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Executive Summary

Social Marketing Company, Bangladesh (SMC) began its journey in 1974 as a project to handle the speedy population growth in the country. It was set up by Population Services International (PSI), a US-based INGO under an agreement with the Government of Bangladesh and USAID. In 1990, after having achieved important success, the project was born-again to a not-for-profit private limited company with a voluntary Board of Directors. In 2014, SMC formed SMC Enterprise Ltd, a completely owned for-profit subsidiary to separate profitable activities from noncommercial to assist effectively manage a growing and complicated operation that might no longer function smoothly under a single unit. So after working in this organization anyone can feel they are the part of the CRS (Corporate Social Responsibility). This report represents the working experience of an intern of overall marketing activities of SMC which is expressed as a report. The main objective of the program is to experience the practical knowledge of marketing sector and implementation of academic education in the practical corporate world. The other objective is to know the marketing system to deliver the consumer service of SMC toward consumers. The study is disclosed as a descriptive manner, and the data are collected through the practical working knowledge, discussion with the employees and consumers and some from many articles and many reports of the company. There were some limitations while compiling the report from those time constraint was the major factor. This internship report reveals the historical background, origins of the SMC, products and services offered by the SMC, procedure of the activities, etc. The mission, vision are also briefly introduced. Based on the observation and survey with the customer through “Consumer satisfaction of BOLT” form, some positive points and some weak points of their services have been found. SMC provides so many attractive offers and products which are very much beneficial to the consumer and by which it can beat the competitors as well. This organization is highly technology updated which adopts any new technology very fast and each and every employee is highly motivated because of the work environment. Moreover, to keep pace with changing economic condition, SMC has to focus on level of satisfaction of both consumers and employees and has to provide far better consumers experience through pleasant consumer packages.  

Chapter 1

1. Introduction

1.1. A Brief introduction of SMC Enterprise Ltd: 

Social Marketing Company, Bangladesh or SMC began its journey in 1974 as a project to handle the fast population growth within the country. It was set up by Population Services International (PSI), a US-based INGO under an agreement with the Government of Bangladesh and USAID. In 1990, when having achieved vital success, the project was regenerated to a not-for-profit private limited company with a voluntary Board of Directors. In 2014, SMC formed SMC Enterprise Ltd, totally in hand for-profit subsidiary to separate profitable activities from nonprofit to assist effectively manage a growing and complex operation that may no longer function smoothly under a single unit. 

SMC nowadays may be a giant and sure-fire social enterprise and a significant contributor to the Bangladesh national planning program, providing contraceptives to over tierce of all users. It markets a full vary of planning product, ORS (Oral Rehydration Salts) and has wide-ranging into food, nutrition, fruitful health and feminine hygiene. 

SMC is leading the hassle to extend the utilization of substance powder among youngsters below five years to deal with iron deficiency anemia. SMC additionally introduced Zn pill to use with ORS as Associate in nursing adjunct medical aid to treat diarrheic episodes of kids. SMC’s sanitary napkin ‘JOYA’ has quickly became the third most popular brand in the country (enjoying 13% market share) with wider appeal among low-income women and adolescents due to its quality and affordability. SMC conjointly markets safe delivery kit so as to confirm safe kid delivery reception wherever institutional delivery isn’t potential. 

The core experience of SMC program is that the behavior modification communication (BCC) at community level and mass media campaign at national level and capability building of the non-public sector health care providers across the country. 

1.2. Objectives of the study: 

Objectives of the report the main objectives are as follows and we have divided them into some broad and specific objectives which are given below: 

Broad Objective:

The  major  objective  of  this  internship  report  is  to  analyze  the  customer  satisfaction  level  of  SMC and to explore their perception about Taste Me. 

Specific Objectives: 

· To find out satisfaction level of Taste Me

· To find out the taste which today’s customers are prefer 

· To find out the features which customers are not satisfied 

· To find out the attribution that customers want in a powder drink

· To identify the factors that effect purchase decision

1.3. Rational of the study: 
While setting up the report, it was an incredible chance to have inside and out information of all the divisional work practice by SMC. It likewise causes to gain a first point of view of a not-for-profit private limited company in Bangladesh. The directors, managers, a portion of the top level administrations and also some valuable consumers have given data to make this report. SMC Enterprise Limited is the first private non-profit organization in Bangladesh, is endeavoring to achieve better quality in their products and limit inconsistencies. 

1.4. Scope of the study: 

The  scope  of  the  study  is  limited  within  the  customers  of  Dhaka. But the study is wide and valuable. The study deals with the customer satisfaction towards “Taste Me’s” taste quality, price which is very essential for retailing. 

1.5. Limitations:
Managing consumers to taste the drink and took their valuable time do the survey was challenging. Also to manage the survey on time was a challenge.

Chapter 2

2. Methodology of the Study

2.1. Data Design:

Data Collection process and population:
The study was conducted in Dhaka city among Gulshan, Banani, Dhanmondi area consumers. The survey population was all class of customers who are the regular purchasers and occasional buyers of flavored powder drink. 
Study Approach: 
Only the quantitative approach was used to conduct the survey. All the respondents are asked to fill in the questionnaire by themselves. 

2.2. Sample Design: 
Sample Size: I distributed the questionnaire to 300 participants in the three random Offices, Universities.  (Gulshan-100, Banani- 100, Dhanmondi- 100)
Sample Selection Process: 
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Sampling Techniques: 

In this study of internship report non-probability sampling has been taken as the probability of customers in Dhaka areas being chosen unknown. Under the non probability sample convenience sampling has been taken for study. 

Period of the study:

The study was conducted during the period January 25th to February 3rd 2019.

2.3. Analytical Tools: 
A survey questionnaire is prepared for the collection of data from various customers. The questionnaire is designed in such a way so that collected information for the study would meet the set of objectives.

Tools: 

Microsoft Word and Microsoft Excel version 2007 is used to tabulate and analyze the valid responses.

Chapter 3

3. Organizational Background and Industry Perspective

3.1. Background of SMC Enterprise Ltd: 

Social marketing is that the application of economic marketing tools and ideas to influence behaviors that benefit people and communities. While the goal of commercial marketing is primarily profit maximization, social marketing aims to change behavior for social good.

Social marketing Company, Bangladesh or SMC began its journey in 1974 as a project to address the rapid population growth in the country. It was set up by Population Services International (PSI), a US-based INGO under an agreement with the Government of Bangladesh and USAID. In 1990, after having achieved vital success, the project was converted to a not-for profit private limited company with a voluntary Board of Directors. In 2014, SMC shaped SMC Enterprise Ltd, a wholly owned for-profit subsidiary to separate profitable activities from nonprofit to help effectively manage a growing and complex operation which could no longer function smoothly under a single unit.

SMC today could be a massive and no-hit social enterprise and a significant contributor to the Bangladesh national planning program, providing contraceptives to more than one-third of all users. It markets a full vary of planning merchandise, ORS (Oral Rehydration Salts) and has diversified into food, nutrition, reproductive health and female hygiene. It operates the most important ORS producing facility within the country. SMC enjoys glorious goodwill among its beneficiaries and stakeholders. As per 2016 Contraceptive Social Marketing Statistics released by DKT International, SMC was ranked as the second largest contraceptive social marketing program globally in terms of CYPs (Couple Years of Protection). Since its inception, SMC operations have averted 18.6 million unintended pregnancies, 1.7 million deaths of children under-5 and 163 million DALYs (year lost to ill-health and disability) till June 2018.

SMC is leading the effort to extend the utilization of substance powder among youngsters underneath five years to handle iron deficiency anemia. SMC conjointly introduced Zn pill to use with ORS as AN adjunct medical aid to treat diarrheic episodes of youngsters. SMC’s sanitary napkin ‘JOYA’ has quickly became the third most popular brand in the country (enjoying 13% market share) with wider appeal among low-income women and adolescents due to its quality and affordability. SMC conjointly markets safe delivery kit so as to make sure safe kid delivery reception wherever institutional delivery isn't doable.


SMC’s program operations are implemented for the purpose of achieving social good in line with SMC’s mission. They are supported through grants from donors, private sector organizations and surplus revenues from company’s for-profit subsidiary business sector operations. SMC works with graduate and non-graduate non-public sector health care suppliers across the country in several public health priority areas like: generative health, maternal and child health, nutrition, TB, etc. through various networks including 7,000 Blue Star providers, 3,500 private health care providers and 700 obstetricians and gynecologists. The core experience of SMC program is that the behavior amendment communication (BCC) at community level and mass media campaign at national level and capability building of the non-public sector health care providers across the country.

3.2. Historical Background of the organization:

Mission, Vision & Values: 

SMC Mission
In partnership with the government, development partners and the private sector, SMC’s overall mission is to improve the health and wellbeing of women, children and families through social marketing of products and services in family planning, maternal and child health, nutrition, and other socially beneficial areas.

 SMC Enterprise Mission
The mission of SMC Enterprise Ltd is to support SMC to grow as a successful social enterprise by making surplus funds from profitable operations available for investment in program operations designed to enhance social good.

 SMC Vision 
SMC’s vision is to be a world-class social enterprise recognized for its contribution to the advancement of social marketing thoughts, principles and practices that aim to better the health and wellbeing of women, children, families and the society.

 Philosophy

Profit must primarily contribute to social betterment.

 Values
■ Our organizational interest is at the foremost

■ We never compromise on quality and satisfying our customers’ needs

■ We challenge ourselves everyday to do better and achieve more

■ We hold dearly our values of integrity, respect and fairness for all

Major Milestone: 
Let’s have a look on the history of SMC's Timeline at a glance-
1974: Family Planning Social Marketing Project (FPSMP) began operation under a tripartite agreement among Population Services International (PSI), GOB and USAID

1975: USAID-donated Raja condom and Maya contraceptive pill started distribution through private sector outlets    

1985: FPSMP launched Oral Rehydration Salt (ORS) to address high diarrheal deaths due to dehydration 

1990: FPSMP became Social Marketing Company (SMC), a private not-for-profit company under the Companies Act of 1913 with a voluntary Board

1997: SMC became a direct recipient of USAID funds with the departure of PSI
2000: Inaugurated Company’s own headquarters building ‘SMC Tower’ in Banani, Dhaka

2004: ORS manufacturing facility starts operation in Bhaluka, Mymensingh
2008: Central Warehouse inaugurated in Bhaluka, Mymensingh
2012: Became fully sustainable recovering more than 100% of non-program related costs
2012: Awarded USAID-funded MIH Project through a competitive bidding
2014: Formed SMC Enterprise Ltd, a fully-owned for-profit subsidiary company

2015: Inaugurated Bogura Regional Office and Warehouse

2016: Launched Marketing Innovation for Sustainable Health Development (MISHD) project awarded by USAID

2017: Production started at our own Hygiene Products Factory, Cumilla

2017: Launched prescription pharmaceutical products

2018: Started Regional and Area office operations at own premises in Cumilla

2018: Inaugurated SMC Niltara Clinic and Model Pharmacy in Dhaka. 

3.3. Operational activities of the organization:

Products of SMC: 

1. Maternal, Child Health & Nutrition: 
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2. Contraceptives: 
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3. Food & Beverage: 
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4. Hygiene: 
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5. Pharma: 
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SMC’s Partners: 
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Sales and Marketing: 

Social marketing is that the application of economic selling techniques for popularizing and merchandising merchandise and services that provide clear edges to the folks, at costs they'll afford. Making high-quality health merchandise and services widely available and reasonable forms the key component of social selling. SMC's social marketing model has three major components – demand creation and behavior change through multi pronged communications strategy; access to affordable and quality products and services that offer clear health edges through the personal sector; and monetary property through cross grant victimization revenues from higher priced merchandise and services to subsidize for low financial gain segments.

SMC has one of the most established, extensive and efficient distribution networks (own and dealership) in Bangladesh. Nationwide coverage is disbursed through twelve offices placed in major division and district cities of the country below four regional offices. This enables SMC’s sales force of approximately 143 to distribute products to the far-flung outlets promptly and regularly. On a median, about 267,674 outlets are directly served by SMC each year of which roughly 40 percent are pharmacies and the rest are non-pharmacies, including grocery stores and kiosks. Stocks at the sales offices square measure replenished through regular provides from SMC central warehouse in Bhaluka or its regional warehouses. The sales force covers the territory using delivery vehicles to ensure the nationwide distribution. Its widespread sales and distribution network permits SMC to form its merchandise wide on the market at shops across the country.

A recent study on product availableness showed that ninety four of the retail pharmacy shops in Asian nation have a minimum of one SMC complete of contraceptive pill (OCP), 85% have at least one SMC safety and ninety eight stocks SMC complete of ORS. In addition to pharmacy shops, SMC distributes condoms and ORS through non-pharmacy shops, as a strategy to increase accessibility and availability. One in each four non-pharmacy shops of the country has SMC complete of safety and quite 2 in each 3 have SMC complete of ORS (CSMR, 2017).

Market segmentation, effective positioning, brand development and brand promotion efforts continue to be a major part of SMC’s strategies, and the company now provides a diverse range of pills and condoms targeted at specific market segments supported with brand-specific advertising and promotion. To meet the twin objective of creating merchandise reasonable to the less privileged whereas at a similar time improve the monetary property of the organization; SMC has designed a strategy that teams its brands into completely different rating classes.

Because of its outstanding success and its sheer size, social marketing in Bangladesh has become a model of best practices and attracted international attention. Two premier USA based mostly graduate faculties of business have enclosed the case study on social selling program in Asian nation in their curricula. In addition, an entire chapter of the renowned book titled “Let Every Child Be Wanted: How Social Marketing Is Revolutionizing Contraceptive Use around the World,” written by Philip D. Harvey, is devoted to social marketing in Bangladesh. SMC’s success is also documented in the “Asian Marketing Casebook,” by Noel Capon and Wilferied R. Vanhonacker. The company was awarded the International Star Award for Leadership in Quality (ISLQ) in 2008 by the Business Initiative Directions (BID), a Madrid-based business organization committed to create a better reputation for business worldwide. 

Distribution Channel

SMC supply chain management includes all functions associated with making certain on time delivery and wide handiness of its merchandise up to the retail outlet level. It involves procurement of finished merchandise and raw materials from each native and international source for own factory-made merchandise, storage, provision and provide to the twelve SMC area Sales offices and at last distribution to retail and wholesale pharmacies, groceries, NGOs and different channels. In Apr 2018 SMC introduced local-level distribution homes round the country to boost rural and non-pharmacy coverage with unit merchandise. A total of 120 distributors are appointed everywhere the country and 122 sales representatives are operating for distributors to sell SMC unit merchandise to the shops.

Figure 1: Work Flow Chart of SMC
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3.4.  SWOT Analysis

From practical observation, the following strength opportunity, weakness, opportunity and threat (SOWT) are being presented.

1)
Strength: 

•
It is the oldest non-profit organization in the FMCG industry

•
Do not practice any unfair business.

•
Focused market.

•
There are numbers of highly educated officers 

•
Employees are immensely qualified and experienced. 

•
Highest market sales in Oral Saline market.

•
Well-furnished and Air-conditioned offices.

•
Marketing practice in the organization is proficient.

2)
Weakness:  

•
Demand always not meets the supply of ORS.

•
Lack of Sales representative in some areas.

•
Traditional management practices in the organization. 

•
Small market shares in others brands except diaper and Oral saline market. 

3)
Opportunities: 

•
Can increase more consumer goods according to market demand.

•
Can promote the advertising of the non-profit tem to the consumers and earn trust. 

•
Local public rely more on old and renowned organizations than new ones.  

•
Govt. gave full support on family planning sector. 

4)
Threat:

•
Huge competition in the market

•
Competitors bring new products.

•
Consumers rely more on the foreign brands.

•
don’t have enough factory to produce own products. 

Chapter 4

4. Findings and Analysis

4.1. Survey Findings and Analysis: 

With  the  purpose  of  measure  the  satisfaction  of  the  customers  a  sequence  of  questions  were  asked  to  the  customers  with  the  help  of  a  questionnaire,  the  data  from  these  questions  are  tabulated below.
Respondents Profile:

The respondent profile includes gender and age of the respondents. 

Gender:

From the 300 spontaneous respondents, it is found that,

	Male
	Female
	Others

	141
	159
	0


Figure 2: Gender Based Categorizations 
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Age:

From the 300 spontaneous respondents, it is found that,

	Age
	Less than 18
	18-24
	25-30
	30-40
	40 or above

	Respondents
	20
	66
	126
	52
	36


Figure 3: Age Based categorizations 
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Respondents Purchase Behavior:

Purchase Frequency: 

From the 300 spontaneous respondents, it is found that,

	Regularly
	Once in a month
	Occasionally

	37
	105
	158
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Figure 4: Purchase Behavior Based Categorizations

Preferable Flavor:

From the 300 spontaneous respondents, it is found that

	Orange
	Mango
	Lychee
	Pomegranate
	Others

	132
	108
	48
	12
	0


Figure 5: Preferred Flavor Based Categorizations
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Sugar level for suggested “Taste Me”:

From the 300 spontaneous respondents, it is found that

	Less
	More
	Present level is good

	86
	10
	204


Figure 6: Sugar level based categorization
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Aroma of “Taste Me”:

From the 300 spontaneous respondents, it is found that

	Very Good 
	Good
	Average
	Bad
	Very Bad

	81
	210
	9
	0
	0


Figure 7: Aroma Based Categorization 
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Suggested Color for “Taste Me”:

From the 300 spontaneous respondents, it is found that

	Increase
	Decrease
	Present Color is Good

	1
	89
	210


Figure 8: Color Based Categorization 
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Price:

From the 300 spontaneous respondents, it is found that

	Expensive
	Cheaper
	Normal
	Can’t Say

	48
	81
	166
	5


Figure 9: Price Based Categorization 
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“Taste Me” Recommendation: 

From the 300 spontaneous respondents, it is found that

	Absolutely
	Probably Recommend
	Probably will Not Recommend
	Not Sure
	Absolutely Not

	32
	144
	37
	87
	0


Figure 10: Recommendation Based Categorization 
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Comparison between Existing Products: 

From the 300 spontaneous respondents, it is found that

	Much better
	Better
	Almost Same
	Worse
	Much Worse

	71
	187
	41
	1
	0


Figure 11: Comparison Based Categorization
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Overall Satisfaction: 

From the 300 spontaneous respondents, it is found that

	Very Satisfied
	Somewhat Satisfied
	Neutral
	Dissatisfied
	Very Dissatisfied

	37
	187
	64
	12
	0


Figure 12: Overall Satisfaction Based Categorization 
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Chapter 5

5.  Recommendation & Conclusion

5.  Recommendation: 

SMC is very active and always concern about their customer satisfaction, various department of SMC is very active to bring something new for their customers. SMC is always trying to improve   their   customer   services   according   to   their   need   and   demand.   But   as   customer   satisfaction is dynamic function and new interns are coming as competitors so they have to ready for this as well and for this they should give more importance to the following issues.  

· Study and analyze the market in a regular basis so that they can find out customers need and demand in a regular basis and this will help to find out whether customer are happy or unhappy. 
· Regular monitoring will help to know where customers are unhappy like, pricing, design, product quality or services. 
· SMC should take necessary steps to increase customer’s satisfaction by keeping product price reasonable. 
· SMC should make easier communication way to customers, like most of the customers watch TV, read daily newspaper, so they have to give TV and newspaper advertisement instead of only magazine. 
· SMC want to grab more health conscious customer and a good number of this generation listen radio so they have to target this media for advertising as well.
·  Also they can start customization strategy for some unique traditional products like Rice, Mineral water, ready Oral saline and more hygine products that will also lead them as a first mover in this strategy here. 
· Marketing team should give more importance on visibility like increase more attractive colorful shelf talker; make some significant difference in displaying different product so that consumer gets easy to notice the product.
· In survey result 80% of the customers are satisfied with SMC’s Taste Me. So they should create more advertisements so that people can easily find them and buy. 
5.1 Conclusion: 

SMC is the crownless king in health, hygiene, and also in family planning sector in Bangladesh. I have worked in their marketing department, and during this period, I got an opportunity to observe their marketing and managing the retail environment. The main objective for this survey is to see what customers are thinking about SMC’s Taste Me which is a newly launched flavored powder drink. It also helps to build a stronger relationship with customers and increase sales. SMC is also doing lots of CSR activities for the people of Bangladesh as they are non-profit organization; they are helping rural area poor people to plan their family. Besides their CSR activities, they also do various promotional activities to grab customer’s attention. This report also will help to decide on their promotion and service improvement. The report has given a platform to understand the customer’s expectation and demand. Therefore if SMC wants to carry on their position in this way, they have to continuous study on the customer, their market and offer constant services so that in the long run they can run smoothly and face challenges.

· Appendix:

Survey Questions:

1. Which range includes your age?

A. Younger than 18 years

B. 18-24 

C. 25-30

D. 30-40

E. 40 or Above

2. Please indicate your gender:

A. Male

B. Female

3. How frequently you purchase flavored drinking powder? 

A. Regularly

B. Once in a month

C. Occasionally 

4. Which flavor do you prefer the most? 

A. Orange

B. Mango

C. Pomegranate 

D. Lychee

E. Others

5. What would you suggest about the sugar level of “Taste Me” for your Health, according to your health and Taste? 

A. More

B. Less

C. Present Sweetness is good.

6. How was the aroma of “Taste Me” after mixing the powder with water? 

A. Very Good

B. Good

C. Average

D. Bad

E. Very Bad

7. What would you suggest about the “Appearance/Color” of “Taste Me” for an instant flavored drink?

A. Increase

B. Reduce

C. Present Color is good

8. What do you think about the price of the Product? 

A. Expensive

B. Cheaper

C. Normal

D. Can’t say

9. Would you recommend our product to other Colleague/ Friends and Family? 

A. Absolutely

B. Probably will recommend

C. Probably will not recommend

D. Not Sure

E. Absolutely Not

10. Compare to other product categories that are available in market, would you say that “Taste Me” is:

A. Much better

B. Better

C. Almost Same

D. Worse

E. Much Worse

11. Please rate your level of Satisfaction from “Taste Me” on the following attributes (Quality of product services, Price, Understanding of your needs, Professionalism, Responsiveness, and Taste).

A. Very Satisfied

B. Somewhat Satisfied

C. Neutral 

D. Dissatisfied

E. Very Dissatisfied.
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