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INTRODUCTION 









PART-A
1.1 INTRODUCTION AND BACKGROUND ABOUT THE STUDY
Marketing is one of the most critical functions in any business organisation, as it directly influences customer awareness, product demand, and overall business performance. In the modern competitive environment, the success of a company depends largely on how effectively it understands market needs and implements strategies to reach and satisfy customers. Marketing strategy, therefore, acts as the foundation for positioning products in the market, creating brand value, and achieving sustainable growth. For traditional manufacturing sectors, especially those dealing with clay-based building materials, the importance of appropriate marketing strategies has increased significantly in recent years due to changing consumer preferences, increased competition, and advancements in technology.
The tile manufacturing industry in India has undergone remarkable transformation over the past decade. Traditional tile factories that once dominated the market have been facing stiff competition from modern ceramic and vitrified tile manufacturers. These new-age products attract consumers due to their wider variety, aesthetic appeal, durability, and improved promotional campaigns. As a result, many heritage-based tile units struggle to maintain their market share despite producing environmentally friendly and culturally valuable products. This shift highlights the essential need for traditional industries to reassess their marketing mix—product, price, place, and promotion—and adapt to the evolving market dynamics.
Baliapattam Tile Works, located in Baliapattam, Kannur district of Kerala, stands as one of the oldest and most reputed tile manufacturing units in the region. Established decades ago, the company is known for its high-quality clay tiles, traditional craftsmanship, and contribution to the local economy. Despite its long-standing reputation, the company faces challenges related to increasing competition, high production costs, limited promotional activities, and restricted market reach. Many customers remain unaware of the unique benefits of clay tiles, such as natural cooling, eco-friendliness, and durability. This lack of awareness often pushes them towards modern alternatives that are more aggressively marketed.
The study also aims to explore how far the existing marketing practices of the company contribute to sales performance and customer retention. Marketing effectiveness depends not only on promotional activities but also on product quality, pricing structure, distribution efficiency, and after-sales service. By analysing these components, the research will help to evaluate the strengths and weaknesses of the current system. It will also highlight the external factors such as industry trends, customer preferences, and competitive pressures that influence the company’s marketing performance.
This research is highly relevant for several reasons. Firstly, it provides a clear understanding of the marketing environment in which Baliapattam Tile Works operates. Secondly, it helps the management identify gaps in current strategies and adopt necessary improvements. Thirdly, this study may serve as a reference for other traditional tile manufacturers who face similar challenges. Finally, it contributes to academic knowledge by offering insights into marketing strategy effectiveness in a heritage-based industrial sector.
1.2 NEED FOR THE STUDY
The present study on the effectiveness of marketing strategy at Baliapattam Tile Works is significant as it provides valuable insights into how a traditional manufacturing unit can remain competitive in a rapidly changing business environment. With the rise of modern ceramic and vitrified tile industries, traditional clay tile manufacturers face constant pressure to innovate and improve their marketing approaches. Understanding the strengths and limitations of existing strategies is essential for enhancing market performance and ensuring long-term sustainability.This study is important because it examines the relevance of the company’s marketing mix—product, price, place, and promotion—and evaluates how effectively these elements are applied in the current market scenario. By analysing customer perception, dealer feedback, and market trends, the study helps identify factors that influence purchasing decisions and overall customer satisfaction. Such insights will assist the management in modifying or redesigning their marketing activities to better match consumer expectations.
The study also holds significance as it provides a systematic assessment of promotional efforts undertaken by the company. Traditional industries often depend heavily on brand reputation and word-of-mouth promotion, which may not be sufficient in a competitive environment. This research highlights the need for stronger promotional measures, digital marketing, and improved communication strategies that can increase visibility and attract new customer segments.
1.3 RESEARCH PROBLEM
The study on the effectiveness of marketing strategy at Baliapattam Tile Works holds great importance as it helps understand how a traditional tile manufacturing unit can sustain itself in a highly competitive market. With the rapid growth of modern tile brands, it becomes essential for heritage-based firms to evaluate their marketing practices and adopt strategies that match current market demands. This study provides meaningful insights into how marketing decisions influence sales, customer satisfaction, and overall business performance.
The study is significant because it analyses the company’s marketing mix—product, price, place, and promotion—and evaluates how effectively these elements are implemented. By understanding customer preferences, dealer expectations, and market conditions, the research helps identify the strengths and weaknesses in the existing marketing system. Such insights can support the management in improving product positioning, enhancing promotional activities, and expanding market reach.
1.4 SCOPE OF THE STUDY
The scope of the study focuses on analysing the effectiveness of the marketing strategies adopted by Baliapattam Tile Works, Baliapattam, Kannur. It primarily covers the major components of the marketing mix such as product strategies, pricing methods, promotional activities, and distribution channels used by the company. The study aims to understand how these strategies influence customer satisfaction, sales performance, and market competitiveness.
The research is limited to the operations and marketing practices of Baliapattam Tile Works and does not include detailed analysis of production technology, financial performance, or labour-related aspects. The geographical scope is confined mainly to Kannur district, where the company’s major customer base and distribution network are located. Data is collected from customers, dealers, and employees associated with the company.
1.5 OBJECTIVES OF THE STUDY
· To study the existing marketing strategies used by Baliapattam Tile Works.
· To understand customer awareness and response toward the company’s marketing efforts.
· To identify which marketing methods are most effective in promoting the products.
· To find out the challenges faced in implementing marketing strategies.
· To give suggestions for improving the marketing strategy of the company.
1.6 LIMITATIONS OF THE STUDY
· The study is limited to Baliapattam Tile Works and does not cover other tile manufacturers.
· Time constraints restricted the collection of extensive data from all customers and dealers.
· The sample size is small and may not fully represent the entire market.
· Responses from customers and dealers may be subjective or biased.
· Limited availability of company records and marketing data affected detailed analysis.












PART-B
RESEARCH METHODOLOGY
1.7 INTRODUCTION TO RESEARCH METHODOLOGY
Research methodology is the systematic process adopted to collect, analyze, and interpret information to provide solutions to research problems. It helps in achieving the objectives of the study in a scientific and structured manner. In this study, the methodology includes research design, sampling framework, data collection techniques, tools for analysis, and interpretation procedure. The research methodology used in this project enables the researcher to examine the effectiveness of marketing strategies adopted by Baliapatam Tile Works and to understand the perceptions and satisfaction levels of customers and stakeholders.
1.8 RESEARCH DESIGN AND TYPE OF RESEARCH
The present study follows a descriptive research design, as it aims to describe and analyze the existing marketing strategies and their effectiveness. Descriptive research helps in identifying customer opinions, awareness levels, and the performance of current marketing practices.
The type of research used is a quantitative approach, supported with qualitative elements where required, as the study involves numerical analysis of responses collected through structured questionnaires.
1.9 SAMPLING TECHNIQUE
Sampling technique refers to the method used to select respondents from the total population. For this study, a non-probability sampling method has been adopted due to the accessibility and feasibility of data collection.
1.9.1 Population of the Study
The population of this study includes customers, dealers, and stakeholders associated with Baliapatam Tile Works who are aware of or have used the company’s products.
1.9.2 Sample Size
For the purpose of this research, a sample of 50 respondents has been selected. This size is considered appropriate to draw meaningful conclusions for the study.
1.9.3 Sampling Method
The sampling method used is Convenience Sampling, as the respondents were selected based on accessibility, availability, and willingness to participate in the study.
1.10 SOURCES OF DATA
Both primary and secondary data sources are used in this study.
Primary Data: Collected through structured questionnaires, interviews, and personal interactions with respondents.
Secondary Data: Gathered from company reports, journals, textbooks, websites, research articles, and other relevant published sources.
1.11 METHODS OF DATA COLLECTION
The primary method of data collection is a survey method, using a structured questionnaire consisting of both close-ended and multiple-choice questions. Personal interviews and informal discussions were also conducted to obtain additional insights related to marketing strategies and customer preferences.
1.12 TOOLS FOR DATA ANALYSIS
The collected data has been analyzed using:
· Percentage Analysis
· Tables and Charts
· Graphs (Pie charts/Bar charts)

These tools help in organizing and interpreting the data systematically, leading to meaningful conclusions regarding the effectiveness of the marketing strategies adopted by Baliapatam Tile Works.
1.12.1 Percentage Analysis 
This is a univariate analysis where the percentage of a particular factor with different categories are calculated, to help one get their fair idea regarding the sample and thereby that of population. The following is the formula,
Percentage of respondent = 		No: of respondents x 100
Total no: of respondent
1.13 PERIOD OF THE STUDY
The study was conducted over a period of 23 days, including data collection, analysis, and interpretation.
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2.1 REVIEW OF LITERATURE 
Kotler, P., Kartajaya, H., & Setiawan, I. (2021)
Kotler and his co-authors proposed that marketing strategy has evolved from a traditional product-focused approach to a value-driven and human-centric orientation. Their work emphasized that customers today seek meaningful experiences, ethical practices, and social responsibility from brands. The authors highlighted digital transformation, customer experience management, and sustainability as critical strategic elements that enhance long-term marketing effectiveness and brand trust.
Varadarajan, R. (2020)
Varadarajan defined marketing strategy as a coordinated set of decisions that guide an organization’s market behavior over time. He stressed that effective marketing strategy requires alignment between market orientation, organizational goals, and competitive positioning. The study demonstrated that firms with clearly defined and aligned marketing strategies achieve superior performance and long-term market success.
Morgan, N. A., Whitler, K. A., Feng, H., & Chari, S. (2019)
These authors examined marketing strategy capabilities and their impact on firm growth and profitability. Their research showed that strategic marketing planning, execution capabilities, and market-sensing skills are critical drivers of competitive advantage. The study concluded that firms investing in strong marketing capabilities outperform competitors in both financial and market performance.
Hollensen, S. (2020)
Hollensen highlighted globalization and digital platforms as major forces shaping contemporary marketing strategy. He emphasized that firms must continuously adapt their strategies to changing international market conditions, cultural differences, and digital disruptions. The study underscored flexibility and responsiveness as essential components of successful global marketing strategies.


Lemon, K. N., & Verhoef, P. C. (2016)
Lemon and Verhoef focused on customer experience management as a core element of marketing strategy. Their research explained how managing customer touchpoints across multiple stages of the customer journey improves satisfaction, loyalty, and retention. The authors concluded that firms that strategically design customer experiences achieve sustainable competitive advantage.
Chaffey, D., & Ellis-Chadwick, F. (2019)
The authors discussed digital marketing strategy frameworks and emphasized the importance of integrating online and offline marketing activities. Their study showed that coordinated digital strategies enhance brand visibility, customer engagement, and marketing effectiveness. The research highlighted the strategic role of content marketing, social media, and analytics.
Kumar, V., Ramachandran, D., & Kumar, B. (2020)
This study emphasized customer lifetime value (CLV) as a key strategic metric in marketing decision-making. The authors argued that marketing strategies based on customer value enable firms to allocate resources more efficiently. Their findings showed that CLV-driven strategies improve profitability and long-term customer relationships.
Rust, R. T., Lemon, K. N., & Zeithaml, V. A. (2021)
Rust and his colleagues highlighted the growing importance of data-driven marketing strategies. Their research demonstrated that firms using marketing analytics and customer data can better measure performance and improve return on investment. The study concluded that analytics-based strategies lead to more informed and effective marketing decisions.
Sheth, J. (2020)
Sheth examined changing consumer behavior and its implications for marketing strategy. He emphasized that shifts in consumer expectations, technology adoption, and market uncertainty require firms to adopt agile and flexible strategies. The study highlighted adaptability as a key determinant of strategic marketing success.
Verhoef, P. C., Kannan, P. K., & Inman, J. J. (2017)
The authors analyzed omnichannel marketing strategies and their impact on customer behavior. Their study revealed that integrated channel management improves customer satisfaction, engagement, and sales performance. The research emphasized seamless customer experiences across physical and digital channels.
Hunt, S. D. (2020)
Hunt’s work on resource-advantage theory explained how marketing strategy contributes to sustainable competitive advantage. He argued that firms achieve superior performance by effectively utilizing unique resources and capabilities. The study reinforced the strategic role of marketing in long-term value creation.
Jaworski, B. J., & Kohli, A. K. (2017)
Jaworski and Kohli emphasized market orientation as a strategic foundation for marketing effectiveness. Their research linked customer focus, competitor awareness, and inter-functional coordination with superior organizational performance. The study highlighted that market-oriented strategies lead to higher customer satisfaction and profitability.
Piercy, N. F., & Morgan, N. A. (2021)
The authors examined the role of strategic marketing planning and execution. Their study showed that even well-designed strategies fail without effective implementation. They concluded that execution quality is a critical determinant of marketing success.
Felix, R., Rauschnabel, P. A., & Hinsch, C. (2017)
This study focused on social media marketing strategy and brand management. The authors found that consistent brand communication across social media platforms strengthens brand equity and customer engagement. The research highlighted the strategic importance of social media integration.
Dwivedi, Y. K., et al. (2021)
Dwivedi and colleagues explored the influence of emerging technologies such as artificial intelligence and big data on marketing strategy. Their study emphasized personalization, predictive analytics, and automation as key strategic tools. The findings showed that technology-driven strategies enhance customer experience and marketing effectiveness.
Teece, D. J. (2018)
Teece highlighted dynamic capabilities as essential for adapting marketing strategies in rapidly changing environments. His study emphasized the ability of firms to sense opportunities, seize them, and reconfigure resources. This adaptability was identified as a key factor for sustained marketing success.
Homburg, C., Jozić, D., & Kuehnl, C. (2017)
The authors examined customer-centric marketing strategies and their impact on performance. Their findings showed that organizations focusing on customer needs and value creation achieve higher market and financial performance. The study reinforced the importance of customer orientation in strategic marketing.
Payne, A., Frow, P., & Eggert, A. (2017)
This study emphasized relationship marketing strategies and long-term customer engagement. The authors concluded that building strong customer relationships improves loyalty, retention, and profitability. Relationship-based strategies were identified as critical for sustainable growth.
Katsikeas, C. S., Morgan, N. A., Leonidou, L. C., & Hult, G. T. M. (2016)
The authors studied export marketing strategy and international performance. Their research showed that strategic adaptability and market responsiveness significantly improve export success. The study highlighted flexibility as a key strategic capability in international markets.

Grewal, D., Roggeveen, A. L., & Nordfält, J. (2017)
This study focused on retail marketing strategy and customer engagement. The authors emphasized that in-store experience, technology integration, and customer interaction significantly influence marketing effectiveness. The research highlighted experience-based retail strategies as a source of competitive advantage.
2.2 THEORETICAL FRAMEWORK 
Marketing strategy has its roots in the basic concepts of marketing and strategy. Marketing strategy was probably used the first time that two humans engaged in trade, i.e., an ‘arm’s – length’ transaction. Certainly, early civilizations, such as the Babylonians, the Chinese, the Egyptians, the Greeks, the Romans, and the Venetians, had developed marketing strategies for their trading activities. They probably discussed appropriate strategies for given situations and even taught these strategies to friends, family members, and subordinates. The actual function of marketing, i.e., the distribution function was performed whenever exchange occurred.
2.2.1 ELEMENTS OF MARKETING STRATEGY
1. Marketing mix 
Marketing mix very much important, it include product, price, place, promotion etc. The strategy underlying the particular the particular marketing mix for the particular brand has a much larger role.
1. Resource of the firm
It also evident that marketing mix decisions depend very much on the resources available with the firm and the resources apportioned to the particular business unit.
1. Gaining competitive consciousness and scoring over competition.
Gaining competitive consciousness and scoring over competition is the purpose and substance of marketing strategy. The main aim of marketing strategy is to cope with competition. By the same token, it can also be said that in a marketing environment that is avoid competition, the scope and need for marketing strategies will be far less.

2.2.2 FACTORS AFFECTING OVERALL MARKETING STRATEGY
1. Competitors counter-move:
This differs with various marketing inputs. Most competitors can easily and quickly match or otherwise adjust to price changes. However, they often find it difficult to follow or to retaliate against product innovations.
1. Synergistic potential:
Marketing inputs are capable of being, mutually reinforcing or having synergistic potential and marketer should consider this working towards an optimum overall marketing strategy.
1. Substitutability:
The selection of marketing inputs is also affected by their degree of substitutability. It is important to know the extent to which one type of input can be substituted for another type in as much as the nature of marketing objectives such as that of returning a certain level of profit presents a decision-maker from making unlimited use of all inputs.
1. Diversity in productivity levels of various marketing inputs:
The marketers should recognize that not all inputs have equal productivity; some inputs need a minimum level of use before they begin to have measurable effects.
1. Elasticity of marketing inputs:
Different marketing inputs are elastic and they influence the demand of the product. The Marketing manager must recognize that effect on the product. Elasticity of marketing inputs widely affects the marketing strategy.
2.2.3 STEPS IN DRAWING UP MARKETING STRATEGIES
1. Studying about the past:
Where the firm is going can be helped by knowing where it has come from. For this it is necessary to undertake market research. This helps to understand where the firm is now.

2) Selecting the target market:
The first step in formulation of marketing Strategy is to select the target market. Selection of suitable segment is a very important exercise. If the marketer is not able to decide target Segment properly, he would not be able to direct his efforts effectively and efficiently.
3) Considering the marketing objectives: 
Without knowing what the firm is aiming for, no strategy will succeed. Different marketing objectives require different strategic approaches. The strategy must be suitable for the objectives set for it.
4) Considering the alternative strategies and making the choice:
The next step is to develop alternative market strategies. For example, in respect of pricing of new products, there are mainly two strategies-skimming price and penetrating pricing. Then appropriate strategy is chosen.
5) Creating the marketing mix:
Now the marketer has to decide the combination of the element of marketing mix. If the different segments are heterogeneous, the marketer must design the different marketing mix elements. Anyhow, the marketing mix should be designed in such a way as to suit the target market selected.
6) Planning the implementation of the strategy:
This will require good communication between different departments in a business. Finance is needed to make the funds available for the strategy. For this, marketing budget is to be decided. All other physical resources required are to be implementing the strategy.
7) Reviewing the result:
This is a crucial stage. Just a decision has been taken and implemented does not mean that the management task is complete. The results of the strategy need to be collected and checked against the objectives set for it. If necessary, changes are to be made.


2.2.4 TYPES OF MARKETING STRATEGY
Marketing strategies may differ depending on the unique situation of the individual business. However there are a number of ways of categorizing some generic strategies. A brief description of the most common categorizing schemes is presented below:
1. Strategies based on marker dominance: 
In this scheme, firms are classified based on their market share or dominance of an industry. Typically there are three types of market dominance strategies:
1.  Leader: The market leader is dominant in its industry. It has substantial market share and extensive distribution arrangements. It is typically the industry leader in developing innovative new products and business methods.
1.  Challenger: A market challenger is an organization a strong, but not dominant position that is following an aggressive strategy of trying to gain market share. It typically targets the industry leader.
1. Follower: A market follower is an organization in a strong, but not dominant position that is content to stay at that position. The rationale is that by developing strategies parallel to those of the market leader, they will gain a good share of the market while being exposed to very little risk. This is a “play it safe” strategy.
1. Porter generic strategies:
 Strategy on the dimension of strategic scope and strategic strength. Strategic scope refers to the market penetration while strategic strength refers to the firm’s sustainable competitive advantage.
1. Product differentiation: The marketing of generally similar products with minor variations that are used by consumers when making a choice.
1. Market segmentation: Market segmentation is a marketing strategy which involves dividing a broad target market into subsets of consumers, businesses, or countries that have, or are perceived to have, common needs, interests, and priorities, and then designing and implementing strategies to target them.


1. Innovation strategies :
 This deals with the firm’s rate of the new product development and business model innovation. It asks whether the company is on the cutting edge of technology and business innovation. There are two types: Pioneers
1. Close Followers: Being a Market Pioneer can more often than not, attract entrepreneurs and investors depending on the benefits of the market. If there is an upside potential and the ability to have a stable market share, many businesses would start to follow in the footsteps of these pioneers.
1. Late Followers: Those who follow after the Close Followers are known as the Late Entrants. While being a Late Entrant can seem very daunting, there are some perks to being a latecomer.
1. growth strategies:
 In this scheme we ask the question, “How should the firm grow?” there are a number of different ways of answering that question, but the most common gives four answers:
1. Horizontal integration: Horizontal integration is that it happens when two or more companies which produce the same or similar goods or provide the same or similar services merge together. When all the producers of goods or services merge, they create a monopoly. If on the other hand, they are still few competitors left after the merger there will be an oligopoly.
1. Vertical integration: vertical integration is a strategy where a company expands its business operations into different steps on the same production path, such as when a manufacturer owns its supplier and/or distributor. Vertical integration can help companies reduce costs and improve efficiencies by decreasing transportation expenses and reducing turnaround time, among other advantages. 
1. Diversification: A corporate strategy in which a company acquires or establishes a business other than that of its current product. Diversification can occur either at the business-unit level or at the corporate level.
1. Intensification: Intensification involves expansion within the existing line of business. Intensive expansion strategy involves safeguarding the present position and expanding in the current product- market space to achieve growth targets.
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3.1 INDUSTRY PROFILE 
The key drivers for the ceramic tiles in India are the boom in housing sector coupled by government policies fuelling strong growth in housing sector. The retail boom in the Indian economy has also influenced the demand for higher end products. Overall the bullish growth estimates in the Indian economy has significantly influenced the growth of the Indian Ceramic tile industry.
Tile is a manufactured piece of hard-wearing material such as clay, ceramic, stone, metal or even glass. It is a surfacing unit, used for covering roofs, floors, walls and countertops. Ceramic Glazed tiles are used extensively in the Bathrooms, Kitchen in modern buildings and in Hospitals and Analytical Laboratories, Toiletries attached to Railway platforms. Ceramic Tiles today have become an integral part of home improvement. The Indian tile industry, despite an overall slowdown of the economy continues to grow at a healthy 15% per annum. Ceramic tiles as a product segment have grown to a sizeable chunk today at approximately 680 Millions Square meters production per annum. However, the potential seems to be great, particularly as the housing sector, retail, IT & BPO sectors have been witnessing an unprecedented boom in recent times.
Clay tiles cire one of the most distinctive and decorative historic roofing and flooring materials because of their great variety of shapes, colours, profiles, patterns, and textures. Traditionally, clay tiles were formed by hand, and later by machine extrusion of natural clay, textured or glazed with colour, and fired in high-temperature kilns. The unique visual qualities of a clay tiles often make it a prominent feature in defining the overall character of a historic building. The significance kind inherently fragile nature of tiles dictate that special care and precaution be taken to preserve and repair them.
Clay tiles have been used for thousands of years all over the world. In fact, the original roof tiles are still in use on many ancient buildings in Italy and other parts of Europe. The original tiles used by most European cultures were barrel-type tiles or "cap & pan" tiles as we refer to them today. Barrel clay tiles made their way to the New World with the Spanish explorers and were used for roofing and flooring their Mission churches. From St. Augustine, Florida to Southern Mexico, the Spaniards built their missions continuing north along the California coast. It may be either handcrafted or machine-made; in general, roofs installed before the end of the 19th century consist of hand formed tiles, with machine-made tiles becoming more dominant as technology improved during the 20th century. Clay tile itself, whether made by hand or by machine, can vary in quality from tile to tile.
Today ceramic tile throughout the world is not hand-made or hand-painted for the most part. Automated manufacturing techniques are used and the human hand does not enter into the picture until it is time to install the tile. They are used in and almost infinity numbers of ways and you don’t have to consider yourself wealthy to own them. In commercial buildings, where both beauty and durability are considerations, ceramic tiles will be found , particularly in lobby areas and rest rooms.  
3.1.1 BROAD OUTLINE OF THE INDUSTRY
India is the second largest tile manufacturer in the world, a distinction which it secured in 2017. Having achieved that distinction, the industry, domestically is in the midst of transition- from unorganised to organised; from unbranded to branded and from mass consumption to premium ones. Also the industry has attracted many new entrants into the sector along with which some problems related with glut and intense competition too. Out sector special feature on ‘tile and ceramics’ focuses on several issues which are haunting the industry currently like competition, export scenario, legal issues, taxation issues fuel pricing and trend.
Despite the disruption and slower growth in demand, Indian tiles industry has thrown in some surprises. Though there is mushroom growth of tile manufacturers in recent times, most of them belonging to ‘also ran’ types, some new entrants have started snapping at the heals of market leaders. 
In recent years several countries have imposed anti-dumping duties on Chinese tiles thus making tiles import from that country costlier and uneconomical. India, the second largest tiles maker in the world is taking full advantage of the situation which is visible in its surging exports of tiles. Saudi Arabia is the biggest market for Indian tiles followed by Iraq, UAE and other Gulf countries. Nearly 75% of its tiles exports are to Asian countries.
Slim tiles are now becoming the trend especially in high end constructions. Slim tiles are thin and lightweight yet incredibly strong.  Special manufacturing process of these tiles make them tougher, longer lasting and much more resistant to water and frost than ordinary tiles.
It is not that the prices of finished products only have come down, production costs have also have come down in recent times. Only worry for the manufacturers now is on natural gas price front which is on upward move thanks to ever rising oil prices. One of the reasons for spurt in capacity addition in recent years is due to declining machinery cost. Machinery cost has come down significantly due to increased competition between China and Italy in tiles machinery market. Further, digital printing availability has increased dramatically in recent times which has further brought down design costs.
3.1.2 NATIONAL SCENARIO
Tiles were first introduced in India in 1860 by a German missionary, since then the industry flourished in India. The red tiles, prepared from hard laterite clay, are in great demand throughout India, Myanmar, SriLanka and the Far East and are even shipped to East Africa, the Middle East, Europe and Australia. These were the only tiles to recommend for government buildings in India during the British regimes. Several other tile factories came up in the years that followed. In 1868, the Albuquerque tile factory producing these tiles was started by Pascal Albuquerque at Mangalore, South Canara. The tiles produced by the factory were in great demand throughout the Indian subcontinent and East Africa. Abundant deposit of clay, plenty of firewood from different places, the Western Ghats cheap skilled labour helped the industry to flourish. By the 1900’s there were around 25 tile factories situated in and around Mangalore the report shows that by 1913 the tile factories were employing 2000 workers and were producing 60,000 tiles a day. 
There was a time when Kerala had the monopoly of tile production in the country for a long period. The first tile factory in Kerala was set up in Calicut by German Missionaries and it was named Common Wealth Trust Ltd of COMTRUST. The numerous reverse and backwaters of Kerala provided cheap transport and so it is quite natural that a number of factories have opened at Calicut, Kollam, Thrissur, Aluva. The abundance of clay was the other major factor, which contributed for the rapid expansion of the tile industry in these parts of the states. 
India is the third largest tile market in the world. While the global tiles production grew at an annualized rate of 6.3% for the period 2006-2016, tiles production in India grew almost at 12% during the same period. Ceramic tiles that account for close to 60% of the total tiles demand in India is expected to grow at a CAGR of 8.7% for the period 2014 -2019.
3.1.3 GLOBAL SCENARIO
Ceramic tiles refer to a variety of hard-wearing materials made from a mixture of sand, clay, and other natural materials. Ceramic tiles are produced when materials are combined and moulded in the required form and then fired at high temperature at kiln. Owing to the excellent toughness of ceramic tiles, they are commonly used across many indoor and outdoor applications. 
The global ceramic market has substantially benefitted from the ever rising demand for a variety of products from the construction industry in the past few years. Moreover factors such as the easy availability of raw materials and technological advancements, which have helped in improving manufacturing processes, have also significantly boosted the global ceramic tile market in the past years.
The segment of floor tile dominated in terms of volume in 2012, accounting for a massive 52% of global ceramic tiles market. Owing to the healthy growth prospects of the construction industry, especially in developing countries in Asia Pacific, the demand for floor tiles is expected to significantly rise over the forecast period. The segment of ceramic wall tiles accounted for the second largest share in the global market in 2012.
From a geographic standpoint, the market for ceramic tiles earned an enormous share in its overall market valuation, an estimated 66%, in Asia Pacific in 2012. Market for ceramic tiles in Asia Pacific is also expected to be the fastest growing regional market over the forecast period. The market is expected to lead in both, the consumption as well as the product fonts.
3.1.4 PROBLEMS AND PROSPECTS ASSOCIATED WITH THE INDUSTRY WITH RESPECT TO THE ORGANISATION UNDER STUDY
In olden days ,the tile industries were confined to Kerala and South Canara district of Karnataka state. Later the tile factories have mushroomed through the country with encouragement and support from their respective governments.
In the late 1960’s there were 36 tile factories in and around Mangalore region. But today only tile manufacturing units were survived in the region and even among them only a few are working to their full capacity due to lack of demand and competition from neighbouring state, where the cost of production is comparatively low.
Some of the problems faced by the industry are:
· Scarcity of raw materials-
Clay is the most important raw-material involved in the manufacture of tiles. Therefore, the availability and extraction possibilities play a major role in successful running of this industry. The availability of clay has been diminishing day-by-day for a long time now and the industry, at least in some parts of the country, is finding it difficult to procure the right clay. There are various reasons for this situation. The clay is mined mainly from paddy fields. This source is being practically exhausted for various reasons. Clay has to be brought from long distances, incurring huge transportation costs. Hence, this raw-material has become not only expensive but scarce also.
· Shortage of fuel –
Tile industry, in general, uses coal as the main fuel for kilns which is firewood , that is becoming scare with present policy of the government. Hence, it is evident that any attempt in reducing fuel consumption in kilns will help the tile industry in reducing cost of production. Firewood price is increasing rapidly due to reduction in the forest area and utilisation of land for cultivation, increasing demand for wood for other industries, increasing demand for wood as fuel in the domestic sector and increase in cost of all other sources of fuel. Hence the industry has to depend on plantation firewood like rubber wood and other alternative fuel for firing.
· Threats from multinational companies-
The traditional medium and small scale tile industry in Kerala is facing threats from multinational companies coming into India with huge investments. Import of clay from other states increases the transportation cost. Also, it is quite difficult to compete with rivals and competitors from other states.
· Protests from local people –
Since the Conservation of Paddy Field Act came into force from 2008, the Mining and Geology Department identified the clay deposit area in the state, the local people and the environmentalists are under the protest of the proposed paddy field and wet land makes strong protest against the clay excavation.

Future prospects that the industry will encounter are:
Abundant availability of raw material is expected to be a major factor driving the demand over the forecast period. However, availability of substitutes and increasing application of ceramics in disk brakes and refractory is expected to impact the supply of raw material for tile manufacturing.
Technological advancements such as automation in manufacturing is projected to assist the market growth in the forthcoming years. Recent advancement in processes has led to the development of the highest quality of finish in ceramic tiles. Owing to the automation in modern production facilities, very less human intervention is needed. This has resulted in mass manufacturing of products at lower costs.
The use of environment-friendly and sustainable products is projected to grow in the forthcoming years. The demand for ceramic based cool roof tiles is rising owing to rising awareness regarding environmental issues. These products offer benefits such as moisture resistance, fade resistance, and cost-effectiveness, which is anticipated to bode well for market growth over the forecast period.
In terms of revenue, residential segment accounted for 43.6% of market share in 2018 and is projected to expand at a CAGR of 7.9% during the forecast period. Cheaper procurement and installation cost of ceramic tiles over other flooring materials is expected to drive the demand from residential application over the next seven years.












CHAPTER 4
ORGANIZATION PROFILE  








4.1 ORGNAISATIONAL PROFILE 
Baliapatam Tiles and Business Ventures Ltd. is one of the leading manufacturers of structural clay products in Kerala state. Since its inception in the year 1947, the company has been manufacturing quality clay building materials of high technology. The Registered office of the company is located at Pappinisseri, 10 kms from Kannur in the state of Kerala. The company has five factories with an annual installed capacity of over 175 lakhs standard roofing tiles.
A reliable organization engaged in manufacturer a qualitative range of industrial products. One of the leading companies of this highly commendable range of products. The team of experts maintain a vigil on the quality of the products. Every single piece of work is ensured with proper quality assurance. Since the inception in 10/09/1947, the company is continually improving the quality to serve their clients better. Use of modern technology, industry standards, timely and quality deliveries, experienced workforce are the Unique Selling Proposition.
4.2 ORIGIN OF THE ORGANISATION
The Baliapatam Tile Works Ltd  which manufactures quality clay products is having 72 years of its existence to date. The Company was registered at Registrar of Companies (ROC) —Ernakulum on 10 September 1947 and is categorized as Company limited by shares and an Indian Non- Government Company. It was incorporated on 16 August 1947 under Indian Companies Act, 1931 with the working eminent personalities, Mr.Choorakandan Aaron and Mr.Sumithran Aaron. Mr.Choorakandan Aaron with his three partners started a tile factory in the year 1920, as he was inspired by the growth of tile company set by Bassel Mission in Mangalore. The roofing tile then known as Mangalore tile was first manufactured by BasselMission . The factors which promoted by German Missionaries in setting up the factory at Mangalore were availability of good quality clay, cheap firewood and favourable weather condition suitable for drying the tile. At that time Mr.Choorakandan who had a handloom  factory in Kannur shifted his activity to Pappinisseri and the partnership firm of “Choorakandan& Sons” was made into a limited company called ‘Aaron Spinning and Weaving Mill’, during the second world war mainly with the aim of expanding business.
Encouraged by the growth of Bassel Mission’s factory , Mr Choorakandan Aaron invited a retired Technical Assistant, to help him and provide necessary experience in the manufacture of tile. While the efforts were to maximize and expand mills, the factory which was the part; of newly formed mill was neglected and could not make much progress. The reason was , booming handloom industry together with less demanded tiles. At that time, Mr.Sumithran  Aaron who was a Manager in one of the mills of Choorakandan had a vision of promoting: the company in the name “Baliapatam Tile Works Ltd”. He purchased the assets for the company and the company was incorporated on 16/09/1947.
The Company made a steady growth thereafter. The reason behind this is nothing but the hard work, sincerity, commitment and loyalty towards their customers. Gradually they expanded their business. At present there are 6 Factories of The Baliapatam Tile Works Ltd  with an annual installed capacity of over 175 lakhs Standard Roofing tiles out of which 3 are located in Pappinisseri, one in Narath, another in Payyannur and in Nileshwaram.
4.3 NATURE AND CONSTITUTION OF THE ORGANISATION
Baliapatam Tile Works Limited is a public company. Its registered address is BIDG NO PPW 4 917pappinisseri,Cannanore,Kerala,India,670561.. It was incorporated in 10/09/1947.
This company is registered under Registrar of Companies (RoC-Ernakulam) and it is classified as the Indian Non-Government Company.
Its authorized capital is Rs. 50,000,000 and its paid up capital is Rs. 45,076,320.
Baliapatam Tile Works Limited Annual General Meeting (AGM) was last held on 2019-09-30 and its balance sheet date is 2019-03-31.
Baliapatam Tile Works Limited Corporate Identification Number (CIN) is U26921KL1947PLC001399 and its registration No. is 001399.
Baliapatam Tile Works Limited industry code is 26921 and its involved in blocks of ceramic refractory, manufacturing, bricks of ceramic refractory, manufacturing, ceramic refractory constructional goods, manufacturing, manufacturing of blocks of ceramic refractory, manufacturing of bricks of ceramic refractory, manufacturing of constructional goods of ceramic refractory, manufacturing of tiles of ceramic refractory, tiles of ceramic refractory, manufacturing.
Company details: 
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	CIN
	U26921KL1947PLC001399

	Company Name
	BALIAPATAM TILES AND BUSINESS VENTURES LIMITED

	Company Status
	Active

	ROC
	ROC-Ernakulam

	Registration Number
	1399

	Company Category
	Company limited by Shares

	Company Sub Category
	Non-government company

	Class of Company
	Public

	Date of Incorporation
	10 September 1947

	Age of Company
	72 years, 0 month, 16 days

	Activity
	Manufacture of non-metallic mineral products 

	Managing Director
	Mr.Sushil Aaron

	Chairman
	Mr.PrashanthTholar


Source:  72nd annual report 2018-2019

The range of clay products manufactured by the company are classified as under:
· Mangalore Pattern Roofing Tiles and Ridge Tiles paving bricks
· Solid, Perforated and Hollow clay Bricks for load bearing and partition walls
· Hollow clay bricks and clay channels for construction of roof and floor slabs.
· Decorative clay tile for roofs and wall.
· Terrace paving Bricks for weather proofing & insulation of R.C Roofs.
· Ventilator Bricks
· Paving bricks for driveways.
Vision Statement:
Our mission is to be a leading manufacturer providing superior quality products and services at competitive prices. We want be a globally innovative and competitive business providing 100% genuine services to our customers. We are committed to total customer satisfaction by providing quality products & services.
Continue to remain the best tile manufacturing industry with growth in all areas.
To engage in production of wide range of clay products and to pioneer in the tile industry.
To meet huge requirement of products at any point of time.
Mission Statement :
Win the customer satisfaction through offering high quality clay products and to acquire cost reduction through large scale production.
Policy of Baliapatam Tiles and Business Ventures Limited:
· Satisfied customers and motivated employees are of vital importance to Baliapatam Tile Works long term competitiveness. Each employee shall:
· Understand his/her role.
· Take responsibility.
· Have the necessary empowerment.
· Develop his/her competence, knowledge, will and ability.
· Policy of hiring people with due respect to factors like sex, marital status and the like. 
· Policy on terms and conditions of employment- compensation policy and methods, hours of work, overtime, promotion, transfer, lay-off and like.
· Policy with regard to medical assistance- sickness benefits, ESI and company medical benefits. 
· Policy regarding housing and allowances.
· Policy regarding training and development- need for, methods of and frequency of training and development.
· Policy regarding industrial relations- trade- union recognition, collective bargaining, grievance procedure, participative management, and communication with workers.
Sales policy:
InBaliapatam Tile Works Ltd. the sales policy involves appointment of dealers in places like Kerala, Karnataka, TamilNadu, Pune and Mumbai. The company representative visit all dealers once in a year to renew the relationship. The company also offers 10% discount to those who achieve the target more than what the company expects. 
Dealers of BTW Ltd are categorized as Grade 'A 'Dealer and Grade' B 'Dealer. Dealers who have achieved minimum sales turnover of Rs.15 lakhs during the previous year are eligible to get 10% discount and is termed as 'A' Dealer. The Grade 'B' Dealer should have achieved minimum of Rs. 2.5 lakhs during the previous year.They are eligible to receive a cash discount of 5%. 

Accounting policies:
· The company maintains its account on accrual basis following the historical cost conversion in accordance with the generally accepted principles & in compliance with accounting standard as in the Companies Act. 
· Fixed assets are valued at the cost of acquisition less depreciation. 
· Depreciation of fixed asset is calculated & provided on written down value method. 
· Inventories are valued at cost net realizable whichever is lower. Cost assigned for valuation of raw material is on weighted average basis of stores spare-parts on specific identification basis & of finished goods & stock-in process, in First-In-First Out basis after providing for diminution in value of obsolete & slow moving items. 
· Revenue expenditure on research & development is charged to the Profit & Loss Account. Capital expenditure on research &development is included as part of fixed asset & depreciation on the same basis as other fixed asset. 
· Retirement benefits to employees are provided for under the Group insurance scheme of LIC of India. 
· Tax on income of the current period is determined on the basis of taxable income computed in accordance with the provision of the Income Tax Act.
Human resources policy:
· Providing adequate wages, Job security, good working condition 
· Policy regarding trade union recognition, industrial relation and grievance redressal. 
· Treating employees as human beings by giving them a sense of self-respect and better understanding of their role in the organization. 
· Constituting a committee on sexual harassment in every factories. 
· Policy on terms of payment of bonus, wages & salary, PF, ESI etc.
· Policy with regard to disciplinary activities. 


4.4 MILESTONES & ACHIEVEMENTS OF THE ORGANISATION
Baliapatam Tile Works Ltd. achieved a great success by manufacturing a wide range of quality products through expansion of its business. Baliapatam Tile Works Ltd. products have high demand throughout South India. The Company is still maintaining their image because of the quality they ensure to their customers. Customers ensure that they purchase only Baliapatam Tile Works products after identifying the brand symbol which is chimney. 
Mr.Sushil Aaron, Managing Director of the company was awarded as the best business man of 2019 by North Malabar Chamber Of Commerce.
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4.5 PRODUCT PROFILE 
A. Types of Bricks Different types of bricks produced in Baliapatam Tile Works Ltd. includes: 
Hollow bricks ,solid bricks ,hollow roofing bricks, perforated bricks ,hollow partition bricks, paving bricks, ventilation bricks.
B. Types of Tiles
Earlier Baliapatam Tile Works Ltd. manufactured Clay Tiles. Now it is stopped due to the non-availability of plastic clay. As a substitute to this they are now manufacturing Cement Roofing Tiles in the 2nd factory. They are superior in quality on comparison to the conventional clay tiles. 
Different types of Clay tiles are: 		
Decorative roofing tile, Portuguese roofing tile, Spanish roofing tile terracotta, Dutch roofing tile, Roman roofing tile, grooved roofing tile, curved roofing tile, pointed roofing tile, terrace roofing tile, ventilator roofing tile, embossed roofing tile, hollow roofing tiles, Portuguese interlock roofing tile, Roman interlock roofing tile.


4.6 DEPARTMENTAL STUDIES
4.6.1 HUMAN RESOURCE DEPARTMENT
The term Human Resource means that the total knowledge ,skills, creative, abilities, talent and aptitude of organisation’s work force as well as the values ,beliefs, and attitude of the individuals involved.
In simple since Human Resource Management means employing people, developing their resources utilizing, maintain and compensating their service in tune with the job and organisational  requirements with a view to contribute to the goal of the organizations individuals and society.
Personnel management is one of the most complex and challenging field of the management. The basis of personnel management is the recognition of human personality of the employee or worker, which is rather essential for the maintenance of good industrial relations. Undoubtedly people are most complex factor in an orgnaisation. Man possess a wide variety of characteristics. Perceptions, needs, attitudes and behavioral patterns that complicate organizational activities which have to be taken in to account by the management.
The management of man is very important because it is a job not managing “ Men but of administering a social system. The management of man is a challenging task because of the dynamic nature of the people. As today ,human resources plays a small part of an organization. But they are the activators of an organization.It is the personnel which ensures the accomplishment of the objective through best of others resources,” without human effort organization is like of a lifeless body”.
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OBJECTIVE OF HUMAN RESOURCE DEPARTMENT AT BTW LTD
· To establishment and maintain good relationship with in the organization.
· Acceptance of goal by employees, promote voluntary co-operation and 
co-ordination.
· To achieve the goal set for the organizational through human dignity.
· To maintain and increase the level of effectiveness of employees or effective utilization of employees in productive work.
· To have better and desirable interest or relation.
POLICY GUIDELINES OF BTW LTD.
· Each employee shall
· Undertake his/her role.
· Take responsibility
· Develop his/her competence ,knowledge well and ability.
POLIICES
· Policy of hiring people with due respect of factors like sex, status etc.
· Policy on terms and condition of employment and compensation policy and methods, hours of work, promotion, transfer, layout the like.
· Policy with regard to the medical assistance, sickness benefits, ESI and medical benefits.
· Policy regarding housing and allowances.
· Policy regarding training and development need for method of and frequency of training and development.
· Policy regarding industrial relation trade union recognition ,collective bargaining grievances  procedure etc.

CATEGORY OF WORKMEN AT BTW LTD.
	Workmen are classified under the following category.
1. Permanent 
A permanent worker is one whose name has been entered into master roll and who had given a permanent ticket and had completed a probationary period in 6 months.
2. Probationers 
	Probationer is one who is provisionally employed to fill a permanent                 vacancy.
3. Substitute
	Substitute is one who is employed in the post of a permanent workmen or probationers who is temporarily absent.
4. Temporary
	Temporary workmen are one who is engaged for work which is of an essentially temporary character.
5. Apprentice
	Apprentice is a learner who is or is not given a nominal allowance during the period of training.
PERSONNEL MANAGEMENT PRACTICES AT BALIAPATAM TILE WORKS LTD.
Personnel management as said earlier is managing the people at work and attain more and more with the least amount of function between the management and employees.
At Baliapattam Tile works this motto is applied and is followed with great respect from the time the company was incorporated. This policy is being followed for 50 years. The management of all the 5 units of this company is under the umbrella of a single management.


The personnel management practices at BTW are as follows.
1. RECUITMENT
2. SELECTION
3. TRIANING
4. ORGANISING
5. PLANNING
6. INTERNAL MOBILITY
7. INDUSTRIAL RELATORS
8. GRIEVANCE HANDLING
9. COMPENSATION
1. RECRUITMENT
The recruitment procedure at the BTW LTD is very simple and effective. It selects the best person and places him at the right position and also giving him all possible opportunities for development. The job at BTW LTD requires more of better technical as well as educational knowledge.
2. INTERNAL SOURCES
Person who were working already in company constitute the internal  sources when ever any vacancy arises, someone from within the company has up graded transferred or promoted to fill that vacancy .The major internal sources  of recruitment are promotion ,Demotion and transfer at BTW LTD there only promotion transfer.
a. Promotion
In the company promotion is made on the basis of merit, potential or seniority .Employees usually become eligible for promotion only after 15 years of their service in the respective organization.


Promotion Policy:-
Employees are given promotion or up graduation vacancies primary filled up from within the company through promotion or by direct recruitment. However internal promotion is preferred over external recruitment.
b. Transfer:-
To meet company requirement employees are transferred to utilize their skill, experience and knowledge in a better manner. Sometimes transfer may occur as a disciplinary measure.
EXTERNAL SOURCES
Recruitment employees  from outside the company is called external source. It constitutes.
· Candidates responding to advertisement and news papers, company’s notice board etc.
· Employees working in other organization.
· Former employee or retired employee.
· Job aspirants from employee exchange, institutions etc.
SELECTION
Selection is the process of choosing the best suitable person out of the entire applicant. At the BTW Ltd ,the applicants who possess the best ability are selected to do the job. The selection process of the BTW Ltd consists of two stages.
· Screening of application
· Written test and interview.
TRAINING
Training is the process of increasing the knowledge and skill for doing a particular job. Employees selected for various positions require training for meeting specific task to which they have been assigned. Training helps the workers to know the correct method handling the equipment and material at the job.
At the BTW Ltd, training is given to new employees and also to the existing employees in order to perform their job effectively and efficiently. Training is given under the supervision and guidance of the qualified supervisors /department heads/manager.
INTERNAL MOBILITY
It is the process by which the employees move between different positions in an organization .This may be in the form of transfer and demotion. At the BTW Ltd internal mobility motivates employees to increase their job satisfaction and given sense of affiliation. This in turn produces higher organizational loyalty.
INDUSTRIAL RELATIONS
According to Dale Yoder “industrial a relation refers to the relationship between management and employers or among employers and their organization arises out of employment”. The company maintains a cordial and mutually beneficial relationship with the union representing workers and staff. The industrial relation system in a company safeguards the rights and interests of both labour and management.
At the BTW Ltd grievances and redressed with proper discussion between the workers union and management .A work committee is formed for addressing the grievance of workers. This committee consists of members from management side, workers side and union representatives.
COMPENSATION
Compensation refers to the wide variety of financial and non financial rewards to the employees for their service rendered to the organization. The employees of the BTW Ltd are provided with the full scheme of compensation.
WAGE AND SALARY ADMINISTRATION
The increase in the efficiency of an organization largely depends upon the contribution made by the manpower in the organization and this can be secured only if they are properly rewarded.
Time wage system existing in the BTW Ltd is based on the time per day, per month etc.  Wages does not depend on the performance of employees. Wages and salary include basic wages plus additional wages, salary, FDA&DA.

WAGES & SALARY ADMINISTRATION POLICY OF THE BTW LTD
· Wages and salary are primarily paid in accordance with the payment of wages Act
· Wages  enhancement is done every 3 year on the basis of agreement between the    trade union and management
· Bonus of 20% will be paid to employee as per the rules of Bonus Act
· Attendance incentives are given to all eligible employee
· Production incentives are also given but in accordance with sales turn over
· Salary is paid on the last working day of the month to staffs and seventh of the succeeding month of workers
WORKERS CATEGORY
Category	A	:	Masons,carpenters,engine drivers,kiln burner
Category	B	:	Electritian,Machine Filler,Welder,Exacavator,
Operator
Category	C	:	Kiln seller, Kiln drawers
Category	D	:	Tile dimmers,tile receivers,fire wood cutters
Category	E	:	Head load workers ,Fixing helpers canteen
Workers
STAFF CATEGORY
Class A	:	Cashier, Assistant account,upperdivision clerk (UDC)
Class B	:	Lower Division Clerk (LDC),Typist,Storekeeper,
Time keeper,Supervisor,Data entry operator
Class C	:	Driver
Class D	:	Watchman, Office boy,Lorrie Cleaners
MANAGEMENT STAFF
Account officer, Personnel officer, Personal assistant to MD, sales manager, managers of the company units etc
WORKING HOURS
In the BTW Ltd there are three  shifts  for work production process starts from 7.30 am and ends at 8.30 pm .the three shifts works are 
First Shift		7.30 am to 3.30 pm
General shift		8.00 am to 5.00 pm
Second shift		2.00 am to 10.00 pm
Working hours of staff
9.0   am to 5.00 pm
TIME KEEPING
The BTW Ltd has a fully fledged time keeping department .The department keeps a record for each employee .The employee has to sign the attendance register every day.
LABOUR WELFARE PROGRAMMS
1. Safety programs
2. Health programs
3. Statutory welfare provisions
4. Others
· Canteen
· Leave with pay/annual leave
· Labour welfare funds
· Loans from bank and company
SAFETY MEASURES
· Elimination of hazards
· Personal protective equipments
· Proper layout and design 
· Maintenance
· Training in safety measures
· Safety inspection
· Spot checking
· Investigation accidents
EMPLOYEE PF AND MISCELLANEOUS SCHEME
· Employee Provident Fund Scheme
· Employee Pension Scheme
· Employee Deposit Linked Insurance Scheme
PAYMENT OF GRATUITY
Every employee irrespective of his wages is entitled to receive gratuity affect he had rendered continues service of 5 years or more. However the condition of 5 years company service is not necessary .If his/her service is terminated due to death or disablement.
PAYMENT OF BONUS
Payment of bonus is one of the ways of sharing profits of the business. It is an incentive to increase production. Under the payment of Bonus Act  every employee receiving salary/wages up to 10,000/- and engaged in any kind of work is entitled to bonus for the  accounting year if he has worked for at least 30 working days in the year. In the BTW Ltd bonus is paid at the rate of 20% of eligible /wages of workman. The festival allowance or bonus is paid during the onam season. 	
EMPLOYEES STSTE INSURANCE FUND
This scheme provides social protection to employees in the organized sector in conceivable contingencies such as sickness, maternity, death or disablement due to the employment’s injury. ESI constitutes 1.75% of the employers salary and company’s contribution is 4.75% of the total wages of the employees.
TRADE UNION AT THE BTW LTD
The trade union may be defined as the voluntary association of individuals formed for a specific purpose.
In the BTW Ltd , the trade unions perform a major function for their members through negotiation and representation. 
There are four trade union .they are
· The BTW’S National Lobour Union(affiliated to INTUC)
· The BTW’S Workers Union(affiliated to CITUC)
· Kannur District Tile Workers Union(affiliated to AITUC)
· The BTW’S Staff Association
STRIKES AND LAYOFF
The industrial dispute Act 1947 defines strike assassination of work by a body of persons employed in any industry acting in the combination or a concentrated refusal under a common understanding of any number of persons who are or have been employed to continue to accept employment.
The industrial dispute Act defines “layoff as the failure or refusal or inability of an employee to give employment to workman on account of
· Shortage of power, coal, raw material etc
· Accumulation of stocks
· Breakdown of machines
· Natural calamities
· Any other connected reason
In the BTW LTD no wages and salaries are paid during strike but 50%of their wages and salaries are paid during layoff.
GRIEVANCE
Grievance is complaint of one or more workers in respect of wages, allowance, condition of work and interpretation of service stipulation, covering such area as overtime, leave transfer, promotion, seniority, job assignment, and termination of services.
Reasons
· Low wages
· Less incentives
· Inability of supervisors
· Objection to a particular work
· Poor welfare measures
· Indiscipline 
· Lay off
PROCESS OF GRIVENCE HANDLING IN THE BTW LTD
In the BTW Ltd, an enquiry is made to find out the root cause of the problem. Employees are given an opportunity to present their problems and their involvement in the problem. Then the enquiry officers conduct an enquiry about the problem and suggest the solution. The suggestions are further discussed with the union leaders and suitable solution is taken after discussion. 
PROBLEM FACING THE PERSONNEL DEPARTMENT
The company is facing well in its relations with the unions and employee, still the personnel department faces a few problems .The most prominent of these is low wages as compared to the neighbouring industries in Pappinisseri and Valapattanam. Also when these are any description in the communication system taken stakes may take place. However most of the problems are effectively bought under control by various techniques like participative management. 
Manpower of human resources may be thought of as the total knowledge , skills creative abilities talents and attitude and of an organization work force of all the M’s in the management(Men, Money, Material , Methods, Machines, and Minutes) the most important is ‘Men’ it is the valuable asset of an organization and not the money or physical equipment. Without the efforts of human resources than other resources like material machine and money could remaindle they will not themselves produce anything .Human resources are utilizing the maximum possible extent in order to achieve individual and organizational goal.
FUNCTIONS OF PERSONNEL  DEPARTMENT
The personnel department performs various in an organization.  The personnel function is concerned with the procurement, development, compensation, integration and maintenance of the personnel of an  organization towards the accomplishment of the organizations major goals and policies 
The important functions of personnel department are as follows    
1)	  Procurement of personnel 
The includes manpower planning recruitment, selection, vocational guidance and placement of the right people for various jobs in the  organization.
2)	 Development of personnel  
    This is concerned with the increase of workers skill through education and training, necessary for efficient job performance, it is concerned with forming sound promotion policy, determination of the basis of promotion and making performance appraisal also came under the personal department function  
3)	Compensation  
Compensation to the employees in the form of wages, salaries, and bonus assumes great significance, as remuneration is probably the best motivation for workers to perform the jobs assigned to them. Implementation of incentive and premium bonus plans and policies.  
4)     Integration   
The personnel department has to reconcile or integrate individual and organizational objectives through sound industrial     relations. The measures for promoting industrial relations include    industrial discipline, maintenance of industrial peace, securing co-operation between trade union and management, workers participation in management, collective bargaining grievances and  suggestion systems.  
5)	Maintenance   
Maintenance refers to the keep of the workforce in a highly satisfied and motivated condition. It is very essential for smooth running of the organization. 
 6)	Records and Researches  
The personnel department keeps the detailed record of the  employees of the organization. The information collected includes information’s relating to selection, employment, induction, education, and training of each employee. It also covers information regarding labour turnover, absenteeism, grievances, Suggestions complaints, accidence etc. recording is essential for every management because it assists the management in decision –making. Research is also an important function of personnel department.  is needed to improve the method of selection, job analysis, merit rating, training etc. new motivation technique may also be experimented up on.
Nine- Human resource wheel and diagram
In recent year there has been relative agreement among HRM specialist’s as to what constitutes the field of HRM. The model that provide the focus was developed by the American Society for Training and Development (ASTD)  
These nine areas have been termed spokes of the wheel in that each area impacts on the human resource out nuts quality of work life, Productivity, and readiness for change. The out nuts of this model -quality of work life, Productivity and readiness for change- warrant further exploration on- 
· Training and Development 
· Organization and Development 
· Organization/ JOB Design 
· Human Resource Planning 
· Selection and staffing 
· Personnel Research and Information Systems 
· Compensation / Benefits
· Employee’s Assistance 
· Union / Labour Relation.
HUMAN RESOURCE WHEEL
				




HUMAN RESOURCE AREAS
Outputs:-
· Quality work life
· Productivity
· Readiness for change

TRAINING& DEVELOPMENT
Focus:-Identifying,assessing and –through  planned learning-helping develop the key competencies which enable individuals to perform current or future jobs.
ORGANIZATION
DEVLOPMENT

Focus:assuring healthy inter and intra-unfit relationships and helping groups initiate and manage change.
ORGANIZATION/ JOB DESIGN

Focus: defining how tasks ,authority and systems will be organized and systems will be organized and integrated across organization units and in individual jobs
EMPLOYEE ASSISTANCE
Focus:-providing problem solving .Counseling to individual employees.
UNION/LABOR RELATIONS
Focus:-assuring healthy union/organization relationships.
HUMAN RESOURCE PLANNING
Focus: determining the orgnaization’s major Human Resource needs, strategies and philosophies 
PERSONNEL RESEARCH
&
INFORMATION SYSTEM
Focus:-assuring a personnel information base
COMPENSATION/BENEFITS
Focus:-assuring compensation and benefits fairness and consistency
SELECTION RESEARCH & INFORMATION SYSTEMS
Focus:-matching people and their career needs and capabilities with jobs and career paths















4.6.2 PRODUCTION DEPARTMENT
Production is the process by which raw materials and other inputs are converted into finished goods. Production is the crucial function in any organization, without  any production ,There will be no product, no pricing and no economic activities.
Production management refers to the application of management principles to the production function in a factory. Production management is the function of planning, organizing, directing controlling the production process. Production management includes creation of  tangible and intangible items.
The progress department co-ordinate the availability of materials machines etc and forecasts any possible delays which could affect the production where delays all anticipated .This department should contact the concerned department heads to avoid the delay by timely correct action, so that changes to the production programmes  can be considered so as to use the idle production facilities arising   out of the anticipated delay. They ensure maximum utilization of production capacity.
The inspection department in a factory eliminates losses due to bad purchasing. Control in time of production process, and offer the  production of finished products.
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4.6.3 MARKETING DEPARTMENT
In a business firm, marketing generates the revenues that are managed by financial people and used by the productions people in creating productions or services. The essence of marketing is a transaction, an exchange intended to satisfy human needs or wants.
In the marketing mgt is concerned with decisions and policies relating to the marketing activities in the business. Marketing is the process of discovering and translating the consumer needs and wants into products and services. And they are turn marketing it more of those products and services.
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MARKETING CHANNELS
1. To full consumer satisfaction
2. to increase the company sales
3. To distribute quality products in the market
4. To explain new market for company’s products
5. Ultimately marketing attain the company objectives
· Increasing consumptions
· Creation of goodwill
· Ensure growth
· Cost reduction
· Providing wide choice of products 
· Price stability













SALES PROCEDURE	
In BTW LTD on the receipt of the order it is registered in proper records. For the purpose of execution lorries are hired from the purpose of execution lorries are hired from the head office and also delivery order is sent to other factories where the particulars item is produced.
Once in advance payment is made by the purchasing party a payment receipt is given which is to be produced on delivery. On delivery an invoice is also given. Where delivery is being under taken from other factory’s dispatch intimation is given. The dispatch intimation is produced at the factory where delivery is undertaken and from there a copy of the invoice is sent back to the head office for verification of accounts and other information.
SALES POLICY	
In BTW the sales policy involves appointment of dealers in all place especially Tamilnadu,Karnataka, andrapradesh and  maharashtra , kerala. The company representatives all dealers once in a year to renue the relation ship. It any new dealers come in they are appointed as dealers for  BTW products it found suitable. The company also offers reasonal discount of about 10% as incentives for dealers who achieve better target. 
DEMAND FOR PRODUCT
The market demand for BTW’S product is high as compared to other tile manufactures on the other hand the reputation of the company also helped substantially to maintain good demand for the products. Hollow bricks, solid bricks, terrace roofing tiles etc are some of the BTW’S products which have a high demand in the market.
SECRETARIAL DEPARTMENT
A company secretary is one of the principal officers for the secretarial work and management affairs of the company. The secretary of the company is appointed by the promoters and is known as protein secretary and his name is maintained in the articles of association. It is the concern of the secretary to get this appointment confirm by a resolution of the Board passed in its first meeting.
Companies having a paid up capital of Rs.5 crores must have a full time secretary. But since BTW’s paid up capital is only 1,80,30,400 the do not have a fulltime secretary but instead they have a personnel assistant to MD. The power of management of the co is vested in the head of Board of Directors. BTW LTD call and board meeting every year in the month of September and it will be continued at the registered office at Pappinisseri.
QUALIFICATION SHARES
To become a director of BTW Ltd a person should hold 500 shares as per the articles. Each director must take qualification shares with in two months.
SHARE HOLDERS 	
Share holder is a person who hold the shares of the company. In BTW ltd there are 540 share holders in total. It includes 2 NRI shareholders and 1 corporate share holder.
DIRECTORS	
Directors are appointed or elected by the representative of share holders and therefore they are in a position of managing the company. In BTW Ltd there are 10 directors. The company in annual general meeting appoints them.
MEETINGS	
Company meeting are held to discuss the matters relating to the affairs of the company and take decisions affecting the company. The power of management of the company is vested in the Board of Directors. The company always calls Board meetings are held at the Head Office at Pappinisseri and sometimes outside the office. Annual General meeting is held in September every year. 
DIRECTORS MEETING
Director’s meeting is held every month to discuss the matter relating to the affairs of the company and take decisions affecting the company. Generally annual general meeting is held in the month of September every year. The power of management of the company is vested in the hands of board of directors. Most of the meetings are held at the head office at Pappinisseri and sometime outside the office. The company always calls board meeting once in a month.
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CHART NO.4.5







4.6.4 QUALITY CONTROL DEVELOPMENT
The company in co-operated quality control analysis supported by continuous position feedback at every stage of production. Every bill of activity will be precisely defined before going for production. The quality control department function with its state of art equipment. This activity starts from the point of production and ends at point of purchase. The result the product will meet highest standards. They understand and implement the quality system in line with 151 codes.
The product service are conducted to move the needs and aspiration from the market fairly some amount of clay make quality fine product .Therefore quality is one of the most important factors that attract consumers towards product.
In BTW Ltd there is quality control and product development laboratory which is technically supported by the council of scientific and industrial ceramic technology division Trivadrum.
The company ensure quality its products by various methods during manufacturing process. They are as follows.
HIGH SPEED ROLLER
This machine is high effective in the fine grinding of clay.This enhances the quality of clay and thus ensures the quality of the final report.
DE-AIRING PUG MILL
This is a machine which used to extending various types of buildings  materials of clay.This is also very effective in ensuring good quality of the final report.
VACCUM PUMP
This is another device for quality control. It removes certain percentage of moisture and air to make clay move dense and plastic. It is also effective method of ensuring the quality of the final product.


		
4.6.5 FINANCE DEPARTMENT
Finance is regarded as the lifeblood of every business. No business activity is possible with out finance. It is the central point of every business activity .On the other hand financial management includes those activities related to the procurement of funds and its effective utilization for the achievement of common goals of the organization. Thus financial management is an operational activity of business that is responsible for obtaining and affectivity utilizing the funds necessary for efficient operation.
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CHART NO.4.6
SOURCE OF FINANCE
	Every company maintains reliable source of finance. The main sources of finance of BTW Ltd are
· Advance paid for booking by dealers
· Deposit by agent
· Capital
· Bank Loans


FINANCE POLICY
In the BTW Ltd finance policy is to bring in funds through deposits and other source. Another feature is that the managing director signs all purchase indent and other documents like bills, vouchers etc.
ACCOUNTING PROCEDURE
The BTW Ltd follows double entry system of accounting. The accounts department maintain various books of account. For recording the day to day transactions, cash receipt, payment vouches and rough cash books etc are maintained manually.
Finally the fair cash book is prepared using computerized methods. The credit sales report is also presented. The journal entries are recorded in journal register. Computerization of the accounts section was made in the year 1994,at present 70% of the work is done by computers.
CAPITAL
Capital is the total amount with the business gets established and then operated. Capital of the BTW Ltd comprises of equity shares having a face value of Rs 10 each.
The subscribed and paid up capital was increased from Rs 18030040 to Rs 45076320 on January 28,2010 upon the issue of 2704592 bonus shares.



















CHAPTER 5
DATA ANALYSIS AND INTERPRETATION 








Table 5.1: 
Age Group of Respondents
	Age Group
	No. of Respondents
	Percentage (%)

	Below 25 years
	14
	28.00

	25–35 years
	18
	36.00

	36–45 years
	12
	24.00

	Above 45 years
	6
	12.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.1
Age Group of Respondents

Interpretation:
Table 5.1 shows the age group of respondents. The majority of the respondents (36.00%) belong to the age group of 25–35 years. About 28.00% of the respondents are below 25 years, followed by 24.00% in the age group of 36–45 years. Only 12.00% of the respondents are above 45 years. This indicates that most respondents are young and middle-aged.
Table 5.2
Gender of Respondents
	Gender
	No. of Respondents
	Percentage (%)

	Male
	30
	60.00

	Female
	18
	36.00

	Other
	2
	4.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.2
Gender of Respondents

Interpretation:
Table 5.2 shows the gender-wise distribution of respondents. The majority of the respondents are male (60.00%). Female respondents constitute 36.00%, while 4.00% belong to the other category. This shows that male participation is higher in the study.


Table 5.3
Educational Qualification of Respondents
	Educational Qualification
	No. of Respondents
	Percentage (%)

	SSLC
	10
	20.00

	Plus Two
	14
	28.00

	Diploma/ITI
	12
	24.00

	Graduation & Above
	14
	28.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.3
Educational Qualification of Respondents

Interpretation:
Table 5.3 shows the educational qualification of respondents. About 28.00% of the respondents have Plus Two education, and an equal percentage (28.00%) are graduates and above. Diploma/ITI holders account for 24.00%, while 20.00% have SSLC qualification. This indicates that respondents possess varied educational backgrounds.

Table 5.4
Occupation of Respondents
	Occupation
	No. of Respondents
	Percentage (%)

	Student
	16
	32.00

	Employee
	20
	40.00

	Business
	10
	20.00

	Other
	4
	8.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.4
Occupation of Respondents

Interpretation:
Table 5.4 shows the occupational status of respondents. The majority of the respondents are employees (40.00%). Students constitute 32.00%, while 20.00% are engaged in business activities. Only 8.00% fall under other occupations. This shows that employed individuals form the largest respondent group.

Table 5.5
Source of Awareness about Baliapattam Tile Works
	Source of Awareness
	No. of Respondents
	Percentage (%)

	Friends/Word of Mouth
	22
	44.00

	Social Media
	14
	28.00

	Advertisement
	10
	20.00

	Other
	4
	8.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.5
Source of Awareness about Baliapattam Tile Works

Interpretation:
Table 5.5 shows how respondents first heard about Baliapattam Tile Works. The majority of respondents (44.00%) came to know about the company through friends or word of mouth. Social media accounts for 28.00%, while advertisements influence 20.00% of respondents. Only 8.00% came to know through other sources. This indicates that personal references play a major role in creating awareness.
Table 5.6
Familiarity with the Company’s Products
	Level of Familiarity
	No. of Respondents
	Percentage (%)

	Very familiar
	18
	36.00

	Familiar
	22
	44.00

	Not familiar
	10
	20.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.1
Familiarity with the Company’s Products

Interpretation:
Table 5.6 shows the level of familiarity of respondents with the company’s products. The majority of the respondents (44.00%) are familiar with the products, while 36.00% are very familiar. About 20.00% of the respondents are not familiar with the products. This indicates that most respondents have adequate awareness of the company’s products.

Table 5.7
Purchase Status of Tiles
	Purchase Status
	No. of Respondents
	Percentage (%)

	Yes
	24
	48.00

	No
	16
	32.00

	Planning to
	10
	20.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.7
Purchase Status of Tiles

Interpretation:
Table 5.7 shows whether respondents have purchased tiles from the company. Nearly half of the respondents (48.00%) have already purchased tiles. About 32.00% have not purchased, while 20.00% are planning to purchase. This suggests a good level of customer acceptance with potential for future sales.


Table 5.8
Motivation for Choosing the Brand
	Motivating Factor
	No. of Respondents
	Percentage (%)

	Price
	12
	24.00

	Quality
	18
	36.00

	Brand Image
	8
	16.00

	Recommendation
	12
	24.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.8
Motivation for Choosing the Brand

Interpretation:
Table 5.8 shows the factors that motivated respondents to choose the brand. Quality is the major motivating factor for 36.00% of the respondents. Price and recommendations influence an equal percentage of respondents (24.00% each). Brand image motivates 16.00% of the respondents. This shows that product quality plays a key role in brand preference.
Table 5.9
Type of Marketing That Attracts Respondents Most
	Type of Marketing
	No. of Respondents
	Percentage (%)

	Digital/Social Media
	20
	40.00

	Traditional Advertisement
	10
	20.00

	Dealer Promotion
	8
	16.00

	Word of Mouth
	12
	24.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.9
Type of Marketing That Attracts Respondents Most

Interpretation:
Table 5.9 shows the type of marketing that attracts respondents most. Digital and social media marketing attracts the highest number of respondents (40.00%). Word of mouth influences 24.00%, followed by traditional advertisements (20.00%). Dealer promotion attracts 16.00% of respondents. This indicates the growing importance of digital marketing.
Table 5.10
Rating of Online Presence of Baliapattam Tile Works
	Online Presence Rating
	No. of Respondents
	Percentage (%)

	Very Good
	14
	28.00

	Good
	20
	40.00

	Average
	12
	24.00

	Poor
	4
	8.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.10
Rating of Online Presence of Baliapattam Tile Works

Interpretation:
Table 5.10 shows the respondents’ rating of the company’s online presence. The majority of respondents (40.00%) rate it as good, while 28.00% rate it as very good. About 24.00% feel it is average, and only 8.00% rate it as poor. This indicates that the company’s online presence is generally perceived positively.

Table 5.11
Opinion on Informativeness of Advertisements
	Opinion
	No. of Respondents
	Percentage (%)

	Yes
	20
	40.00

	To some extent
	18
	36.00

	No
	12
	24.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.11
Opinion on Informativeness of Advertisements

Interpretation:
Table 5.11 shows the respondents’ opinion on whether the company’s advertisements are informative. About 40.00% of the respondents feel that the advertisements are informative. Nearly 36.00% feel they are informative to some extent, while 24.00% feel that the advertisements are not informative. This indicates that there is scope for improving the clarity and content of advertisements.

Table 5.12
Preferred Platform for Future Focus
	Platform
	No. of Respondents
	Percentage (%)

	Facebook
	14
	28.00

	Instagram
	16
	32.00

	Website
	12
	24.00

	Print Media
	8
	16.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.12
Preferred Platform for Future Focus

Interpretation:
Table 5.12 shows the platform that respondents think the company should focus on more. Instagram is preferred by 32.00% of the respondents, followed by Facebook (28.00%). About 24.00% feel the company should focus on its website, while 16.00% prefer print media. This shows a stronger preference for social media platforms.

Table 5.13
Rating of Quality of Tiles
	Quality Rating
	No. of Respondents
	Percentage (%)

	Excellent
	16
	32.00

	Good
	22
	44.00

	Average
	10
	20.00

	Poor
	2
	4.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.13
Rating of Quality of Tiles

Interpretation:
Table 5.13 shows the respondents’ rating of the quality of tiles. The majority of respondents (44.00%) rate the quality as good, while 32.00% rate it as excellent. About 20.00% rate it as average, and only 4.00% rate it as poor. This indicates a high level of satisfaction with product quality.

Table 5.14
Opinion on Pricing Competitiveness
	Pricing Comparison
	No. of Respondents
	Percentage (%)

	Much lower
	10
	20.00

	Similar
	22
	44.00

	Higher
	8
	16.00

	Don’t know
	10
	20.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.14
Opinion on Pricing Competitiveness

Interpretation:
Table 5.14 shows the respondents’ opinion on the competitiveness of pricing compared to other brands. The majority of respondents (44.00%) feel that the pricing is similar to other brands. About 20.00% feel the prices are much lower, while 16.00% feel they are higher. Another 20.00% are not sure about the pricing. This indicates that the company’s pricing is perceived as competitive.
Table 5.15
Availability of Product Samples of Baliapattam Tile Works
	Availability of Samples
	No. of Respondents
	Percentage (%)

	Yes
	26
	52.00

	Sometimes
	16
	32.00

	No
	8
	16.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.15
Availability of Product Samples of Baliapattam Tile Works

Interpretation:
Table 5.15 shows the respondents’ opinion on the availability of product samples. The majority of respondents (52.00%) state that product samples are easily available. About 32.00% feel they are available sometimes, while 16.00% feel they are not easily available. This indicates that sample availability is generally satisfactory but can be further improved.

Table 5.16
Satisfaction with Product Variety
	Level of Satisfaction
	No. of Respondents
	Percentage (%)

	Very satisfied
	14
	28.00

	Satisfied
	22
	44.00

	Neutral
	10
	20.00

	Not satisfied
	4
	8.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.16
Satisfaction with Product Variety

Interpretation:
Table 5.16 shows the level of satisfaction of respondents with product variety. The majority of the respondents (44.00%) are satisfied with the product variety, while 28.00% are very satisfied. About 20.00% remain neutral, and only 8.00% are not satisfied. This indicates that most respondents are satisfied with the range of products offered.
Table 5.17
Opinion on Packaging and Branding
	Opinion
	No. of Respondents
	Percentage (%)

	Yes
	24
	48.00

	Average
	18
	36.00

	No
	8
	16.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.17
Opinion on Packaging and Branding

Interpretation:
Table 5.17 shows the respondents’ opinion on packaging and branding. Nearly half of the respondents (48.00%) find the packaging and branding appealing. About 36.00% feel it is average, while 16.00% do not find it appealing. This suggests that packaging and branding are generally acceptable but can be further improved.


Table 5.18
Purchase Experience with Company/Dealer
	Purchase Experience
	No. of Respondents
	Percentage (%)

	Very good
	16
	32.00

	Good
	20
	40.00

	Average
	10
	20.00

	Poor
	4
	8.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.18
Opinion on Packaging and Branding

Interpretation:
Table 5.18 shows the purchase experience of respondents with the company or dealer. The majority of respondents (40.00%) rate their purchase experience as good, while 32.00% rate it as very good. About 20.00% rate it as average, and only 8.00% rate it as poor. This indicates a generally positive purchase experience.

Table 5.19
Satisfaction with After-Sales Service
	Level of Satisfaction
	No. of Respondents
	Percentage (%)

	Yes
	18
	36.00

	To some extent
	20
	40.00

	No
	12
	24.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.19
Satisfaction with After-Sales Service

Interpretation:
Table 5.19 shows the respondents’ opinion on after-sales service. About 40.00% of the respondents feel that after-sales service is satisfactory to some extent, while 36.00% are fully satisfied. However, 24.00% are not satisfied with the after-sales service. This indicates the need for improvement in after-sales support.


Table 5.20
Effectiveness of Marketing Strategy of Baliapattam Tile Works
	Opinion
	No. of Respondents
	Percentage (%)

	Yes
	22
	44.00

	Somewhat
	18
	36.00

	No
	10
	20.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.20
Effectiveness of Marketing Strategy of Baliapattam Tile Works

Interpretation:
Table 5.20 shows the respondents’ opinion on the effectiveness of the company’s marketing strategy. The majority of respondents (44.00%) believe that the marketing strategy is effective. About 36.00% feel it is somewhat effective, while 20.00% feel it is not effective. This indicates that the marketing strategy is generally effective but has scope for improvement.

Table 5.21
Opinion on Clarity of Communication of Product Benefits
	Opinion
	No. of Respondents
	Percentage (%)

	Yes
	20
	40.00

	Partly
	18
	36.00

	No
	12
	24.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.21
Opinion on Clarity of Communication of Product Benefits

Interpretation:
Table 5.21 shows the respondents’ opinion on whether the company communicates product benefits clearly. About 40.00% of the respondents feel that the product benefits are clearly communicated. Nearly 36.00% feel that the communication is partial, while 24.00% feel that it is not clear. This indicates scope for improving clarity in marketing communication.

Table 5.22
Willingness to Recommend Baliapattam Tile Works to Others
	Opinion
	No. of Respondents
	Percentage (%)

	Definitely
	22
	44.00

	Maybe
	18
	36.00

	No
	10
	20.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.22
Willingness to Recommend Baliapattam Tile Works to Others

Interpretation:
Table 5.22 shows the willingness of respondents to recommend the company to others. The majority of respondents (44.00%) would definitely recommend the company, while 36.00% may recommend it. However, 20.00% are not willing to recommend. This indicates a generally positive perception among customers.


Table 5.23
Area of Marketing Needing the Most Improvement
	Area of Marketing
	No. of Respondents
	Percentage (%)

	Promotion & Advertising
	18
	36.00

	Pricing Strategy
	12
	24.00

	Product Quality
	8
	16.00

	Customer Service
	12
	24.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.23
Area of Marketing Needing the Most Improvement

Interpretation:
Table 5.23 shows the area of marketing that needs the most improvement. Promotion and advertising is identified by the highest number of respondents (36.00%). Pricing strategy and customer service are identified by 24.00% each, while 16.00% feel product quality needs improvement. This highlights the need to strengthen promotional activities.
Table 5.24
Likelihood of Choosing the Brand Again
	Likelihood
	No. of Respondents
	Percentage (%)

	Very likely
	20
	40.00

	Likely
	18
	36.00

	Not likely
	12
	24.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.24
Likelihood of Choosing the Brand Again

Interpretation:
Table 5.24 shows how likely respondents are to choose the brand again. About 40.00% of respondents are very likely to choose the brand again, while 36.00% are likely to do so. However, 24.00% are not likely to choose the brand again. This indicates a good level of customer retention potential.


Table 5.25
Major Factor Influencing Buying Decision
	Influencing Factor
	No. of Respondents
	Percentage (%)

	Price
	14
	28.00

	Quality
	20
	40.00

	Brand Name
	8
	16.00

	Promotions
	8
	16.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.25
Major Factor Influencing Buying Decision

Interpretation:
Table 5.25 shows the major factors influencing the buying decision of respondents. Quality influences the highest number of respondents (40.00%), followed by price (28.00%). Brand name and promotional activities influence 16.00% each. This indicates that quality is the most important factor in purchase decisions.

Table 5.26
Overall Satisfaction with Marketing and Communication Efforts
	Level of Satisfaction
	No. of Respondents
	Percentage (%)

	Very satisfied
	16
	32.00

	Satisfied
	20
	40.00

	Neutral
	10
	20.00

	Dissatisfied
	4
	8.00

	Total
	50
	100.00


Source: Primary data 
Chart 5.26
Overall Satisfaction with Marketing and Communication Efforts

Interpretation:
Table 5.26 shows the overall satisfaction of respondents with the company’s marketing and communication efforts. The majority of respondents (40.00%) are satisfied, while 32.00% are very satisfied. About 20.00% remain neutral, and only 8.00% are dissatisfied. This indicates that overall marketing and communication efforts are satisfactory.









CHAPTER 6
FINDINGS, SUGGESTIONS AND CONCLUSION 







6.1 FINDINGS
· The majority of the respondents belong to the age group of 25–35 years, indicating that young and middle-aged customers form the main target segment.
· Most of the respondents are male, showing higher male participation in tile purchasing decisions.
· A large proportion of respondents possess Plus Two and Graduation & above qualifications, indicating a fairly educated customer base.
· The majority of the respondents are employees, followed by students, showing stable income groups among customers.
· Friends and word of mouth is the major source of awareness about Baliapattam Tile Works, highlighting the importance of personal references.
· Most respondents are either familiar or very familiar with the company’s products, indicating good market awareness.
· Nearly half of the respondents have already purchased tiles, while a significant portion plans to purchase in the future.
· Quality is identified as the major motivating factor for choosing the brand, followed by price and recommendations.
· Digital and social media marketing attracts the highest number of respondents, indicating changing marketing preferences.
· The company’s online presence is rated as good or very good by the majority of respondents.
· Most respondents feel that the company’s advertisements are informative or informative to some extent, though improvement is needed.
· Instagram and Facebook are the preferred platforms where respondents expect more marketing focus.
· The quality of tiles is mostly rated as good to excellent, indicating high customer satisfaction with product quality.
· The majority of respondents feel that the company’s pricing is similar to other brands, showing competitive pricing.
· Product samples are easily available according to most respondents, though some face occasional difficulty.
· Most respondents are satisfied with the variety of products offered by the company.
· Packaging and branding are considered appealing or average by the majority, suggesting scope for improvement.
· The purchase experience with the company or dealer is generally rated as good or very good.
· After-sales service is rated satisfactory to some extent by many respondents, indicating a need for better service support.
· Most respondents believe that the company’s marketing strategy is effective, though some feel it needs strengthening.
· A majority feel that the company communicates product benefits clearly or partly, showing room for clearer messaging.
· Most respondents are willing to recommend the company to others, reflecting positive brand perception.
· Promotion and advertising is identified as the area needing the most improvement in marketing.
· The majority of respondents are likely or very likely to choose the brand again, indicating good customer retention potential.
· Quality is the most influential factor in buying decisions, followed by price.
· Overall, most respondents are satisfied with the company’s marketing and communication efforts.







6.2 SUGGESTIONS
· The company should strengthen its promotion and advertising activities, as many respondents feel this area needs the most improvement.
· Greater focus should be given to digital and social media marketing, especially platforms like Instagram and Facebook, to reach a wider and younger audience.
· Advertisements should be made more informative and clear, highlighting product benefits, durability, and usage to improve customer understanding.
· The company should improve its after-sales service system by providing quicker responses and better customer support.
· Efforts should be taken to enhance the online presence, including regular updates on the website and social media pages.
· The company can introduce more attractive packaging and branding designs to create a stronger visual appeal.
· Maintaining and further improving product quality is essential, as quality is the most influential factor in customers’ buying decisions.
· The company should ensure consistent availability of product samples at all dealer outlets to support customer decision-making.
· Pricing strategies should be reviewed periodically to ensure they remain competitive compared to other brands.
· The company should encourage word-of-mouth promotion by offering referral benefits or customer loyalty programs.
· Dealer relationships should be strengthened through dealer promotions and training, improving customer purchase experience.
· Regular customer feedback surveys should be conducted to understand changing customer needs and expectations.




6.3 CONCLUSION
The present study was conducted to analyze the effectiveness of marketing and communication strategies of Baliapattam Tile Works and to understand customers’ perceptions, satisfaction levels, and buying behavior. The study reveals that the company has established a positive image among its customers, particularly in terms of product quality, pricing competitiveness, and overall customer satisfaction.
The findings show that the majority of respondents are aware of the company and are familiar with its products. Quality has emerged as the most influential factor in the buying decision, followed by price and recommendations. Most respondents have either purchased the company’s tiles or expressed willingness to purchase in the future, indicating good acceptance of the brand in the market. The product variety, tile quality, and purchase experience are generally rated as good or very good, reflecting customer confidence in the company.
The study also highlights that digital and social media platforms play a significant role in influencing customers. While the company’s online presence and marketing efforts are viewed positively by most respondents, there is still scope for improvement in areas such as promotional activities, clarity of advertisements, after-sales service, and branding. Strengthening these areas will help the company improve customer engagement and long-term loyalty.
Overall, the study concludes that Baliapattam Tile Works has a strong foundation in terms of product quality and customer satisfaction. By adopting more effective marketing communication strategies, enhancing digital visibility, and improving customer service, the company can further strengthen its competitive position and achieve sustainable growth in the future.



BIBLIOGRAPHY
BOOKS:
· Marketing Management – Kotler, P. & Keller, K. L. Pearson Education, New Delhi.
· Principles of Marketing – Kotler, P. & Armstrong, G. Pearson Education, New Delhi.
· Consumer Behavior – Schiffman, L. G. & Kanuk, L. L. Pearson Education, New Delhi.
· Marketing Research – Malhotra, N. K. Pearson Education, New Delhi.
· Research Methodology – Kothari, C. R. New Age International Publishers, New Delhi.
WEBSITES 
· https://www.statista.com
· https://www.marketingweek.com
· https://www.ama.org
· https://www.forbes.com/marketing
· https://www.entrepreneur.com/topic/marketing
· https://scholar.google.com
· https://www.researchgate.net
· https://www.socialmediaexaminer.com
· https://www.influenceatwork.com
· https://baliapatam.com/




QUESTIONNAIRE
A STUDY ON THE EFFECTIVENESS OF MARKETING STRATEGY AT BALIAPATTAM TILE WORKS LTD., KANNUR
1. What is your age group?
☐ Below 25 years
☐ 25–35 years
☐ 36–45 years
☐ Above 45 years
2. What is your gender?
☐ Male
☐ Female
☐ Other
3. What is your educational qualification?
☐ SSLC
☐ Plus Two
☐ Diploma/ITI
☐ Graduation & Above
4. What is your occupation?
☐ Student
☐ Employee
☐ Business
☐ Other
5. How did you first hear about Baliapattam Tile Works?
☐ Friends/Word of Mouth
☐ Social Media
☐ Advertisement
☐ Other

6. How familiar are you with the company’s products?
☐ Very familiar
☐ Familiar
☐ Not familiar
7. Have you purchased tiles from this company?
☐ Yes
☐ No
☐ Planning to
8. What motivated you to choose this brand?
☐ Price
☐ Quality
☐ Brand Image
☐ Recommendation
9. Which type of marketing attracts you most?
☐ Digital/Social media
☐ Traditional advertisement
☐ Dealer promotion
☐ Word of mouth
10. How would you rate the company’s online presence?
☐ Very good
☐ Good
☐ Average
☐ Poor
11. Do you find their advertisements informative?
☐ Yes
☐ To some extent
☐ No
12. Which platform do you think the company should focus more on?
☐ Facebook
☐ Instagram
☐ Website
☐ Print Media
13. How do you rate the quality of the tiles?
☐ Excellent
☐ Good
☐ Average
☐ Poor
14. How competitive is their pricing compared to other brands?
☐ Much lower
☐ Similar
☐ Higher
☐ Don’t know
15. Are product samples easily available?
☐ Yes
☐ Sometimes
☐ No
16. How satisfied are you with product variety?
☐ Very satisfied
☐ Satisfied
☐ Neutral
☐ Not satisfied
17. Do you find the packaging and branding appealing?
☐ Yes
☐ Average
☐ No
18. How was your purchase experience with the company or dealer?
☐ Very good
☐ Good
☐ Average
☐ Poor
19. Was after-sales service satisfactory?
☐ Yes
☐ To some extent
☐ No
20. Do you believe the company’s marketing strategy is effective?
☐ Yes
☐ Somewhat
☐ No
21. Do you feel the company communicates product benefits clearly?
☐ Yes
☐ Partly
☐ No
22. Would you recommend Baliapattam Tile Works to others?
☐ Definitely
☐ Maybe
☐ No
23. Which area of marketing needs improvement the most?
☐ Promotion & Advertising
☐ Pricing strategy
☐ Product quality
☐ Customer service
24. How likely are you to choose this brand again?
☐ Very likely
☐ Likely
☐ Not likely
25. What influences your buying decision the most?
☐ Price
☐ Quality
☐ Brand name
☐ Promotions
26. Overall, how satisfied are you with the company’s marketing and communication efforts?
☐ Very satisfied
☐ Satisfied
☐ Neutral
☐ Dissatisfied
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