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THE NEW AGE MARKETING VARIABLES



72 year old brand which started in a small town of Anand in 1946



Milk Producer

Vill. Dairy Co-op.

Dist. Milk Co-op. 
Union

The Consumer

State Co-op. 
Milk Mktg. Fed.

The Amul Model
• Establishment of a direct

linkage between milk
producers and consumers
by eliminating middlemen

• Milk Producers (farmers)
control procurement,
processing and marketing

• Professional management



21 Million Liters of Milk per day

• Across India

18 District Unions

• Covering 33 districts

3.6 million milk producer 
member

• 18554 Villages



IFCN Top 20 Milk Processors by milk intake

Rank 2018 Company name
Origin & main operation 

countries

Milk intake 

in mill. t ME

Estimated 

turnover per kg 

milk, in USD

Market share in 

% of world milk 

production

1 Dairy Farmers of America USA 29,2 0,5 3,5%

2 Fonterra New Zealand/ others 23,7 0,6 2,8%

3 Groupe Lactalis France/others 19,6 1,1 2,4%

4 Arla Foods Denmark/Sweden/others 13,9 0,8 1,7%

5 Nestlé Switzerland/others 13,7 1,8 1,6%

6 FrieslandCampina Netherlands/others 13.6* 1.0* 1,6%

7 Saputo (incl.MG) Canada/USA/others 9.8* 1.1* 1,2%

8 Dean Foods USA 9,4 0,8 1,1%

9 Amul (GCMMF) India 9,3 0,7 1,1%

10 Danone France/others 8,6 2,0 1,0%

11 DMK Germany/Netherlands 8.1* 0.9* 1,0%

12 California Dairies USA 7,7 0,5 0,9%

13 Yili Group China 7.2* 1.4* 0,9%

14 Glanbia Group Ireland/USA/others 6,5 0,6 0,8%

15 Mengniu China 6,4 1,4 0,8%

16 Agropur Canada/USA 6,3 0,8 0,8%

17 Groupe Sodiaal France 4,9 1,2 0,6%

18 Müller Germany/UK/others 4.6* 1.1* 0,6%

19 Schreiber Foods USA 4.5* 1.1* 0,5%

20 Bongrain/Savencia France/others 4,1 1,3 0,5%

Sum of Top 20 211 1,0 25,4%

Source : IFCN data collection, analysis and estimates (feedback to improve our estimations is alw ays very w elcome). Data represents in most cases the year 2017. 

* = IFCN estimation. 

Explanation of variables: 1. Milk intake represents milk volume collected and dairy commodity purchases (in milk equivalent) for the main company and its 

subsidiaries. Milk intake f igures in mill tons. In some cases recalculated from litre (1litre = 1.033 kg). In the milk intake a double counting  is possible once a processor 

sources milk from a collecting cooperative (e.g. DFA) or is sourcing milk in form of dairy products.  This means that the total milk volume of the top 20 processors can be 

overestimated. Content of milk intake (fat and protein level) can be underestimated in some countries such as New  Zealand and The Netherlands. 2. Turnover per kg 

milk : Dairy turnover divided by milk intake. This indicator gives an indication of value creation per kg of milk processed. This f igure shall be interpreted w ith care as the 

precise number is diff icult to define and a direct comparability betw een companies is limited.

Amul is 9th Large and fastest growing dairy organization of world 



India’s largest FMCG 
brand with over USD 
6.1 Billion in revenue 
for the financial year 
2017-18



60’s  - 70’s 90’s80’s 2000 onwards



Portfolio Architecture : Human Life Cycle Segmentation



Products to cater to ethnic / traditional taste of consumers

Innovation in Product



Amul Frozen Snacks: Extending dairy into other food categories

Innovation in Product



Innovation in Product

New products to capture non-dairy users



Integrating Ayurveda with dairy 

Innovation in Product



Product innovation for Cheese



Range of Premium Chocolates



New Range of Single Origin chocolates



Launching atleast 
2 products 

every month 





Producer’s shares in different commodities in India:

•Food grains - 55 to 65%

•Milk - 80 to 86%
•Fruits - 30 to 40%

•Vegetables - 40 to 50%

Share of Consumer's $



3.6 Million Families, 18554 
Villages

79 Dairy Plants across 
India

4 High Traffic Distribution Highways

FROZEN CHILLED AMBIENT FRESH

61 Sales Offices & Stock Points  +   Exports

10,000 Distributors

10,00,000 Retailers across India

Supply Chain

http://www.amul.com/fresh-fmilk.html
http://www.amul.com/fresh-fmilk.html


There was a time, when traditional 
marketing worked well…..



The old era of……..

Mass-Marketing

Impersonal Transactions

One-way communication

Mass-Media



Then…..came deeper 
fragmentation in 
consumer segments



….as well as Media 
fragmentation

Before Social Media After Social Media



Opportunities for deeper two-way interaction 
with consumers using digital technology



Technology deployed to 

ensure deeper & 

targeted distribution 

reach

Direct consumer 

interaction…….easier for 

companies to put 

themselves in consumer’s 

shoes

Focus now on cultivating 

customers & maximizing 

customer lifetime value



India : The Paradox

Today, India is the No.1 country in the world for mobile data usage



North

EastWest

South



& how did 

we evolve 

in this 

new 

age……





Amul Butter Topical campaign:   Longest running ad campaign of India 









Digital Posts – FIFA WC 2018



Using 

Technology 

for Trade 

Activation



Amul Kool Display contest 
through Whatsapp since last 5 

years 





• English
• Hindi
• Gujarati
• Marathi
• Kannada
• Tamil
• Telugu
• Malayalam
• Oriya
• Bengali
• Assamese

Organic ConversationsAmul Recipes: 550 Recipes in 11 language



38 Videos on training



The film has helped 
• bust myths/rumors about our products
• Inquisitiveness about our science of Food
• Showcase our healthy and hygienic quality practices
• Earn the trust and faith of our customers

Amul Food Factory - Cheese







E471













"When quality-related allegations 
swirl around, it's imperative for the 
brand to respond quickly and 
effectively. " Jaideep Shergill

"A CEO is the most credible and 
influential spokesperson to hear 
from on behalf of the brand or 
corporation and a swift and 
emphatic denial will help address 
doubts generated by fake rumours. 
Mr Sodhi also did well in reassuring 
the public about the broader 
category, including cheese and like a 
true industry leader, he spoke on 
behalf of the whole industry in 
India.” - Madan Bahal, managing 
director, Adfactors PR

"That Amul is facing this head 
on and quickly is quite 
admirable. Some may argue 
that humour may not be 
appropriate, but the little 
Amul lady could also stomp 
her angry feet in a quick 
animated rebuttal”. - Dilip 
Cherian, image guru and 
consulting partner of Perfect 
Relations



Across Media we have reached 
over 20 million Consumers in just 
2 days



Tracking & addressing consumer 
grievances using technology



Customer Care Management on Twitter



Leveraging technology across 
entire value-chain  : 
Cow to Consumer



Milk-Collection process in village 
cooperatives is IT enabled



Federation

Consumer

Distributor / ADA

Village 
Societies

Depots/
Warehouse

APO 
/ Retailer

Milk Unions

Input Services

IT-enabled Value-chain7.2 Million 
transactions 
per day for milk 
procurement

18554 Village milk societies 
with Bulk Milk Coolers and 
Automatic Milk Collection 
systems

Transportation of 21 million 
litres of milk per day,  from 
18554 societies to 79 dairy 
plants  through 2300 milk 
routes, twice every day

18 Milk Unions, 79 
dairy plants with 
processing capacity 
of 32 MLPD

2100 transportation vehicles 
carry 500000 MTs of Cargo per 
annum (Ambient /Chilled)   
across 4 distribution highways

61 Branches, 200 
warehouses – Ambient, 
Chilled & Frozen 

450 SKUs sold through 10000 
Distributors & then through 1 
Million retailers



Emerging new channels also throw up new challenges



Our answer to the emerging threat from Modern Trade



Amul Online

Available in Ahmedabad and Gandhinagar



Use technology for deeper 
distribution reach…



• New TVC/Print Ad launch
• Consumer Promotions for Amul Online, Ice Cream by POs
• Over 0.5 million SMS are released during pan India SMS 

Campaigns
• Market specific WD/Retailer schemes by Branch in all 

languages

SMS Campaign – WD/Retailer/ConsumerSMS Campaign & Reach



SMS Campaign – WD/Retailer/ConsumerSMS Campaign & Reach

SMS to Farmers – 1 
million SMS per day



Followers – 1.5 Million

Followers – 1,53,886

Subscribers – 1,45,822
Views – 55 Million

Followers – 99482

Followers – 2,21,839

Followers – 20,329

Social Media Presence

Direct connect for
consumers with Amul
through our Whatsapp
number : +91 7359583333

http://www.facebook.com/amul.coop
http://www.facebook.com/amul.coop
https://twitter.com/Amul_Coop
https://twitter.com/Amul_Coop
https://www.youtube.com/user/amultv
https://www.youtube.com/user/amultv


Amul’s advertising budget is less 
than 1% of the Turnover

While in industry the spends vary between 5-12% of the Turnover



Digital Strategy

Topical

How To 
Do

Amul 
Recipes

Science Amul Food 
Factory

Web 
Series

Har Ghar, 
Amul Ghar

Amul Mooch 
Series

Amul In My 
Life

Focus on building 
independent 
content bucket 
which drives 
relevant 
conversations 
regarding our 
offerings as product 
and brand.



Digital Strategy

• There should be always be an 
intersection between content, 
context, consistency and 
consumer.

• Larger the intersection, higher 
the virality/acceptance for 
brand.

• Amul Topical has championed 
this model since 1966.

Content

Consumer

Context

Consistency



Digital Strategy

To stay connected with the 
consumer and create 
meaningful conversations 
with them.

The hidden truth is 
the combination of 
the content and 
frequency of 
exposure



Overcoming the 
new age marketing 
challenges….



Keep your finger on consumer’s

pulse

Excel in your core competence

Think & modify your strategy as

per new age challenges

Marketing approach must be cost-

efficient



Case Study

How Social Media 
launched Amul Chocolates











• Listening to every 
conversation about 
our products.

• Understanding the 
areas of 
improvement.

• Acknowledging the 
customer feedback.

Today, Amul Chocolates
is a brand, built by the
sheer support of our
Customers and Word Of
Mouth Digital

Marketing with
0% advertising
spend





So What’s Next for Amul? 





The consumers 
will have 
information of 
the chocolate 
they eat, from 
the farm where it 
is produced, just 
by scanning the 
QR code of the 
pack.



Thank 

you…

jayen@amul.coop


