chemical Pvt. Ltd. affects how retailers perceive and interact with the company. Specifically, the study aims to identify which elements of Nice Chemical's brand image influence retailer attitudes and purchasing decisions. This understanding is crucial for the company to align its brand strategy with retailer expectations and improve its market position. By examining this relationship, Nice Chemical Pvt. Ltd. can make informed adjustments to enhance its brand appeal and strengthen its relationships with retailers.
1.3 THEORETICAL FRAMEWORK OF THE STUDY
1.3.1 Marketing
Marketing is the process of identifying, anticipating, and satisfying customer needs and desires through the creation, communication, and delivery of valuable products or services. It involves various activities aimed at promoting and selling products or services, including market research, advertising, sales strategies, and customer relationship management. The ultimate goal of marketing is to create value for both the company and the customer, driving engagement, loyalty, and growth. Essentially, marketing connects businesses with their target audience, helping to build brand awareness and drive sales.
Marketing occupied an important place in all stages of economical life, from simple barter economy to the present day; it was not as complicated as it is today. It is only after the industrial revolution, there came revolutionary changes in the techniques, method and volume of production. Large scale production leads to large scale consumption, which consequently lead to newer method of marketing. The industrial revolution is solely responsible for all the development in the scope of marketing.
1.3.2 Types of Marketing 
1. Print Marketing
     As newspapers and magazines get better at understanding who subscribes to their print material, businesses continue to sponsor articles, photography and similar content in the publications their customers are reading. 
 2. Traditional Marketing
 Traditional marketing refers to the conventional methods used to promote products or services before the advent of digital media. This approach encompasses various strategies such as print advertising (newspapers, magazines, brochures), broadcast media (TV and radio ads), and outdoor advertising (billboards and transit ads). It also includes direct mail, where promotional materials are sent directly to consumers' mailboxes, and event marketing, which involves organizing or participating in events like trade shows and product launches to engage with potential customers. While traditional marketing can effectively reach broad audiences and create a tangible presence, it often involves higher costs and offers less precise tracking and measurement compared to digital marketing. Despite these limitations, traditional marketing continues to be valuable, particularly for reaching local markets and audiences who may not be as engaged with digital channels.
3. Event Marketing
Event marketing is a strategy that focuses on promoting a brand, product, or service through the organization of various events. This approach involves planning and executing events such as trade shows, conferences, product launches, or smaller seminars to engage directly with potential customers, partners, or stakeholders. By setting clear objectives, identifying the target audience, and managing all aspects of the event—from logistics and promotion to execution and follow-up—companies aim to create memorable experiences that enhance brand visibility and foster personal connections. While event marketing offers benefits like direct engagement, increased brand awareness, and lead generation, it also comes with challenges such as high costs and the need for meticulous planning. Overall, it remains a valuable tool for building relationships and generating impactful interactions with audiences.
4. Public Relations (PR)
Public relations (PR) is a strategic communication practice aimed at managing and shaping the public perception of an organization, brand, or individual. It involves crafting and maintaining a positive image through various tactics such as press releases, media relations, and public statements. PR professionals work to build and sustain relationships with the media and the public by providing accurate and compelling information, handling crisis situations, and engaging in proactive communication. The goal is to create favorable publicity, address any negative issues, and ensure consistent, transparent messaging that supports the organization's overall objectives. Effective PR
can enhance reputation, build trust with stakeholders, and influence public opinion, making it a crucial component of a comprehensive communication strategy.
5. Social Media Marketing 
Business can use Facebook, Instagram, Twitter, LinkedIn and similar social networks to create impression on their audience over time. 
1.3.3 How Marketing Works:
Product, Price, Place, and Promotion are the Four P’s of marketing. The Four P’s  collectively make up the essential mix a company needs to market a product or  service.  Neil Borden popularized the idea of the marketing mix and the concept of the Four Ps  in the 1950s.
 Product 
Product refers to an item or items the business plans to offer to customers. The product should seek to fulfill an absence in the market, or fulfill consumer demand for a greater amount of a product already available. Before they can prepare an appropriate campaign, marketers need to understand what product is being sold, how it stands out from its competitors, whether the product can also be paired with a secondary product or product line, and whether there are substitute products in the market.
 Price 
Price refers to how much the company will sell the product for. When establishing a price, companies must give considerations to the unit cost price, marketing costs  and distribution expenses. Companies must also consider the price of competing  products in the marketplace and whether their proposed price point is sufficient to  represent a reasonable alternative for consumers. 


  Place
Place refers to the distribution of the product. Key considerations include whether  the company will sell the product through a physical storefront, online, or through  both distribution channels. When it's sold in a storefront, what kind of product  placement does it get? When it's sold online, what kind of digital product  placement of sorts does it get?
 Promotion
Promotion, the fourth P, refers to the integrated marketing communications  campaign. Promotion includes a variety of activities such as advertising, selling,  sales promotions, public relations, direct marketing, sponsorship, and guerrilla  marketing. Promotions will vary depending on what stage of the product life cycle  the product is in. Marketers understand that consumers associate a product’s price  and distribution with its quality, and they take this into account when devising the  overall marketing strategy. 
1.3.4 Brand 
A brand represents the identity of a company, product, or service, distinguishing it from competitors. It encompasses various elements such as the name, logo, and design, which together create a unique visual and emotional identity. Beyond just visual aspects, a brand includes the reputation and trust that customers associate with it, as well as the core values and principles it upholds. The brand's voice, or the tone and style of its communication, also plays a crucial role in shaping how it is perceived. Overall, a strong brand fosters customer loyalty, enhances recognition, and establishes a distinct position in the marketplace.



1.3.5 Elements of brand 
1.Name
This is the primary identifier of the brand. A well-chosen name is memorable, meaningful, and aligns with the brand’s identity and values.
2.Logo
A graphical representation of the brand, the logo is often the most visible and recognizable element. It helps create visual distinction and serves as a shorthand for the brand’s identity.
3.Design
 This includes the colour schemes, typography, and overall visual style used in branding materials. Consistent design elements reinforce brand recognition and convey the brand’s personality.
4.Reputation 
This refers to the collective perception and experiences that customers and the public have regarding the brand. A brand’s reputation is built over time through product quality, customer service, and overall behaviour in the market.
5.Values
These are the core principles and beliefs that guide the brand’s actions and decisions. Values help shape the brand’s mission and vision and resonate with consumers who share similar beliefs.
6.Voice and Messaging
The brand’s voice includes the tone, style, and manner of communication used in all interactions, from advertising to customer service. Consistent messaging helps build a coherent brand narrative and fosters a connection with the audience.

7.Experience
 This encompasses the overall customer journey and interaction with the brand, from the initial contact through post-purchase support. A positive brand experience can significantly enhance customer loyalty and advocacy.
In essence, a brand is more than just a logo or a name; it is the sum of all interactions and perceptions associated with a company, product, or service. A well-developed brand strategy creates a distinctive and lasting impression, helps attract and retain customers, and establishes a competitive edge in the marketplace.
1.3.6 Importance of brand
The importance of a brand can’t be overstated. A strong brand plays a crucial role in several key areas
1.Identity and Recognition
 A brand provides a unique identity to a company or product, making it easier for consumers to recognize and remember. This visual and emotional connection can set a business apart from competitors.
2.Trust and Credibility                                                                                
 A well-established brand fosters trust. When consumers are familiar with a brand and have positive experiences with it, they are more likely to believe in its reliability and quality.
3.Customer Loyalty 
Strong brands can build loyal customer bases. When people resonate with a brand’s values, messaging, or quality, they are more likely to become repeat customers and advocates.


4.Market Differentiation
 A brand helps differentiate products and services in a crowded market. It communicates what makes a company unique and why consumers should choose it over others.
5.Perceived Value
 Branding can influence the perceived value of a product or service. Strong brands can command higher prices because consumers often associate them with higher quality or prestige.
6.Emotional Connection
 Brands often create emotional bonds with their audience. This connection can lead to stronger customer relationships and a greater willingness to engage with and support the brand.
7.Business Growth
 A powerful brand can open doors to new opportunities, including partnerships, collaborations, and expansions into new markets. It can also make marketing and sales efforts more effective.
8.Consistency and Clarity
A brand provides consistency in messaging and visual elements across all channels. This clarity helps to reinforce the brand’s identity and values, making it easier for consumers to understand what the brand stands for.
1.3.7 Brand image
Brand image is the overall perception and emotional impression that consumers have of a brand, shaped by their interactions and experiences with it. It encompasses how the brand is viewed in terms of its identity, values, and personality, as well as the visual elements like logos and color schemes. This image is influenced by the brand’s reputation, customer service, product quality, and marketing efforts. A strong brand image creates a distinct and recognizable presence in the market, evokes specific emotional responses, and helps differentiate the brand from its competitors. Consistent messaging and experiences across all touchpoints contribute to a cohesive and powerful brand image, which in turn affects consumer expectations and loyalty.
1.3.8 Company benefits on brand image
A strong brand image offers numerous benefits to a company, enhancing its market position and operational success. Here are some key advantages:
1.Increased Recognition and Recall
A well-established brand image makes a company more recognizable and memorable to consumers. This heightened visibility can lead to greater brand awareness and more opportunities to attract and retain customers.
2.Enhanced Customer Trust and Loyalty
 A positive brand image builds trust with consumers, fostering loyalty and repeat business. Customers who have a favorable perception of a brand are more likely to choose its products or services over competitors’ offerings.
3. Higher Perceived Value
 A strong brand image can elevate the perceived value of a company’s products or services. This can justify premium pricing and contribute to higher profit margins, as consumers often associate a well-regarded brand with higher quality.
4.Competitive Advantage
A distinctive and positive brand image helps a company stand out in a crowded marketplace. It differentiates the company from its competitors and can be a key factor in consumers' purchasing decisions.


5.Effective Marketing and Communication
A clear and consistent brand image streamlines marketing efforts and messaging. It provides a coherent narrative that can be used across various channels, making marketing campaigns more effective and efficient.
6.Stronger Emotional Connection
 A compelling brand image creates an emotional bond with consumers. This connection can lead to increased brand loyalty and advocacy, as customers feel a personal attachment to the brand.
7.Business Growth and Expansion
 A strong brand image can facilitate business growth by attracting new customers, entering new markets, and forming strategic partnerships. It provides a solid foundation for expanding product lines or entering new business areas.
8.Crisis Resilience
 A positive brand image can help a company navigate crises more effectively. Strong brand equity often allows a company to recover more quickly from negative events, as loyal customers are more likely to support the brand through challenges.
9.Talent Attraction and Retention
A well-regarded brand image can also attract top talent. Companies with a strong brand are often seen as desirable places to work, helping to recruit and retain skilled employees.                                                                                                                              
A strong brand image contributes significantly to a company’s success by enhancing recognition, trust, and perceived value, providing a competitive edge, and supporting growth and resilience.


1.3.9 Retailers
Retailers are businesses or individuals that sell goods or services directly to consumers for personal or household use. They serve as the critical link between manufacturers or wholesalers and the end customers, operating through physical stores, online platforms, or a combination of both. Retailers are responsible for offering a range of products, providing customer service, and managing inventory to meet consumer demand. They also engage in marketing and promotional activities to attract and retain customers. By handling sales transactions and ensuring a positive shopping experience, retailers play a crucial role in the distribution chain and significantly impact consumer purchasing decisions.
1.3.10 Functions of retailers
1.Product Selection and Display
 Retailers curate a selection of products from various manufacturers or wholesalers, choosing items that align with consumer preferences and market trends. They also organize and display these products in a way that enhances their appeal and accessibility to customers.
2.Customer Service
Retailers provide assistance and support to customers, helping them find products, answer questions, and resolve any issues. This includes offering personalized recommendations and managing returns or exchanges.
3. Inventory Management
Retailers handle the logistics of stocking and replenishing products. They monitor inventory levels to ensure they have the right amount of products available to meet customer demand while minimizing excess stock and associated costs.

4.Sales Transactions
 Retailers process sales transactions, including handling payments, issuing receipts, and managing financial aspects of the purchase. They ensure a smooth and efficient checkout process for customers.
5.Marketing and Promotion
 Retailers engage in various marketing activities to attract and retain customers. This includes advertising, running promotions, creating loyalty programs, and utilizing social media or other channels.
1.3.11 Retailers’ perception
Retailers' perception is the way in which they view their market, customers, and their own role within the retail ecosystem. This perception can shape their business strategies, customer interactions, and overall approach to retailing. Key aspects of retailers' perception include
1.Market Understanding
Retailers perceive market trends and consumer behaviors as vital to their success. They use this understanding to adjust their product offerings, pricing strategies, and marketing efforts to stay competitive and relevant.
2.Customer Expectations
Retailers view customer expectations as central to their operations. They strive to meet or exceed these expectations through quality products, excellent customer service, and a positive shopping experience. 
3.Competitive Landscape
 Retailers are aware of their competition and how their store or online presence stacks up against other players in the market. This perception influences their pricing, promotional strategies, and product selection.
4.Brand Image and Identity
Retailers understand the importance of building and maintaining a strong brand image. They work to project a positive identity that resonates with their target audience and differentiates them from competitors.
5.Operational Efficiency 
Retailers perceive their efficiency in inventory management, supply chain logistics, and store operations as critical to their profitability. They focus on optimizing these areas to reduce costs and improve customer satisfaction.
6.Customer Relationships
Retailers see building and nurturing relationships with customers as essential. They invest in customer service, loyalty programs, and personalized experiences to foster long-term loyalty and repeat business.
7.Technological Integration
 Retailers perceive technology as a key factor in modern retailing. They adopt new technologies for inventory management, online sales, data analytics, and enhancing the in-store experience to stay ahead in the digital age.
Retailers' perception encompasses their understanding of market dynamics, customer needs, competitive positioning, and operational effectiveness. This perception guides their strategic decisions and influences how they engage with customers and adapt to changing market conditions.
1.4 SIGNIFICANCE OF THE STUDY
A study on "Brand Image and Retailers' Perception with Special Reference to Nice Chemicals Pvt Ltd" is crucial for understanding how the company's brand reputation influences its relationships with retailers and overall market success. This research highlights how Nice Chemicals Pvt Ltd's brand image affects retailers' trust and willingness to carry and promote its products. By examining retailer perceptions, the study provides insights into how the company's branding, product quality, and support services impact its position in the market. It offers valuable information for refining marketing strategies, enhancing retailer relationships, and improving operational practices. Ultimately, this study helps Nice Chemicals Pvt Ltd leverage its brand image to build stronger partnerships, boost market competitiveness, and better align its business strategies with industry demands and consumer expectations.
1.5 OBJECTIVE OF THE STUDY
· To assess the current brand image of nice chemicals among retailers.
· To identify the stregths and weaknesses of Nice chemicals brand image from a retailers perspective.
· To determine the key factors that influence retailers loyalty and retention towards Nice chemicals.
· To measure retailers awareness and recognition of Nice chemicals brand.
· To identify areas for improvement in Nice chemicals branding and marketing strategies.
1.6 METHODOLOGY OF THE STUDY
This study will be descriptive research because it will include surveys and fact-finding inquiries of different kinds to fulfill the objectives. A structured questionnaire containing closed-ended questions will be used. The primary data will be collected from 100 respondents selected by convenience sampling method. Percentage Analysis will be used to analyze the data.
1.6.1 METHODS OF DATA COLLECTION
The study will be carried out by tapping two sources of data:
· Primary data
· Secondary data
· Primary Data
Primary data refers to information collected first-hand for a specific research project, tailored to address particular research questions or objectives. This data can be gathered through methods like surveys, interviews, experiments, or observations, ensuring it is original and relevant. Utilizing primary data allows researchers to obtain up-to-date insights directly related to their study, enhancing the validity of their findings. Here, Primary data will be collected using a questionnaire.
· Secondary Data
Secondary data consists of information that has already been collected, analyzed, and published by others, often for different purposes. This data can include sources like academic articles, government reports, statistics, and existing databases, providing a broader context for research. Using secondary data can save time and resources, allowing researchers to leverage existing findings to support or contrast their own primary research. Secondary data will be collected from Company records, magazines, journals, and websites.
1.6.2 SAMPLING DESIGN
A sample design will be a finite plan for obtaining a sample from a given population. Non-Probability sampling design will be used for this study. It will be a sampling procedure that does not afford any estimation of the probability that each item in the population will be included in the sample.

1.6.3 SAMPLING TECHNIQUE
By convenience sampling method, a sample of 120 respondents will be selected. A convenience sample will be obtained by selecting convenient sampling units. The method of convenience sampling will also be called chunk. A chunk will refer to that fraction of the population being investigated, which will be selected neither by probability nor by judgment but by convenience.
1.6.4 METHODS FOR DATA ANALYSIS
Different statistical tools that will be used for data analysis include:
Tabular Representation: It will be a statistical tool used to present data in rows and columns.
Charts: Charts will be another statistical tool used to present data in graphs and diagrams.
1.6.5 TYPE OF RESEARCH
Descriptive Research: Descriptive Research will be a form of research that incorporates surveys as well as different varieties of fact-finding investigations. This form of research will focus on describing the prevailing state of affairs as they are. Descriptive Research will also be termed Ex post facto research.
1.6.6 DATA ANALYSIS TOOLS
The data will be analyzed on the basis of suitable tables using statistical tools like percentage analysis and graphical tools like pie charts and bar diagrams.


· Percentage Analysis
Percentage analysis will be used to make comparisons between two or more series of data. It will be obtained when the ratio is multiplied by 100.
Percentage Analysis = (frequency of respondents / total number of respondents) * 100
1.6.7 PERIOD OF STUDY 
The period of study is from 15 July to 31 August.
1.7 CHAPTER SCHEME 
CHAPTER 1: INTRODUCTION
This Chapter may contain introduction of the topic, statement of the problem, Theoretical Framework, scope, objectives, research methodology and limitations, Chapter Scheme
CHAPTER 2: REVIEW OF LITERATURE
The chapter contain the literature review of the chosen topic.
CHAPTER 3: PROFILE OF THE STUDY
The chapter contain the profile of the company industry relating to the topic of the project.
CHAPTER 4: DATA ANALYSIS AND INTERPRETATION
Logical presentation of the results of the study presented in tables, graphs and figures, if any along with necessary interpretation forms part of the chapter.
CHAPTER 5: FINDINGS, RECOMMENDATIONS AND CONCLUSION
The focus of this chapter is on broad observations made by the student against each objective specified in chapter 1 along with major conclusions drawn by the study. Appropriate suggestions for the policy makers/ managers on future course of action are approached.

1.8 LIMITATIONS OF THE STUDY
· The study may have a limited sample size or lack diversity in the demographics of respondents, which could affect the generalizability of the findings to the broader retailer population.
· Perceptions and opinions are inherently subjective, and the responses may be influenced by individual biases, leading to potential inaccuracies in assessing brand image.
· The study reflects perceptions at a specific point in time, which may not account for changes in market conditions, consumer preferences, or company practices over time.
· Focusing solely on retailers might overlook other important stakeholders, such as end consumers or industry experts, whose insights could provide a more comprehensive understanding of the brand image.
· The reliance on self-reported data can introduce bias, as respondents may answer based on what they believe is expected or socially acceptable rather than their true feelings.









2.1 REVIEW OF LITERATURE
Keller (1993)
Kevin Keller's article "Conceptualizing, Measuring, and Managing Customer-Based Brand Equity" provides a comprehensive framework for understanding brand image. Keller argues that brand image is a critical component of brand equity, influencing consumer loyalty, retention, and ultimately, business performance. He identifies four dimensions of brand image: performance, social image, personality, and feelings. Keller also discusses the antecedents of brand image, including brand awareness, brand associations, and brand loyalty. He emphasizes the importance of managing brand image through effective marketing strategies, including advertising, promotion, and product development.
Aaker (1996)
David Aaker's book "Building Strong Brands" explores the dimensions of brand image in more detail. Aaker identifies three types of brand image: functional, symbolic, and experiential. Functional brand image refers to the product's features and benefits, symbolic brand image refers to the brand's values and personality, and experiential brand image refers to the consumer's experiences with the brand. Aaker discusses how retailers can influence brand image through their sales interactions, product knowledge, and customer service. He emphasizes the importance of consistency between brand image and retailer behaviour to build strong brand equity.
Grewal et al. (2004)
Dhruv Grewal, R. Krishnan, and Julie Baker's study examines how brand image affects consumer purchasing decisions. The authors find that brand image significantly influences consumer evaluations and purchase intentions. They also explore the impact of store name, brand name, and price discounts on consumer behaviour. Grewal et al. find that store name and brand name have a significant impact on consumer evaluations, while price discounts have a significant impact on purchase intentions. They emphasize the importance of retailers in shaping brand image and influencing consumer behaviour.
Dawson and Shaw (2009)
Jonathan Dawson and Stephen Shaw's article investigates factors influencing retailers' perception of brands. The authors identify brand reputation, market demand, and financial performance as key factors shaping retailers' perception. They also explore the impact of store image strategies on retailer perception. Dawson and Shaw find that retailers' perception of brand image is influenced by their own store image and marketing strategies. They emphasize the importance of consistency between brand image and retailer behaviour to build strong brand equity.
Beristain and Zorrilla (2011)
Jose Beristain and Paula Zorrilla's study examines the relationship between store image and store brand equity. The authors find that store image significantly influences store brand equity, highlighting the importance of managing store image to maintain a positive brand image. Beristain and Zorrilla also explore the impact of store image on consumer behaviour, finding that store image influences consumer loyalty and retention.
Park et al. (2014)
Hye-Jin Park, Leslie Stoel, and Stephen J. Lennon's article discusses the impact of brand personalization on brand image and retailer perception. The authors argue that brand personalization can enhance brand image and retailer perception, leading to increased consumer loyalty and retention. Park et al. explore the role of brand personalization in creating a positive brand image and highlight the importance of adapting brand personalization strategies to different consumer segments.
Ailawadi and Keller (2004)
Kusum Ailawadi and Kevin Keller's study examines the concept of retail branding and its impact on brand image. The authors argue that retail branding is critical in creating a positive brand image and that retailers play a key role in shaping consumer perceptions. Ailawadi and Keller explore the dimensions of retail branding, including functional, symbolic, and experiential aspects, and discuss the importance of consistency between retail branding and brand image.
Chimhundu (2011)
Ranga Chimhundu's study examines the impact of private label brands on retailer perception of national brands. Chimhundu finds that private label brands can negatively impact retailer perception of national brands, highlighting the importance of managing brand image in a competitive retail environment.
Fionda and Moore (2009)
Amanda Fionda and Christopher Moore's article explores the role of brand image in luxury fashion retailing. The authors argue that brand image is critical in maintaining the exclusivity and prestige of luxury fashion brands, and that retailers play a key role in communicating this image to consumers.
Doherty and Ellis-Chadwick (2010)
Neil Doherty and Fiona Ellis-Chadwick's study examines the impact of e-commerce on brand image and retailer perception. The authors find that e-commerce has transformed the way consumers interact with brands and retailers, highlighting the importance of adapting brand image and retailer strategies to the digital environment.
Grewal et al. (2011)
Dhruv Grewal, R. Krishnan, and Julie Baker's study explores the impact of brand image on consumer behaviour in a retail context. The authors find that brand image significantly influences consumer evaluations and purchase intentions, highlighting the importance of managing brand image to drive business performance.
Hoyer and Brown (1990)
Wayne Hoyer and Steven Brown's article examines the role of brand awareness in shaping brand image. The authors argue that brand awareness is a critical component of brand image, influencing consumer perceptions and behavior.
Kotler and Keller (2016)
Philip Kotler and Kevin Keller's book "Marketing Management" explores the concept of brand image and its impact on consumer behavior. The authors argue that brand image is a critical component of brand equity, influencing consumer loyalty, retention, and business performance.
Martinez and de Chernatony (2004)
Elena Martinez and Leslie de Chernatony's study examines the role of brand image in shaping retailer perception. The authors find that brand image significantly influences retailer perception, highlighting the importance of managing brand image to maintain strong retailer relationships.
Pappu and Quester (2006)
Ravi Pappu and Pascale Quester's article explores the impact of brand image on consumer behavior in a retail context. The authors find that brand image significantly influences consumer evaluations and purchase intentions, highlighting the importance of managing brand image to drive business performance.
Sigurdsson et al. (2009)
Vidar Sigurdsson, Arnarsson, and Gunnarsson's study examines the role of brand image in shaping consumer behavior. The authors argue that brand image is a critical component of brand equity, influencing consumer loyalty, retention, and business performance.
Bloemer, Kasper, H. D. P. (1995)
Bloemer and Kasper examine the interplay between consumer satisfaction and brand loyalty, linking these concepts to brand image. Their findings suggest that a positive brand image contributes to higher consumer satisfaction, which in turn enhances brand loyalty. For retailers, this means that fostering a strong and favorable brand image can lead to increased customer retention and advocacy. The study highlights the strategic importance of brand image in shaping consumer loyalty and perception.
Zeithaml, V. A. (1988)
Zeithaml’s research focuses on the relationship between perceived value and brand image. Her work indicates that consumers’ perceptions of price, quality, and value are integral to their overall brand image and retailer perception. Retailers can benefit from understanding these perceptions and aligning their offerings to meet consumer expectations. Zeithaml’s model provides insights into how retailers can enhance their image by delivering perceived value, which in turn affects consumer buying behavior and satisfaction.
Harris, L. C., & Goode, M. M. H. (2004)
Harris and Goode explore the role of trust in consumer loyalty and its relationship to brand image. Their research indicates that a positive brand image fosters trust, which is a critical component of consumer loyalty. For retailers, building and maintaining a trustworthy brand image can lead to higher levels of customer retention and positive word-of-mouth. This study highlights how brand image can act as a foundation for developing long-term customer relationships.

Baker, J., Grewal, D., & Levy, M. (1992)
Baker, Grewal, and Levy investigate how the retail store environment influences consumer perceptions and brand image. Their study demonstrates that elements such as store layout, ambiance, and employee behaviour play a significant role in shaping brand image and consumer satisfaction. Retailers are advised to design store environments that align with their brand image to enhance the overall shopping experience and positively influence consumer perceptions.
Sweeney, J. C., & Soutar, G. N. (2001)
Sweeney and Soutar focus on the concept of perceived value and its influence on brand image and retailer perception. Their research introduces a scale for measuring consumer perceived value, which includes factors such as quality, price, and emotional satisfaction. Understanding these dimensions helps retailers tailor their brand image to meet consumer expectations and enhance overall satisfaction. The study highlights how perceived value can affect consumer attitudes and loyalty towards a retailer.
Kumar, V., & Shah, D. (2004)
Kumar and Shah examine strategies for building customer loyalty in the context of brand image. Their research emphasizes that a strong brand image, combined with effective customer relationship management, is essential for sustaining long-term loyalty. Retailers can use this insight to develop brand strategies that foster deeper connections with consumers and drive sustained business success. Their findings underscore the importance of aligning brand image with customer expectations to build and maintain loyalty.
Oliver, R. L. (1999)
Oliver's research provides a foundational understanding of consumer loyalty and its connection to brand image. He discusses the stages of consumer loyalty and how brand image influences each stage, from initial satisfaction to long-term loyalty. Retailers can leverage these insights to create strategies that enhance brand image and build lasting consumer relationships. Oliver’s work is instrumental in understanding how brand perceptions evolve and impact consumer loyalty over time.
Berry, L. L. (2000)
Berry discusses the concept of service brand equity, which is crucial for understanding how brand image affects service-oriented retailers. He emphasizes the role of brand identity and the customer experience in shaping brand equity. For service retailers, creating a strong brand image involves delivering exceptional service and ensuring that every customer interaction reinforces the brand’s values. Berry’s work provides insights into how service quality and brand image are intertwined and how they affect consumer perceptions.
Johnson, M. D., & Fornell, C. (1991)
Johnson and Fornell introduce a multidimensional approach to predicting customer satisfaction, which includes aspects such as service quality, customer expectations, and perceived value. Their research suggests that customer satisfaction is closely related to brand image, as positive experiences and high service quality enhance the overall brand perception. Retailers can use these insights to improve their service offerings and align them with their brand image to boost consumer satisfaction and loyalty.
Fournier, S. (1998)
Fournier’s work focuses on the relationship between consumers and brands, introducing the concept of brand relationships. She argues that consumers often form emotional connections with brands, which significantly affect their perception of retailers. For retailers, understanding these brand-consumer relationships is crucial for crafting strategies that resonate with consumers and enhance brand loyalty. Fournier’s research highlights the importance of emotional branding in shaping retailer perceptions.
Schmitt, B. (1999)
Schmitt explores the concept of experiential marketing, which focuses on creating memorable brand experiences. His work suggests that a strong brand image is built through engaging and immersive consumer experiences that align with the brand’s values and identity. Retailers can leverage experiential marketing to enhance their brand image and differentiate themselves in a competitive market. Schmitt’s insights are valuable for developing marketing strategies that connect with consumers on a deeper level.
Davis, S. M. (2000)
Davis addresses the operational aspects of brand management, emphasizing the need to integrate brand identity into all business operations. He argues that a strong brand image must be consistently reflected in every aspect of a retailer’s operations, from customer service to store design. For retailers, this means that maintaining a coherent brand image requires alignment between brand identity and operational practices, which can enhance consumer perception and loyalty.
Kapferer, J. N. (2012)
Kapferer’s book offers an in-depth analysis of strategic brand management, focusing on the long-term creation and sustainability of brand equity. He introduces the Brand Identity Prism, which helps retailers understand and manage different facets of brand identity and how they contribute to the overall brand image. Kapferer’s work is particularly relevant for retailers aiming to build and sustain a strong and consistent brand image over time.

Hoyer, W. D., & MacInnis, D. J. (2010)
Hoyer and MacInnis provide a comprehensive overview of consumer behavior, including how brand image influences consumer decision-making. They discuss various factors affecting brand perception and how retailers can use this knowledge to develop strategies that enhance brand image and appeal to target consumers. Their book is a valuable resource for understanding the psychological and behavioral aspects of brand management.
Miller, J. J., & Riecken, G. (2020)
Miller and Riecken examine the role of brand identity in the luxury retail sector and its impact on customer perceptions. Their research highlights how luxury retailers use brand identity to create distinct and desirable brand images. Understanding these strategies can provide insights for other retailers aiming to differentiate their brands and enhance their market positioning.











3.1 INDUSTRY PROFILE
The chemical industry comprises the companies that produce industrial chemicals. It is central to modern world economy, converting raw materials (oil, natural gas, air, water, metals, and minerals) into more than 70,000 different products.
3.1.1 Global scenario 
The largest corporate producers worldwide, with plants in numerous countries, are BASF, Dow, Eastman Chemical Company, Shell, Bayer, INEOS, Exxon Mobil, DuPont, SABIC, and Mitsubishi, along with thousands of smaller firms.
                   The chemical industry has shown rapid growth for more than fifty years. The fastest-growing areas have been in the manufacture of synthetic organic polymers used as plastics, fibers, and elastomers. Historically and presently, the chemical industry has been concentrated in three areas of the world, Western Europe, North America, and Japan (the Triad). The European Community remains the largest producer area followed by the USA and Japan.
                  The traditional dominance of chemical production by the Triad countries is being challenged by changes in feedstock availability and price, labor cost, energy cost, differential rates of economic growth, and environmental pressures. Instrumental in the changing structure of the global chemical industry has been the growth in China, India, Korea, the Middle East, Southeast Asia, Nigeria, and Brazil.
3.1.2 Chemical industry in India
The chemical industry is one of the oldest industries in India, contributing significantly to both the industrial and economic growth of the country since it achieved independence in 1947. The chemical industry currently produces nearly 70,000 commercial products, ranging from cosmetics and toiletries, to plastics and pesticides. The wide and diverse spectrum of products can be droken down into a number of categories, including inorganic and organic (commodity) chemicals, drugs and pharmaceuticals, plastics and petrochemicals, dyes and pigments, fine and specialty chemicals. pesticides and agrochemicals, and fertilizers.
3.1.3 Indian chemical industry-in a nutshell
· Contributes to 3% in the same report
· One of the fastest growing sectors of Indian economy.
· Chemical Industry in India is fragmented and dispersed multi product and multi faceted.
Chemicals sold directly to large customers and through distribution channels. Distribution channels mostly consist of stockiest and dealers spread all over India addressing small segments and retail market.
3.1.4 Chemical industry structure
· Highly fragment and widely dispersed.
· Western India accounts for 45-50% of total Indian chemical Industry.
· Large players in bulk chemicals. Both large and small players in Fine and Speciality chemicals.
· Presence of many multinational companies also.
3.1.5 Foreign trade
India was a net importer of chemicals in early 1990s, but has now become a net exporter due to reduction in Imports because of implementation of many largescale petrochemical plants like Reliance etc. and also because of tremendous growth of exports in sectors like bulk drugs and pharmacy, pesticide, dyes and intermediates.
3.1.6 Laboratory chemicals industry in India
Indian laboratory chemicals industry has a standing of only 50 years and was established in the face of stiff competition from imported products manufactured by renowned international firms of long standing. In fact, the technology of laboratory chemicals is still held as a secret and only a few companies are in possession of the detailed know-how. The laboratory chemicals industry in India is concentrated in areas around Mumbai, Baroda, Ahmedabad and Delhi. There are very limited firms in the country manufacturing standard quality laboratory chemicals which measure up to the expectations of research scientists and quality control laboratories. However, there are mushroom repackers of socalled laboratory chemicals whose chief purpose is to cater to the needs of certain science schools and intermediate colleges having meager funds at their disposal. The purity standards in respect of such chemicals are not dependable and the product lables generally do not carry any informative specifications. The consumption of laboratory chemicals in a country, therefore, provides a true index for measuring the progress achieved by a country in chemical technology and research. As already mentioned, the manufacture of laboratory chemicals in India is of relatively recent origin. As Iste as 1949, there was not even a concept towards indigenous manufacture of laboratory regents and the country was wholly dependent on imports from the U K.. Germany and U.S.A.
         There was a slow growth in this direction in the decade 1950-60. At this juncture, two companies namely the then British Drug House Pvt Ltd, which later on merged with Glaxo Laboratories Pvt.Ltd and Sarabhai Merck Pvt.Ltd in collaboration with BDH, UK and E.Merck, Darmstadt, West Germany respectively arrived on the Indian scene and have since matured out into leading companies manufacturing a wide range of laboratory chemicals and reagents.
             However, from 1960 onwards progressive manufacture of laboratory chemicals commenced in the country although the year 1958 marked the beginning of the indigenous manufacture of laboratory chemicals in real earnest.
            BDH in India was started by George Curling, Wyman & Co and in 1939 a branch office was established in Mumbai. In 1947 the Indian company, British Drug House (India) Pvt Ltd. was formed. It started manufacture of pharmaceuticals in 1948 and fine chemicals in 1956. In 1968 British Drug House (India) Pvt Ltd. amalgamated with Glaxo Laboratories (India) Ltd to form one company and since then the laboratory chemicals business in India is being handled by the BDH chemicals division of Glaxo Laboratories (India) Ltd. Glaxo Laboratories (India) Ltd then became Qualigens, which has its roots in two words-quality and genesis, which means origin. Recently Qualigens was taken over by Thermo Fischer.
          Looking at the development in our country, as late as 1958, there was no Indian company of repute engaged in the field of laboratory chemicals. Before 1958, our country had to import almost all laboratory chemicals, bio-chemicals and research chemicals required by our industries, educational institutions and research institutions. To a great extent, the reliance of the country in imports in the fields of inorganic chemicals has been done away with. However, the country is still heavily dependent on
imports of organic chemicals, bio chemicals and many research chemicals. The development of petrochemical laboratory chemical industry in India has still a long way to go before it can compare itself with its counter-parts in the U.K., U.S.A, Germany and Japan.
· Products
Polymers and plastics, especially polyethylene, Polypropylene, polyvinyl chloride, polyethylene tere phthalate, Polystyrene and polycarbonate comprise about 80% of the industry's output worldwide Chemicals are used to make a wide variety of consumer goods, as well as thousands inputs to agriculture, manufacturing, construction, and service industries. The chemical industry itself consumes 26 percent of its own output. Major industrial consumers include rubber and plastic products, textiles, apparel, petroleum refining, pulp and paper, and primary metals. Chemical is nearly a $3 trillion global enterprise, and the EU and U.S. chemical companies are the world's largest producers.
· Product Category Breakdown
Sales of the chemical business can be divided into a few broad categories, including basic chemicals dollar output), life sciences, specialty chemicals and consumer products.
    Basic chemicals, or "commodity chemicals" are a broad chemical category including polymers, ulk petrochemicals and intermediates, other derivatives and basic industrials, inorganic chemicals, and fertilizers the major markets for plastics are packaging. followed by home construction, containers, appliances, pipe, transportation, toys, and games. The largest-volume polymer product, polyethylene (PE), is used mainly in packaging films and other markets such as milk bottles, containers, and pipe. Polyvinyl
chloride (PVC), another large-volume product, is principally used to make pipe for construction markets as well as siding and, to a much smaller extent, transportation and packaging materials.
            Life sciences (about 30 percent of the output of the chemistry business) include differentiated chemical and biological substances, pharmaceuticals, diagnostics, animal health products, vitamins, and crop protection chemicals. While much smaller in volume than other chemical sectors, their products tend to have very high prices-over ten dollars per pound-growth rates of 1.5 to 6 times GDP, and research and development spending at 15 to 25 percent of sales. Life science products are usually produced with very high specifications and are closely scrutinized by government agencies such as the Food and Drug Administration. Crop protection chemicals, about 10 percent of this category, include herbicides, insecticides, and fungicides.
 Specialty chemicals are a category of relatively high valued, rapidly growing chemicals with diverse end product markets. Typical growth rates are one to three times GDP with prices over a dollar per pound. They are generally characterized by their innovative aspects. Products are sold for what they can do rather than for what chemicals they contain. Products include electronic chemicals, industrial gases, adhesives and sealants as well as coatings, industrial and institutional cleaning chemicals, and catalysts. Coatings make up about 15 percent of specialty chemicals sales, with other products ranging from 10 to 13 percent.
Specialty Chemicals are sometimes referred to as "fine chemicals"
Consumer products include direct product sale of chemicals such as soaps, detergents, and cosmetics. The top 11 of the 100 chemicals are sulfuric acid, nitrogen, ethylene, oxygen, lime, ammonia, propylene, polyethylene, chlorine, phosphoric acid and di
ammonium phosphates.
· Technology
As accepted by chemical engineers, the chemical industry involves the use of chemical processes such as chemical reactions and refining methods to produce a wide variety of solid, liquid, and gaseous materials. Most of these products are used in manufacture of other items, although a smaller number are used directly by consumers. Solvents, pesticides, lye, washing soda, and Portland cement are a few examples of product used by consumers. The industry includes manufactures of other items, although a smaller number are used directly by consumers. Solvents, pesticides, lye, washing soda, and Portland cement are a few examples of product used by consumers. The industry includes manufactures of inorganic and organic-industrial chemicals, ceramic products.
3.2 PROFILE OF THE COMPANY
3.2.1 Evolution of the company through the years
New India Chemical Enterprise (NICE) was started in the year 1976-the time when the waves of industrialization had just started hitting the shores of Kerala. It was established as a partnership firm with Mr P Sahadeva Menon, Mr P G Govindankutty,  Mr G Gopinathan Pillai, Mr K M Ramakrishna Pillai and Dr Molly Alexander as the partners. They were the technocrats who vast experience in this field by virtue of working in Multi National Chemical Units for a long time. Later it got converted into a private company registered under the Companies Act, 1956 and since then it has been known as NICE CHEMICALS Pvt Ltd. The present directors of the company K M Ramakrishna Pillai, Mr G Jayakrishnan, Mrs Sumitha S Rajan, Mr G Venugopal and Mr M A George (inactive director) are As the name implies this is a chemical manufacturing company which has over 1000 products to its credit. The product range comprises laboratory chemicals such as
· Bio-chemicals
· I P Chemicals
· Ion pairing reagents
· HPLC solvents
· Indicator papers/powders and solutions
· Microscopical stain
· Volumetric solutions
· Reagents for water analysis
· Buffer powders
· Karl Fischer Reagent
· Clinical Assay kits
· Soil testing kits
· Water testing kits
· Chemicals for milk industry
3.2.2 Quality-their strength
The strength of NICE is reflected in the words of their quality team-
                      "Quality with consistency can bring about the projection of our ethical business practices. We strive and believe that we are able to meet the challenges and satisfy our customer needs with sincerest of our abilities"
3.2.3 Company Vision and Mission
3.2.3.1 Vision
To became the largest provider of scientific solutions in Asia.
3.2.3.2 Mission
· To be the premier laboratory chemical manufacturing company in Asia.
· To lead the science fraternity for a better tomorrow.
3.2.4 Product and markets
· Biochemicals
· Laboratory Chemicals
· IP Chemicals
· Chemicals for Pharmaceutical industries
· Chemicals for milk industry
· Milk adulteration kit
· Karl fisher
· Soil testing kit
· Soil testing kit can be used for quick estimation of pH, Nilrogen, Phosphorous and Potassium availability in Soil.
· Water testing kit
· Water testing kit used for the estimation of total hardness, calcium hardness, total alkalinity, ph, fluoride, residual chloride, phosphate, iron and arsenic test in water.
· Ion pairing reagents
· Clinical reagents
· Buffer powders
3.2.5 Major Clients
1. Vikram Sarabai Space Centre-(Trivandrum, Tirunelveli, Bangalore)
2. Sri Chitra Institute of Medical Science-Trivandrum
3. Regional Research Laboratory - (Trivandrum, Jammu, Bhubaneswar, Jorhat)
4. Tata Chemicals-Gujarat
5. Indian Rayon Industries-Gujarat
6. Jimper-Pondicherry
7. Indian Institute of Science-Bangalore
3.2.6 Awards Recognition and Certifications
The company has ISO 9001 certification. It is an NSIC (National Small Industries and Corporation) registered unit. It has also got approval of the SPD (Stores Purchase Department) of Kerala.






3.2.7 Organization structure
Corporation structure
The corporate of the company is as shown in the following figure.


Fig. No.3.1
The head office Nice chemicals company is situated at Edappally in Cochin. The company owns three manufacturing units in Edappally, Edayar and Thiruvalloor respectively. In their manufacturing unit at Edappally where the study was conducted, four departments namely marketing, production, human resources and finance departments are functioning effectively.




3.2.8 Business and departmental structure
3.2.8.1 Marketing and sales department
Roles and responsibilities
Director
· Oversees all operations and sales and sustains all client relations.
Manager
· Examining staff activities.
· Handling client relations.
· Prepares annual marketing plan and sales forcast.
· Brings product modification and improvements based on varying marketing needs.
· Identify potential customers by searching unexploited areas.
Deputy Manager
· Supervising work performance of their areas of concern.
· Monitoring stock list sales.
· Creating Board value and thereby attracting more customers.
· Retaining existing customers by maintaining good relationships with them.
Senior Executive (Marketing)
· Assisting the deputy manager in examining stockiest sales.
· Handling payments of stockiest.
· Visiting potential customers.
· Concerned with overall development of its branch.
Senior Charge man
· Proper planning and arrangement of all assignments and dispatch.
· Controlling activities of go down staff.
· Acts as a co-coordinator between marketing and production department by providing information about finished goods inventory.
Junior executive (sales and marketing)
· Monitoring finished goods inventory.
· Prepares essential documents on various consignments and sends it respective areas.
· Deals with planning and assembly of different consign
Junior executive
Pays attention to all letters, mails, fax, messages etc. related to the business 
3.2.8.2 Purchase production and quality department
Roles and responsibilities
The company has got three manufacturing units in Edapally, Edayar and Thiruvalloor. Purchase managers are there to take care of purchasing. There exists good communications between the sales and production department and this helps the officers in the purchase department to keep themselves updated about the quantity of raw materials to be purchased. As per the orders received raw materials are purchased from trusted suppliers. 
  Production is well managed by the production manager. Depending upon the demand production is carried out under the control of production department. Production mainly takes place in three factory units. Any failure in the production process in any of these units will have a serious impact on smooth functioning of business.
 The quality of the products produced is assured by the quality control department driven by a team consisting of many dedicated and skilled chemists. The company gives great importance to quality of the products produced and the process lince which it is produced it is rated as an ISO 9001 certified company. The company believes that any failure in making quality products will ruin its reputation.
3.2.8.3 Human resource department (administration department)
Roles and responsibilities
Director
· Formulates efficient strategies and policies, work stands and flow processes.
· Preparation of annual HR budget.
· Involved in recruitment and work force planning.
· Handles performance management and rewards.
· Initiates steps to improve employee engagement.
Senior HR Manager
· Assist the director in implementing steps for improving employee engagement.
· Develops employee relations.
· Does performance appraisal.
Manager
· Office administration.
· Takes important decisions regarding the payment of salary, compensation, benefits and bonus.
Senior officer
· Senior officer is the in charge of each branch.
· Does initial documentation i.e.make records of all basics information about an employee and also al details related to his work performance since he joined the company.
· Prepares and sends all important documents to the corporate office for approval.
Clerical staff
· Prepares proper leave records, annual increments, complaints redressal etc.
· Does recruitment of employees in its branches all over India
3.2.8.4 Finance department
The finance can be called as be lifeline of a business. It is responsible for financial planning ensuring that sufficient funds are available for achieving objectives of the company.
The finance manager plays a very important role within a company. The decisions made by him affect the financial stability of the company. It is also his job to make certain that other departments of the company follow the budgets prepared and make use of the company’s money effectively.
The role of the finance manager includes not only financing functions such as accounts payable, accounts receivable, and billing, but also involves budget preparation and working with other financial officers of the company to ensure that the company’s funds are stable. He will also compile reports that show all conditions within his department including expenditures, open invoices, production standards, and the timeliness of both payments of invoices and processing of payments.
Roles and Responsibilities
Director
· Monitors all financial transactions and takes important decisions on all financial matters.
·  Performs strategic, financial, and human resources planning.
Senior Manager
· Controls overall financial operations and coordinates the preparation of financial statements, financial reports, etc.
· Manages all the accounts and follows up on payments. This includes vendor payments, salary of employees, etc.
· Develops and implements finance, accounting, billing, and auditing procedures.
Deputy Manager
· Monitors complete auditing including purchase orders, vendor payments, etc.
· Validates the payments as per the budget availability.
· Ensures capitalization process (i.e., a process whereby anticipated future income is converted to one lump sum capital value) is effectively carried out.
Senior officer 
· Assist with preparation of budgets.
· Implements financial policies.
· Monitors cash reserves and investments.
Accountants
· Monitors the accounts of each branch.
· Ensure proper documentation for the payments release
3.2.9 Functional analysis
3.2.9.1 Marketing and sales departments
Functions
1.Appointment of stockiest and renewal
Selection of stockiest is based on their ability to meet the requirements of the company, i.e., on the basis of their marketing ability, financial status, resource availability, organization status, and track record. A stockiest register form is used to enter all the relevant information collected from the stockiest. Most suitable stockiest is selected and is included in the panel of "approved stockiest This is done by the director of marketing department based on further analysis and assessment of the details furnished. An approved stockiest list is also maintained by the company which comprises the details of stockiest approvcd for various locations.
2. Preparation and release of specification manual
Specialisation manual is prepared as per the authorized input i.e, based on the standard specialisation received from the director of production department. This manual is updated ycarly with new version number.
3. Preparation and release of price list
Price list is preparcd on the authorized input received from the director and also by making a comparison with the competitors rate. It is prepared once in a tear, usually at the beginning of the financial year Price list is also updated annually with new rates.
4. Receipt and processing of enquiries
The company receives many enquiries its customers. Offers or contracts are prepared according to the customer's requirements and in case if the requirements are found to be beyond the company's capacity then such offers will be disregarded. The accepted offers are verified and directed to its customers. All such details are recorded in the company's enquiry register. In order to ensure maximum orders all offers forwarded to customers are properly followed up by the company. An offer tile is used keep the copies of the offers submitted.
5. Receipt and processing of orders
Details of newly acquired customers are entered into the customer database. The orders received are studied carefully to check if it matches with the offer or rate contract and then the order acceptance is sent to the customer and stockiest. All orders are recorded in the order register accurately.

6. Forming the rate contract 
The company creates rate contract with its customers along with relevant enclosures. Finally it is settled with or without any further modifications by the director of marketing department. A master file is maintained to record all valid rate contracts.
7. Dispatch
Prompt delivery of services is made by the company as per the orders. The products must be supplied to its customers without any delay.
8. Addressing customer complaints
Customer complaints are addressed by marketing officials. Unless their valuable feedback and suggestions are considered and their complaints are sort out the company cannot retain its customers.
9. Effective handling of products returned by customers
Some products may not meet customer's requirements. If they return these products back to the company it will be thoroughly examined. Also if the customer's claim is found to be right then he will be provided with new goods or else the company will refund him the amount he had paid.
3.2.9.2 Marketing techniques
Marketers usually use a number of trade promotion tools. The company also adopts a few trade promotion tools. But since the products produced by the company cannot be typically grouped as consumer goods the usual tools such as advertising through television, radio, newspaper etc. is not very useful for it. Hence most of the times company makes use of the following trade promotion tools.
1) Specialty advertising
It this simple low cost items of use, having the company's name, address and sometimes an advertising message is offered to the customer. Such gifts provide the customer with a constant reminder of the company. No other tool can remain with a customer for such a long period of time. Specialty advertising gifts are often distributed at trade shows, by salespeople or via direct-mail campaigns.
2) Trade show and conventions 
Several trade and conventions are organized by the industry association yearly. There the company buys space which helps it to make new sale leads and introduce new products. Through such trade shows and conventions company gets an opportunity to educate its customers about their products with the help of various publications and audio visual media.
3) Price off
Suitable discounts are allowed to customers against the bill price which will attract them towards the product and make them feel satisfied. The company uses this marketing technique more often since it is found to increase sales to a great extent.
4) Free goods
To all those customers and intermediaries who buy above a certain quantity of its goods, additional goods are offered by the company. It offers free goods other customers also like with whom it is having long term relationship.
5) Distribution of samples
In order to introduce new products sales representation distribute free samples of products to customers. If it fulfills their needs they become interested in buying it.





3.2.9.3 Purchase, production and quality department
Functions of purchase, production and quality department
Production process 
1.Production planning 
a) Production manager receives daily work orders from the marketing department.         b) The input for the production plan is based on the requirements known from the sales department and the stock position in the finished goods.
 c) Material requirement is based on the production requirements and the requirements for raw materials stock and packing material.                                                                              
d) Work order is updated on a daily basis based on the progress of production.                     e) Production report is submitted to the director of production on a monthly basis.
2.Production
a) The quality control department approves the material and enters this in the ready to packregister before it is used for production purpose.                                                             
b) The director of production approves a manufacturing method.
c) A batch sheet book is used to report the accepted production method. All relevant details of production are mentioned in it.
d) Further details are recorded in the production register.
e) Final goods are taken to the finished goods store by means of transfer chalan.
3.Quality control system
The company does both bench analysis and instrumental analysis of their products. In beach analysis, the quality of the produced chemicals is compared with respect to the
standard solutions already prepared by the chemists. While in instrumental analysis, certain specific instruments are used to measure the quality. Hundred percent sampling is done for all chemicals and is tested as per the standard specifications given on the label. The quality control personnel will check all the parameters written on the labels and if it's found within the limits prescribed, a passed sticker would be tagged on the bags.
The company maintains an analytical record for future records and reference. Control samples are also kept by the company for a period of six months.
4.Quality maintenance process
After the products gets approved by the quality control personnel the products is packed under strict supervision of the packing personnel. Before packing he will make sure that  all products contain the passed sticker tagged on it by the quality control personnel. Then these products are labeled by a group of skilled workmen under the supervision of a production executive.
5.Quality control process
Quality control involves the examination of a product or a process to determine if it meets specified minimum levels of quality. If the quality control team identifies any problem affecting the quality of the product they could stop production process temporarily until the problem gets solved. Depending upon the nature of product produced and the type of problem identified the quality team takes decisions whether to stop production process or not. The ultimate goal of the company is to assure highest standards of quality for the all its products. Hence as part of this TQM or Total Quality Management process the company has been using statistical quality control methodology which helps it to strictly monitor the quality of the products.
A team of well trained chemists otherwise called as quality control inspectors will ensue that only good quality products are taken to the market. For that purpose, samples are drawn by them on an hourly basis and are analysed in the laboratory. 
       The whole production process is monitored closely at every stage of production to ensure the quality of products and thereby achieve customer satisfaction. All products are passed through a tough quality control process and such measures taken by the company in maintaining quality of its products resulted in attaining ISO 9001 certification.
3.2.9.4 HUMAN RESOURCE DEPARTMENT
Functions 
1. Recruitment
The company mainly does its recruitment by means of advertisements. Such advertisements clearly specify the required qualifications for the job and also job requirements. Some contact details are also given so that interested candidates could easily apply for the job.
a) External source
The company is a client of consultants named 'Cen tab' and it also approaches some private employment agencies for recruitment purpose. Private employment agencies are used mainly for the recruitment of security guards. These private employment agencies and consultants complete the recruitment process on behalf of the company by charging fees.
b) Internal source
Usually the existing permanent employees within the company are preferred for higher level jobs since they are found to be more capable and have much potential compared to others recruited by means of external agencies. The present temporary or casual employees fill the vacancies to lower level jobs. Sometimes retired employees are reemployed considering their loyalty towards the company.

2. Selection
The first step of selection process is an interview. All those candidates who clear it are taken to the expert panel of judges consisting of some technical managers. These technical managers belong to those departments where the candidate if selected is supported to work. The candidates are interviewed by technical managers to know their. skills and extension of knowledge. For higher level jobs candidates are interviewed by the managing director also. Finally the most suitable candidate is selected for the post.
3. Orientation and placement
The company gives great importance to orientation and placement. It begins the induction process by giving fresher's a general introduction about the company, which is done byan HR representative. Later these employees are given specific orientation to their department and jobs by the respective supervisions of each department. During the induction period all important issues related to the jobs are addressed and also the employees are encouraged to ask their queries.
4. Training and development
The company provides training to its employees for improving their skills and thereby improving organizational performance. It provides training to its employees for the following purposes:
a) To create awareness about company policies and procedures.
b) To improve specific skills of the employees.
c) To improve human relations.
d) To improve problem solving skills.
e) For grievance handling.
f) To improve managerial and supervisory skills.
g) Apprentice training.
Types of Training methods
a) On the job methods
The company employs job rotation, job instruction and coaching for training. It makes use of methods like Committee assignments very rarely.
b) Off the job methods
Off the job methods used by the company mainly includes lecture method, conference and discussions etc.
5. Job description
The department head or the supervisor of a section prepares a job description and reviews
it with other staff who routinely perform jobs of that section of the department. A final copy of the job description is forwarded to the HR manager and such updated copies of job description are maintained in job description directory. Based on compensation study an appropriate salary range is obtained from the HR manager.
6. Performance management and rewards
It assesses the employee's performance based on the following criteria:
a. The quantity of output produced.
b. The quality of output.
c. The time taken to produce the required output.
d. Degree of involvement in work.
e. Co-operativeness of the employee.
7. Grievance redressal
The company allows its employees to express their grievance in person to his supervisor. And if the employee feels like the decision made by the supervisor regarding his problem is not satisfactory or if the supervisor is taking more time than required to solve the problem, then he can approach the administrative manager. Now the problems are solved by the administrative manager and final decisions are made after getting consent from the HR manager.
2) Managements of payments
Due to the availability of funds, payments are promptly cleared on due dates. All payments are supported by approved vouchers. If there are any delayed receipts then it will be brought to the notice of stores for taking remedial actions. Payments are usually
made by means of cheque or DD (Demand Draft).
3) Budget and budgetary control
Based on the requirements of various units and departments of the company annual budgets are prepared for attaining both capital and revenue. The requirements of various departments are analyzed consulting with the respective departmental heads and is finalized on the basis of availability of funds. Then these budgets prepared are presented before the management for approval. The budgets are reviewed half yearly. If any changes are recommended, then a revised budget will be submitted to the management for their approval.
4) Auditing
Internal auditing is carried out based on corporate functioning. It is the duty of the finance department to ensure that all functional departments within the company strictly adheres to the policy decisions taken by the management and is verified by the internal audit.
5) Costing
Costing records are maintained by the company as per the cost accounting rules. Then according to the instructions given by the company law board these records will be subjected to cost audit. Usually the costing department evaluates the cost of production on a yearly basis and gives necessary suggestions to the management and other functional departments on how to reduce the production costs incurred. It also advices the finance department the cost of rejection as per warranty claims.
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Fig.No:3.2

Table No. 4.1
GENDER WISE CLASSIFICATION
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Male
	72
	60.00

	Female 
	48
	40.00

	Other 
	0
	0.00

	TOTAL
	120
	100.00


Source: Primary Data
Chart No. 4.1
GENDER WISE CLASSIFICATION


INTERPRETATION
Table No.4.1 shows that 60% of the respondents are male. 40% of the respondents are female. 









Table No. 4.2
AGE WISE CLASSIFICATION
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Below 25 years 
	9
	7.50

	25-35 years 
	64
	53.30

	35-45 years 
	32
	26.70

	45-55 years 
	15
	12.50

	Above 55 years 
	0
	0.00

	TOTAL
	120
	100.00


    Source: Primary Data
Chart No. 4.2
AGE WISE CLASSIFICATION


INTERPRETATION
Table No.4.2 shows that the majority of individuals fall within the 25-35-year age bracket, comprising 53.3% of the population. The 35-45-year range follows, making up 26.7%. Conversely, those under 25 years’ account for only 7.5%, and there are no individuals above 55 years.


 



Table No. 4.3
EDUCATIONAL QUALIFICATION
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	SSLC
	17
	14.20

	Plus two 
	69
	57.50

	Graduations 
	21
	17.50

	Post-graduation 
	13
	13.00

	Other 
	0
	0.00

	TOTAL
	120
	100.00


Source: Primary Data
Chart No. 4.3
EDUCATIONAL QUALIFICATION


INTERPRETATION
Table No.4.3 shows that the educational attainment data indicates a clear prevalence of individuals with a "Plus Two" qualification, representing 57.5% of the population. Those with SSLC qualifications account for 14.2%, while graduates make up 17.5%, indicating a modest representation of higher education holders. Notably, only 13% have attained post-graduate degree. 






Table No. 4.4
ANNUAL INCOME
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Below 100000
	2
	1.7

	100000-300000
	109
	90.80

	300000-500000
	9
	7.50

	Above 500000
	0
	0.00

	TOTAL
	120
	100.00


    Source: Primary Data
Chart No. 4.4
EXPERIENCE 


INTERPRETATION
Table No.4.4 shows that the annual income distribution shows a striking concentration of individuals earning between 100,000 and 300,000, comprising a substantial 90.8% of the population. Conversely, only 1.7% earn below 100,000, suggesting limited poverty, while a mere 7.5% have incomes between 300,000 and 500,000. Notably, there are no individuals earning above 500,000.






Table No. 4.5
WORK EXPERIENCE 
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Less than one year
	3
	2.50

	1-3 years 
	68
	56.70

	4-6 years 
	23
	19.20

	7-10 years 
	9
	7.50

	More than 10 years 
	17
	14.20

	TOTAL
	120
	100.00


     Source: Primary Data
Chart No. 4.5
WORK EXPERIENCE 

INTERPRETATION
Table No.4.5 shows that the work experience data illustrates a workforce primarily comprised of individuals with 1 to 3 years of experience, accounting for 56.7% of the population. Those with less than one year of experience represent 2.5% Meanwhile, 19.2% have 4 to 6 years of experience, and 7.5% possess 7 to 10 years. Additionally, 14.2% have more than 10 years of experience. 




Table No. 4.6
OVERALL IMPRESSION OF NICE CHEMICALS
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Very positive
	48
	40.00

	Somewhat positive
	59
	49.20

	Neutral 
	10
	8.30

	Somewhat negative
	3
	2.50

	Very negative
	0
	0.00

	TOTAL
	120
	100.00


Source: Primary Data
Chart No. 4.6
OVERALL IMPRESSION OF NICE CHEMICALS

INTERPRETATION
Table No.4.6 shows that the overall impression of Nice Chemicals is predominantly positive, with 40% of respondents expressing a "very positive" view and an impressive 49.2% indicating "somewhat positive." Only 8.3% remain neutral. additionally, the very low percentages for negative impressions—2.5% for "somewhat negative" and none for "very negative"—indicate a favourable reputation with minimal criticism. 





Table No. 4.7
RATE THE QUALITY OF NICE CHEMICALS PRODUCTS 
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Excellent 
	51
	42.50

	Good 
	59
	49.20

	Average 
	10
	8.30

	Fair 
	0
	0.00

	Poor 
	0
	0.00

	TOTAL
	120
	100.00


   Source: Primary Data
Chart No. 4.7
RATE THE QUALITY OF NICE CHEMICALS PRODUCTS 

INTERPRETATION
Table No.4.7 shows that the ratings for the quality of Nice Chemicals products are overwhelmingly positive, with 42.5% of respondents deeming them "excellent" and 49.2% rating them as "good." Only 8.3% rated the quality as "average," while there were no ratings for "fair" or "poor”. 





Table No. 4.8
RATE NICE CHEMICALS CUSTOMER SERVICE
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Excellent 
	46
	38.30

	Good 
	60
	50.00

	Average 
	12
	10.00

	Fair 
	2
	1.70

	Poor 
	0
	0.00

	TOTAL
	120
	100.00


     Source: Primary Data
Chart No. 4.8
RATE NICE CHEMICALS CUSTOMER SERVICE

INTERPRETATION
Table No.4.8 shows that the ratings for Nice Chemicals' customer service are quite favourable, with 38.3% of respondents rating it as "excellent" and 50% as "good." Only 10% rated it as "average," while a small minority of 1.7% found it "fair," with no respondents rating it as "poor." 







Table No. 4.9
RECOMMEND NICE CHEMICALS TO OTHERS 
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Very likely 
	51
	42.50

	Somewhat likely 
	60
	50.00

	Neutral 
	4
	3.30

	Somewhat unlikely 
	5
	4.20

	Very unlikely 
	0
	0.00

	TOTAL
	120
	100.00


  Source: Primary Data
Chart No. 4.9
RECOMMEND NICE CHEMICALS TO OTHER
INTERPRETATION
Table No.4.9 shows that 42.5% of respondents stating they are "very likely" to make a recommendation and 50% indicating they are "somewhat likely." Only 3.3% remained neutral, and a mere 4.2% expressed being "somewhat unlikely" to recommend, with no respondents indicating they are "very unlikely" to do so. 






 
Table No. 4.10
OPINION ABOUT NICE CHEMICALS
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Excellent 
	44
	36.70

	Good 
	65
	54.20

	Average 
	9
	7.50

	Poor 
	1
	0.80

	Very poor 
	1
	0.80

	TOTAL
	120
	100.00


   Source: Primary Data
Chart No. 4.10
OPINION ABOUT NICE CHEMICALS


INTERPRETATION
Table No.4.10 shows that the opinions about Nice Chemicals are predominantly positive, with 36.7% of respondents rating it as "excellent" and 54.2% as "good." Only 7.5% rated it as "average," while a small fraction—0.8% each—described their opinion as "poor" or "very poor." 





Table No. 4.11
RATE THE PRODUCT QUALITY OF NICE CHEMICALS
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Very satisfied 
	48
	40.00

	Satisfied 
	65
	54.20

	Neutral 
	6
	5.00

	Dissatisfied 
	1
	0.80

	Very dissatisfied 
	0
	0.00

	TOTAL
	120
	100.00


    Source: Primary Data
Chart No. 4.11
RATE THE PRODUCT QUALITY OF NICE CHEMICALS

INTERPRETATION
Table No.4.11 shows that the ratings for the product quality of Nice Chemicals are overwhelmingly positive, with 40% of respondents indicating they are "very satisfied" and 54.2% expressing they are "satisfied." Only 5% remained neutral, while just 0.8% reported being "dissatisfied".







Table No. 4.12
NICE CHEMICALS GIVING DISCOUNT OR OFFERS
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	120
	100.00

	No 
	0
	0.00

	TOTAL
	120
	100.00


  Source: Primary Data
Chart No. 4.12
NICE CHEMICALS GIVING DISCOUNT OR OFFERS

INTERPRETATION
Table No.4.12 shows that the entire respondents agreed that nice chemicals give discount or offers.











Table No. 4.13
RATE THE DEMAND FOR PRODUCTS
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Very high demand
	43
	35.80

	High demand
	49
	40.80

	Moderate demand
	20
	16.70

	Low demand 
	5
	4.20

	Very low demand 
	3
	2.50

	TOTAL
	120
	100.00


     Source: Primary Data
Chart No. 4.13
RATE THE DEMAND FOR PRODUCTS

INTERPRETATION
Table No.4.13 shows that the demand for Nice Chemicals' products appears to be quite strong, with 35.8% of respondents reporting "very high demand" and 40.8% indicating "high demand." Additionally, 16.7% described the demand as "moderate," a small percentage—4.2%—rated the demand as "low," and 2.5% noted "very low demand." 






Table No. 4.14
NICE CHEMICALS COMPARE TO IT'S COMPETITORS
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Much better
	53
	44.20

	Somewhat better 
	48
	40.00

	About the same
	12
	10.00

	Somewhat worse
	6
	5.00

	Much worse
	1
	0.80

	TOTAL
	120
	100.00


   Source: Primary Data
Chart No. 4.14
NICE CHEMICALS COMPARE TO IT'S COMPETITORS

INTERPRETATION
Table No.4.14 shows that the comparison of Nice Chemicals to its competitors reveals a distinctly favourable position, with 44.2% of respondents asserting that it performs "much better" and 40% stating it is "somewhat better."  Only 10% perceive it as "about the same," while 5% feel it is "somewhat worse," and a mere 0.8% consider it "much worse." 




Table No. 4.15
NICE CHEMICALS' BRAND IMAGE ALIGN WITH YOUR BUSINESS VALUE AND GOALS
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Very aligned 
	57
	47.50

	Somewhat aligned 
	50
	41.50

	Neutral 
	12
	10.00

	Somewhat misaligned 
	1
	0.80

	Very misaligned 
	0
	0.00

	TOTAL
	120
	100.00


   Source: Primary Data
Chart No. 4.15
NICE CHEMICALS' BRAND IMAGE ALIGN WITH YOUR BUSINESS VALUE AND GOALS

INTERPRETATION
Table No.4.15 shows that the alignment of Nice Chemicals' brand image with respondents' business values and goals is notably strong, with 47.5% stating it is "very aligned" and 41.5% describing it as "somewhat aligned." Only 10% remained neutral, while just 0.8% felt it was "somewhat misaligned," and no respondents reported it as "very misaligned." 




Table No. 4.16
RATE NICE CHEMICALS ON FOLLOWING
	
	Excellent 
	Very good
	Good 
	Average 
	Poor 

	Product quality
	72.50
	19.10
	5.00
	0.00
	0.80

	Customer service
	67.50
	24.10
	5.00
	1.60
	0.00

	Pricing 
	55.500
	28.30
	10.80
	3.30
	0.00

	Innovation 
	53.30
	27.50
	10.80
	2.50
	1.60

	Others 
	50.80
	25.80
	7.50
	4.10
	2.50


   Source: Primary Data
Chart No. 4.16
RATE NICE CHEMICALS ON FOLLOWING

INTERPRETATION
Table No.4.16 shows that The ratings for Nice Chemicals across various categories reflect a strong overall performance. Product Quality received the highest ratings, with 72.5% of respondents marking it as "excellent" and 19.1% as "very good," indicating a high level of satisfaction. Customer Service also garnered positive feedback, with 67.5% rating it "excellent" and 24.1% as "very good," showcasing effective support and engagement with customers. Pricing is viewed favourably as well, with 55.5% rating it "excellent" and 28.3% "very good," suggesting competitive pricing strategies, though a slightly higher percentage (10.8%) rated it "good." Innovation received solid ratings, with 53.3% marking it as "excellent" and 27.5% as "very good," indicating that the company is recognized for its innovative efforts, although 10.8% rated it as "good." Lastly, Others reflects a generally positive view, with 50.8% rating it "excellent" and 25.8% as "very good," though a few respondents rated it lower.


Table No. 4.17
CONTINUE DOING BUSINESS WITH NICE CHEMICALS
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Very likely 
	49
	40.80

	Somewhat likely 
	49
	40.80

	Neutral 
	13
	10.80

	Somewhat unlikely 
	6
	5.00

	Very unlikely 
	3
	2.50

	TOTAL
	120
	100.00


   Source: Primary Data
Chart No. 4.17
CONTINUE DOING BUSINESS WITH NICE CHEMICALS

INTERPRETATION
Table No.4.17 shows that 40.8% of respondents indicated they are "very likely" to maintain their relationship with the company, while an equal percentage (40.8%) stated they are "somewhat likely" to continue. Only 10.8% remained neutral, while 5% expressed they are "somewhat unlikely" to continue, and 2.5% are "very unlikely" to do so. 





Table No. 4.18
FACTORS INFLUENCING LOYALTY
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Product quality 
	45
	37.50

	Customer service
	54
	45.00

	Pricing 
	12
	10.00

	Innovation 
	7
	5.80

	Relationship with sales representative
	2
	1.70

	TOTAL
	120
	100.00


     Source: Primary Data
Chart No. 4.18
FACTORS INFLUENCING LOYALTY

INTERPRETATION
Table No.4.18 shows that Customer service leads the pack at 45%, highlighting its critical role in fostering loyalty. Product quality follows closely at 37.5%, Pricing is a consideration for 10%, Innovation accounts for 5.8%, while the relationship with sales representatives is the least influential factor at 1.7%. 





Table No. 4.19
IMPORTANCE OF CUSTOMER SERVICE TO YOUR LOYALTY
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Very important 
	57
	47.50

	Somewhat important 
	52
	43.30

	Neutral 
	8
	6.70

	Somewhat unimportant 
	3
	2.50

	Very unimportant 
	0
	0.00

	TOTAL
	120
	100.00


     Source: Primary Data
Chart No. 4.19
IMPORTANCE OF CUSTOMER SERVICE TO YOUR LOYALTY

INTERPRETATION
Table No.4.19 shows that Customer service is viewed as a crucial element of loyalty to Nice Chemicals, with 47.5% of respondents considering it "very important" and 43.3% rating it as "somewhat important." Only 6.7% remained neutral, while a mere 2.5% deemed it "somewhat unimportant," and no respondents felt it was "very unimportant." 






Table No. 4.20
EVER SWITCHED TO A COMPETITOR DUE TO DISSATISFACTION WITH NICE CHEMICALS
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes 
	57
	47.50

	No 
	63
	52.50

	TOTAL
	120
	100.00


     Source: Primary Data
Chart No. 4.20
EVER SWITCHED TO A COMPETITOR DUE TO DISSATISFACTION WITH NICE CHEMICALS

INTERPRETATION
Table No.4.20 shows that 52.5% of respondents indicated they have not switched to a competitor due to dissatisfaction with nice chemicals. A significant 47.5% reported that they have switched to a competitor due to dissatisfaction with nice chemicals.







Table No. 4.21
RETURN TO NICE CHEMICALS AFTER SWITCHING TO A COMPETITOR
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Very likely 
	61
	50.80

	Somewhat likely 
	42
	35.00

	Neutral
	14
	11.70

	Somewhat unlikely 
	2
	1.70

	Very unlikely 
	1
	0.80

	TOTAL
	120
	100.00


    Source: Primary Data
Chart No. 4.21
RETURN TO NICE CHEMICALS AFTER SWITCHING TO A COMPETITOR

INTERPRETATION
Table No.4.21 shows that the likelihood of customers returning to Nice Chemicals after switching to a competitor is quite encouraging. A strong 50.8% of respondents indicated they are "very likely" to return, while 35% are "somewhat likely," suggesting a robust potential for regaining former customers. Only 11.7% remained neutral, indicating some indecision, while just 1.7% expressed they are "somewhat unlikely" to return, and 0.8% are "very unlikely" to do so. Overall, these results reflect a positive sentiment towards Nice Chemicals, indicating that many customers are open to returning if their concerns are addressed.




Table No. 4.22
RETAILERS HEAR ABOUT NICE CHEMICALS
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Word of mouth 
	79
	65.80

	Online search
	5
	5.00

	Social media 
	2
	2.00

	Trade show
	0
	0.00

	Sales representative 
	34
	34.00

	TOTAL
	120
	100.00


    Source: Primary Data
Chart No. 4.22
RETAILERS HEAR ABOUT NICE CHEMICALS

INTERPRETATION
Table No.4.22 shows that retailers primarily learn about Nice Chemicals through word of mouth, with a significant 65.8% reporting this as their source of information. Additionally, 34% learned about the company through sales representatives. Online searches accounted for only 5%, and social media had an even smaller impact at 2%. 


 



Table No. 4.23
RECALL ANY RECENT ADVERTISING OR PROMOTIONS FROM NICE CHEMICALS
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes 
	105
	87.50

	No 
	15
	12.50

	TOTAL
	120
	100.00


     Source: Primary Data
Chart No. 4.23
RECALL ANY RECENT ADVERTISING OR PROMOTIONS FROM NICE CHEMICALS

INTERPRETATION
Table No.4.23 shows that 87.5%, can recall recent advertising or promotions from Nice Chemicals. Only 12.5% reported not recalling any recent promotions.








Table No. 4.24
HOW OFTEN DO YOU SEE NICE CHEMICALS' ADVERTISEMENTS OR PROMOTIONS
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Daily 
	24
	20.00

	Weekly 
	46
	38.30

	Monthly 
	31
	25.80

	Rarely 
	16
	13.30

	Never 
	3
	2.50

	TOTAL
	120
	100.00


     Source: Primary Data
Chart No. 4.24
HOW OFTEN DO YOU SEE NICE CHEMICALS' ADVERTISEMENTS OR PROMOTIONS

INTERPRETATION
Table No.4.24 shows that the frequency with which respondents see advertisements or promotions from Nice Chemicals is predominantly positive. About 20% report seeing them daily, while 38.3% notice them weekly. Additionally, 25.8% see advertisements monthly. Only 13.3% see them rarely, and a small 2.5% report never encountering any promotions. 



Table No. 4.25
NICE CHEMICALS' BRANDING AND MARKETING EFFORTS IMPACT YOUR PERCEPTION OF THE COMPANY
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Very positively 
	60
	50.00

	Somewhat positively 
	42
	35.00

	Neutral 
	17
	14.20

	Somewhat negatively 
	1
	0.80

	Very negatively 
	0
	0.00

	TOTAL
	120
	100.00


     Source: Primary Data
Chart No. 4.25
NICE CHEMICALS' BRANDING AND MARKETING EFFORTS IMPACT YOUR PERCEPTION OF THE COMPANY

INTERPRETATION
Table No.4.25 shows that a strong 50% of respondents feel that branding and marketing efforts influence their view of the company "very positively," while 35% see them as "somewhat positively." Only 14.2% remained neutral, and just 0.8% expressed a "somewhat negative" view, with no respondents indicating a "very negative" impact. 




Table No. 4.26
RECOGNIZE NICE CHEMICALS' LOGO OR TAGLINE
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	114
	95.00

	No 
	6
	5.00

	TOTAL
	120
	100.00


     Source: Primary Data
Chart No. 4.26
RECOGNIZE NICE CHEMICALS' LOGO OR TAGLINE

INTERPRETATION
Table No.4.26 shows that 95% of respondents can recognize Nice Chemicals' logo or tagline, indicating a strong brand identity and effective branding efforts. only 5% reported not recognizing the logo or tagline, highlighting the brand's prominence in the market.









Table No. 4.27
IMPROVE YOUR OVERALL SATISFACTION WITH NICE CHEMICALS
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Better product quality
	52
	43.30

	Improved customer service
	45
	37.50

	Competitive pricing
	12
	10.00

	Increase innovation
	10
	8.30

	Enhanced communication
	1
	0.80

	TOTAL
	120
	100.00


     Source: Primary Data
Chart No. 4.27
IMPROVE YOUR OVERALL SATISFACTION WITH NICE CHEMICALS

INTERPRETATION
Table No.4.27 shows that to enhance overall satisfaction with Nice Chemicals, respondents highlighted several key areas for improvement. The most significant factor is better product quality, with 43.3% indicating this as a priority. Improved customer service follows closely at 37.5%, underscoring its importance in maintaining customer loyalty. Competitive pricing was noted by 10% as an area for enhancement, while 8.3% expressed a desire for increased innovation. Finally, only 0.8% mentioned enhanced communication as a necessary improvement.

 
Table No. 4.28
IS NICE CHEMICALS PROVIDING ON TIME SUPPLY
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	117
	97.50

	No 
	3
	2.50

	TOTAL
	120
	100.00


     Source: Primary Data
Chart No. 4.28
IS NICE CHEMICALS PROVIDING ON TIME SUPPLY
 

INTERPRETATION
Table No.4.28 shows that 97.5% of respondents affirm that Nice Chemicals is providing on-time supply, indicating a strong reliability in delivery and fulfilment. Only 2.5% reported issues with on-time supply, highlighting minimal concerns in this area.








Table No. 4.29
WILLING TO PAY A PREMIUM FOR ECO- FRIENDLY PRODUCTS FROM NICE CHEMICALS
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	109
	90.80

	No
	11
	9.20

	TOTAL
	120
	100.00


     Source: Primary Data
Chart No. 4.29
WILLING TO PAY A PREMIUM FOR ECO- FRIENDLY PRODUCTS FROM NICE CHEMICALS

INTERPRETATION
Table No.4.29 shows that 90.8% of respondents indicated they would be willing to pay a premium for eco-friendly products from Nice Chemicals, highlighting a strong consumer preference for sustainability. Only 9.2% expressed that they would not be willing to pay a premium.







Table No. 4.30
NICE CHEMICALS' CORPORATE SOCIAL RESPONSIBILITY IMPACT YOUR PERCEPTION OF THE COMPANY
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Very positively 
	72
	60.00

	Somewhat positively 
	33
	27.50

	Neutral 
	11
	9.20

	Somewhat negative 
	4
	3.30

	Very negatively
	0
	0.00

	TOTAL
	120
	100.00


     Source: Primary Data
Chart No. 4.30
NICE CHEMICALS' CORPORATE SOCIAL RESPONSIBILITY IMPACT YOUR PERCEPTION OF THE COMPANY

INTERPRETATION
Table No.4.30 shows that 60% of respondents feel that Nice Chemicals' corporate social responsibility efforts influence their view of the company "very positively," while 27.5% see them as "somewhat positively." Only 9.2% remained neutral, and a small 3.3% expressed a "somewhat negative" view, with no respondents indicating a "very negative" impact. 


5.1 FINDINGS 
· 60% of the respondents are male. 
· Majority of individuals fall within the 25-35-year age bracket, comprising 53.3% of the population.
· The educational attainment data indicates a clear prevalence of individuals with a "Plus Two" qualification, representing 57.5% of the population
· The annual income distribution shows a striking concentration of individuals earning between 100,000 and 300,000, comprising a substantial 90.8% of the population.
· The work experience data illustrates a workforce primarily comprised of individuals with 1 to 3 years of experience, accounting for 56.7% of the population.
· The overall impression of nice chemicals is predominantly positive, with 40% of respondents expressing a "very positive" view
· The ratings for the quality of nice chemicals products are overwhelmingly positive, with 42.5% of respondents deeming them "excellent"
· The ratings for nice chemicals' customer service are quite favourable, with 38.3% of respondents rating it as "excellent" and 50% as "good."
· 42.5% of respondents stating they are "very likely" to make a recommendation and 50% indicating they are "somewhat likely."
· The opinions about nice chemicals are predominantly positive, with 36.7% of respondents rating it as "excellent" and 54.2% as "good."
· The ratings for the product quality of nice chemicals are overwhelmingly positive, with 40% of respondents indicating they are "very satisfied" and 54.2% expressing they are "satisfied." 
· The entire respondents agreed that nice chemicals give discount or offers.
· The demand for nice chemicals' products appears to be quite strong, with 35.8% of respondents reporting "very high demand" and 40.8% indicating "high demand."
· The comparison of nice chemicals to its competitors reveals a distinctly favourable position, with 44.2% of respondents asserting that it performs "much better" and 40% stating it is "somewhat better." 
· The alignment of nice chemicals' brand image with respondents' business values and goals is notably strong, with 47.5% stating it is "very aligned"
· Product quality received the highest ratings, with 72.5% of respondents marking it as "excellent". Customer service also garnered positive feedback, with 67.5% rating it "excellent". Pricing is viewed favourably as well, with 55.5% rating it "excellent". Innovation received solid ratings, with 53.3% marking it as "excellent". Lastly, others reflect a generally positive view, with 50.8% rating it "excellent".
· 40.8% of respondents indicated they are "very likely" to maintain their relationship with the company
· Customer service leads the pack at 45%, highlighting its critical role in fostering loyalty. 
· Customer service is viewed as a crucial element of loyalty to nice chemicals, with 47.5% of respondents considering it "very important"
· 52.5% of respondents indicated they have not switched to a competitor due to dissatisfaction with nice chemicals. 
· The likelihood of customers returning to nice chemicals after switching to a competitor is quite encouraging. A strong 50.8% of respondents indicated they are "very likely" to return
· Retailers primarily learn about nice chemicals through word of mouth, with a significant 65.8% reporting this as their source of information. 
· 87.5%, can recall recent advertising or promotions from nice chemicals. 
· The frequency with which respondents see advertisements or promotions from nice chemicals is predominantly positive. About 20% report seeing them daily, while 38.3% notice them weekly.
· 50% of respondents feel that branding and marketing efforts influence their view of the company "very positively,"
· 95% of respondents can recognize nice chemicals' logo or tagline, indicating a strong brand identity and effective branding efforts.
· To enhance overall satisfaction with nice chemicals, respondents highlighted several key areas for improvement. The most significant factor is better product quality, with 43.3% indicating this as a priority
· 97.5% of respondents affirm that nice chemicals is providing on-time supply, indicating a strong reliability in delivery and fulfilment. 
· 90.8% of respondents indicated they would be willing to pay a premium for eco-friendly products from nice chemicals, highlighting a strong consumer preference for sustainability. 
· 60% of respondents feel that nice chemicals' corporate social responsibility efforts influence their view of the company "very positively," 


5.2 RECOMMENDATIONS 
· Improve communication channels with retailers to clearly convey brand values and product benefits, fostering stronger connections.
· Create tailored marketing strategies for retailers, including training sessions and product showcases to boost their product knowledge and sales.
· Set up a structured feedback system to gather retailer insights on product quality and service, helping to enhance satisfaction and loyalty.
· Launch a rewards program for high-performing retailers with discounts, samples, or exclusive promotions to encourage product promotion.
· Ensure high product quality and pursue innovations to meet retailer expectations for premium reliability.
· Create an online portal for retailers with product specs, marketing materials, and training videos to streamline access to important information.











5.3 CONCLUSION 
In conclusion, this study underscores the critical role of retailer perception in shaping the brand image of Nice Chemicals Pvt. Ltd. A favorable retailer perception can significantly amplify the brand’s reach and reputation, while a disconnect can hamper brand loyalty and reduce market penetration. The data indicates that the majority of retailers view Nice Chemicals positively, associating the brand with quality and reliability. However, areas for improvement, particularly in communication and support, can further strengthen these relationships.
Retailers act as crucial intermediaries, directly influencing the end consumer’s experience with Nice Chemicals products. Hence, focusing on retailer-centric strategies will not only enhance retailer loyalty but also build a more robust and positive brand image in the market. By aligning brand values with retailer needs, Nice Chemicals can fortify its market position, drive growth, and remain competitive in an evolving industry landscape.
Ultimately, a strategic emphasis on quality, communication, and innovation will allow Nice Chemicals to leverage its strengths, address challenges, and build enduring partnerships with retailers, contributing to sustained growth and brand equity.
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QUESTIONNAIRE
1. Name
2. Gender
· Male
· Female
· Other
3. Age
· Below 25
· 25-35
· 35-45
· 45-55
· Above 55
4. educational qualification
· SSLC
· Plus Two
· Graduation
· Post-graduation
· Other
5. Annual income
· Below 100000
· 100000-300000
· 300000-500000
· Above 500000


6. How may years has the company had a tie-up with retailers?
· Less than one year
· 1-3 years
· 4-6 years
· 7-10 years
· More than 10 years
7. What is your overall impression of Nice chemicals?
· Very positive
· Somewhat positive
· Neutral
· Somewhat negative
· Very negative
8. How would you rate the quality of Nice chemicals' products?
· Excellent
· Good
· Average
· Fair
· Poor
9. How would you rate Nice chemicals' customer service?
· Excellent
· Good
· Average
· Fair
· Poor

10. How likely would you recommend Nice chemicals to others?
· Very likely
· Somewhat likely
· Neutral
· Somewhat unlikely
· Very unlikely
11. What is your opinion about Nice chemicals ?
· Excellent
· Good
· Average
· Poor
· Extremely dissatisfied
12. How do you rate the product quality of Nice chemicals?
· Very satisfied
· Satisfied
· Neutral
· Dissatisfied
· Very dissatisfied
13. Is nice chemicals giving discount or offers?
· Yes
· No
14. How do you rate the demand for products?
· Very high demand
· High demand
· Moderate demand
· Low demand
· Very low demand
15. How does Nice chemicals compare to it's competitors?
· Much better
· Somewhat better
· About the same
· Somewhat worse
· Much worse
16. How does Nice chemicals' brand image align with your business value and goals?
· Very aligned
· Somewhat aligned
· Neutral
· Somewhat misaligned
· Very misaligned
17. Rate Nice chemicals on following 
	
	5. Excellent 
	4. Very good
	3. Good 
	2. Average 
	1. Poor 

	Product quality
	
	
	
	
	

	Customer service
	
	
	
	
	

	Pricing 
	
	
	
	
	

	Innovation 
	
	
	
	
	

	Others 
	
	
	
	
	



18. How likely are you to continue doing business with Nice chemicals?
· Very likely
· Somewhat likely
· Neutral
· Somewhat unlikely
· Very unlikely
19. What factors influence your loyalty to Nice chemicals?
· Product quality
· Customer service
· Pricing
· Innovation
· Relationship with sales representative
20. How important is customer service to your loyalty?
· Very important
· Somewhat important
· Neutral
· Somewhat unimportant
· Very unimportant
21. Have you ever switched to a competitor due to dissatisfaction with Nice chemicals
· Yes
· No
22. How likely would you be return to Nice chemicals after switching to a competitor?
· Very likely
· Somewhat likely
· Neutral
· Somewhat unlikely
· Very unlikely

23. How did retailers hear about Nice chemicals?
· Word of mouth
· Online search
· Social media
· Trade show
· Sales representative
24. can you recall any recent advertising or promotions from Nice chemicals?
· Yes
· No
25. How often do you see Nice chemicals' advertisements or promotions?
· Daily
· Weekly
· Monthly
· Rarely
· Never
26. How does Nice chemicals' branding and marketing efforts impact your perception of the company?
· Very positively
· Somewhat positively
· Neutral
· Somewhat negatively
· Very negatively
27. can you recognize Nice chemicals' logo or tagline?
· Yes
· No
28. What would improve your overall satisfaction with Nice chemicals?
· Better product quality
· Improved customer service
· Competitive pricing
· Increase innovation
· Enhanced communication
29. Is Nice chemicals providing on time supply?
· Yes
· No
30. Should you be willing to pay a premium for eco- friendly products from Nice chemicals?
· Yes
· No
31. How does Nice chemicals' corporate social responsibility impact your perception of the company?
· Very positively
· Somewhat positively
· Neutral
· Somewhat negative
· Very negatively
32. Any additional comments or suggestions for Nice chemicals?
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Percentage of respondents	
Male	Female 	other 	60	40	0	


Percentage of respondents	
Below 25 years 	25-35 years 	35-45 years 	45-55 years 	Above 55 years 	7.5	53.3	26.7	12.5	0	


Percentage of respondents	
SSLC	Plus two 	Graduations 	Post-graduation 	Other 	14.2	57.5	17.5	13	0	


Percentage of respondents	
Below 100000	100000-300000	300000-500000	Above 500000	1.7	90.8	7.5	0	


Percentage of respondents	
Less than one year	1-3 years 	4-6 years 	7-10 years 	More than 10 years 	2.5	56.7	19.2	7.5	14.2	


Percentage of respondents	
Very positive	Somewhat positive	Neutral 	Somewhat negative	Very negative	40	49.2	8.3000000000000007	2.5	0	


Percentage of respondents	
Excellent 	Good 	Average 	Fair 	Poor 	42.5	49.2	8.3000000000000007	0	0	


Percentage of respondents	
Excellent 	Good 	Average 	Fair 	Poor 	38.299999999999997	50	10	1.7	0	


Percentage of respondents	
Very likely 	Somewhat likely 	Neutral 	Somewhat unlikely 	Very unlikely 	42.5	50	3.3	4.2	0	


Percentage of respondents	
Mostly sales revenue	Excellent 	Good 	Average 	Poor 	Very poor 	35.5	36.700000000000003	54.2	7.5	0.8	0.8	


Percentage of respondents	
Very satisfied 	Satisfied 	Neutral 	Dissatisfied 	Very dissatisfied 	40	54.2	5	0.8	0	


Percentage of respondents	
Yes	No 	100	0	


Percentage of respondents	
Very high demand	High demand	Moderate demand	Low demand 	Very low demand 	35.799999999999997	40.799999999999997	16.7	4.2	2.5	


Percentage of respondents	
Much better	Somewhat better 	About the same	Somewhat worse	Much worse	44.2	40	10	5	0.8	


Percentage of respondents	
Very aligned 	Somewhat aligned 	Neutral 	Somewhat misaligned 	Very misaligned 	47.5	41.5	10	0.8	0	


Excellent 	
Product quality	Customer service	Pricing 	Innovation 	Others 	72.5	67.5	55.5	53.3	50.8	Very good	
Product quality	Customer service	Pricing 	Innovation 	Others 	19.100000000000001	24.1	28.3	27.5	25.8	Good 	
Product quality	Customer service	Pricing 	Innovation 	Others 	5	5	10.8	10.8	7.5	Average 	
Product quality	Customer service	Pricing 	Innovation 	Others 	0	1.6	3.3	2.5	4.0999999999999996	Poor 	
Product quality	Customer service	Pricing 	Innovation 	Others 	0.8	0	0	1.6	2.5	



Percentage of respondents	
Very likely 	Somewhat likely 	Neutral 	Somewhat unlikely 	Very unlikely 	40.799999999999997	40.799999999999997	10.8	5	2.5	


Percentage of respondents	
Product quality 	Customer service	Pricing 	Innovation 	Relationship with sales representative	37.5	45	10	5.8	1.7	


Percentage of respondents	
Very important 	Somewhat important 	Neutral 	Somewhat unimportant 	Very unimportant 	47.5	43.3	6.7	2.5	0	


Percentage of respondents	
Yes 	No 	47.5	52.5	


Percentage of respondents	
Very likely 	Somewhat likely 	Neutral	Somewhat unlikely 	Very unlikely 	50.8	35	11.7	1.7	0.8	


Percentage of respondents	
Word of mouth 	Online search	Social media 	Trade show	Sales representative 	65.8	5	2	0	34	


Percentage of respondents	
Yes 	No 	87.5	12.5	


Percentage of respondents	
Daily 	Weekly 	Monthly 	Rarely 	Never 	20	38.299999999999997	25.8	13.3	2.5	

Percentage of respondents	
Very positively 	Somewhat positively 	Neutral 	Somewhat negatively 	Very negatively 	50	35	14.2	0.8	0	


Percentage of respondents	
Yes	No 	95	5	


Percentage of respondents	
Better product quality	Improved customer service	Competitive pricing	Increase innovation	Enhanced communication	43.3	37.5	10	8.3000000000000007	0.8	


Percentage of respondents	
Yes	No 	97.5	2.5	


Percentage of respondents	
Yes	No	90.8	9.1999999999999993	


Percentage of respondents	
Very positively 	Somewhat positively 	Neutral 	Somewhat negative 	Very negatively	60	27.5	9.1999999999999993	3.3	0	
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