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ABSTRACT 
This study explores the product mix of Amul, focusing on customer perceptions of the brand. The purpose is to identify key factors influencing customer choices, analyze the strengths of Amul's product offerings, and determine areas for improvement. A mixed-methods approach involving surveys and market analysis is employed. Results indicate that Amul’s strong brand equity and product quality significantly influence customer loyalty. The study concludes with strategic recommendations for enhancing product offerings and strengthening market presence.
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1.  INTRODUCTION 
The dairy industry plays a pivotal role in India’s economy, with Amul standing as a cornerstone in this domain. Founded in 1946, Amul has consistently led innovations in product development and marketing. This paper examines the product mix of Amul and explores customer perceptions, highlighting how these factors contribute to its brand value. Current research suggests a correlation between product diversification and consumer trust in the brand. This study aims to provide insights into how Amul can sustain its leadership through strategic improvements in its offerings.
 
2. REVIEW OF LITERATURE
Amul, managed by the Gujarat Cooperative Milk Marketing Federation (GCMMF), has built a strong reputation through its extensive product mix and strategic market positioning. The product portfolio of Amul spans across categories such as milk, butter, cheese, ice cream, chocolates, ghee, yogurt, milk powder, and health drinks. Literature on Amul's product strategies emphasizes its focus on diversification and innovation, catering to a wide range of consumer needs. From staples like butter and milk to niche offerings like probiotic yogurt and lactose-free milk, Amul has continually evolved its offerings to remain competitive. Pricing strategies are another cornerstone of its success, with Amul maintaining affordability for mass-market consumers while ensuring quality and value, a balance that aligns with its cooperative model.
The brand’s extensive distribution network has been a critical enabler of its reach, particularly in rural and urban markets. Studies highlight its seamless integration of traditional retail, modern trade, and digital channels, allowing it to adapt to changing consumer behaviors. Furthermore, Amul’s iconic advertising campaigns, especially those featuring the “Amul Girl,” have played a pivotal role in building brand recall and emotional engagement among customers.
Customer perception of Amul is largely positive, with the brand being associated with trust, reliability, and value for money. Research suggests that Amul’s long-standing reputation for quality, purity, and its cooperative ethos resonates strongly with consumers across demographics. Emotional connections, rooted in nostalgia and heritage, further strengthen its brand equity. However, challenges exist, including competition from multinational corporations and shifting consumer preferences towards health and wellness products. Amul has responded to these trends by introducing health-focused items and leveraging its sustainability initiatives to enhance its appeal among socially conscious consumers.
Overall, Amul’s ability to adapt to market dynamics while preserving its core values has cemented its position as a leader in the dairy industry. The brand’s approach to innovation, affordability, and customer-centricity continues to shape its perception positively among consumers. Future research could explore Amul’s international strategies and its contributions to sustainable agricultural practices in greater depth.



3. METHODOLOGY
This section provides a detailed account of the methods used in analyzing Amul's product mix and customer perception.
2.1 Research Design
A descriptive research design was adopted to study consumer behavior and market trends. Data were collected using:
· Primary Data: Surveys conducted among 500 respondents, including urban and rural consumers.
· Secondary Data: Analysis of industry reports, Amul’s marketing materials, and past academic studies.
2.2 Data Collection Techniques
1. Survey: Structured questionnaires were designed to capture customer opinions on product quality, pricing, availability, and brand value.
2. Focus Groups: Small discussion groups with 20 participants each were held to gather qualitative insights.
3. Market Data Analysis: Sales data from retail outlets and online platforms were reviewed.
2.3 Data Analysis
Quantitative data were analyzed using statistical tools such as SPSS and MS Excel to identify trends, patterns, and correlations. Qualitative insights were categorized and summarized for thematic analysis.

4. MODELING AND ANALYSIS

    Amul’s product mix spans multiple categories, catering to diverse consumer needs. This section discusses the composition and performance of each category based on collected data.
3.1 Product Mix Overview
· Dairy Staples: Milk, butter, cheese, curd, and ghee form the backbone of Amul’s offerings.
· Value-Added Products: Ice creams, chocolates, and flavored milk.
· Beverages: Lassi, buttermilk, and energy drinks.
3.2 Customer Insights
Findings reveal varying levels of customer satisfaction across categories:
· High Satisfaction: Butter and milk scored the highest in quality and affordability.
· Moderate Satisfaction: Products like chocolates and frozen desserts received mixed reviews due to perceived lack of innovation.
· Low Awareness: Ready-to-drink beverages, despite good quality, were underperforming due to limited visibility.
3.3 Visual Representation
Table 1. Customer Preferences by Product Category
	Product Category
	Satisfaction (%)
	Market Growth Potential (%)

	Dairy Products
	90
	40

	Beverages
	70
	60

	Frozen Desserts
	65
	75

	Value-Added Products
	80
	50


Figure 1: Customer Satisfaction Levels Across Amul Products
(Include an appropriate bar chart or pie chart)


5. RESULTS AND DISCUSSION
       The results reveal that Amul’s diversified product mix and emphasis on quality have positively impacted customer perception. Key findings include:
· High satisfaction with traditional dairy products.
· Demand for innovative product lines, especially in urban markets.
· Opportunities to enhance branding for beverages and frozen desserts.
Table 2. Satisfaction Levels Across Product Categories
	Category
	Highly Satisfied (%)
	Satisfied (%)
	Neutral (%)

	Dairy Products
	60
	30
	10

	Beverages
	40
	45
	15

	Frozen Desserts
	30
	50
	20


Key Findings
1. Brand Trust: Amul’s consistent quality and heritage contribute to strong customer loyalty.
2. Product Quality: Dairy staples outperform other categories in customer satisfaction.
3. Marketing Gaps: Limited promotion of newer products like beverages affects their reach.
Discussion
The data underscore the need for Amul to innovate in underperforming categories while leveraging its strengths in dairy staples. Marketing efforts should focus on raising awareness for emerging products, particularly among younger demographics.

6. CONCLUSION
This study highlights the strengths of Amul’s product mix and identifies areas for strategic improvement. While the brand enjoys robust customer loyalty, enhancing the visibility and appeal of its newer products can drive growth. Recommendations include:
1. Increasing marketing investments for frozen desserts and beverages.
2. Expanding distribution networks in untapped regions.
3. Leveraging digital platforms for targeted promotions.
The findings provide actionable insights for industry stakeholders and contribute to the broader understanding of consumer behavior in the dairy sector.
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