


1.1 [bookmark: _GoBack]INTRODUCTION AND BACKGROUND ABOUT THE STUDY
Pricing strategy plays an important role in determining the success of any business. It refers to the method an organisation uses to fix the price of its products in a way that attracts customers and also ensures profit for the company. A proper pricing strategy helps the organisation stay competitive in the market and allows customers to feel that the product is worth the amount they pay. When pricing is done correctly, it supports both customer satisfaction and business growth.
In today’s market, customers have many choices, and even a small difference in price can influence their buying decisions. If prices are too high, customers may shift to other brands, and if prices are too low, the organisation may not earn enough profit. Therefore, finding the right balance is very important. Factors like production cost, competition, customer demand, and market conditions all affect how an organisation decides its prices. A well-planned pricing strategy helps the organisation manage these factors effectively.
Pricing also has a direct impact on sales volume and customer behaviour. When customers feel that the price is fair and reasonable, they are more likely to purchase the product and continue buying it in the future. On the other hand, unclear or unsuitable pricing can create confusion, reduce sales, and affect the reputation of the business. That is why many organisations regularly review and adjust their pricing strategies to match changing market needs and customer expectations.
Understanding pricing strategy also helps organisations improve their decision-making and financial performance. By studying how customers respond to different prices, businesses can identify which pricing method works best for them. This knowledge helps them develop better plans, manage costs, and increase overall efficiency. It also supports long-term stability and strengthens the organisation’s position in the market.
The present study aims to examine the effectiveness of the pricing strategy followed at Pinarayi Industrial Co-operative Society. The study focuses on understanding how prices are set, how customers feel about the pricing, and whether the strategy used by the organisation is helping to achieve its business goals. The findings of the study will help identify areas where improvements can be made to create a more suitable and competitive pricing approach.
1.2 NEED FOR THE STUDY
Pricing plays a major role in attracting customers and maintaining the financial strength of an organisation. When prices are fixed properly, customers feel that the product is affordable and worth buying, which increases sales and supports business growth. However, if the pricing strategy is not suitable, the organisation may face problems such as low demand, customer dissatisfaction, or reduced profit. This study is needed to understand whether the pricing strategy followed by Pinarayi Industrial Co-operative Society is effective in meeting customer expectations and business requirements. By examining how prices are set, how customers react to them, and how the strategy influences sales, the study helps identify the strengths and weaknesses of the current pricing method. The findings will support the organisation in making improvements and creating a more competitive and customer-friendly pricing strategy.
1.3 RESEARCH PROBLEM
Fixing the right price for a product is often a challenge for organisations, as customers may react differently to various price levels. If the price is too high, customers may not purchase the product, and if it is too low, the organisation may not earn enough profit. Many businesses are unsure whether their pricing strategy is helping them attract customers or affecting their sales negatively. The main problem of this study is to understand how effective the pricing strategy of Pinarayi Industrial Co-operative Society is, how customers feel about the prices charged, and whether the present pricing method supports the organisation in achieving its business goals. The study aims to identify the factors influencing the pricing strategy and the difficulties the organisation faces in maintaining the right balance between affordability and profitability.
1.4 SCOPE OF THE STUDY
The study mainly focuses on understanding how effective the pricing strategy is at Pinarayi Industrial Co-operative Society. It covers areas such as how prices are decided, how customers respond to the pricing, and how the pricing strategy influences sales and customer satisfaction. The study is limited to this organisation alone and does not include other co-operative societies or industries. The findings will help the organisation understand the strengths and weaknesses of its pricing method and make improvements where necessary.
1.5 OBJECTIVES OF THE STUDY
· To study the pricing strategy followed by Pinarayi Industrial Co-operative Society.
· To understand customer opinions and satisfaction regarding the prices charged by the organisation.
· To examine how the pricing strategy influences customer purchasing decisions.
· To identify the factors considered by the organisation while fixing the price of its products.
· To suggest improvements to make the pricing strategy more effective and customer-friendly.
1.6 LIMITATIONS OF THE STUDY
· The study is limited to Pinarayi Industrial Co-operative Society, so the findings may not apply to other organisations.
· The opinions shared by customers may vary and may not fully represent the views of all buyers.
· The sample size is limited, which may affect the accuracy of the overall conclusions.
· The study had to be completed within a short period, reducing the chance to collect more detailed information.
· Some respondents were unable to give enough time for the survey, which may affect the depth of the data collected.
RESEARCH METHODOLOGY
1.7 INTRODUCTION TO RESEARCH METHODOLOGY
Research methodology explains the steps used to collect and analyse information for the study. It gives a clear structure to the research work and helps the researcher achieve the study objectives in an organised way. In this study, the methodology includes the research design, sampling details, data collection methods, and the tools used for analysing the responses. These methods help the researcher understand how the pricing strategy of Pinarayi Industrial Co-operative Society works and how customers react to it.
RESEARCH DESIGN AND TYPE OF RESEARCH
A descriptive research design has been used in this study, as it aims to describe and analyse the pricing strategy and its effectiveness. Descriptive research helps in understanding customer opinions, satisfaction levels, and the factors influencing their purchase decisions.
The study mainly follows a quantitative approach, supported with simple qualitative insights whenever needed. Most of the data is collected through a structured questionnaire.
SAMPLING TECHNIQUE
Sampling technique refers to the method used to select respondents for the study. A non-probability sampling method has been used because it is easy and practical to reach customers who are available and willing to participate.
Population of the Study
The population of the study includes all customers who purchase products from Pinarayi Industrial Co-operative Society.
Sample Size
A total of 50 respondents have been selected as the sample for this study. This number is sufficient to draw simple and meaningful conclusions about the pricing strategy.
Sampling Method
The method used is Convenience Sampling, where respondents are chosen based on their availability and willingness to provide information.

SOURCES OF DATA
Both primary and secondary data have been used in the study.
Primary Data: Collected through structured questionnaires and informal interactions with customers.
Secondary Data: Gathered from books, journals, websites, previous research reports, and other published sources related to pricing strategies.
METHODS OF DATA COLLECTION
The main method used for data collection is the survey method, using a structured questionnaire with simple and clear questions related to pricing. Some informal discussions were also held to understand customer views better.
TOOLS FOR DATA ANALYSIS
The collected data has been analysed using:
· Percentage Analysis
· Tables and Charts
· Graphical Representation (Pie charts / Bar diagrams)
These tools help present the data clearly and make it easier to understand how effective the pricing strategy is.
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

1.8 PERIOD OF THE STUDY
The study was conducted over a period of 28 days, including data collection, analysis, and interpretation.



















2.1 REVIEW OF LITERATURE
· Ndwandwe (2026) analysed pricing strategies in SMEs and found that promotional pricing attracts new customers and increases short-term sales volume, whereas premium pricing enhances brand image, perceived quality and long-term profitability. The study highlights that selecting appropriate pricing strategies is essential for sustainable SME growth.
· Pratiwi et al. (2025) examined pricing together with distribution and warehousing strategies and concluded that pricing plays a central role in shaping consumer demand. The study indicates that effective pricing not only influences purchase decisions but also strengthens supply chain efficiency and market competitiveness.
· Yeoman (2025) explored the evolution of pricing strategy in modern markets and emphasised that value-based pricing has become more important than cost-based pricing. The study also highlighted the growing role of dynamic pricing supported by digital technologies.
· OnlineNet Case Study (2025) revealed that flexible pricing aligned with customer value perception improves revenue generation, product acceptance and customer trust. The study suggests that firms should adjust prices according to customer expectations and market conditions.
· Hasanah (2025) conducted a systematic review and found that digital technologies, big data analytics and AI enable firms to set accurate prices, predict demand and optimise pricing decisions, thereby improving pricing effectiveness.
· IRJ Study (2025) reported that the use of penetration pricing for new products increases market entry success, skimming pricing helps recover development costs and value-based pricing strengthens brand positioning. The study emphasises situational selection of pricing strategies.
· Moses & Roni (2024) found a strong positive relationship between pricing strategies and organisational profitability. The study recommended combining promotional, competitive and value-based pricing to balance sales growth and profit maximisation.
· Kaushik & Vaishaali (2023) observed that pricing promotions such as discounts and offers increase sales and customer attraction, while premium pricing improves brand loyalty and profit margins, especially in branded product markets.
· Gunaydan (2023) highlighted that competitive pricing is widely adopted because firms continuously monitor competitor prices to remain relevant. The study indicates that competitor-based pricing supports market survival.
· Abidin et al. (2023) concluded that competitor-based pricing is effective in price-sensitive markets and helps firms maintain market share during intense competition and price wars.
· Han et al. (2024) identified pricing capability as a strategic organisational capability that improves firm performance, customer value creation and innovation. The study emphasises pricing as a key strategic function rather than a simple cost decision.
· Sengupta et al. (2024) proposed demand-learning dynamic pricing models which allow firms to adjust prices based on consumer behaviour over time, leading to revenue optimisation and better demand forecasting.
· Apte et al. (2024) demonstrated that AI-based dynamic pricing provides real-time price adjustments, improves demand prediction and generates higher revenue compared to traditional pricing approaches.
· Bian et al. (2024) highlighted that structured pricing frameworks improve decision quality, reduce pricing errors and support sustainable financial performance.
· Barua & Kaiser (2024) found that real-time dynamic pricing in service industries increases revenue while offering personalised pricing that improves customer satisfaction.
· Chen et al. (2023) introduced fairness-based pricing and emphasised that customers’ perception of price fairness affects satisfaction, trust and long-term loyalty.




2.2 THEORETICAL FRAMEWORK 
PRICING STRATEGY
Price is the most critical element of the marketing mix and firms must make strategic preferences about how to price their product to achieve their business goals in the best possible manner by considering the demand and supply relationship. Unlike the elements of the marketing mix that is product and place, which can take months and years to change , or some forms of promotion which can be tedious & time consuming to alter, price can be changed quickly as per the requirement of business whether to react against the rivalry firm or against the fluctuation in demand. Price element has an intense impact on the marketing strategies, and based on the price elasticity of the product, it would affect the demand and sales as well. Hence, before setting up the price of the product, the manufacturer must investigate the credentials of price mix and these elements are as follows
· Pricing Policies 
· Discounts Offered 
· Terms for Credit 
· Sale Terms for Delivery 
· Adopted Pricing Strategy
Pricing decisions by considering the above mentioned elements, helps the manufacturer for capturing the market. Like promotion, price is also a persuasive communication about the offered product to the prospects. The decision of changing the price should be adequate enough to raise profits for the company and low enough to motivate consumers to buy the product. It should be suitable to face competition and to increase the revenue too.
Pricing strategy consists of different approaches that organisations use to set prices according to cost, customer value, competition and market conditions. The major dimensions of pricing strategy are explained below.



 1. Cost-Based Pricing
Cost-based pricing refers to setting the price by adding a fixed profit margin to the total cost of production, distribution and operations. This method ensures that all costs are covered and a reasonable profit is earned.
Importance / Effectiveness:
· Ensures cost recovery
· Simple and easy to implement
· Suitable for stable markets
· Common in manufacturing sector
However, it may ignore customer value and competitor pricing.
2. Value-Based Pricing
Value-based pricing focuses on the value perceived by customers rather than the cost of production. Firms set prices based on customer benefits, quality perception and willingness to pay.
Importance / Effectiveness:
· Improves customer satisfaction
· Supports premium pricing
· Increases profitability
· Strengthens brand positioning
This is considered one of the most effective modern pricing approaches.
 3. Competition-Based Pricing
Competition-based pricing involves setting prices based on competitor pricing strategies. Firms may price products lower, equal or higher depending on their market position.

Importance / Effectiveness:
· Maintains market competitiveness
· Helps attract price-sensitive customers
· Prevents loss of market share
· Useful in highly competitive markets
This approach is widely used in retail and FMCG sectors.
 Dynamic Pricing
Dynamic pricing refers to adjusting prices in real time based on demand, time, customer behaviour, inventory levels and market conditions. Technology and data analytics support this strategy.
Importance / Effectiveness:
· Maximises revenue
· Improves demand management
· Allows real-time price optimisation
· Common in e-commerce, airlines and hotels
Dynamic pricing is a key modern pricing strategy.
 Psychological Pricing
Psychological pricing focuses on consumer perception and emotional response to price. Techniques include odd pricing (₹99), discount framing and price bundling.
Importance / Effectiveness:
· Influences buying behaviour
· Encourages impulse purchase
· Improvers price perception
· Widely used in retail sector
This strategy is effective for increasing sales and conversion.
OBJECTIVES OF PRICING 
Objectives of Pricing In order to determine optimal pricing, firm should identify the prime objectives. Common objectives may include the following
Profit Maximization
By taking into the account revenue and costs, firms used to maximize the current profits. But the current profit maximization may not be the best strategy for the long run.
Revenue Maximization
Current revenue maximization is to maximize the current revenue and have no relation to profit margins.7 This strategy helps to gain more profits in the long run by increasing the market share and lowering the costs.
Maximize Quantity
For decreasing the cost in the long run, firms seek to maximize the number of units sold to the customers.
Quality Leadership
In order to attempt the position of quality leader in the market, firms use price as a quality signal of the product.
Partial Cost Recovery
Firms adopt the partial cost recovery method, when the firm has other sources of revenue.
Survival
In some situations like if market is declining or overcapacity, the aim is to select a price that covers the incurred cost and permit the firm to remain in the market. This objective is just for the sake of survival for a time being.


Status Quo
In order to avoid price war and to maintain the stable level of profit, the firm sets the moderate level of price.
For new products, the pricing objective is to maximize the profit margin or to maximize quantity or market share. To meet these objectives price skimming, price penetration, cost plus pricing is often employed.
DETERMINANTS OF PRICING
Prices of goods and services are decided by the market participants that is buyer and seller. In the scarcity of resources, market participants decide, how resources will be used on the basis of production and consumption. However, in a competitive market producers need to decide for a given quantity of resources, what and how much amount to produce, while consumers need to choose what and how much quantity they can afford to buy in a given amount of their income level. The buyer and seller come together in the market, and under certain assumptions their communication decides market prices.
DEMAND
Demand is created by consumers, while supply is decided by producers. It is very critical to understand the relation of these terms, because both the groups not drive by the same forces. Consumer plays a vital role in determining the prices as well as in deciding what product should produce. Consumer wants to maximize their welfare through buying the maximum number of goods and services in the given level of income. What price consumer can afford to buy the particular goods and services which ultimately persuade the producer what to produce? This concept suggests that what product should be included in the bundle of goods and services and what should not be. These preferences and choices of consumers affect the demand of the product. Complementary and substitute goods also affect the demand of the existing product, as these products affect the number of existing consumers in the market
Supply
Producers want to maximize their profit. Profits of any organization are determined by the cost of production and revenue of the firm. For profit maximization, the producer has an incentive to use all the resources in the production in a cost effective way. In a perfectly competitive market, firms can only earn the normal returns; hence they can recover all the costs inculcated in production plus the minimum return required for survival of the business. If the firm‘s returns are greater than the minimum requirement of the survival, new firms would be encouraged to enter into the market, and the competition will decrease until the normal profits reached. If the returns were less than the minimum level, low profitability would motivate the firms to leave the market, this course of action will raise the profits of the remaining firms until the normal earnings will generate. Other factors, namely: competition, technology also affect the efficiency and the cost of the inputs.
Competition Pricing
Patent expiration leads to changes in market structure and reduce both the average price of a product and market expenditure
Customer-Based Pricing
This pricing strategy is a different strategy, in which manufacturer takes the decision on the basis of consumers‘ paying capability. It is not only based on what the consumer is willing to pay, but also reflects the value of the product perceived by the consumers. Price is decided to justify the purchase decisions. For optimal pricing, manufacturer need to consider how to segment the market in best possible manner so that the prices would able to reflect the differences in value perceived by different types of consumers. For the same, producer must know about the consumers and what value they perceive.
Penetration Pricing
Penetration pricing is the pricing technique of setting up relatively low initial entry prices of products, usually lower than the established one to increase the number of customers. The strategy aims to encourage the customers to switch the products for the new products because of the lower prices. Penetration pricing is usually adopted to increase the market share of a product. This method can be adopted by the firms once the objective of increased price has been achieved. Some taglines like ³special introductory offer´ is the classic example of penetration pricing.
The basic aim of penetration pricing is to increase market share or sales volume. In the short term, penetration pricing is likely to result in lower profits. However, there are some significant advantages of penetration pricing like in long-term it gives higher profitability and higher market share, so the pricing strategy can often be justified against others. The best example of penetration pricing is „Motorola Mobile Phone. Motorola has launched the wide range of mobile phones in economic prices as compared to rivalry companies that is Samsung and Sony.
Price Skimming
Price skimming is the method of setting up the higher prices initially and then gradually, lowers the prices. The skimming method involves setting up the high price of product against other competitors. This strategy is often used to launch a new product which faces little or no competition due to unique technological features
Disadvantage of price skimming is that it cannot be long lasting as competitors soon launch competitive products which put pressure on the price, to reduce. Distribution (place) also plays a challenging role for innovative new products. It may be necessary to give higher margins to retailers for convincing them to stock the product, reduce the improved margins that cannot be delivered by this strategy. Another important problem with price skimming is that a firm may slow down the volume growth of demand for the product and this can give the more time to competitors to develop the alternative products. This disadvantage becomes the advantage for competitors to create demand.
Competitor-Based Pricing
Competitor based pricing exits in the market when there is strong competition in the market and customers have the wide choice of products to buy. They have the option to buy from the cheapest provider or perhaps from the one which offers the best customer service to them. But customers are rational to differentiate the products in terms of value.
Economy Pricing
The Economy Pricing method is that method where the costs of marketing and promotion are kept to a minimum that directs the lower prices. Supermarkets often have economy brands for soups,shampoos,etc. Budget airlines are known for keeping their overheads as low aspossible and resultant gives lower prices to the consumer as comparable to rivals.Air Asia Airline is the best Example of this strategy. The first few seats are sold at a very cheap price (almost a promotional price) and the middle majority is economy seats, with the highest price being paid for the last few seats on a flight which would be a premium pricing strategy.
Promotional Pricing
Pricing is a vital element to promote a product. There are so many examples of promotional pricing, including approaches such as Buy One Get One Offer, Money off vouchers and Discount coupons. Promotional pricing is a debating issue. Many countries do not allow to this approach and have laws that govern that product to make sure that the product should be sold at its original higher price before it can be discounted.
FACTORS AFFECTING PRICING
 A. INTERNAL FACTORS
1.	Costs: Firms while fixing prices should consider the costs for producing the product. In case of several products, costs constitute a large part of the price. The firm must plan to recover both the variable cost and the fixed costs. However, a firm selling bulk of its supplies in the home market and a part of the production in the overseas market, then all the fixed costs may be recovered from the home market, and the only variable costs may be charged for the overseas markets.
2.	Objectives of the firms: the marketer must consider the objectives of the firm, while fixing prices. Price of products is directly related to objectives of the firm. For instance, if the objective of the firm is to increase return on investment, then it may charge a higher price, and if the objective is to capture a large market share, then it may charge a lower price.
3.	Product: the product plays an important role in fixing price. If the product is of superior quality, then a firm may either adopt premium strategy or high value strategy. In premium pricing, the firm would charge high price for high quality, and in the case of high value pricing. The firm would charge moderate price for high quality. There are also firms that adopt super value strategy, where a high quality product is sold at low price.
4.	Image of the firm: the firms enjoying the good image in the market may charge a higher price, as compared to those firms which do not enjoy reputation in the market. This is because; consumers have trust and confidence in the firms enjoying nae and reputation in the market. For instance, firms like P&G, HLL can command a higher price for their brands, as they enjoy goodwill in the market.
5.	Brand image: the image of a brand can affect its price. Those brands, which command a good image in the market, would fetch higher prices. For instance, in India, the titan brand of watches enjoys a good image, and as such, it can command higher price as compared to other Indian brands of watches.
6.	Promotional activities: pricing is related to promotional activities. If a firm undertakes heavy advertising and sales promotion, then price planning must ensure that these promotional costs will be recovered, at least in the long term. It is often observed that highly advertised or promoted brands command high price as compared to lowly promoted brands.
7.	Product life cycle: the stage of a products life cycle affects pricing. For instance, when a firm introduces a product in a competitive market, then it may charge a lower price to attract the customers. During the growth stage, a firm may increase the price, especially in a low competition market.
8.	Product line: pricing can be affected by the pricing of various products in the product line. For instance, when other products in the product line are priced higher, then the firm may charge a higher price for a newly introduced product. However, these are firms that introduce a products variant at low price to fight competition in the market, even though the other products in the product line are of higher price.



B. EXTERNAL FACTORS.
1.	Competition: the marketer has to consider the degree of competition in the market. When there is high competition, prices may be lower, and vice-versa. Price of competing brands, as well as those of substitutes must be considered while fixing prices. Normally, the price must be within the range of that of the competitors.
2.	Demand: price of goods to a great extent depends upon demand. For instance, an increase in demand may lead to an increase in price, even though there may be no rise in costs. Demand may increase due to economic conditions in the market, problems with the supplies of competitors and so on. It is to be noted, that increase in demand need not result in increase in prices, as nowadays, socially responsible marketers pass on a part of the benefits of large-scale production and distribution to the consumers.
3.	Consumers: the marketer should consider various consumer factors while fixing prices. The consumer factors that must be considered include the price sensitiveness of buyers, purchasing power, buying pattern, and so on.
4.	Government control: the government control and regulations must be considered while fixing prices. In case of certain products, government may announce administered prices, and therefore, the marketer has to consider such regulation while fixing prices. The marketers catering to foreign markets must consider the incentives, and trade barriers while fixing prices. The taxes and duties levied by the government authorities must be considered.
5.	Economic conditions: the economic conditions prevailing in the market must be considered while fixing prices. During the times of recession, when consumers have less money to spend, the marketers may reduce the prices to influence buying decision of the consumers. However, during economic boom, the marketers may charge a higher price.
6.	Channel intermediaries: the marketer must consider the number of channel intermediaries and their expectations. The longer the chain of intermediaries would increase the price of the goods.
PRICING PROCESS.
 Firms need to follow a systematic process in fixing prices. the pricing process is briefly stated as follows:
1.	Set pricing objectives:
The first step in pricing is to set pricing objectives. The pricing objectives must be in line with the overall objectives of the firm and that of the marketing department. The marketer may set any or the following pricing objectives:
· To ensure survival of business.
· To learn a fair return on investment.
· To increase market share.
· To achieve a desired level of sales,etc.
2.	Evaluate the factors affecting pricing:
The marketer should identify and evaluate the factors affecting pricing. There are several factors that affect pricing, which include:
· Cost of the product.
· Demand for the product.
· Nature of competition in the market.
· Nature of consumers and their price perception.
· Product life cycle.
3.	Decide pricing strategy and method: 
The marketer must decide about the pricing strategy and method. For a new product, a marketer may normally adopt either skimming pricing strategy or penetration pricing strategy. For existing products, a marketer may adopt follow-the leader pricing strategy, standard or one-price strategy, and so on. The marketer must also decide about the method of pricing. He may consider markup pricing method, or going-rate method, or perceived value pricing or so on.


4.	Set initial price:
After selecting the pricing strategy and method, the next step is to set the initial price. For instance, to price a  new product, the marketer selects skimming pricing strategy, and then he may adopt the markup pricing method, with a high markup for the marketer, and may be for the dealers as well. Again, if the marketer is planning a heavy a high promotional strategy to emphasize the superiority of the product that of the competitors, then the marketer may be able to set a relatively high price.
5.	Make price adjustments:
The marketer may make price adjustments, if required. There are several reasons for making adjustments in the final consumer price. Marketers may temporarily quote a lower price to attract buyers to the product. Marketer may also make to attract buyers to the product. A marketer may also make necessary adjustments for different customer groups. For instance, lower price may be quoted for large orders, and vice-verca.
6.	Review:
The marketer must constantly monitor the price of the product considering the objectives of the firm, the prices charged by the competitors, sales and profit position, and so on. Such review would enable the marketer to make necessary changes in the prices, if so required.  







INDUSTRY PROFILE
Co-operation is the very foundation of society. No society can survive without the spirit of co-operation. Co-operative societies are economic organizations differ from other types of business concern in so far as they keep their doors  open and allow every person to obtain the benefit of association. It aims at providing employment and rural credit to people and plays a vital role in the welfare of the society.
The manufacture of building materials is an established industry in many countries and the use of these materials is typically segmented as carpentry, insulation, plumbing and roofing work etc. They provide the makeup of habitants and structure including homes. Most of the building and construction materials required by the industry are manufactured locally. However imports are readily available across the products group, and are particularly important in high value aspirational products such as ceramic wall and floor tiles, taps and mixtures and sanitary wears. Imports are typically from countries with large production capacities and low costs, and are particularly prevalent from China, and Eastern European countries.
 The success of delivery of the government and the private sector infrastructural programmes depends on the effective functioning of many stakeholders, including building and construction material sector. Without the necessary building and construction materials being available and delivered timely, and at an appropriate price and quality, this infrastructural delivery programme could be falter.
The market for building and construction materials is derived from primary building and construction activities. The construction industry is the second largest industry in India after agriculture .It accounts for 11% of India as GDP. It makes significant contribution to the national economy and provides employment to large number of people.
The construction activity involved in different segments differs from segment to segment. Construction of houses and roads involve about 75 % and 60% of civil construction respectively .Building of airports and ports has construction activity in the range of 40-50% .For industrial projects, construction component ranges between 15-20%. Within a particular sector also construction component varies from project to project. 
Indian construction industry, which is ranked 12th in the world, has the potential to emerge as a front runner if construction activity is unleashed in all the sectors. The resultant spin-offs to industry and employment will drive economic growth. The industry is the one of the world’s largest industrial employers. The annual output worldwide is estimated to be $3,400 billion. Indian accounts for 1.75 percent of the world market for the construction sector. Concrete was the major construction material for many structures because of several advantages it possessed over steel. There had been so much advancement in concrete technology over the last two decades with different types of cement and admixtures easily available in the market. The construction sector in India, accounting for 5 percent of the GDP, is the second highest employer after agriculture and provides direct or in direct employment to about 32 million people.










COMPANY PROFILE
The PICOS is an industrial Co-operative Society established in the year 1979 and registered under the Industrial Co-operative Societies Act. Sri.SamuelAron, one of the pioneers of Industrialization in Malabar started Tellicherry Tiles Company during the late 19th century. Later he sold the Company to Mr. Hassan Muhammad Haji, who started a saw mill on the Shore of Anjarakkandy River on company’s land. After some decades the company started making losses and failed to pay taxes. The Government placed it for auction to recover faulty taxes. The laborers of the company formed a Co-operative Society in the name of Pinarayi Tile and Saw Mill workers Industrial Co-operative Society by contributing their statutory benefits as its share capital with the local political support. The workers society took over the company along with the land and machinery.
This Co-operative Society was registered in 1979.Due to non availability of raw materials they stopped the production of tiles and started a Saw Mill unit. Saw Mill is the first unit of the society, which was started in the year 1982.The Pole casting unit, was established in the year 1992 which supplied concrete poles to Kerala Electricity Board (KSEB) .Then they started the Hollow Bricks, Interlocks, Furniture section and wood craft unit. The Pinarayi Industrial Co-operative Society was formed in the year 2000 for the incorporation of these five units and is known as PICOS Ltd N.S.IND (C) 237.
The establishment of Pinarayi Tiles and Saw Mill workers Industrial Co-operative Society was a landmark in the history of Co-operative movements in Pinarayi.
The Pinarayi Industrial Central Co-operative Society is designed as a central society to coordinate and regulate the business activities of five primary societies put under it. The members directly elect two representatives from each of the five primary Co-operative Societies to the general body which elects five directors of the central co-operative. In addition to its coordination activity it undertakes a dealership of cement and steel to supply the same to the unit societies and sell to local people.
The Industry is located at Pinarayi in Kannur District. Pinarayi is 20kilometers away from Kannur, which is the District Head Quarters and 7km from the nearest Municipal town to Tellicherry. Pinarayi is well connected by good surfaced road to Kannur and Tellicherry. The site has also facilitates for water transport as Anjarakkandy river flows along the boundaries of the society.
Management plays a vital role in the operation of business enterprise. It co-ordinates the activities of different departments in an enterprise and establishes team spirit among the personnel. PICOS, management consist of Board of Directors, Chairman, Managing Director, and other enthusiastic managerial personnel.
STAGES TO GROWTH           
1. It owns 15.67 acres of land.
2. Crores of assets including fourteen vehicles, tar plants etc. 
3. Society is undertaking construction works of crores as accreditedency in Kannur District.
4. It has signed agreement with KSEB for supplying concrete poles for Rs.25 Crores for the next Five years.
5. A Furniture job work centre is functioning in the society in corporation with RUBCO.
6. The Hollow Type equation here. Bricks, Interlock unit are modernized on demand.
7. A modern lab facility is available to check the strength of the concrete poles.
8. The office of the society is Computerized and well equipped.






GENERAL INFORMATION OF PICOS
Name				: 	Pinarayi Industrial Cooperative Society
Type of company or society 	:	Co-operative 
Date of registration		: 	17-02-1979
Products 			:	Pole Casting, Hollow Bricks, Interlock, 
Saw Mill, Roofing Tiles and Crusher.
Type of service rendered 	:	Insurance Policy  
Legal status			: 	Registered industrial cooperative society
Location			: 	Pinarayi (Company Motta)
				Pinarayi (PO
				Kannur – 670101
				Kerala
Number of appointment staff :	 35
Trainees 			:   	21
GST  Number			:           32AAAJP0108N1ZD






MANAGEMENT AND ADMINISTRATION OF PICOS
Management plays an important role in the society. It coordinates the activities of the society and primary units. PICOS management body consists of the general body, board of directors, chairman and other enthusiastic management personnel.
General Body
The general body is conducted every action in the society and all things related to its governance. General body meeting shall be conducted once in a year and as when necessary. It will take well decisions about the society. The quorum of the general body shall be the half of members. The notice must be given every member before seven days of general body meeting. The general body has the full power to elect and remove members of directors. All members in general body has voting right.
Board of Directors
The board of directors of PICOS consists of five members. These members are from different five units of the society. Among these five members one person elected as a chairman. The members are elected for a time period of five years. These members are also entitled to take the decisions of the society. At the time of board meeting each directors have to cast a vote on any dispute matter.
Chairman
Chairman is the supreme authority of the central society. He is a member of director board of the society. Members of the society are electing the chairman. He is the ex-officio treasurer of the society. The present chairman of the society is AlakkandyRajan.
Managing Director
Managing director is present full time in the society. He is an ex-officio member in the director’s board meeting. He must attend the general body meeting of the society. The present director is Mr.K.Babu. 


QUALITY OBJECTIVE
· Suitable equipment and machinery for process control.
· Provision of adequate resources including raw materials and personnel to ensure consistent product quality.
· Well defined process and products characteristics, to enable monitoring, analyses and improvement.
· Communication of requirements of products including customer requirements, statutory requirements, or regulatory requirements, aspects of quality management system including policy and objectives among all employees.
CAPITAL STRUCTURE
Huge amount is required to invest infrastructural foundation. Such a huge amount cannot be collected from an individual or few individuals. It can be collected by issuing shares, bonds, debentures etc. now the society issued 211 shares to the public.
There are 4 types of shares are issued by the society. They are;
· A class shares
It is issued to the public.
· B class shares
It is issued to Kerala government and corporation.
· C class shares
It is issued to district co-operative bond and other cooperative society.
· D class shares
It is issued to temporary employees. These kinds of shares have no voting right.
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PRODUCT PROFILE
Hollow bricks
Hollow and dense cement concrete blocks known as hollow blocks, have been developed as an alternative to bricks.  The products are widely used in construction activity. The hollow blocks are made of cement, stone chips, stone dust and sand are not only cheaper than bricks but have other specialties as well. These blocks have more tensile strength, the walls constructed from these blocks act as thermal insulators because of their hollowness. 
As the construction activity is growing day by day, there is a good demand for hollow and cement concrete bricks. These blocks find wide applicability and construction cost is largely reduced.
Interlock
Interlock is a paving-stone, or brick-like piece of concrete commonly used as exterior flooring. An interlocking concrete is a type of paver. The mechanism inside the interlocking pavers is that they interlock through the use of sand. This resembles the use of bricks and stones suggesting that to interlock pavers can be a fruitful alternative to the classic means of pavement and road construction. The company is producing interlocks with various colours and shapes. A special type of chemical material is used for colouring these products. The moving colour includes red, black, and ash.
Roofing tile
A roofing tile is a manufactured piece of hard-wearing material used for covering roofs. These are made out of concrete materials. The company is producing number of colours of roofing tiles. They also provide tiles with mixture of colours. These are one of the most moving products in the society.



COMPETITORS
Baliapatam tile works ltd, (PO) Pappinissery, Kannur. 
Vismaya interlocks, (PO) Chavassery, Mattannur, Kannur.
VK stone crusher, Vellarvally (PO) Kannur.
Malabar tiles
CLAY ROOF TILES
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HOLLOW BRICKS
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INTERLOCK
[image: Z:\TRIPLO.jpg]
DEPARTMENTAL STUDY
FINANCE DEPARTMENT
The financing of long-term infrastructure, industrial projects and public services based upon a non-recourse or limited recourse financial structure where project debt and equity used to finance the project are paid back from the cash flow generated by the project. In other words, project financing is a loan structure that relies primarily on the project's cash flow for repayment, with the project's assets, rights, and interests held as secondary security or collateral.
Project finance is especially attractive to the private sector because they can fund major projects off balance sheet. Finance is the lifeblood of the Business. Finance n call for skill full planning control and execution of firm's activities. Financing includes the methods of utilizing them. Funds are necessary for floor expanding business, to meet competition and improving production methods. At most all business activities, directly or indirectly, involve the acquisition and use of funds.
Process of raising funds or capital for any kind of expenditure. Consumers, business firms, and governments often do not have the funds they need to make purchases or conduct their operations, while savers and investors have funds that could earn interest or dividends if put to productive use.
Finance is the process of channeling funds from savers to users in the form of credit, loans, or invested capital through agencies including commercial banks, savings loan association, and such non bank organizations as credit unions and investment companies. Finance can be divided into three broad areas: business, finance, personal finance, and public finance. All three involve generating budgets and managing funds for the optimum results. See also corporate finance Function.
A branch of economics concerned with resource allocation as well as resource management, acquisition and investment. Simply, Finance deal with matters related to money and the markets. To raise money through the issuance and sale of debit and or equity.

SOURCES OF FINANCE
PICOS's sources of Finance are: 
1) Issue of Shares 
2) Capital
3) Loan
4) Reserves and Surplus
5) Deposited by Agents
6) Share holders Fixed Deposits
BOOKS OF ACCOUNTS
· Journal Cash Book
· General Ledger
· Subsidiary Ledger
I. Advanced Ledger
II. Sundry Ledger
III. Deposit Ledger
IV. Agents Commission Ledger
V. Sales Journal( Credit sales Report)
VI. Fixed Assets Register
ARBITRATION
Any disputes between the central Society and member societies should brought to the notice of register. He appoints the Arbitration who declares the final degree.





STRUCTURE OF FINANCE DEPARTMENT
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PRODUCTION DEPARTMENT 
The State of Kerala has made considerate progress in the matter of power generation during the last decades. it’s a number of Hyde projects, the state is almost self-sufficient in generation of power except during the year f monsoon failure. However the Government was taken further measures to generate power by setting up of thermal stations: But the expansion of distribution network has not been in a manner matching with the growth the generation side.
The Casting Society is a primary Society under PICOS for the exclusive production of concrete poles or Kerala State Electricity Board (KSEB). The main inputs are collected locally except cement and steels. The -sic input of the firm is granite dust which is made available from its own sister concern, Pinarayi Granite rushing Industrial Co-Operative Society. This Society Supplies 7m, 8m and 9m poles to KSEB on demand.
The reason being many, the shortage of poles contributes one of the causes of inadequate distribution network. With ever growing demand of concrete poles, which is the fast, replacing the wooden and steel poles, -e pre stressed concrete (PSC) poles has been proposed.
The production department prepares monthly production plan. This production plan is based on the report of marketing department. Based on this report, the production target will be decided. The company has set up a well-built production department under a production-in-charge and a plant supervisor under the control of Project Engineer.
For the verification of the work, operator's long sheet is prepared. It will contain target fixed by the production department and percentage of achievement by each workers. This will help in evaluating workers performance.





STRUCTURE OF PRODUCTION DEPARTMENT
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POLE CASTING INDUSTRY
The State of Kerala has made considerate progress in the matter of power generation during the last decades. ith a number of Hyde projects, the state is almost self-sufficient in generation of power except during the year f monsoon failure. However the Government was taken further measures to generate power by setting up of thermal stations: But the expansion of distribution network has not been in a manner matching with the growth the generation side.
The Casting Society is a primary Society under PICOS for the exclusive production of concrete poles or Kerala State Electricity Board (KSEB). The main inputs are collected locally except cement and steels. The -sic input of the firm is granite dust which is made available from its own sister concern, Pinarayi Granite rushing Industrial Co-Operative Society. This Society Supplies 7m, 8m and 9m poles to KSEB on demand.
The reason being many, the shortage of poles contributes one of the causes of inadequate distribution network. With ever growing demand of concrete poles, which is the fast, replacing the wooden and steel poles, -e pre stressed concrete (PSC) poles has been proposed.
Role of Kerala State Electricity Board (KSEB)
KSEB is the only customer of this unit. The entire Poles are produced on demand of the KSEB. Raw materials like cement and high tension steel wires are supplied by the Kerala State Electricity Board. To supervise the movement of materials of Pole Casting Unit., the Electricity Board has appointed their civil engineer in the Pole Casting yard. The Executive Engineer of KSEB tests one or two poles from each and every load using advanced technologies with the help of well-equipped labs operating in the Society.
Scope of the Pole Casting Unit
Wooden and concrete poles have been largely used in the distribution system. With the fast depleting forest resources of the state, the use of the wooden, usually teak wood poles have been reduced considerably. Steel poles usually lighter sections of the rolled steel beams are costly. Moreover they are amenable to corrosion in the long run. Pre stressed concrete (PSC) poles have been the advantages that are less expensive (the steel used in RRC poles is 8-10mm whereas in PSC is only 4mm) and their life much longer. They withstand the handling stress much better than RRC poles. Considering so many advantages that these poles do drive, the demand for the PSC poles have been increased tremendously. In fact Kerala State Electricity Board is lifting only this type of poles for their distribution setup at present.
Features of Pole Casting Unit
a. It issues certificates to department works by using cube test.
b. There is only one Co-Operative Society which supplies 7meter, 8 meter and 9 meter poles to KSEB on demand.
c. Ensuring the quality of the concrete product by using compression testing machine.
Objectives of Pole Casting Unit
1)	To train its members
2)	Produce and market concrete poles by using tile, wood, cement, iron
Raw materials and their Sources of Supply
The concrete required for the manufactures of PSC Poles should be of high strength; it should have a minimum compressive strength of 420 Kg/Sq.cm. The grading of the coarse, aggregative of varying size is very important. According to the specification the course aggregate should be of size 12mm.Anjarakkandy River flowing the boundaries of the site is one of the best sand quarries. If sufficient quantities are not available the shortage is made up by utilizing the sand from Irikkur River. Cement and Steel are supplied by their clients (KSEB).Transportation of aggregates from the crusher site and sand quarries are done in Tipper Lorries for which provision is made in the estimate.
Technical Aspect of Manufacture
1)	Raw materials:
The following are the raw materials required for the manufacture.
· Coarse aggregates: Broken stones .made out of hard granite are used as coarse aggregates. The size of the various fractions of coarse aggregate can be determined only in a design of the concrete. Generally the maximum size of the coarse aggregate is limited to 12mm.
· Fine Aggregates: Clean River sand free from organic and Clay particles are used as aggregates.
· Cement: Ordinary port land is to be used.
· Steel: High tensile generally obtained in 4mm diameter conforming to i.5. 1785/66 is used in the manufacture of poles.
Equipment and Accessories:
a)	Moulds (Shuttering ):
Most important item under this head is the mould. Steel moulds are fabricated for 6mm and 8mm thick M.S. Poles for sides and angles or channels for the bottom. The construction of the moulds is in such a manner that they can be easily assembled or dismantled.
b)	Anchor Blocks:
Anchor blocks of concrete are provided at both ends of the moulds. The anchor plates provided in steel work embedded in the concrete will anchor the steel wires after tensioning with spilt wedges. The anchor plates will also be provided with holes of appropriate diameter t precise positions.
c)	Pre Stressing Jacks:
Stressing of the wires is done by hydraulic Jacks-hand/power operated. The latter are proffered over the hand operated ones. The extent of the tensioning is measured by the stretch of wires.
d)	Traveling Cranes:
Specially designed cranes traveling over truck/trolley lines laid between lines of moulds and running over the carrying tongs proposed to be used for lifting the poles from the moulds and conveying the curing tang. They can also be used for lifting the completely cured poles from the curing tang to the stacking yard.
e)	Other equipment Machinery needed re concrete mixers, shutter, vibration testing equipment etc.
Manufacturing Process:
The mould are cleaned, scaled and set to correct to lines and bolted and fixed in position. The steel wires are unwound and drawn through appropriate holes of the anchor plates and plates. After all the wires in a mould have been drawn, the other wires are stressed one by one with the hydraulic jack at one end, the other end being anchored by means of split wedge. When stressed, to the required extent the wires are anchored Firmly at jacking end and the hydraulic jack is released. When all the lines are stressed and anchored the mould is ready to receive the concrete. Concrete is mixed in the mixing platform and delivered to the mould in wheel barrows. It is essential that the shutter vibrators are kept in operational condition of concrete will not be possible. The concrete is allowed to set in the moulds for the next 48- 72 hours.
Functions of Various Department of Pole Cast
Maintenance
Proper maintenance schedule has been prepared and implemented. Suitable checklist is prepared for the maintenance. It is carried out on the basis of intimation received from the production department. Expeditious action is taken for breakdown maintenance, so that it should not affect production. Break down chart shows the details of maintenance.
The Function of the Production Department
The function of the production department is to produce our products on time, to the required quality levels, at the defined product cost of major concern to the production manager is monthly output. In both EEL aid DUL production managers have monthly targets which they are expected to strive to meet or exceed. Note tit Production can only meet its targets if Sales secure orders. Also production costs are dependent on the price we pay for components and materials, etc. Securing sales is outside the direct control of Production, but the relationship between Production & Sales is intense. If sales are down, production targets cannot be met, on the other hand if Production fails to meet its target output monthly income is down and customers are likely to complain about late delivery. There is scope for friction between sales and production personnel.
Component and materials procurement is another factor that strongly influences production, production targets and delivery. If components cannot be purchased at the target price, profits are down. If components arrive late at our factory production targets may not be met and customers may experience late delivery. Purchasing of components and materials is carried out by the Purchasing section of Production. We shall say more about Purchasing later in this unit.
We may consider the relationship between Production, Sales and Purchasing as some form of eternal Tangle.
The relationship between R&D and Production is also very important: if R&D are late in developing a new product the loss in income to our company may be severe. If this occurs it may not be possible to meet production targets for extended periods.
We shall ‘now consider the interaction between R&D and Production in more detail. Knowledge of these interactions should assist our newly appointed managers.
Role of the production department
The main role of production is to turn inputs (raw materials) into outputs (finished goods). Outputs refer-to a finished product or service and inputs are the materials that are needed to manufacture certain goods. When a business completes this process they are able to achieve customer satisfaction by producing products that are ready to be used and fit for purpose.
The production department is responsible for ensuring quality is achieved in each item produced. They will need to carry out inspections and implement suitable quality initiatives. This is one of the major duties of this department because if mistakes are made on products, customer satisfaction will be decreased or if products are ruined during the production process it means that the company will have to throw "bad" products away creating waste). Both aspects will lead the company to a loss of profit. Quality assurance will have to be carried out every day on a number of occasions to ensure that the production process is working efficiently and effectively. For example Coca-Cola will carry out approximately 200 inspections per day to ensure quality is Being achieved and also to make sure all equipment is running well.
Production
Production is an economic activity. It directly or indirectly satisfies the wantsand needs of the people. Satisfaction of human wants is the objective of the production.
Production is the conversion of input into output. The factors of production and all other things which the producer buys to carry out production are called input. The goods and produced are known as output. Thus production is the activity that creates or adds utility and value. The production is the value addition process. At each stage of processing, there will be a value addition.
Factors of production
The factors of production may be defined as resources used in production. In other words, the resources require top produce a given product are called factors of production. In short, anything that is used in production is called factors of production. Land, Labour, capital and organization are the factors of production. We can use the 4 factors of production: C-capital, E-entrepreneurship, L-land and L-labour. Factors of production are collectively called inputs.
Definition
According to EDWOOD BUFFA, "production is a process by which goods and services are Created".
PRODUCTION SYSTEM
Production system is an organized process of conversion of raw materials in to useful finished products represented as;
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The production system of an organization is that part which produces the organizations product. The production system of an organization is that part which produces the organizations product. Production is the basic activity of all organizations and all other activities revolve around production activity. The output of production is the creation of goods and services, which satisfy the needs of the customer.
PURCHASE DEPARTMENT
A purchasing or procurement department's most basic responsibility is to obtain goods and services for a company. The purchasing department often interacts with other departments in order to determine the needs of the organization.
The head of purchase Department is the purchase committee as constituted under central society. It is responsible for all the purchases related to the factory which include raw materials, machine parts, new machines etc. Purchase Department is responsible for the final supply of all items required in the society.
FUNCTIONS & RESPONSIBILITIES OF PURCHASE DEPARTMENT
Objectives of Purchase Department
1) To maintain uninterrupted flow of materials to support the development schedules.
2) To procure materials economically at a cost consistent with the quality and service required. However, generally all purchases may be attempted at the lowest cost.
3) To provide the necessary expertise, advice, information to the Curators and Education Officers with regard to the best quality of material available in the market, supplier's capability and performance etc.
4) To develop and maintain good buyer-seller relationship.
5) To promote source development.
6) To maintain NCSM's reputation and credibility in the market by fair dealings and prompt payments.


Functions of purchase department:
The main functions of the Purchase Department are defined as follows:
1) Procurement of stores through indigenous and foreign sources as required in accordance with the rules in force.
2) Checking of requisitions/purchase indents.
3) Selection of suppliers for issue of enquiries.
4) Issuing enquiries/tenders and obtaining quotations.
5) Analyzing quotations and bids etc., and preparation of comparative Statement (quotation charts).
6) Consultation with the Indenter for selection and approval of quotations and with Accounts Officer for pre-audit.
7) Negotiating contracts.
8) Checking legal conditions of contracts. Consulting Administrative Officer or Secretary, NCSM - is necessary.
9) Issue of Purchase Orders.
10) Follow-up of purchase orders for delivery in due time.
11) Verification and passing of suppliers' bills to see that payments are made promptly.
12) Correspondence and dealing with suppliers, carriers etc., regarding shortages, rejections etc., reported by the Stores Department.
13) Maintenance of purchase records.
14) Maintenance of progressive expenditure statement, sub-head wise.
15) Maintenance of vendor performance records/data.
16) Arrangement for Insurance Surveys, as and when necessary.
17) Clearance of foreign consignments.
18) Keeping various Departments/Divisions informed of the progress of their indents in case of delay in obtaining supplies.
19) Serving as an information center on the materials' knowledge i.e. their prices, source of supply, specification and other allied matters.
20) Development of reliable and alternate sources of supply.
21) It shall be particularly ensured:

Responsibilities of Purchase department
a. That all purchase are made against properly authorized requisitions, and valid sanctions, showing the correct and detailed end-use.
b. That all the materials requisitioned are duly ordered from the right source after full enquiries on most competitive price taking into account the trade discounts and tax benefits etc.
c. That the right quantity of the goods consistent with the quality and the specification required is bought:
d. That the deliveries of all goods are received within the stipulated period.
e. That claims due to shortages or any other discrepancies are settled promptly.
f. That cordial and harmonious relations with all sections/divisions are maintained for becoming an efficient service unit in the museum/center.
While receiving the planned requirement of the indenters, it should be prevailed upon the Indenters to certify clearly that the quantities indicated are definitely required for the project and specify the period within which the quantities indented will be consumed. It is the duty of the purchase section to check purchase indents against needs and suggest modification of quantities wherever necessary.
STORES DEPARTMENT
A department store is a retail establishment which satisfies a wide range of the consumer's personal and residential durable goods product needs; and at the same time offering the consumer a choice of multiple merchandise lines, at variable price points, in all product categories.
Department Stores usually sell products including apparel, furniture, home appliances, electronics, and additionally select other lines of products such as paint, hardware, toiletries, cosmetics, photographic equipment, jewelry, toys, and sporting goods. Certain department stores are further classified as discount stores. Discount' department stores commonly have central customer checkout areas, generally in the front area of the store. Department stores are usually part of a retail chain of many stores situated around a country or several countries.

DISPATCH DEPARTMENT
Dispatch Department of this society is responsible for the dispatch of finished goods to various deal stretched across Kerala as per the direction from the Marketing Department. The Dispatch Department should deliver the required items at the previously decided destinations without any delay. They should collect acknowledgement for the receipt of items in good conditions from the dealers.
QUALITY CONTROL DEPARTMENT
The Quality Control Department should be arranged for regular testing of concrete. A well-equipped lat for concrete testing is set out in the society. The poles are also required to be tested as by codes.
ADMINISTRATION DEPARTMENT
It is an organizational unit that performs management activities benefiting the entire organization: includes top management personnel and organization headquarters. The Administration Department has to pay building tax every year and professional tax every 6 months to concerned authority. It is also responsible for the renewal of factory license every year.
The Administration Department is responsible to submit a half year return report and annual return report to the office of the society inspector at Kannur.
ACCOUNTING DEPARTMENT
PICOS pole casting unit follows double entry system in accounting. It records day to day transactions. This department will make necessary entry in cash book, bank book and journal according to the nature of transactions, personal registers of all assets, etc are prepared by Accounting Department and Finalization of account.
Functions of Accounting Department
The respect and reputation gained by an organization came from the effectiveness of its internal department. The efficiency of a department differs on the level of knowledge and skills carried out by the people working within it. There are many important departments that an organization keeps in their system. Most of the departments are enumerated as the human resource department, research and development department, innovation and technological department (if any), the customer services department, and the accounting department.
However, all of the departments are not given such importance because of the complexity and difficulty m understanding their functions. In most cases, the accounting department often involves criticisms because of the complexities from the external business environment and thus their roles within the organization change as well.
Sometime, we think that accounting department and finance department are two side of same coin. But this is not correct. In big organization or corporate accounting department is totally different from finance department. All accounting information is maintained in accounting department and with these available accounting information, finance department plans and control the funds. To know functions of accounting department in detail please read following content.
Significance of Accounting Department in Organization
Accounting departments are expected to perform, not only to relay all the needed financial reports and book-entering, but to also participate in making a sound decision. The shares of economics, logic, and mathematics in the accounting make the profession effective in the face of the world. Only if all the principles are equally utilized, then accounting can successfully integrates with the organization.
The usefulness of the department reveals on the influence and power it can contribute to the entire organization. However, the very same department that rests in numerous organization exhibits various challenges in the function of accounting department. Because of the growing competency in the international ,apartment, the accounting department is expected to contribute and integrate on the organizational strategies. A good accounting can gain competitive advantages if the people are not entirely focus in delivering a good financial statement but also understand the meaning of the statements. The people under the accounting department can be the organization's strategists for they are the one who will have the access in accounting practices and calculations. By providing the necessary data, an accountant can be one of the organization's human assets to draw for a conclusion and contribute in the long-term profitability (Lundberg, 2009).
Accounting department has a role in bringing sound information that can generate to the management's decision making processes. By ensuring that all the information are valid, reliable, and justified, then there is a clear indication that people under this department should be responsible in controlling their own system (Siegel, 2000). Accountancy has its own objective that particularly contributes in the organizations aim for success. With the help of the new financial services and computation, there is a strong accounting department. Organizations can recognize the accounting department as their business partners because of the promising and broad opportunities such as creating the business initiatives (Sinclair, 2006).
Ignorance on Accounting Department
From giving the importance of accounting department and the practice of accountancy, still there are companies that took accountancy as a simple department and without the capacity to excel. Organizations that misunderstood the importance of accounting department might experience the inability of the department to produce a more sensible business and financial reports. The ineffectiveness of the accounting can affect the capability of the organizations to perform well in the international. On the other hand, organizations might find the accounting department inefficient because of the management's comprehension regarding the data provided. Therefore, the accounting managers should explain the alternatives or other formula for computation that they utilized to achieve the most desirable results (Siegel, 2000). Changing of calculations only proves that the department understands the complexities and difficulties in the business environment that with the use of the traditional accounting computation may lead the entire organization into confusion.
HUMAN RESOURCE DEPARTMENT
Human resources are considered as the most important part of an organization because it can function only through people. The success of any organization depends upon the ability of its human resources. It included activities like recruitment, selection, placement, training, development of human resources. The main objective is to manage the human resources in a efficient and effective manner.
Human resources policy of Co-operative Society 
Satisfied customers and motivated employees are of vital important to co-operative Tiles long term competitiveness
1. Each employee shall
b) Understand his/her role 
c) Take responsibility
d) Have the necessary empowerment 
e) Develop his/her competence knowledge ability
2. Policy of hiring people with due to respect to factory like material status, sex and like.
3. Policy on term and condition of employment compensation policy and method house of work, promotion, transfer, lay off and the like.
4. Policy with regard to medical assistance: sickness benefits. ESI and company medical benefits.
5. Policy regarding housing and allowance 
6. Policy regarding development
7. Policy regarding industrial relation and trade union recognition, collective, bargaining, grievance, procedure participative management and communication with workers.
MARKETING DEPARTMENT
The Marketing Department is headed by the Marketing Manager. The main aim of in this Department is to supply good quality products at reasonable prices. The Society has a made a contract with KSEB to sell all the produced poles to KSEB.
Marketing Department's Role
The marketing department must act as a guide and lead the company's other departments in developing, producing, fulfilling, and servicing products or services for their customers. Communication is vital. The marketing department typically has a better understanding of the market and customer needs, but should not act independently of product development or customer service. Marketing should be involved, and there should be a meeting of the minds, whenever discussions are held regarding new product development or any customer-related function of the company.
Don't get the idea that marketing should make these plans and recommendations alone. It is very important that the marketing department get input from many people within the company. Not only does pro. iding input help the rest of the company understand and support the marketing efforts, it also provides some invaluable insights into what customers want and new ideas that may have slipped past the rest of the company. For example, your service technicians and your customer service reps will have great insights into customer opinions and needs. Get everyone involved and you'll have a more cohesive effort.
Because the goals and guidelines set by the marketing department should, by design, be in line with the vision and mission of the company, upper management should be involved in and endorse cooperation by all departments in following and implementing the plan and integrating a consistent message into all communication channels. If this isn't the case, the efforts to market the company's products will fail. It's that simple. Reinforce the idea among your employees that marketing is a team effort. Individuals may have their own goals and priorities, but if they don't also consider the goals and greater need of the company, they may hinder efforts and make your carefully planned marketing efforts fail.
INTERLOCK
Interlocking is a method of preventing undesired states in a state machine, which in a general sense can include any electrical, electronic, or mechanical device or system.
In most applications an interlock is a device used to help prevent a machine from harming its operator or aging itself by stopping the machine when tripped. Household Microwave ovens are equipped with interlock switches which disable the magnetron if the door is opened. Similarly household washing machines will interrupt the spin cycle when the lid is open. Interlocks also serve as important safety devices in industrial settings, where they protect employees from devices such as robots, presses, and hammers. While interlocks can be something as sophisticated as curtains of infrared beams and photo detectors they are often just switches.
Trapped Key Interlocking
Trapped key interlocking is a method of ensuring safety in industrial environments by forcing the operator through a predetermined sequence using a defined selection of keys, locks and switches.
It is called "Trapped Key" as it works by releasing and trapping keys in a predetermined sequence. After the control or power has been isolated, a key is released that can be used to grant access to individual or multiple doors.
For example, to prevent access to the inside of an electric kiln, a trapped key system may be used to interlock a disconnecting switch and the kiln door. While the switch is turned on, the key is held by the interlock attached to the disconnecting switch. To open the kiln door, the switch is first opened, which releases the key. The key can then be used to unlock the kiln door. While the key is removed from the switch interlock, a plunger from the interlock mechanically prevents the switch from closing. Power cannot be re-applied to the kiln until the kiln door is locked, releasing the key, and the key is then returned to the disconnecting switch interlock. A similar two-part interlock system can be used anywhere it is necessary to ensure the energy supply to a machine is interrupted before the machine is entered for adjustment or maintenance.
Microprocessors
In microprocessor architecture an interlock is hardware that stalls the pipeline (inserts bubbles) when a hazard is detected until the hazard is cleared. One example of a hazard is if a software program loads data from the system bus and calls for use of that data in the following cycle in a system in which loads take multiple cycles (a load-to-use hazard).
Mechanical
Interlocks may be strictly mechanical, as in the internal safety of a firearm that prevents release of the firing pin unless the chamber is properly closed.
In the operation of a device such as a press or cutter that is hand fed or the work piece hand removed, use of two buttons to actuate the device, one for each hand, greatly reduces the possibility of operation endangering the operator. No such system is fool-proof, and such systems are often augmented by the use of cable-pulled gloves worn by the operator; these are retracted away from the danger area by the stroke of the whine. A major problem in engineering operator safety is the tendency of operators to ignore safety cautions or even outright disabling forced interlocks due to work pressure and other factors. Therefore such reties require and perhaps must facilitate operator cooperation.
National Industries Company (NIC) is the first domestic company to manufacture Interlock tiles. Production began in the mid Seventies. For manufacturing of Interlock tiles, NIC uses the best raw materials, Such as washed sand and sieved aggregate, in addition to Portland cement. The raw materials mixing ratio is insistent with local and international specifications and is controlled by a modern laboratory to ensure suction quality and consistency.
Types of Interlock Tiles
NIC produces Interlock tiles in various colors and shapes, which provide many opportunities and possibilities of design. The colors of these tiles are distinguished for their durability as they are produced from mineral oxides. Hence, they are not affected by weather conditions. The colors include Red, Yellow, Green, Black and cement colors.
NIC provides Interlock tiles in various shapes such as X-shape, I-shape, Star, Zigzag, Rectangular. Honey Comb, Hexagonal, Half Hexagonal and Uni Decor. Plus NIC, as always, is committed to producing new shapes in the future.
Usage of Interlock Tiles
1) Paving and beautifying areas in front of homes.
2) Beautifying parks and walkways.
3) Paving pedestrian crossings and waiting areas.
4) Paving public service areas.
5) Paving roads, parking lots for heavy or light duty vehicles.
6) Paving surfaces for heavy industry, ports and warehouses.
Raw materials of Interlock
The blocks can be made in Hydra form machine using by Fly ash -Lime-Gypsum, Cement, Sand, Fal-G or other Fly ash based tested combinations OR Soil-cement(compressed stabilized Earth blocks) or Stone Dust-Cement, Cavy Powder, White cement, Mould, Interlock Vibrating machine, Current Walt, Water, Color Mixing Machine, We can provide mix design assistance in this respect. Other option with Hydra form machine is to make Blocks using as well.
Fly ash cement Blocks
· Flyash-upto60%
· Coarse sand - up to 70%
· Stabilizer - 5% -15% (including lime, cement, gypsum)

Stabilized Earth Blocks
· Soil - up to 70%
· Coarse sand - up to 30%
· Cement - 5-10%
The Block strength is determined by soil/ Fly ash type, quantity of cement used and other materials used and he extent of curing after manufacture of blocks
HOLLOW BRICKS
Hollow and dense cement concrete blocks known as hollow blocks, have been developed as an alternative to bricks. The products are widely used in construction activity. The hollow blocks are made of cement, stone chips, stone dust and sand are not only cheaper than bricks but have other specialties as well. These blocks have more tensile strength, the walls constructed from these blocks act as thermal insulators because of their hollowness.
Hollow Bricks which is highly used in construction of houses, buildings and compound walls. Our range includes concrete bricks, cement concrete bricks and cement bricks blocks. Our range of products is highly demanded for the features like eco-friendly, low water absorption, dimensional accuracy and durability. It is our quality assured and unique technique of products that caters to the clients all over the world.
MARKET
As the construction activity is growing day by day, there is a good demand for hollow and cement concrete bricks. These blocks find wide applicability and construction cost is largely reduced. It is also observed that there is good demand for housing activity among tribal's.
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This chapter attempts to review different literatures on customer satisfaction with reference to hotel industry and presents various studies made regarding the issues related with hotel industry and customer satisfaction.
Customer- Definitions
Paul S. Goldner (2006) defines, "A customer is any organisation or individual with which you have done business over the past 12 month".
Grigoroudis, E and Siskos, Y (2009) provide definition for `customer' upon two approaches: with reference to loyalty, "A customer is the person that assesses the quality of the offered products and services" and on process oriented approach, "The customer is the person or group that receives the work output".
"Customer means the party to which the goods are to be supplied or service rendered by the supplier".
Customer Satisfaction- Definitions
Satisfaction has been broadly defined by Vavra, T.G. (1997) as a satisfactory post-purchase experience with a product or service given an existing purchase expectation.
Howard and Sheth (1969) define satisfaction as, "The buyer's cognitive state of being adequately or inadequately rewarded for the sacrifices he has undergone".
According to Westbrook and Reilly (1983), customer satisfaction is "an emotional response to experiences provided by, associated with particular products or services purchased, retail outlets, or even molars patterns of behaviour such as shopping& buyer behaviour, as well as the overall market place".
The definition offered by Hunt (1977) is "an evaluation rendered that the (consumption) experience was at least as good as it was supposed to be".
Tse and Wilton (1988) define as, "the customers response to the evaluation of the perceived discrepancy between prior expectations (or some other norm of performance) and the actual performance of the product or services as perceived after its consumption".
	Oliver (1981) defines customer satisfaction as a customer's emotional response to the use of a product or service. Anton (1996) offers more elaboration: "customer satisfaction as a state of mind in which the customer's needs, wants and expectations throughout the product or service life have been met or exceeded, resulting in subsequent repurchase and loyalty".
According to Hung (1977), "Satisfaction is a kind of stepping away from an experience and evaluating it. One could have a pleasurable experience that caused dissatisfaction because even though it was pleasurable, it wasn't as pleasurable as it was supposed to be. So satisfaction/dissatisfaction isn't an emotion, it's the evaluation of the emotion".
Oliver (1977) defines "Satisfaction is the consumer's fulfillment response. It is a judgment that a product or service feature, or the product of service itself, provided (or is providing) a pleasurable level of consumption- related fulfillment, including levels of under- or over-fulfillment".
Some of the definitions available from web are complained below. "Customer satisfaction, a business term, is a measure of how products and services supplied by a company meet or surpass customer expectation".
"Customer satisfaction is an ambiguous and abstract concept and the actual manifestation of the state of satisfaction will vary from person to person and product/service to product/service".
"Comparison of expectations versus perception of experience". "A customer's perception of the degree to which their requirements have been fulfilled". According to business dictionary, customer satisfaction is, "Degree of satisfaction provided by the goods or services of a firm as measured by the number of repeat customers".
These definitions suggest that an evaluative process is an important element underlying customer satisfaction.
THEORETICAL PERSPECTIVE:
· Peter Drucker, a well-known management expert, defined customers as:
· A person who purchases the product from the marketer or from the retailer or from the wholesaler.
· John marsh, Director General, British Institute of management, defines customer as:
· A person or organization that a marketer believes will benefit from the goods and services offered by the marketer's organization.

CUSTOMER SATISFACTION:
The word "comes from the Latin word `satis' (enough) and `facere' (to do or make). These word suggest the true meaning of satisfaction, which is fulfilment. Managerially, fulfilment usually translates to solving problem & satisfying the customer is not enough. To produce high level of customer loyalty, business need to move beyond more satisfaction, to customer delight.
Factors affecting Customer Satisfaction
Customer satisfaction is the overall impression of customers about the supplier and the products and services delivered by the supplier. Following are the important factors that could affect customer satisfaction.
· Department wise capability of the supplier.
· Technological and engineering or re-engineering aspects of products and services.
· Type and quality of response provided by the supplier.
· Supplier's capability to commit on deadlines and how efficiently they are met.
· Customer service provided by the supplier. Complaint management.
· Cost, quality, performance and efficiency of the product.
· Supplier's ability to manage whole customer life cycle.
· Compatible and hassle free functions and operations.
 Definition of customer satisfaction:
Rather than a single definition, it would be appropriate to have a look at various definitions given by some of the leading management gurus of the world. As it would help us to understand the concept of customer satisfaction in a better manner.
A famous economist, Karl E. Case defines customer satisfaction as:
Equivalent to making sure that product and service performance meets customer expectations.
Measuring customer satisfaction:
There are several ways to gather input from customers. The simplest way to find out how customers feel and what they want, is to ask them. If you have only 20 customers, you can talk to each customer. The disadvantage is that you'll gather different information from each customer depending on how the conversation goes. Some of the ways in which you can approach the customer are listed below:
I. Customer survey:
Customer surveys with standardized survey questions insure that you will collect the same information from everyone. Remember that few of your customers will be interested in "filling out a questionnaire". It's work for them without much reward. By launching a customer survey as an attempt to find out "how we can serve you better"-your customers will feel less put upon.
Here are a few of the possible you could measure:
· Quality of service
· Speed of service
· Pricing
· Complaints or problems
· Trust in your employees
· The closeness of the relationship with contacts in your firm
· Types of other services needed
H. Focus Groups
Focus groups are good ways to get informal input from a group of customers or prospects. You bring in 5-10 customers or prospects and ask them questions or have them react to material. You can pay a professional facilitator and videotape the whole session, or just lead an informal discussion yourself In either case, you have a chance a gather ideas about customer needs, reactions to your company, suggestions for new services, and so forth. In addition to individual responses, you get ideas that develop as the group reacts to each other's responses.
III. Client Advisory groups
One way to get regular input from customers is to put together an advisory group. This can act like a focus group, but is set up to provide input over time. You may pay members, or simply buy them dinner every quarter.
There are many benefits to such groups. They give you a source of input from the customer viewpoint. They provide a sounding board for specific questions. They enhance your relationship with good customers who become more committed to your success. And they can move relationships with prospects ahead.
Importance of a customer satisfaction:
Why customer satisfaction:
A customer is satisfied only when he is getting quality and product and quality and services which he perceives. If a company provide both, this will lead to customer satisfaction. A satisfied customer will develop loyalty towards the company and will buy product of same company again and again. At the same time he will, recommended company's product to others. This will help company in getting new customers. As a result company's sale will increase and profits will rise.
Dissatisfied customer on an average will tell 12 others not to buy a product of the company. With interest and other information technology tools this number could go up to 10,000.
This will affect the image of the company and will result in loss of sale and profit.
 The cost of acquiring new customers is 5 times more than keeping the old one. The old customers will remain with a company only if they are satisfied with the services provided by the company.
If a customer has a major complaint, 91% of such customers will not buy from the company again. If the problem is resolved quickly, 82% of them will return. So a company should see that it is able to meet expectations of each and every customer and should not delay in solving customer's complaint.





Table 5.1:
Age of Respondents
	Age Group
	Number of Respondents
	Percentage

	Below 25
	12
	24%

	25–35
	18
	36%

	36–45
	10
	20%

	Above 45
	10
	20%

	Total
	50
	100%


Source: Primary Data
Chart 5. 1:
Age of Respondents

Interpretation:
Table 5.1 shows the age distribution of respondents. 24% of the respondents are below 25 years, 36% belong to the 25–35 age group, 20% are in the 36–45 category, and 20% are above 45 years. It is clear that the majority of respondents belong to the 25–35 age group.






Table 5.2:
Gender of Respondents
	Gender
	Number of Respondents
	Percentage

	Male
	26
	52%

	Female
	22
	44%

	Others
	2
	4%

	Total
	50
	100%


Source: Primary Data
Chart 5. 2:
Gender of Respondents

Interpretation:
Table 5.2 indicates the gender distribution of respondents. 52% of the respondents are male, 44% are female, and 4% belong to others category. It shows that male respondents slightly outnumber female respondents.









Table 5.3: 
Occupation of Respondents
	Occupation
	Number of Respondents
	Percentage

	Student
	14
	28%

	Employee
	16
	32%

	Business
	12
	24%

	Others
	8
	16%

	Total
	50
	100%


Source: Primary Data
Chart 5. 3: 
Occupation of Respondents

Interpretation:
Table 5.3 shows the occupational status of respondents. 28% of the respondents are students, 32% are employees, 24% are engaged in business, and 16% fall under others category. The majority of respondents are employees.







Table 5.4: 
Monthly Income of Respondents
	Monthly Income
	Number of Respondents
	Percentage

	Below ₹10,000
	10
	20%

	₹10,000–₹20,000
	15
	30%

	₹20,000–₹40,000
	14
	28%

	Above ₹40,000
	11
	22%

	Total
	50
	100%


Source: Primary Data
Chart 5. 4: 
Monthly Income of Respondents

Interpretation:
Table 5.4 presents the monthly income distribution of respondents. 20% of the respondents earn below ₹10,000, 30% earn between ₹10,000–₹20,000, 28% earn between ₹20,000–₹40,000, and 22% earn above ₹40,000. The majority of respondents fall in the ₹10,000–₹20,000 income group.







Table 5.5: 
Purchase Frequency from the Society
	Purchase Frequency
	Number of Respondents
	Percentage

	Regularly
	18
	36%

	Occasionally
	20
	40%

	Rarely
	8
	16%

	First time
	4
	8%

	Total
	50
	100%


Source: Primary Data
Chart 5. 5: 
Purchase Frequency from the Society

Interpretation:
Table 5.5 shows how often respondents purchase from the society. 36% of the respondents purchase regularly, 40% purchase occasionally, 16% purchase rarely, and 8% are first-time buyers. It is evident that the majority of respondents purchase occasionally from the society.







Table 5.6: 
Awareness of Pricing Policy
	Awareness
	Number of Respondents
	Percentage

	Yes
	32
	64%

	No
	18
	36%

	Total
	50
	100%


Source: Primary Data
Chart 5. 6: 
Awareness of Pricing Policy

Interpretation:
Table 5.6 shows the awareness of respondents regarding the pricing policy of the society. 64% of the respondents are aware of the pricing policy, while 36% are not aware. This indicates that a majority of respondents have knowledge about the society’s pricing policy.









Table 5.7:
Rating of Price Level of Products
	Price Level
	Number of Respondents
	Percentage

	Very low
	6
	12%

	Reasonable
	26
	52%

	High
	12
	24%

	Very high
	6
	12%

	Total
	50
	100%


Source: Primary Data
Chart 5. 7:
Rating of Price Level of Products

Interpretation:
Table 5.7 presents the respondents’ rating of the price level of products. 12% of the respondents feel that prices are very low, 52% consider them reasonable, 24% perceive them as high, and 12% rate them as very high. The majority of respondents view the price level as reasonable.







Table 5.8: 
Price Comparison with Competitors
	Comparison
	Number of Respondents
	Percentage

	Lower
	20
	40%

	Same
	18
	36%

	Higher
	12
	24%

	Total
	50
	100%


Source: Primary Data
Chart 5. 8:
Price Comparison with Competitors

Interpretation:
Table 5.8 shows the comparison of prices with competitors. 40% of the respondents feel that prices are lower, 36% believe they are the same, and 24% think prices are higher than competitors. It indicates that a significant portion of respondents perceive the society’s prices as competitive.








Table 5.9: 
Affordability of Prices
	Affordability
	Number of Respondents
	Percentage

	Yes
	34
	68%

	No
	16
	32%

	Total
	50
	100%


Source: Primary Data
Chart 5. 9: 
Affordability of Prices

Interpretation:
Table 5.9 indicates respondents’ opinion on price affordability. 68% of the respondents consider the prices affordable, while 32% do not. This shows that the majority of respondents find the prices affordable.










Table 5.10: 
Influence of Pricing on Purchase Decision
	Influence
	Number of Respondents
	Percentage

	Yes
	38
	76%

	No
	12
	24%

	Total
	50
	100%


Source: Primary Data
Chart 5. 10: 
Influence of Pricing on Purchase Decision

Interpretation:
Table 5.10 shows whether pricing influences purchase decisions. 76% of the respondents stated that pricing influences their purchase decisions, while 24% said it does not. It is clear that pricing plays a significant role in shaping consumer behavior.










Table 5.11: 
Consistency of Prices Across Products
	Response
	Number of Respondents
	Percentage

	Yes
	30
	60%

	No
	20
	40%

	Total
	50
	100%


Source: Primary Data
Chart 5. 11: 
Consistency of Prices Across Products

Interpretation:
Table 5.11 shows the respondents’ opinion on price consistency across products. 60% of the respondents believe that prices are consistent, while 40% feel they are not. This indicates that a majority perceive price consistency in the society.










Table 5.12: 
Pricing Matching Product Quality
	Response
	Number of Respondents
	Percentage

	Yes
	35
	70%

	No
	15
	30%

	Total
	50
	100%


Source: Primary Data
Chart 5. 12: 
Pricing Matching Product Quality

Interpretation:
Table 5.12 shows whether respondents feel that pricing matches product quality. 70% of the respondents agree that pricing matches quality, while 30% disagree. This indicates that most respondents are satisfied with the value offered.










Table 5.13: 
Availability of Discounts or Offers
	Response
	Number of Respondents
	Percentage

	Frequently
	12
	24%

	Sometimes
	20
	40%

	Rarely
	10
	20%

	Never
	8
	16%

	Total
	50
	100%


Source: Primary Data
Chart 5. 13: 
Availability of Discounts or Offers

Interpretation:
Table 5.13 shows the availability of discounts or offers. 24% of the respondents say discounts are offered frequently, 40% say sometimes, 20% say rarely, and 16% say never. The majority feel that discounts are provided occasionally.








Table 5.14: 
Attractiveness of Discounts
	Response
	Number of Respondents
	Percentage

	Highly attractive
	14
	28%

	Moderate
	18
	36%

	Low
	10
	20%

	Not attractive
	8
	16%

	Total
	50
	100%


Source: Primary Data
Chart 5. 14: 
Attractiveness of Discounts

Interpretation:
Table 5.14 presents respondents’ opinion on the attractiveness of discounts. 28% find discounts highly attractive, 36% rate them as moderate, 20% consider them low, and 16% find them not attractive. Most respondents perceive discounts as moderately attractive.







Table 5.15: 
Satisfaction with Current Pricing Strategy
	Response
	Number of Respondents
	Percentage

	Highly satisfied
	12
	24%

	Satisfied
	22
	44%

	Neutral
	10
	20%

	Dissatisfied
	6
	12%

	Total
	50
	100%


Source: Primary Data
Chart 5. 15: 
Satisfaction with Current Pricing Strategy

Interpretation:
Table 5.15 shows the level of satisfaction with the current pricing strategy. 24% of the respondents are highly satisfied, 44% are satisfied, 20% are neutral, and 12% are dissatisfied. It indicates that the majority of respondents are satisfied with the society’s pricing strategy.







Table 5.16:
Pricing Encourages Repeat Purchase
	Response
	Number of Respondents
	Percentage

	Yes
	36
	72%

	No
	14
	28%

	Total
	50
	100%


Source: Primary Data
Chart 5. 16:
Pricing Encourages Repeat Purchase

Interpretation:
Table 5.16 shows whether pricing encourages repeat purchases. 72% of the respondents stated that pricing encourages them to make repeat purchases, while 28% disagreed. This indicates that pricing plays a key role in customer retention.










Table 5.17: 
Transparency of Pricing
	Response
	Number of Respondents
	Percentage

	Strongly agree
	14
	28%

	Agree
	20
	40%

	Neutral
	10
	20%

	Disagree
	6
	12%

	Total
	50
	100%


Source: Primary Data
Chart 5. 17: 
Transparency of Pricing

Interpretation:
Table 5.17 indicates respondents’ opinion on pricing transparency. 28% strongly agree, 40% agree, 20% are neutral, and 12% disagree that pricing is transparent. It shows that the majority perceive pricing as transparent.








Table 5.18: 
Communication of Price Changes
	Response
	Number of Respondents
	Percentage

	Always
	10
	20%

	Sometimes
	22
	44%

	Rarely
	12
	24%

	Never
	6
	12%

	Total
	50
	100%


Source: Primary Data
Chart 5. 18: 
Communication of Price Changes

Interpretation:
Table 5.18 shows how well price changes are communicated. 20% of the respondents say always, 44% say sometimes, 24% say rarely, and 12% say never. This indicates that communication of price changes is not consistently effective.








Table 5.19: 
Recommendation Based on Pricing
	Response
	Number of Respondents
	Percentage

	Yes
	38
	76%

	No
	12
	24%

	Total
	50
	100%


Source: Primary Data
Chart 5. 19: 
Recommendation Based on Pricing

Interpretation:
Table 5.19 shows whether respondents would recommend the society based on pricing. 76% of the respondents would recommend, while 24% would not. This indicates a strong positive perception of pricing among customers.










Table 5.20: 
Willingness to Pay More for Better Quality
	Response
	Number of Respondents
	Percentage

	Yes
	34
	68%

	No
	16
	32%

	Total
	50
	100%


Source: Primary Data
Chart 5. 20: 
Willingness to Pay More for Better Quality

Interpretation:
Table 5.20 shows respondents’ willingness to pay more for better quality. 68% of the respondents are willing to pay more, while 32% are not. This suggests that quality is an important factor influencing customer decisions.










Table 5.21:
Price Comparison Before Purchasing
	Response
	Number of Respondents
	Percentage

	Always
	18
	36%

	Sometimes
	20
	40%

	Rarely
	8
	16%

	Never
	4
	8%

	Total
	50
	100%


Source: Primary Data
Chart 5. 21:
Price Comparison Before Purchasing

Interpretation:
Table 5.21 shows whether respondents compare prices before purchasing. 36% of the respondents always compare prices, 40% sometimes compare, 16% rarely compare, and 8% never compare prices. It indicates that the majority of respondents consider price comparison before making a purchase.







Table 5.22: 
Preferred Pricing Strategy
	Response
	Number of Respondents
	Percentage

	Low pricing
	12
	24%

	Competitive pricing
	18
	36%

	Premium pricing
	6
	12%

	Discount pricing
	14
	28%

	Total
	50
	100%


Source: Primary Data
Chart 5. 22: 
Preferred Pricing Strategy

Interpretation:
Table 5.22 presents the preferred pricing strategy of respondents. 24% prefer low pricing, 36% prefer competitive pricing, 12% prefer premium pricing, and 28% prefer discount pricing. The majority of respondents prefer competitive pricing.








Table 5.23: 
Effect of Pricing on Customer Loyalty
	Response
	Number of Respondents
	Percentage

	Yes
	39
	78%

	No
	11
	22%

	Total
	50
	100%


Source: Primary Data
Chart 5. 23: 
Effect of Pricing on Customer Loyalty

Interpretation:
Table 5.23 shows whether pricing affects customer loyalty. 78% of the respondents stated that pricing affects their loyalty, while 22% said it does not. This indicates that pricing is a crucial factor in retaining customers.










Table 5.24: 
Overall Rating of Pricing Effectiveness
	Response
	Number of Respondents
	Percentage

	Excellent
	10
	20%

	Good
	22
	44%

	Average
	12
	24%

	Poor
	6
	12%

	Total
	50
	100%


Source: Primary Data
Chart 5. 24: 
Overall Rating of Pricing Effectiveness

Interpretation:
Table 5.24 shows the overall rating of pricing effectiveness. 20% of the respondents rated it as excellent, 44% as good, 24% as average, and 12% as poor. It indicates that most respondents perceive pricing effectiveness as good.








Table 5.25: 
Suggested Improvements in Pricing
	Response
	Number of Respondents
	Percentage

	Reduce prices
	16
	32%

	Provide more discounts
	18
	36%

	Improve quality
	10
	20%

	No change needed
	6
	12%

	Total
	50
	100%


Source: Primary Data
Chart 5. 25: 
Suggested Improvements in Pricing

Interpretation:

Table 5.25 shows respondents’ suggestions for improving pricing. 32% suggest reducing prices, 36% prefer more discounts, 20% suggest improving quality, and 12% feel no changes are needed. The majority of respondents recommend providing more discounts.


6.1 FINDINGS OF THE STUDY
The analysis of data collected from 50 respondents reveals the following key findings:
1. The majority of respondents (36%) belong to the age group of 25–35 years, indicating that young adults form the major customer base of the society. 
2. Male respondents (52%) slightly outnumber female respondents, showing a relatively balanced gender participation. 
3. Most of the respondents (32%) are employees, followed by students (28%), indicating that working individuals are the primary customers. 
4. A significant proportion of respondents (30%) fall under the monthly income group of ₹10,000–₹20,000, showing that middle-income groups dominate. 
5. Most respondents (40%) purchase from the society occasionally, while 36% purchase regularly, indicating moderate customer engagement. 
6. A majority (64%) of respondents are aware of the pricing policy, showing a fair level of awareness among customers. 
7. More than half of the respondents (52%) perceive the price level as reasonable, indicating general acceptance of pricing. 
8. A considerable number of respondents (40%) feel that prices are lower than competitors, suggesting competitive pricing advantages. 
9. The majority (68%) consider the prices affordable, reflecting positive consumer perception. 
10. Pricing influences the purchase decision of 76% of respondents, indicating its strong impact on consumer behavior. 
11. Most respondents (60%) believe that prices are consistent across products, ensuring reliability in pricing. 
12. A large majority (70%) feel that pricing matches product quality, indicating value for money. 
13. Discounts are offered occasionally according to 40% of respondents, showing moderate promotional activity. 
14. Most respondents (36%) consider discounts moderately attractive, while 28% find them highly attractive. 
15. The majority (44%) are satisfied with the current pricing strategy, reflecting overall customer satisfaction. 
16. Pricing encourages repeat purchases for 72% of respondents, indicating its role in customer retention. 
17. Most respondents (40%) agree that pricing is transparent, with an additional 28% strongly agreeing. 
18. A significant portion (44%) state that price changes are communicated only sometimes, indicating scope for improvement in communication. 
19. The majority (76%) would recommend the society based on pricing, showing positive word-of-mouth potential. 
20. Most respondents (68%) are willing to pay more for better quality, highlighting the importance of quality perception. 
21. A large number of respondents (40%) sometimes compare prices before purchasing, while 36% always do so, indicating price sensitivity. 
22. Competitive pricing is preferred by 36% of respondents, followed by discount pricing (28%). 
23. Pricing affects the loyalty of 78% of respondents, making it a critical factor in customer retention. 
24. Most respondents (44%) rate pricing effectiveness as good, indicating overall positive evaluation. 
25. The majority (36%) suggest providing more discounts, followed by 32% suggesting price reduction, indicating areas for improvement. 
Bottom of Form












6.2 SUGGESTIONS
1. In light of the findings of the study, the following suggestions are offered to improve the effectiveness of the pricing strategy of the society:
2. The society may consider introducing more attractive discounts and offers, as a majority of respondents expressed a preference for increased promotional benefits. 
3. Efforts should be made to maintain competitive pricing, as most customers prefer prices that are comparable or lower than competitors. 
4. The society can enhance awareness about its pricing policy through proper communication, as a section of respondents is still unaware of it. 
5. It is advisable to ensure consistency in pricing across all products, so as to build trust and reliability among customers. 
6. The society should focus on improving communication regarding price changes, as many respondents indicated that such changes are only sometimes communicated. 
7. Since pricing strongly influences purchase decisions, the society should adopt customer-oriented pricing strategies to retain and attract more customers. 
8. The society may strengthen the link between price and quality, ensuring that customers continue to perceive value for money. 
9. Introducing loyalty programs or special pricing benefits for regular customers can help in improving customer retention. 
10. As many respondents are willing to pay more for better quality, the society should focus on enhancing product quality along with pricing strategies. 
11. The society can regularly collect customer feedback on pricing to make timely improvements and adjustments. 
12. It is recommended to segment pricing strategies based on different income groups, as customers belong to varied income categories. 
13. The society may increase promotional activities during peak seasons to attract more customers and boost sales. 




6.3 CONCLUSION
The present study examined the pricing strategy of the society and its influence on consumer perception and behavior. The findings reveal that pricing plays a significant role in shaping purchase decisions, customer satisfaction, and loyalty. A majority of respondents perceive the pricing as reasonable, affordable, and competitive when compared to other alternatives. The study also indicates that most customers are satisfied with the current pricing strategy and are willing to recommend the society based on its pricing. Furthermore, pricing is found to be an important factor encouraging repeat purchases and influencing long-term customer relationships.
However, the study also highlights certain areas that require attention. Although customers generally view pricing positively, there is a need to improve communication regarding price changes and enhance awareness of pricing policies. Respondents have also expressed a preference for more discounts and offers, indicating the importance of promotional pricing strategies. Overall, the society has a strong pricing foundation, but by adopting more customer-oriented approaches, improving transparency, and offering attractive incentives, it can further strengthen customer satisfaction and maintain a competitive edge in the market.
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QUESTIONNAIRE

A STUDY ON THE EFFECTIVENESS OF PRICING STRATEGY AT PINARAYI INDUSTRIAL CO OPERATIVE SOCIETY
1. Age
Below 25
25–35
36–45
Above 45 
2. Gender
Male
Female
Others 
3. Occupation
Student
Employee
Business
Others 
4. Monthly Income
Below ₹10,000
₹10,000–₹20,000
₹20,000–₹40,000
Above ₹40,000 
5. How often do you purchase from the society?
Regularly
Occasionally
Rarely
First time 
6. Are you aware of the pricing policy of the society?
Yes
No 
7. How do you rate the price level of products?
Very low
Reasonable
High
Very high 
8. Compared to competitors, prices are:
Lower
Same
Higher 
9. Do you think the prices are affordable?
Yes
No
10. Does pricing influence your purchase decision?
Yes
No
11. Are the prices consistent across products?
Yes
No 
12. Do you feel that the pricing matches the product quality?
Yes
No
13. Does the society offer discounts or offers?
Frequently
Sometimes
Rarely
Never 
14. Are discounts attractive?
Highly attractive
Moderate
Low
Not attractive 
15. Are you satisfied with the current pricing strategy?
Highly satisfied
Satisfied
Neutral
Dissatisfied 
16. Does pricing encourage repeat purchase?
Yes
No 
17. Is the pricing transparent?
Strongly agree
Agree
Neutral
Disagree 
18. Are price changes communicated properly?
Always
Sometimes
Rarely
Never 
19. Would you recommend the society based on pricing?
Yes
No 
20. Are you willing to pay more for better quality?
Yes
No 
21. Do you compare prices before purchasing?
Always
Sometimes
Rarely
Never 
22. What pricing strategy do you prefer?
Low pricing
Competitive pricing
Premium pricing
Discount pricing 
23. Does pricing affect your loyalty?
Yes
No
24. Overall, how do you rate pricing effectiveness?
Excellent
Good
Average
Poor 
25. What improvement do you suggest in pricing?
Reduce prices
Provide more discounts
Improve quality
No change needed 

Top of Form
Bottom of Form


Percentage	
Below 25	25–35	36–45	Above 45	0.24	0.36	0.2	0.2	


Percentage	
Male	Female	Others	0.52	0.44	0.04	

Percentage	
Student	Employee	Business	Others	0.28000000000000003	0.32	0.24	0.16	


Percentage	
Below ₹10,000	₹10,000–₹20,000	₹20,000–₹40,000	Above ₹40,000	0.2	0.3	0.28000000000000003	0.22	


Percentage	
Regularly	Occasionally	Rarely	First time	0.36	0.4	0.16	0.08	


Percentage	
Yes	No	0.64	0.36	

Percentage	
Very low	Reasonable	High	Very high	0.12	0.52	0.24	0.12	


Percentage	
Lower	Same	Higher	0.4	0.36	0.24	


Percentage	
Yes	No	0.68	0.32	

Percentage	
Yes	No	0.76	0.24	

Percentage	
Yes	No	0.6	0.4	

Percentage	
Yes	No	0.7	0.3	

Percentage	
Frequently	Sometimes	Rarely	Never	0.24	0.4	0.2	0.16	


Percentage	
Highly attractive	Moderate	Low	Not attractive	0.28000000000000003	0.36	0.2	0.16	


Percentage	
Highly satisfied	Satisfied	Neutral	Dissatisfied	0.24	0.44	0.2	0.12	


Percentage	
Yes	No	0.72	0.28000000000000003	

Percentage	
Strongly agree	Agree	Neutral	Disagree	0.28000000000000003	0.4	0.2	0.12	


Percentage	
Always	Sometimes	Rarely	Never	0.2	0.44	0.24	0.12	


Percentage	
Yes	No	0.76	0.24	

Percentage	
Yes	No	0.68	0.32	

Percentage	
Always	Sometimes	Rarely	Never	0.36	0.4	0.16	0.08	


Percentage	
Low pricing	Competitive pricing	Premium pricing	Discount pricing	0.24	0.36	0.12	0.28000000000000003	


Percentage	
Yes	No	0.78	0.22	

Percentage	
Excellent	Good	Average	Poor	0.2	0.44	0.24	0.12	


Percentage	
Reduce prices	Provide more discounts	Improve quality	No change needed	0.32	0.36	0.2	0.12	
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