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Executive Summery
This report has been prepared based on the job responsibilities and practical knowledge which I gathered through my internship at MIS department of Square Toiletries Ltd. Square toiletries ltd is one of the largest toiletries company in Bangladesh. It has a wide range of products which are sold to customers with the help of distributors and retailers. Square toiletries ltd uses some promotional programs to increase its sale. Distributors and retailers get rewarded for their effort in increasing sales of various products of STL. They get motivated by such rewards. This report provides an in depth analysis and interpretation about the different types of promotional programs (Trade, gift program etc.) of STL to reward the distributors and retailers. These programs vary by nature and divisions. These programs are initiated by the marketing team.  Later on, other departments including the MIS department contribute in the successful completion of these programs. After implementing a program, MIS department checks whether a retailer or distributor will get reward or not. In this case, approval note is used as a guideline for checking.


[bookmark: _Toc536300076]Chapter 1
Title of the study
 Report on “Retailer Preference & Financial analysis of Square Toiletries Ltd”.
[bookmark: _Toc536300077]Introduction of the Study:
Square Toiletries Ltd is one of the leading toiletries company of Bangladesh. The company has many popular brands in the market namely Senora, Jui, Revive, Meril etc. Square toiletries Ltd. has been able to increase their products growth almost each and every year. The company is following different strategies to increase their sales in the market. Among the tools, advertising is the most important tool for increasing the sales. Beside advertisement Square toiletries Ltd. Offers trade programs to attract new customers and to increase sales. 
Trade programs are basically a way for increasing sales by rewarding the business customers. These trade programs are designed to offer some extra benefit to retailers and distributors. These programs can be based on cash discount, coupon, gift or extra product for bulk purchase. Usually, company offers these programs on the different occasion in our country.
The aim of this report is to analyze the different rewarding practices of Square toiletries Ltd (STL). The company offers rewards to its distributors and retailers via the trade programs. The rewarding programs help a lot to increase the sales of the company’s various products. Rewards always attract the distributors and retailers to engage themselves in the various trade programs of the company. The success of such kinds of programs depends on different aspects. For example the company needs to know about the probable target sales at first. Another important thing to consider is the profit margin. The company needs to know the minimum amount of products they have to sale to maintain at least the profit margin of the minimum amount of products they have to sale to maintain at least the profit margin of previous year. Providing rewards cause the costs to increase in a great amount. So the company has to sale huge number of products to recover the extra benefits they are providing to customers, retailers or to the distributors. The company must communicate about the programs to its distributors. The main focus of this report is on the trade sales offers to the retailers and the distributors. Strong network of STL has made it easier to successfully offer these trade programs.
To make these rewarding programs successful, Square Toiletries Ltd. also needs the support of Management Information System (MIS) department. MIS department plays a critical role along with the marketing and product development department. Success of a trade program depends on the benefit offers to the customers or retailers along with the product quality. The company must have to focus on the products quality to increase sales. If a company offers trade benefit with high quality products, then the company will be able to sale more products like Square Toile tries Ltd did through their benefit programs.
[bookmark: _Toc536300078]Rationale of the Study
The rewarding practice of square Toiletries Ltd is developed to increase sale by satisfying the distributors and retailers Distributors and retailers get discounts, commissions and various types of gifts for their investments. This rewarding process consists of many complex parts. From rewarding program development to disbursing of gifts, the whole process is done with the help of the various departments of STL.
The report is designed in a way to provide a thorough understanding of the overall rewarding practice currently running is Square. It will give a complete picture of the roles played by the various departments in conducting the rewarding program, besides, some basic rules of participating in these reward programs are also described in this report. It also contains some suggestions for solving some issues of these rewarding practices.
[bookmark: _Toc536300079]Objective of the study
Rewarding the distributors and retailers which is provided through trade programs is a method of establishing in the marketplace. So, for proper operation and implementation of these trade programs, it is required to maintain necessary guidelines, rewarding practices at Square Toiletries Ltd is critical process with lots of analysis. The study is conducted with a view to get complete understanding of the various trade programs that are designed to reward the distributors and retailers. So, the main objective of the report is:
· To get a proper understanding of the rewarding practices currently occurring in Square toiletries Ltd.
· To understand how rewarding program is designed and conducted.
· To understand the role of MIS department in these programs.
· To get aware of some issues involving in rewarding process.
· To give probable solution for those problems.





[bookmark: _Toc536300080]Methodology
Primary Source
Data of the promotional programs are collected according to company policy. Data collection procedure is manual.
Secondary source
Secondary data is collected from the company and its annual report. The approval notes of various offer programs are also a source of secondary data.

[bookmark: _Toc536300081]Organization of the report
This report is organized into six chapters. After this introductory chapter, chapter Two describes about Square Toiletries Ltd in detail. Various brands under STL and their product range are also described in this part.
Chapter Three contains a description of some selected research to the rewarding practices of companies towards the distributors and retailers, various types of trade programs and various methods for these programs pr promotions.
Chapter four describes about the trade programs as well as the gift programs that are currently running on Square to reward the business customers. This part also describes the role of MIS department in the rewarding process.
Chapter Five designed to give an overall view of organizing a rewarding to solve the issues currently occurring in running the rewarding process.
Chapter Six compiles a number of suggestions and recommendations to solve the issues currently running the rewarding process.

[bookmark: _Toc536300082]Limitations of the study
There is no study which is free from defects or errors. Such defects or errors are known as limitations. As this study is conducted within short period of time, there may be some comprehensive limitations. For me, the main limitation was time limitations. In this short internship period, it was not enough to learn vast about the various rewarding practices running in Square Toiletries Ltd. Moreover, most of the renowned organizations do not disclose their internal information to others. It is obvious that they want to keep their information secret and Square also wants the same. In this case, it’s a bit difficult to make my report informatics but as I was involved in my responsibilities at the company, I got some information that was enough to make my report relevant.

[bookmark: _Toc536300083]Chapter 2
[bookmark: _Toc536300084]Description of the organization
[bookmark: _Toc536300085]Introduction to Square toiletries Ltd
Square Toiletries Ltd. is a part of the highly renowned conglomerate in Bangladesh – Square group. It is one of the largest and leading FMCG company in Bangladesh with a turnover of USD 75 million. With their relentless innovation, STL is the pioneer for bringing in new products and packaging concepts in Bangladesh. They have gained the expertise and eagerness in fulfilling customer’s expectations with their quality product ranges through utmost sincerity. STL consider people as unique in terms of their needs, and to satisfy individual needs, they always try to maintain consistent quality of their unique products. Only for their customers, they are relentlessly striving to be “as unique as you”.
Currently, STL is carrying out its production in its two automated plants at Rupshi & Pabna. With their high-tech production facilities, most advanced equipment, and high quality raw materials, they ensure the absolute best for their customers. STL has product specific machinery to cater to different products, formulation and packaging and a group of well-trained people are always present to ensure smooth operations of all machines. Imported from various foreign suppliers, the best quality raw materials are used for all STL products. Each phase of the production process undergoes rigorous testing to meet international standards, following the GMP (Good Manufacturing Practice) of production.
 Square toiletries Ltd have a strong R&D department which is committed towards developing new products and improving existing products. The international standard products of Square Toiletries Ltd met the needs of Bangladeshi people as well as the people abroad. Therefore, the main objectives of R&D are-
· A deep understanding of consumers, their habits and products needs.
· Capabilities to acquire, develop, and technology across STL’s broad array of product categories.
· The ability to make “Connections” between consumers’ wants and what technologies can deliver.




[bookmark: _Toc536300086]Vision
STL has a vision which says “we attempt to understand the unique needs of the consumer and translate that needs into products which satisfied them in the form of quality products, high level of service and affordable price range in a unique way”.
[bookmark: _Toc536300087]Mission 
To attain their vision, they took a strong mission into consideration which is given below:
· To treasure consumer understanding as one of our most values assets and thereby exerting every effort to understand consumers’ dynamic requirements to enable in offering maximum satisfaction.
· To offer consumer products at affordable price by strictly maintaining uncompromising stance with quality. With continuous R&D and innovation we strive to make our products complying with international quality standards.
· To maintain congenial working environment to build and develop the core asset of STL- its people. As well to pursue for high level of employee motivation and satisfaction.
· To sincerely uphold the responsibility towards the government and society with utmost ethical standards as well as make every effort for a social order devoid of malpractices, anti—environmental behaviors, unethical and corruptive dealings.
With a vision to maintain this level of quality consistency and in a pursuit to consistently deliver quality products to their consumer, STL have also developed tehnical partnership with companies such as Cognis (Germany), Uniqema (Malaysia), Clarient (Germany), IFF (UK) and many more.
With their relentless effort to deliver “unique” products and to stay competiti8ve in the consumers’ mindset, they keep on bringing several brands by using high-tech production facilities and through quality conformance. Through this effort, they are gradually becoming a high performance local as well as a global player.







[bookmark: _Toc536300088]Product Offerings:
Square Toiletries Ltd (STL) believes in the importance of uniqueness both at the national & international level. The company has 21 brands in two different segments. The segments are given below:
1. Health & Hygiene

	No.
	Brands
	Products

	1.
	Senora
	Regular, Confidence & Ultra Sanitary Napkin

	2.
	Supermom
	Diaper




2. Toiletries:

	No.
	Brands
	Products

	1
	Jui
	Coconut Oil, Hair care Oil

	2
	Meril Protective Care
	Petroleum Jelly, Chap Stick, Lip Gel, Glycerin, Olive Oil

	3
	Meril Baby
	Lotion, Shampoo, Powder, Olive Oil, Tooth Paste 

	4
	Meril Splash
	Beauty Soap, Belly Soap, Xtra Fresh Soap

	5
	Revive
	Perfect fairness, Perfect Freshness

	6
	Chaka
	Washing Powder, Laundry Bar, Ball Soap

	7
	Chamak
	Chamak, Nil

	8
	Fresh Gel
	Green Mint & Cool Mint Tooth Paste

	9
	White Plus
	White Plus Tooth Paste

	10
	Magic
	Tooth powder, Advance Ghamachi Powder

	11
	Kool
	Shaving Foam, After Shave Gel & Lotion, Baby Spray

	12
	Xpel
	Aerosol

	13
	Spring
	Air Freshener

	14
	Sepnil
	Hand Wash, hand Sanitizer

	15
	Zerocal
	Zerocal Tablet, Zerocal Sachet

	16
	Select Plus
	Shampoo

	17
	Shakti
	Liquid Toilet Cleaner

	18
	Saaf
	Dish Washing Liquid

	19
	Madina
	Madina Attar



Major Brands of the company are jui, chaka, Senora, Magic, Meril protective care & Meril Baby. Square is also exporting its finished products to 13 Countries- UAE, Germany, UK, Australia, Malaysia etc.
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[bookmark: _Toc536300091]Rewarding practice in Square Toiletries Ltd.
[bookmark: _Toc536300092]Introduction to rewarding programs:
Square Toiletries Ltd. Of Square group has numerous consumer products which are reached to final consumers through different sources. Products are given to people from their own warehouse and through distributors and exporting to other countries. Basically, the products are handed over retailer and wholesaler from the distributors’ warehouse and thereafter, general people buy for consumption. In order to survive in Bangladeshi market, Square organizes yearly or quarterly sales programs for their business customers and final consumers. The aim of these programs is to increase sales by rewarding distributors and retailers for their extra efforts. Square Toiletries Limited runs these programs from the last 10 years approximately. Through the programs, Along with commission, they provide different gifts items, discount or free products after fulfilling certain sales portion. Among those programs or offers, three main sales promotion programs have traditionally which are termed as trade offer, Gift programs and CP program. Among these, trade offers and gift programs are designed to reward the retailers and distributors.   

[bookmark: _Toc536300093]Objectives of rewarding Retailers and distributors:
· To Increase Sales
Square toiletries Ltd. Designs the trade programs in a way to increase sales by rewarding retailers and distributors. Retailers and distributors are rewarded gifts if they can meet a sales target or they get discounts for extra sales.
· Motivating Retailers and distributors
Retailers and Distributors are encouraged to invest in buying products from Square Toiletries Ltd by rewarding them with gifts and discounts. They become more enthusiastic in selling products of the company.
· Satisfying Business Customers
Success of Square toiletries Ltd largely depends on its distributors and retailers. This is why the company always tries to satisfy its business customers. Retailers and distributors are satisfied by selling to them at trade price or providing them with free products.


[bookmark: _Toc536300094]Different types of programs to Reward Retailers and distributors
The company usually rewards its retailers and distributors in two major ways. One is “Trade program”, and the other one is “Gift programs”. These are detailed here:
Trade Program
Trade program is the program which is directly linked up with sales to distributors, wholesalers and retailers. Here, distributors, wholesalers and retailers can enjoy the extra benefits through having and buying products and service from Square Group. Trade programs can be divided into two types:
By Products: In this approach, Company decides to give free products with certain range of sales. It is given to retailers through distributors’ warehouses and is a powerful way to grab retailers’ attention towards Square’s product. Later on, distributors are given the adjusted products which they have given from store to the retailers as per Trade program policy. 
Cash bonus: Square offers volume discounts to encourage distributors to stock up on particular products. For example, Company gives percentage of discounts for a certain portion of sales amount. Cash bonus is offered to the distributors when they purchase large quantity of products. Also, it offers price discounts for paying off business to business credit accounts early.
Gift Program: Gift program is a kind of “sales Promotional Program” that is organized by Square to focus on the sales of retailer’s points. Square Toiletries arranges mainly two gift offers for their retailers. Here, distributors play the role of third party even though products are reached to retail points through distributors. One is Summer Offer and another is Winter Offer.


[bookmark: _Toc536300095]Role played by MIS department in rewarding process:
MIS department works as the heart of trade program for the company. It plays the most vital role which helps to increase sales and reduce losses. It performs the activities of checking and validation of the invoices which ensures that the company can execute the rewarding programs effectively and efficiently. By doing this, they provide a summer sheet of distributor’s claim of money and how much they are going to get. After checking and through software, company can easily get the exact amount of money to pay to the distributors. Sometimes distributors claim more money than the amount of ordered products showing through invoices. But because of MIS department’s smart checking system, such faults can be easily identified and based on that sales and finance department take proper decision. Also through automation system it keeps update of all profits, trade information, sales reports, stocks etc. It regularly checks for any fault in the automation process and solves problem related to it. MIS department also analyzes the sales report and develops the sales target for the sales representatives. Any training related to the sales automation is also conducted by this department. This is the department of all information regarding trade programs, sales growth, loses etc.


[bookmark: _Toc536300096]Chapter: 4
[bookmark: _Toc536300097]Details of a rewarding program
[bookmark: _Toc536300098]Levels of arranging a trade program to reward distributors and retailers:
To conduct Trade Program and Gift Program, Square toiletries Ltd follows necessary levels to carry out the whole process smoothly and successfully. In case of successful completion of these programs, all departmental heads and other employees are involved intensively. As these programs need continuous analyzing, monitoring an auditing, there arise some significant errors, mistakes and management which hamper satisfaction level stakeholders. Given below is a list of levels associated with rewarding program:
Level 1: Preparing proposal plan
The first level of any ‘sales program’ is preparing a proposal for the program. Marketing department plays an important role here. It goes through deep market analysis, research and survey of the demand and possibilities of the program. Then, they prepare a proposal outlining the background, objectives, products, policies, controlling procedure etc. Proposal of ‘sales programs’ are planned based on some environmental impacts and demand of the region. The forecasted budget is constructed by focusing on the values out of those products. 
Level 2: Budgeting and analysis of program’s outcome
After getting the proposal, Accounts and Finance department start work of developing a budget for the program. Here , Square toiletries Ltd prepares a forecasted budget for each program, by analyzing the previous data, necessary calculation of profit and cost, ratio analysis, benefits measures, related information collection.
In this level, high-level management of all the major departments of the organization take part in establishing the overall budget. They have to ensure that budgets are realistically established and that they are co-originated in a correct manner. For example, the budget committee of Square toiletries Ltd prepares the winter program budget with the help of personnel from sales and Account & finance departments.
Usually, gift programs are prepared for two divisions:
· Division 1: Dhaka. Chittagong and Mymensingh
· Division 2: Shylet, Rajshahi and Khulna
Level 3: Approval from management
After budgeting and analyzing of programs, it is presented to the higher management. If the program is presented as profitable and fulfills the major expectations with logical arguments, then the program is ready to launch with next procedures with approval of director.
Level 4: Circular for executing programs
Till the previous level, all details calculation and policies have been analyzes with keeping high level of confidentiality. In this level, a circular is prepared mentioning specific policies which will be followed by stakeholders and department to carry out the program with proper guidelines. This circular is basically given to communicate the programs process, terms and conditions with all departments and business customers. To get rewards, all the retailers and distributors have to abide by the rules mentioned in the circular.
Level 5: Implementation of programs
Program runs through following up the mentioned policies and laws. It follows the time duration for which it has been prepared. Before participating in the program and making purchase, retailers are providing with ‘Cards and Invoices’. ‘Cards and invoices’ work as contact paper or proof where business customers can choose option for making investment and gaining rewards. Invoices are the delivery notes which signify that the products quantity with price that have been sold out to retail points. In cards and invoices, all rules of gaining rewards are mentioned clearly as well. 
‘Cards and invoices’ are attached with the subsequent information-
· Party name
· Distributor point
· Owner name, address, contact number, signature
· Total sales amount within time duration 
· Distributor name, address, contact number, signature
· Terms and conditions

Level 6: Checking of financial part
This level starts when the program duration ends up. In this level, the program is being rechecked to find out whether marketing department and business customers have fulfilled the targeted  sales fairly with proper procedure, rules or not.
There are thousands of cards and invoices to be checked. As a result, it takes huge time to manually check the cards and the invoices. Retailers and distributors will receive rewards based on this audit. This auditing is also important for in depth analysis of the company’s sales, revenues, costs etc. Huge time and manpower are required to check these properly. Through this audit, it has been found that the distributors and retailers as well as the sales representatives are engaged in some unfair practices. If any unfair is found, the rewards get rejected.
Some reasons for rejection of slabs:
· Same invoice number:
This is the most common reason for rejecting a gift or rewards. In Square, invoices are printed in a way so that there are two invoices of same number. One should be kept by the distributor, and the other should be sent back to the company via the distributors. In auditing, it is found that both the copies are sent back to the company. As a result, distributors will not get their commissions. Besides, cards are rejected.
· Not arranging the invoices based on offer:
While implementing any offers or programs such as gift program, the distributors is supposed to attach and classify the individual retailers purchasing amount together as one bunch, so that it cannot be identified easily and can be separated from regular previous purchase. If there is a sign of not classifying or separating the invoices for special offer, then the invoice will be rejected.
· Date overwriting
In every program, top management specifies the time duration of that program. This duration is also specifies in the cards or in the contracts. If an invoice or cards is found with its date overwritten, that invoice gets rejected.

· Errors in the total secondary  value
The reward is provided based on the total amount on sales in the given time duration. While checking, it has been found that sometimes the retailers show the wrong sum calculation to get rewards, but in real they have not make the sales.
· Incomplete Information
If there is unfulfilled information in the cards, that is required as per the policy of the program, then, the card will get rejected. For Example, if the slab is not selected by the retailer, the card will get rejected.
· Level 7: Adjustment Proposal
Audit with the help of MIS department makes the actual summary and list to disburse gifts and rewards to the business customers. Budget is given to the commercial and procurement department to buy the gifts in case of “Gift Program”. On the other hand, in “Trade Program” direct adjustments are made by the company for “Cash bonus” and for “By Product”.
· Level 8: Disbursing products for business customers
After adjustment in the program rewards are sent to the business customers through regional territory sales officer and marketing department. It takes huge time to provide the gifts or cash which drives into distributors and retailers dissatisfaction to purchase more from Square. Later on, another checking process take place to ensure that, their distributors, retailers have got the exact gift items or cash. It is important to go through investigation so that, company can
· Measures satisfactory level of their business customers
· Minimize unethical practices
· Utilize the objective and achievement

[bookmark: _Toc536300099]Approval note of a rewarding program:
An approval note is a document that is for internal communication of Square toiletries ltd regarding the rewarding program. Every sales program has a separate approval note. This note details the ins and outs of that specific program for the employees of STL. It includes the deadline as well as the rules for participating in that specific offer program. There are various offer programs that are running on various products of Square. 

[bookmark: _Toc536300100]Chapter 5
[bookmark: _Toc536300101]Retailer preference of Square Toiletries Ltd.
To know the retailer preference I did a survey. This survey is done randomly among twenty (20) retailers of Mohakhali, Jatrabari & Sayedabad. The questions and result of that survey is given below:
1. Do you sale Square Toiletries Product?
i. Yes (100%)                               ii. No (0%)
Explanation: For the availability & market demand everyone sales Square’s product.
2. Are you satisfied with the product price (TP-MRP)? 
i. Yes (80%)                                ii. No (20%)
Explanation: TP-MRP= Profit. 80% retailers are satisfied with it. But 20% said no cause they couldn’t sale their products.
3. Are you getting the product on time?
i. Yes (75%)                                ii. No (15%)
Explanation: In here 15% said no cause sometimes there may be problem on the road or the product may be out of stock. So, that’s why distributor always cannot give the product on time.
4. In our September major toiletries trade program, in which program you are most satisfied with?
i. Lotion program (35%) ii. Major toiletries (55%) iii. Super mom Program (10%)
Explanation: In here there is mix opinion. 55% retailer went for major toiletries because there are lots of products in major toiletries and they are the most selling product among this three. Only 2 medicine shop went for super mom program.
5. Do you think our discount giving policy is better than our competitors?
i. Yes (70%)                               ii. No (30%)
Explanation: in here 70% said yes cause square gives lots of discount to their retailers. They arrange trade program almost every month.
6. Are you satisfied on our Product Promotion Policy?
i. Yes (75%)                                ii. No (25%)
Explanation:  Square has their own media department. And they does tremendous job in terms of product promotion. That is why 75% said yes.
7. What type of promotion policy you prefer to increase our sales?
i. Gift (15%)                  ii. Cash (60%)                 iii. Product (25%)
Explanation: In here 60% retailers want cash because they can use that money in buying more products.
8. In September trade program which product is offered by Unilever, which isn’t offered by us?
In here 75% said Unilever offered product and 25% said Unilever didn’t offered any product. This happened because that 25% did not participated in Unilever’s September program.

Instead of this Questions Square Toiletries MIS department head Anjan Das has asked to see what type of winter products are available in retailer’s store. SO, I saw that in 90% of the retailers shop Meril petroleum jelly, 55% of the retailers shop Revive lotion and 60% of the retailers shop Meril baby lotion are available.

[bookmark: _Toc536300102]Chapter 6
[bookmark: _Toc536300103]Ratio analysis of square toiletries ltd by comparing with keya cosmetics ltd
Keya cosmetics ltd is another major toiletries company in our country. It offers a high quality product. It offers similar products as Square toiletries ltd. So, that’s why I choose keya cosmetics ltd to compare with Square toiletries ltd in terms of ratio analysis.




Ratio Analysis
Keya Cosmetics Ltd.
Square Toiletries Ltd.

1. Working Capital Turnover: This ratio indicates the rate of working capital utilization in the farm. A higher turnover ratio of net working capital of a firm when compared with that of an industry average indicates that the amount of working capital in this firm is less than that required by its operation.

Formula: Net sales /Average working capital.

                  
	In here, keya cosmetics ltd.’s condition is better than square toiletries Ltd.
2. Current Asset Turnover: It indicates the rate at which working capital has been used. Generally a higher ratio is considered an indicator off better efficiency.
Formula: Cost of goods sold/ Average current asset
                             
In here, Square toiletries ltd is doing much better than Keya cosmetics ltd.

3. Inventory turnover: it indicates the way management has used inventory to conduct the operations of the business, it shows how rapidly the inventory is being run into receivable/cash through sales. Generally. A higher turnover is considered good low turnover bad.
Formula: Cost of goods sold/ Average inventory

                              
Compare to keya cosmetics ltd Square toiletries ltd.’s condition is better in here.

4. Average holding period: 
Formula: 365/ inventory turnover

                     
     In here, Keya cosmetics ltd.’s holding period is higher than Square toiletries ltd.
5. Raw material inventory turnover: A higher turnover ratio of raw material inventory period of time indicates its increasing utilization. 

Formula: Raw material consumed during the year/ Average raw material inventory



                             
In here, keya cosmetics ltd is doing better than square toiletries ltd.
6. No. of days of holding raw materials: 
Formula: 365/ raw material inventory turnover

                     

In here, Square toiletries ltd holding raw material more than keya cosmetics ltd.

7. Work in process inventory turnover: A higher turnover ratio indicates lower inventory accumulation and lesser tied up working capital.
Formula: Cost of goods manufactured/ Average work in process inventory

                 
In here, square is doing much better than keya cosmetics ltd.
8. Convention period: Formula: Average W.I.P. inventory( in days)/ cost of goods manufactured per day

               
Square toiletries ltd.’s convention period is lower than Keya cosmetics ltd.

9. Finished goods inventory turnover:
Formula: Cost of goods sold / Average finished goods inventory.

             
 Square toiletries ltd.’s finished goods inventory turnover is lower than keya          cosmetics Ltd.

10. Finished goods Storage period: Formula: Average finished goods inventory/ COGS per day
                       
In here, square toiletries ltd.’s finished goods storage period is higher than Keya cosmetics ltd.

11. Receivable turnover: A low turnover ratio is an indicator of the firms increased reliance on credit sales in its marketing effort.
Formula: total sales / average receivables.

               
       Square toiletries ltd.’s receivables turnover is higher than keya cosmetics ltd.
12. Receivables collection period: lower the receivable collection period better for the company.
Formula: 365/ Receivable turnover
          

In here, Square toiletries ltd.’s receivables collection period is better than Keya cosmetics ltd.

13. Cash turnover ratio: It is used to determine the proportion of cash required to generate sales. Higher cash turnover ratio is better than lower ones.

Formula: Cash operating during the year/ Average cash balance during the year

              
In here both the company reduced their cash turnover ratio in 2017.
14. Payable turnover ratio: It expresses the no. of times account payables are converted into purchases by management during the year. Normally, a higher turnover ratio is preferred.
Formula: Annual purchase/ Average payables
                     
In 2017, both the companies’ payable turnover ratio has been reduced.

15. Average payment period: Formula: 365/ payable turnover ratio.

              
 In 2017, both the companies’ payment period has been increased. But, square toiletries ltd is doing much better than keya cosmetics ltd.


16.  Current ratio: The ratio indicates the extent to which short term credits are safe in terms of liquidity of the assets. Thus, the higher value of the current ratio, the more liquid the firm is and the more ability it has to pay its bill.
Formula: Current asset / current liabilities

            
In here, Square toiletries ltd.’s liquidity condition is much better than Keya cosmetics ltd.

17. Acid test ratio: An asset test ratio of 1:1 is considered satisfactory. A higher ratio does not mean that it is not good nor lower ratio means that it is bad.
Formula: (current assets – inventory)/ current liabilities

                           
      Square toiletries ltd.’s acid test ratio is higher than Keya cosmetics ltd.

18. Cash ratio: It measures the absolute liquidity of the business. If the cash ratio is more than 1 than the company has more cash & cash equivalents to pay its liabilities.

Formula: Cash & marketable securities/ current liabilities

              

Square toiletries ltd.’s cash ratio is higher than keya cosmetics ltd.

   
[bookmark: _Toc536300104]Chapter 7
[bookmark: _Toc536300105]Recommendation & Conclusion
Recommendation:
The internship program at square Toiletries Limited is well designed and it was an experience which is worthwhile. I have learned a lot about the organization and organizations policy and MIS department. Although, this short experience is not enough to make me an expert to recommend anything about the company and  reward practices. But there is always room for improvement to anything and thus I would like to improve on the following:

· Countrywide implementation of automation:
The automated sales process of square toiletries ltd still has not been implemented countrywide. As a result, it takes huge time to manually check the invoices and cards. But if the sales automation process is implemented throughout the country process will become less time consuming.
· Communicating proper directions to the distributors and retailers:
Sometimes, retailers and distributors fail to get rewards just because they don’t understand some rules. So, the company has to ensure that the rules of getting rewards are properly communicated to its business customers.
· Promotion through SMS:
STL can implement its rewarding programs more effectively through SMS. It can communicate about its program with its business partners. This will ensure that no distributor or retailer misses the chance to participate in a trade program. Besides, they can be made updated about any changes in the program.

Conclusion
Square toiletries Ltd is a renowned company with its high brand value. The company has been able to achieve this position by providing the market with quality products, as well as with the help of the various sales promotional programs. The sales promotional program includes discounts, commissions, gifts etc. The ultimate goals of these programs are to increase sales by satisfying the distributors and retailers. These rewarding programs are successfully implemented with the help of the various departments of square. MIS department of STL collaborates with the marketing and sales department and also with audit department to make these programs successful.
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Working Capital turnover
Net Sales/Average Net Working Capital	2017	0.94388040541083851	0.94496667040100013	times
Working Capital turnover
Net Sales/Average Net Working Capital	5.9186658945844757	1.0268981661335461	times
Current Asset Turnover 
Current Asset Turnover COGS / Average Current Assets 	0.90831131955783817	1.2750135827751239	Times
Current Asset Turnover 
Current Asset Turnover COGS / Average Current Assets 	0.32934240255454966	0.67319706108772026	Times
Inventory Turnover 
Inventory Turnover COGS / Average Inventory	5.2178120055918997	4.8773247285742194	times
Inventory Turnover  
Inventory Turnover COGS / Average Inventory	2.1104884204722185	4.8238439098707877	times
Average Holding  Period 
Average Holding  Period 365 / Inventory Turnover	69.95269273956815	74.836107971572332	Days
Average Holding  Period 
Average Holding  Period 365 / Inventory Turnover	172.94574869940857	75.665798234706344	Days
Raw Material Inventory Turnover 
Raw Material Inventory Turnover Raw Material consumed during the year/Average Raw Material Inventory	3.0843724797845358	5.038208213798824	Times
Raw Material Inventory Turnover 
Raw Material Inventory Turnover Raw Material consumed during the year/Average Raw Material Inventory	11.559248878350401	14.717754472074095	Times
No of days of holding raw materials 
No of days of holding raw materials 365/Raw Material Inventory Turnover	118.33849588279872	72.446390564074946	Days
No of days of holding raw materials 
No of days of holding raw materials 365/Raw Material Inventory Turnover	31.576446172347531	24.799978875348266	Days
Work-In-Process Inventory Turnover 
Work-In-Process Inventory Turnover COGS Manufactured/Avg Work-In-Process Inventory	104.8
53.773491345311719	104.30374077385864	Times

Work-In-Process Inventory Turnover 
Work-In-Process Inventory Turnover COGS Manufactured/Avg Work-In-Process Inventory	27.17
21.525087502648148	27.417284166052355	Times

Convention Period 
Convention Period Average W.I.P. inventory(in number of days)/ Cost of goods manufactured per day	1.8596523584053757E-2	9.5873838520145107E-3	 Days

Convention Period 
Convention Period Average W.I.P. inventory(in number of days)/ Cost of goods manufactured per day	4.6457418576206666E-2	3.6473342652886973E-2	 Days

Finished goods inventory turnover 
Finished goods inventory turnover Cost of goods sold/ Average finished goods inventory	17.379819276891158	34.661238746953586	Times
Finished goods inventory turnover 
Finished goods inventory turnover Cost of goods sold/ Average finished goods inventory	29.060242869726554	128.83518881646893	Times
Finished goods storage period 
Finished goods storage period Average finished goods inventory/Cost of goods sold per day	21.001369127314074	10.530494961957475	Days
Finished goods storage period 
Finished goods storage period Average finished goods inventory/Cost of goods sold per day	12.56011526249968	2.8330769206226543	Days
Receivable turnover 
Receivable turnover Sales/Average receivables	23.890694508846906	57.380883363915252	Times
Receivable turnover 
Receivable turnover Sales/Average receivables	19.113241479310609	40.680153906362399	Times
Receivable collection period 
Receivable collection period 365/Recivable turnover	15.27791500012014	6.3610035015517941	Days
Receivable collection period 
Receivable collection period 365/Recivable turnover	19.096708446607515	8.9724340974755705	Days
Cash turnover ratio 
Cash turnover ratio Cost of sales/Average cash balance	1.5046454733788979	4.0087351642651319	Times
Cash turnover ratio 
Cash turnover ratio Cost of sales/Average cash balance	1.2446928451851778	2.8092209512495323	Times
Payable turnover ratio 
Payable turnover ratio Annual purchase/ Average payables	1.6942385783109424	3.9483494480357111	Times
Payable turnover ratio 
Payable turnover ratio Annual purchase/ Average payables	2.1249205947152623	3.5715528978109026	Times
Average payment period 
Average payment period 365/Payable turnover ratio	215.43601041352974	92.443691928430027	Days
Average payment period 
Average payment period 365/Payable turnover ratio	171.77112448708218	102.1964424000882	Days
Curent ratio 
Curent ratio Current assets/ Current liabilities	9.814261744787677	6.3382695794346429	Times
Curent ratio 
Curent ratio Current assets/ Current liabilities	3.5512574213059303	4.2386022454594228	Times
Acid test ratio 
Acid test ratio (Current assets – inventory)/Current liabilities	8.2343775041086591	4.9658513824372852	Times
Acid test ratio 
Acid test ratio (Current assets – inventory)/Current liabilities	2.1221103766217038	2.512718885885755	Times
Cash Ratio 
Cash Ratio Cash and marketable securities/Current liabilities	6.6775640272505594	3.1657440779839416	Times
Cash Ratio 
Cash Ratio Cash and marketable securities/Current liabilities	1	7.869284900458573E-3	Times
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