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1. Introduction

Milk contains many rich ingredients among which ‘whey’ is one of the most important proteins. While extracting panneer and cheese this protein is discharged as an effluent due to the high extraction costs and lack of technology. 

India, especially the northern part, has a huge demand for milk based products. This plan looks into the various aspects of  tapping into this immense market potential to produce a commercially profitable health care drink. The plan also looks into the other issues such as a preliminary market research done for product acceptance, technical feasibility of the product, the government rules and regulations- their effect on the product, promotional strategies, future prospects and an exit plan in case of  unforeseen  obstacles.

The basic assumption in this plan is that the consumer is gradually shifting towards health based foods and the change is slow but imminent. This can be seen from the proliferating health clinics, health foods, health equipment. Coke’s strategy of slashing the prices of its products recently is one indicator towards this phenomenon. In fact even the cola giants are diversifying into other food products.

The initial reaction to a plan like this would be the market acceptance. A survey was done among the age group of 18-45 at NDRI,  Karnal for this purpose. It was found that there was a very positive response for the product, where it was rated better than cola drinks, in taste.

With this background, this plan is presented with an intention of providing a world class health drink to the Indian consumers.

2. Executive Summary

India is the largest milk producer in the world. The milk production for the year 2001 was 81 million tons. India also consumes most of the milk it produces, making it one of the largest market for milk based products. North and eastern part of India are known for the consumption of milk based products such as panneer, cheese, sweets etc. Of the total produced volume, around 2% is used to manufacture paneer and cheese. A lesser known fact is that during the production of paneer and cheese a by-product by name ’whey’ is also produced, which makes up more than 80% of the fluid milk volume. This is equivalent to around 1.2 million tons of ‘whey’.  

Whey is a protein component of milk. Normally, milk processing industries discard whey as the extraction involves a capital and technological intensive process. For discarding, whey has to be treated as an effluent, which involves cost and is a potential threat to the environment. Usually the whey produced during the processing is drained off. This means that a perfectly healthy product which was supposed to be consumed is being discarded as a waste product mainly due to the fact that the extraction costs are very high.

The proposed business plan is a cost effective method of commercially utilising the Milk Whey, which is presently drained due to the reason(s) mentioned above.

Soft drinks presently available in the market are carbonated drinks whose major components  are sugar, phosphoric acid, carbon dioxide and flavor to name a few. The detrimental effects of consuming soft drinks have been well established and in a recent instance the soft drinks have been banned for consumption in a few schools of Delhi and Hyderabad after proving the negative effects of these drinks. So, it appears that a gradual shift is occurring among many consumers who are switching over to other health based drinks or simply abstaining from consuming carbonated drinks. 

With this scenario in the background, we propose a plan to process and market Whey as a commercially profitable softdrink.  Whey, being a milk based derivative, will have the nutrient qualities of  milk and the ‘refreshing qualities’ of the carbonated drinks. The whey drink can also be fermented to add additional therapeutic values. Thus the drink will be a healthcare based soft drink unlike other carbonated drinks which are harmful to human body.

This plan is more relevant to the North Indian market due to the abundance of  whey availability and also the market potential. The initial launch of the product is planned for one of the metropolitans, in North India. The target market consists of the generic market for soft drinks and health drinks combined. This offers a tremendous market potential of the product. Indian  Soft drink market alone is estimated at around $ 1.2 Billion per annum. The outlets are usually located at places  such as  schools, colleges, movie halls, market places, restaurants, Bus terminals, Railway stations etc. The Market consists of diverse consumers approximating to 150 million. 50% of it is youth in the age group of 16-26 years mainly the  school/college goers. Extending the market for the drink will include 

1. Health conscious consumers

2. Travellers

3. Therapeutic users / People with gastro- intestinal problems 

4. Elderly citizens   

At a later stage, new products are scheduled to be launched on the healthcare platform.

3. Mission, Strategies etc.

3.1. Vision

Tankawang’s vision is to  become India’s leading healthcare soft-drink  company. 

Tankawang strives to be the byword for “healthcare as fun” and introduce the concept of “Health at trice”. Tankawang serves the requirements of all categories of people encompassing all age groups. It aims to deliver consumer value through a powerful integration of competencies and resources to deliver strong growth in today's rapidly changing healthcare environment. 

3.2. Mission

To achieve profitable growth by providing a world class  healthcare drink at affordable prices to our consumers 

Tankawang will strive to be the premier Health care soft drink in the marketplace. It wants the consumer  to have the total satisfaction and value for money. Not only will our consumer receive a great refreshing drink, they will also receive the therapeutic value of  milk base. It is a unique drink containing vital nutrients essential for healthy living that  will set us apart from the competition. 

Our main focus will be serving quality health drink at a great value. It will feature a large selection of  flavour , to suite everybody’s choice. 

Customer satisfaction is paramount. Tankawang will respond to dynamic nutritional requirements of the present day living. We want it be the drink of choice for everyone: families and singles, young and old, male or female. 

Employee welfare will be equally important to our success. All will be treated fairly with the utmost respect. We want our employees to feel a part of the success of Tankawang . Happy employees make happy consumers. 

We will combine variety, health , taste, and looks to create a customer delight  in order to reach our goal of over-all value in tasting /consuming  

3.3. Values

Integrity :

Tankawang will be true and fair in every dealing with employees, suppliers, retailers and shareholders. It will treat all stakeholders as business partners. 

Value for Values: Tankawang would be  a value driven organisation. It will always uphold its value culture towards ethics, environment, country and human welfare at large. 

People: Tankawang would treat employees as its prime resources and will therefore constantly strive to attract, develop and retain talent by providing a truly autonomous and entrepreneurial atmosphere to foster an environment of innovation, fun, and a sense of ownership. 

Performance: Tankawang is  a performance driven organisation. Performance will be recognised and adequately rewarded. 

Innovation: Tankawang aims to differentiate itself from its competitors by constant launching of innovative products with unique features. 

3.4. Objectives

Long term objective of Tankawang is to  identify, capture and utilise precious nutritional components  as an alternate nutritional supplement   to benefit all spheres of human life at an affordable price.

3.5. SWOTs
Strengths:

1. Minimal Raw Material cost

2. Low production cost

3. Manufacturing process is fairly simple

The unique feature of Tankawang is that the major raw material (99.5%) is “Milk Whey” It is a by-product of dairy industry which is generally discarded. So, the prime raw material could be procured practically free of cost. Milk Whey has a good nutritional value. These features help us to position Tankawang as a healthcare drink unlike other softdrinks. The simplicity of manufacturing operations helps us to keep the processing cost at a low level. 

Weakness:

1. Low marketing budgets

2. Unknown operational constraints as the product has not been  manufactured under commercial conditions. 

The constraint of Low marketing budget will be resolved by having a very concise and targeted promotional/advertisement campaign. The advertisement in its initial phases will be targeted only to a  select group of audience  who forms the major pie of our customer. 

Opportunities:
1. Huge market potential

2. Evolving market and increasing consumer health awareness/ consciousness

Tankawang will exploit the Healthcare platform to position itself and differentiate in the softdrink. This plank is presently not used by any softdrink manufacturer.  With the detrimental effects of carbonated softdrinks making much news and the rising health concern of people, this positioning plank offer tremendous scope.

Threats:
1. Product is first of its kind. Therefore, risk of rejection exists

2..Well established players providing so called ‘health’ drinks

3. People may not consider it a life style product

A preliminary market survey and a test marketing done at NDRI, has shown very positive results about the product acceptance. To avoid the associated threats, another market survey will be undertaken among various age groups, to understand the consumer perceptions and for further in-depth analysis and to get valuable feedback. These feedbacks will be incorporated in the final design of the product so as to ensure complete customer satisfaction. 

3.6. Strategies

· Continuous innovation and major emphasis on new product launches to be ahead of competition.  This is also aimed at giving a distinct position for Tankawang as a Market Leader and innovator. 

· Capitalising on the multiple features of Tankawang to expand the market  through identifying new target groups.

· Brand building exercise aimed at positioning Tankawang as a unique and different product unlike the other drinks available in the market.

3.7. Goals
· To create a new category in the soft drink segment on Healthcare Platform and to establish Tankwang in the new category as the most prominent player.
4. Present Status

Soft drinks come under the category of products purchased in impulse. Though the market is marred by brand loyalty the purchase decision itself is a low involvement decision. This attitude of impulse buying is slowly changing to occasion-led buying and also to some extent to consumption through home refrigeration particularly in urban areas. The market is slowly moving from non alcoholic carbonated drinks to fruit based drinks and also to plain bottled water due to lower price and ready availability. Consumers purchase soft drinks primarily to quench thirst. Therefore people travelling and not having access to hygienic water reach out for soft drink. This accounts for a large part of the sales. Brand awareness plays a crucial role in purchase decisions. 

Consumers prefer convenient and economy products. While there is no aversion to consumption of soft drinks by any age group, the main consumers of this market are people in the age group of 30 and below. Product differentiation is very low, as all the products taste the same. But brand loyalty is high in the case of kids and people in the age group of 20-30 yr. Consumers are sensitive to the outlay where the purchase of beverages is concerned. Hence the market is price sensitive. Due to the high cost of soft drinks, a lot of times consumers prefer beverages like tea, coffee or other drinks like sherbet and squashes. Per capita consumption in India is among lowest in the world at 5 bottles per annum compared to 80 bottles in Thailand and 800 bottles in USA. Delhi market has highest per capita consumption in the country with 50 bottles per annum compared to 5 bottles for the country.  According to NCAER survey 91% of the total consumption of soft drinks in the country is done by lower, lower middle and upper middle class people. 

Soft drinks come under the category of products purchased in impulse. Though the market is marred by brand loyalty the purchase decision itself is a low involvement decision. This attitude of impulse buying is slowly changing to occasion-led buying and also to some extent to consumption through home refrigeration particularly in urban areas. The market is slowly moving from non alcoholic carbonated drinks to fruit based drinks and also to plain bottled water due to lower price and ready availability. Consumers purchase soft drinks primarily to quench thirst. Therefore people travelling and not having access to hygienic water reach out for soft drink. This accounts for a large part of the sales. Brand awareness plays a crucial role in purchase decisions. 

Consumers prefer convenient and economy products. While there is no aversion to consumption of soft drinks by any age group, the main consumers of this market are people in the age group of 30 and below. Product differentiation is very low, as all the products taste the same. But brand loyalty is high in the case of kids and people in the age group of 20-30 yr. Consumers are sensitive to the outlay where the purchase of beverages is concerned. Hence the market is price sensitive. Due to the high cost of soft drinks, a lot of times consumers prefer beverages like tea, coffee or other drinks like sherbet and squashes. Per capita consumption in India is among lowest in the world at 5 bottles per annum compared to 80 bottles in Thailand and 800 bottles in USA. Delhi market has highest per capita consumption in the country with 50 bottles per annum compared to 5 bottles for the country.  According to NCAER survey 91% of the total consumption of soft drinks in the country is done by lower, lower middle and upper middle class people. 

The soft drink market can be segmented on the basis of place of consumption or on the basis of type of products.

The segmentation on the basis of place of consumption divides the market into two parts: 

· On-premise-80% of the consumption of soft drinks is on premise i.e. restaurants, railways stations, cinema etc. 

· At-home- the rest 20% of the market compromises of the soft drink purchased for consumption at home. 

The market can also be segmented the basis of types of products into cola products and non-cola products.

· Cola products account for nearly 61-62% of the total soft drinks market. The brands that fall in this category are Pepsi, Coca-Cola, Thumps Up, diet coke, Diet Pepsi etc. 

· Non-cola segment which constitutes 36% can be divided into 4 categories based on the types of flavours available, namely: 

· Orange 

· Cloudy Lime 

· Clear Lime 

· Mango 

4.1 Background

India is the largest milk producer in the world. The milk production in India is approx. 81 million tons/annum. Of this 2% is used to manufacture panner and cheese. This leads to the production of 1.2 million tons of whey that is drained off. Treating the whey as an effluent also involves cost and is a potential threat to the environment. The whey that is drained off is a rich source of nutrients, as required by human body.

Tankawang aims at using this Milk Whey, which otherwise is discarded, as the basic raw material for manufacturing a soft drink. Whey being a milk based derivative will have the nutrient qualities of milk and the ‘refreshing qualities’ of the carbonated drinks. The whey drink can also be fermented to add additional therapeutic values.

The current trend indicates that soft drink consumer is slowly drifting away from the common carbonated drinks or cola drink, primarily because these soft drinks contain too many calories. A section of the population is too calorie conscious to consume carbonated drinks on a regular basis. Moreover, as consumers are becoming aware of  the ingredients of these soft drinks and their harmful/detrimental effects on the body,  they are becoming increasingly averse to consuming the carbonated drinks.

Per capita income of India is increasing. So, an increasing part of the population is coming in the social group of softdrink consumers. A section of the consumers from the lower SEC groups is looking for a cheap soft drink as a thirst quencher.

As the average age of the population is decreasing (population consisting of more number of  younger people) the demand for soft drink is going to increase. 

Tankawang is an effective way in preserving nutritional food molecules which are otherwise discarded thereby causing criminal loss of food nutrients. 

Tankawang uses whey as the major raw material. There is presently no firm that uses liquid whey in its natural form. Very few companies process whey to other products namely -Whey protein concentrate or whey protein Isolate. The reason for such a low penetration of industry in the process whey segment is very high entry barrier in the form of huge capital investment and technology. Membrane Technology is still in its infancy in India. Operations of such plants are technically demanding, requiring highly skilled technical staffs. Only “Mahan Protein”  in India processes whey. 

Due to reasons mentioned above, there is very little demand for whey among industries and whey is generally treated as effluent or discarded. Since, under the present conditions whey does not have much economic value, procuring whey as raw material is not an issue

Tankawang is a Whey based soft-drink. Like other soft drink industry it also has a low entry barrier. The manufacturing unit does not require high initial capital investment nor the product is technically demanding.  So, it is prone to attack by competitors once the product is successful.  

Tankwang would capitalise on building its brand which is first of its kind, thereby leveraging on its first mover advantage. 

The key to sustained competitive success is continuous launch of new products (flavours and variants) and introduction of other related products like Cultured Whey Drinks and  Therapeutic Whey Drinks. 

5. Product/Service Description

Product Specifications:

· Brand Name

 
: Tankawang  
· Natural Base Material 

: Whey

· Sugar Concentration 

: 5%

· pH 



: 3.5-4.0

· Flavour 



: Orange, Strawberry, Lemon

· Colour 



: As per flavouring requirement

· ‘Tankawang Supreme’ 
: A therapeutic Product 
Tankawang is a soft drink which uses milk whey instead of water as the bases. Whey contains Whey proteins, lactose, Vitamins and minerals which are highly regarded for its nutritional values. Moreover Whey has excellent thirst quenching properties.  Thus, the  product  combines the wholesome goodness of milk along with the  refreshing characteristics of a soft drink. 

When cultured with Microbial Starter Culture (e.g., Lactobacillus acidophilus, Lactobacillus bulgaricus)  it will impart additional therapeutic properties which can be very useful  for persons with impaired digestive system and other gastro-intestinal complicates. Tankawang provides a unique way of utilising Whey which is otherwise discarded thereby retaining and using these nutritious food components. 

Following are the salient features/attributes unique to Tankawang

· High nutritional value

Tankawang uses natural Whey as the base raw material. Milk whey is derived from milk. So, it has the goodness/nutrition of milk. It contains 1% whey protein. Whey protein is one of the best class of milk protein having a high biological value.

· Excellent thirst quenching properties
Human body feels thirsty when it loses water and along it body salts. The carbonated drink helps only in replenishing the  lost water. It cannot adequately quench thirst as it cannot replenish the body salt. So, it gives momentary satisfaction and after some time, the body once again feels thirsty. Tankawang on the other hand uses milk base, which is a biological fluid.  It possesses the right mineral mixture closely resembling the requirement of human body. So, Tankawang not only replenishes the lost fluid component of the body but also the lost minerals, thereby quenching thirst more effectively.. 

· Lower Price
Tankawang is  competitively priced compared to the soft drinks available in the market. Together with the supreme qualities, it  has unique value propositions offering greater value for money. 

·  Greater consumability -‘Non Filling but satiating’
· Carbonated drinks because of its Carbon dioxide content gives a feeling of fullness and gasiness( is this the right word) in the stomach. So, in case of a higher consumption in any occasion, it leaves the consumer with a feeling of uneasiness/discomfort. It also kills the normal appetite. This restricts the person from consuming his regular meals as well. Tankawang do not have any such after effects and can be consumed at greater quantity without feeling “full”. Consumed before meals it only acts as appetisers. In any condition it provides a feeling of fresh and fine.

·  Innovative Packaging 
Tankawang will be retailed in a film coated polyethylene packs. The packs will be shaped as a tetrahedron. This shape is currently not used by any soft drink manufacturer. So, its distinct shape will stand out from the rest of the competition. 

6. Profile of Target Market(s)

A market research was conducted in the city of Karnal to understand the consumer preference regarding softdrinks. Very interesting findings were revealed, which clearly highlighted that the soft drink consumer is slowly drifting away from the common carbonated or cola based drinks. Primarily, because these soft drinks contains too much calorie. A section of the population is too calorie conscious to consume carbonated drinks on regular basis. Moreover, as the ingredients of these soft drinks and their harmful effects on body are known people are increasingly averse to consuming the carbonated drinks (except on rare occasion ).

The initial concept market survey has given a very encouraging result. 80% of the respondent would like to go for a healthcare based soft drink. 20% of the respondent wants to consume the carbonated drink only once in a while. 65% of the respondent aged above 45 years remarked that they prefer fruit based soft drink like Frooti to cola drinks. 20% of the respondent in the age group of 20-30 have totally stopped consuming carbonated/cola drinks. 

Based on the insight gained from the Market Research, it is planned to have a two pronged launch for Tankwang as described:

· In year 2004  : Tankawang Natural  in fruit flavours : Orange , Pineapple, Lemon 

· In year 2007 : Tankawang Supreme Fermented  with Lactobacillus acidophilus and Lactobacillus bulgaricus starter cultures. The product will be launched under a premier price category with a therapeutic/medicinal plank.   

The target market is the market for soft drinks and health drinks combined. This reflects the tremendous market potential of the product. Indian Soft drink market alone is estimated at $1 Billion. This includes market with a floating population like schools, colleges, movie halls, market place, restaurants, Bus terminus, Railway stations etc besides organised stores and markets. The Market consists of diverse consumer groups approximating to 150 million people.  85% of it is youth in the age group of 10-30 years. This includes people like school/college goers, 'freakers', etc.  

Extending the market for Tankawang will include :
1. Health conscious consumers

People in the age group of 18-25 who are very conscious of their health. The group includes higher secondary school students, college students, early professionals, newly married couples etc. They are ready to spent on health/healthcare and constantly look out for health facts. This market can be easily penetrated if the benefits of the whey drink are properly communicated. 

2. Travellers: People who are constantly on move during the day. It includes salesman and leisure long distance travellers. for whom a thirst quenching and  refreshing  drink during the journey would be more than welcome.

3. Therapeutic users / People with gastro- intestinal problems : 

People who want to restore their natural intestinal micro flora. Prolonged antibiotic medication often destroys the natural micro flora of the intestine leading to indigestion , acidity  which over an extended period may lead to gastro–intestinal problems. Whey drink Cultured with therapeutic starter micro-organisms will help in restoring the natural micro flora. It can be used instead of popping pills during stomach upsets. 

4. Elderly citizens   

People who cannot consume carbonated drink or any other drink due to poor health. Light and wholly  natural whey drink is an answer to their need 

5. Domestic Consumption:

For home consumption by all family members such as during social get together, after dinners, offering to guests and a refreshing replacement to tea and coffee at some instances. 

6. People preferring non carbonated/mild drinks: People who are not comfortable to gulp carbonated drinks because of its astringency and strong flavour. People who generally prefer a mild and fruit flavoured drinks. 

6.1 Market Analysis

Demographic
· Age Group

· Income 

· Education
Psychographics
Speciality Requirements

Target Group 

School going children ( 6 yr. – 18Yrs)

It would be difficult and impractical to position Tankawang among this Target segment using its unique healthcare platform. Children will not understand the concept of Tankawang and its associated benefits. So, instead of  the school children, the parents would be targeted instead. Especially mothers who are most associated and concerned regarding consumption of their ward outside home. It would be easy to highlight Tankawang nutritional aspects to parents and therefore generate support from parents to consume Tankawang instead of regular carbonated softdrinks. 

Free samples would be distributed in schools to enable the children to develop taste for the product. Meanwhile parents would be targeted through infomercial in cable television and local print ads featuring the ‘healthcare aspects’ of the drink. In the print ads instances would be quoted with proper authentication regarding the harmful consequences of Carbonated Softdrinks. 

There have been concrete efforts from government to stop consumption of carbonated softdrinks in schools and colleges. Andrapradesh Government has banned the sale and consumption of carbonated drinks in many schools and colleges in and around Hyderabad. A student in a Delhi School died after consuming large quantities of Carbonated Softdrinks. Therefore, we sincerely expect the scope of such regulations to be increased in schools and colleges in other parts of the country in near future. Such legislation would help us to go ahead with major consolidation of market share in this target segment. 

Age Group 18-30 years

This target segment is identified/marked by its concern about health, hygienic and calorie intake. So, this target segment will be most receptive of the concept and the position plank of Tankwang. This segment is also the major consumer of softdrinks. So, initially this target segment will be the major customer.

This segment would be targeted through Cable TV commercials and sponsoring of College events and college festivals. Point of purchase displays would further reinforce the promotional efforts. Use of bill boards and Hoarding would also help in gaining share of mind. 

Age Group 30-50 Yr.

The consumption of softdrinks falls with increase in age of the individual.  People do not relish the strong taste of carbonated or cola drinks. People in this age group prefer fruit flavour/fruit based drinks or mild drinks.  This segment is also receptive to healthcare solutions. So, Tankawang product positioning is idle for this segment as well.  

Local Print media Ads featuring the various benefits of Tankwang in contrast the detrimental effects of other softdrinks. 

Income 

Tankawang is priced lower than carbonated soft drinks. The aim is to encourage people from all SEC groups to consume Tankawang. It is in line with the objective of Tankawang to provide nutritional solution to all. 

Education

Tankawang has a unique product positioning based on the healthcare aspects of the drink. People with low educational level may not internalise the benefits of Whey as a nutritious product. The overall concept may be difficult to visualise for uneducated people. Nevertheless, the low cost of product and the differentiating taste may be a strong motivation to consume Tankawang instead of other softdrink. 

The educated class will be targeted with its “Healthcare Positioning” which is expected to generate wide acceptance given their life style and concerns. 

Speciality Requirements 

Tankawang with its variant like Tankawang Supreme is developed keeping in mind the special requirements of certain segment of population. 

It is an ideal drink for people  undergoing long period of medication. During prolonged medication, the intestinal micro-flora is destroyed thereby causing gastro-intestinal complications like acidity, indigestion, gas etc. Tankawang Supreme contains live strains of Lactobacillus and Bulgaricus bacteria thereby helping to restore the intestinal micro-flora.

People who are advised not to consume carbonated or cola drinks because of medical reasons. Tankawang with a milk base will be the right choice for such people. 

6.2 Projected Market Share – Product wise
Tankawang Natural

Tankawang’s  major market will comprise people of age group 18-30 comprising 50% of the total sales.. 35% of the sales will comprise people of age group 10-18 Yr. A small share of the market will be taken by people of age group of 30-50Yrs. Older people with age group above 50 yr. will comprise a minuscule portion of only 4%. 

When the market is analysed from the user profile angle, major portion of the market consists of Health Conscious people contributing about 35% of the total market for Tankawang. Next major component is Travellers contributing roughly 30% to the turnover of Tankawang. Domestic Consumer and Therapeutic Consumer each contributes about 10% of the total sales. The remaining 15% is accounted by non Cola drinkers. 
Tankawang Supreme
Tankwang supreme being a therapeutic product, the major component of the market is contributed by people with age group above 50yrs. This segment contributes 45% to the total sales. Closely following this is the age group 30-50 which accounts for 40% of the sales. 10% of the sales will be from people in the age group of 18-30 yr., while people with age group of 10-18 Yr. will contribute a meagre 5%.

It is forecasted that the therapeutic properties of Tankawang Supreme will be gain wide acceptance in the lower age group people and therefore by 2008, the market share distribution among the age profile will undergo a change. The market share contributed by people of age group 18-30 will increase to 15% from 10%. Correspondingly, the share contributed by ‘above 50Yr’ category will drop to 40%. 

When classified based on user profile, the major category of user is the Therapeutic user group comprising 45%. Health Conscious consumer constitutes the next user category contributing to 25% of the sales volume. Non cola drinker will contribute 15% of the volume. Domestic consumer and traveller will be low use category contributing to only 10% and 5% respectively to the total sales. 

We expect a gradual shift to take place in the preference of Tankawang Supreme among the various user groups. There will be an increase in consumption among the non cola drinkers, thereby raising there contribution from 15% to 20%. Correspondingly, the contribution of the therapeutic user group will come down from 45% to 40%..  

Market Segmentation based on age profiles

Age Groups
2004
2005
2006
2007
2008
2009

10-18
38
45
57
78
105
144

18-30
54
65
82
113
147
202

30-50
12
14
34
44
58
76

Above 50
4
5
26
32
38
49

Total Market
108
130
199
267
348
471

All figures are in Lakhs


[image: image1.wmf]Market Distribution Among Age 

Groups

30-50

11%

18-30

50%

above 50 

4%

10-18

35%


[image: image2.emf]Market Segmentation Across Age Groups 

0

50

100

150

200

250

2004 2005 2006 2007 2008 2009

Years 

Market in Lakhs

10-18

18-30

30-50

above 50 


Market Segmentation based on User profiles
Product Use
2004
2005
2006
2007
2008
2009

Health conscious people
38
45
65
88
115
157

Non cola drinkers
16
19
30
40
56
75

Domestic Consumer
11
13
20
27
35
47

Therapeutic consumer
11
13
35
45
55
72

Travelers
32
39
49
67
87
120

Total Market
108
130
199
267
348
471
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7. Competition

Tankawang is an innovative product. Presently there is no such product category representing Tankawang.  It is expected to be launched in the year 2004. 

Tankawang at the outset will compete with the established carbonated drink /cola markets. This is primarily because initially it would be perceived as a “Me-Too” product. Tankawang will compete for both Dollar share of the Wallet and the throat share with the cola drinks. Emphasis will be given to position / promote it as a healthcare soft drink with a milk base. Product awareness will be made through infomercials highlighting it as a drink rich in Vitamins, minerals, proteins. Theme advertisements will further stress on the benefits of consuming whey drink.  The product will be positioned based on its functional attributes. As the product differentiates itself from the carbonated / cola products, it will create a niche category  of its own. Then, there would not be significant competition from the existing softdrink products.

With the success of the product the category of ‘whey based drinks’ can develop with competitors launching similar products. Tankawang at that point could leverage its first mover advantage as the category developer and first hand knowledge of the consumer/market preference.  

To maintain its competitive position, Tankawang would be  regularly introducing new products with improved functionality. The new product launches would keep the excitement fresh in the market place about Tankawang. Moreover, each new product would be developed keeping in mind some specific requirement of the target market. This would maintain the customer loyalty for Tankwang. 
8. Location and expansion plans-Market Size, Sales & Share Projections

The initial operations will start in the city of Delhi There are a number of small plants manufacturing Panneer and Cheese adjoining the National Capital Territory Region. This is due to the presence of milk producing belt of Punjab and Haryana. The presence of Panneer and Cheese manufacturing unit assures the supply of Milk Whey, which is the major raw material. The close proximity of these units from Delhi ensures the economic viability of procuring Whey from these places. 

Delhi being a metropolitan city provides us with a large chunk of all the Target segments. People in Delhi have a  cosmopolitan culture/attitude, so the general public is very health conscious. The School and college goer along with the middle aged people are much obsessed with the concept of low calorie drinks. The calorie consciousness of these people makes Delhi a good market. Delhi has already caught on with the fast food concept. There is a fledging fast food joints in Delhi. People consuming fast foods like Burger, Pizza etc like to consume soft drinks along with the fast food. The soft drink presently consumed is cola based carbonated drinks. There is a feeling of associated with the consumption of high calorie soft drink with high calorie fast foods. People are actively seeking a low calorie alternative to the available soft drinks. There has been a shift towards consuming Packed Fruit Juice (Tropicana) or lime Cordial along in these fast food joints. Tankawang due to its low cost and unique features can be a good  complementary drink. 

From a recent report it appears, Government is also taking some initiatives to educate/ create awareness about the  harmful/detrimental consequences of these softdrinks. This we assume would be taken up in different parts of the country by different state governments. Governmental efforts in promoting milk consumption with its associated health benefits will indirectly help Tankawang as it is positioned as a product with milk base. .  Such a single point initiative opens up the entire market comprising the school children in the age group of 6-14 Years. These children once educated about the harmful consequences of carbonated drinks in their early age remain averse to such softdrinks even afterwards. Thus, a lifetime loyalty is ensured in the process. 

Delhi is an industrial hub with a  large floating population. This floating population look forward towards a low priced soft drink. Tankawang would be an ideal choice to them.  

In the next phase of expansion, Tankawang will be introduced in selected cities of Haryana because of its proximity to Delhi. The market expansion to Haryana will start with Panipat and Karnal. Based on the response of these launches, it would be extended to Chandigarh and Patiala. 

Slowly, the distribution would be extended to all major cities of Haryana, Punjab and Lucknow.

A proposed Milestone Plan of Market Extension for next Eight Years

Year
City of Launch
Proposed Sales in packs/day (First Year of Launch )
Additional Sales in Rs Lakhs

(First Year of Launch )

2008
Sonepat /Panipat/Karnal
3500
87

2010
Ambala/Chandigarh/ Panchkula/Mehroli
6000
184

2012
Patialal/Ludhiana
5000
162

9. Marketing Strategies & Sales Plans

9.1 Initial entry:
The initial entry strategy is mainly based on individual contacts and through paper advertisements. An extensive coverage of the existing retailers would be covered accordingly, in each area. This would not only give a true picture of the network to be developed but also certain parameters like retailers density, Retailers investment vis-à-vis the locations, operational information such as consumer’s buying habits, consumer life style, outlook, health consciousness, perception regarding soft drinks.  

At the initial phase, push strategy will be followed to drive the sales. So, a very high commission of Rs 1.50 ( to be revised after Pepsi’s price cut)is  given to the retailers. This rate of commission is significantly higher than that prevailing in the market  for similar products. Thus, retailers will play a significant role in driving the product and establishing the market for “whey” drink.

An advertisement budget of approximately 16.0 Lakhs is provisioned for this purpose during the first year. An increase in advertisement expenditure is envisaged for each subsequent year depending on the sales. The main medium of advertisement, during the initial phases would be in the form of flyers, banners, local news paper ads, point-of-purchase posters. The details are as follows:

Infomercial in local Cable channels: Expense of Rs 5.0 Lakhs in the first year and 35% rise every year thereafter till 2006

Point of purchase promotions through Posters, charts and other audio-visual aids at departmental stores, grocery shops and local market: Expense Rs 2.0 Lakhs for first year. Budget to be decided in each subsequent year.

Demonstration and free sample distribution at local markets and schools/colleges: Targeted expense of about Rs 2.0 Lakhs or approx. 1,10,000 servings in non-disposal cups. To be used only in first year.

Free samples with pouched milk or other suitable items: Allocated expense of Rs 2.0 Lakhs. To be used as and when required.

Pamphlets in local new paper and to students at schools and colleges: Target promotional expense of Rs 1.0 in the first year. Initial response to decide the budget for the following years.

Local Hoarding: Hoarding will be put at major landmarks of the city to create the much needed visibility and to grab the attentions of the commuters. The hoarding will be equipped with Halogen lamps for use in nights. A budget of 2.0 Lakhs is estimated for the purpose in the first year. 

Sponsoring small events of schools and colleges: Allocated expense Rs 2.0 Lakhs in the first year. To be increased in subsequent year based on the response of the target market.

It is  priced cheaper at Rs 7.50 for 300 ml, whereas any carbonated or cola drink cost close to Rs 10. The newly launched Milk based fruit drink “N-Joy” from “Parle” is priced at Rs15. 

9.2 Packaging:
The packing is proposed to be innovative, which will also incorporate features and attributes such as cost, hygiene factors, and attractiveness.

The model of the pack is shown in the diagram . It is made of doubled line polyethylene. The main purpose of using this type of pacing is

· Costs lesser than a sealed tetra pack

· Looks novel and unconventional, hence has the potential to attract prospective consumers

· The packing technology and necessary machinery is available at comparatively cheaper rates 

9.3 Name:
The name of the Drink is ‘Tankawang’. In the present context it is used  because it sounds oriental. Oriental products are associated with energetic characteristics such as Ginseng. It also sounds different from the currently available drinks. The unique name will work to grab attention and curve out a distinct  share of mind for the drink. 
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9.4 Place and Distribution Strategy :
The various distribution points as identified are targeted in three different phases of business development. The distribution of the product at the required  location will be managed by the sales agent.

I Phase: Institutional markets like schools, college canteen, Bus terminus, Railway stations, Cinema Halls and local stores

II Phase: Grocery stores departmental stores and vending machines 

III Phase: Fast food chains like Nerulas, Hot Million, Hot Breads, Monginis etc

During the initial phase, the product will be distributed to the canteens of various schools, colleges and other educational institutions because minimum effort is required to educate the students about the benefits of consuming whey drinks as compared to other consumers. As per recent reports, sales of carbonated soft drinks in schools has is banned by Andhra Pradesh  Government.  This can be followed by governments of other states, thus scope of the products is increased multifold. 

Later the distribution will be then extended to Bus terminus and Railway stations to target the daily travellers.

Once a general awareness is built up, Phase II  of the distribution strategy will be implemented. In this phase the distribution will be extended to Local markets , grocery shops and departmental shops. The sales in this market will be further augmented by the students and the traveller community.

In the phase III of distribution strategy, tie up will be made with fast food chains to retail the product. By this time, it is expected that the product would have created a brand image of its own to drive sales in Fast food chains. 

The various Phases of marketing are selected to target various segments of customers. 

The importance of Phase I marketing is to offer the product to the travellers and other people who are constantly on move like salespersons or passengers travelling through bus, trains etc. It will also aim at attracting students in colleges and schools by establishing distribution points at canteens of schools and college. Cinema hall would provide a unique location for targeting a heterogeneous group of people like middle class, lower class, ‘freakers’, youths etc. 

Second phase of marketing is aimed at building brand awareness through establishing retail points at locality grocery shops and departmental stores. This will target established class, housewives, and children to accept Tankawang as a product for their lifestyle. 

Third phase of marketing is aimed ensuring Tankawang  becomes choice of the generation. Tankawang will be made available at the first food joints, which is frequented by people of almost all age groups at some point or the other. 

The reason for such a segmented approach is that the floating population at the places such as bus terminals provide a large potential at one place, and as different types of consumers use the terminals for transit, we can fairly establish the consumption patterns. They also provide an opportunity to test market the product as reasonably lower cost.

9.5 Distribution network:
The distribution strategy aims at reducing the intermediaries to the maximum extent so as to make the product highly price competitive and at the same time provide substantial margins for the retailers so as to act as an incentive for higher sales. 

We propose to develop a supply network directly to the retailers, thereby eliminating the distributors and wholesalers. Initially a fleet of  2 trucks will be hired from a third party.  Later the fleet of hired trucks would be increased to 4 as the sales volumes grow of the years. Each truck would cover certain parts of the city supplying the  packets to retailers, who are already dealing with soft drinks, so as to minimise the initial investment in storing devices. The payment terms would be on the basis of kilometres and  number of retailers covered per day. As this activity is scheduled to be carried out only during a part of the day, the third party is free to operate his truck during the remaining period of the day. This way,  the initial investments on trucks, drivers, cleaners and maintenance facilities is being minimised till it becomes a necessity.

Year
Km Covered /Day
Rs/km
Days
No. of Trucks
Annual Spending

2004
150
7.0
360
2
7.56

2005
160
7.0
360
2
8.064

2006
120
7.5
360
3
9.72

2007
135
7.5
360
3
10.935

2008
120
8.0
360
4
13.824

2009
120
8.0
360
4
13.824

Tankawang Progress Milestone

The regular variant named Tankawang Natural will be launched in year 2004 in three flavours - Orange , Pineapple, and Lemon. A growth rate of 20% is expected for the first 2 years. Thereafter, as the product/brand becomes more popular through advertisements and promotions, acceptability and demand would increase. It is therefore, expected to show a higher growth rate of 30% from 2006 onwards. The scenario is projected for 5 years. The trend can further improve in the later horizon.

It is planned to launch a new variant named Tankawang Supreme in the year 2007, which would be cultured with Lactic Micro-flora. This would be positioned more seriously on the health platform as a drink to tone up or maintain one’s digestive system.  
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10. R&D and Technology


.New product development is the key to success for this industry. The company will re-launch the product with flavour and taste modifications from time to time depending on the market preferences. The company plans to launch a new variant of the drink in the year 2006. This new variant will be cultured whey drink. It will be fortified with active lactic starter culture namely Lactobacillus acidophilus and Lactobacillus bulgaricus. This new variant will have additional therapeutic values due to microbial fermentation.  Research will be done for introducing citrate fermenting culture in the whey drink. This will provide a  unique natural fruity flavour through ester formation. 

Research will also be undertaken to develop a naturally carbonated product, through yeast fermentation through culturing with Saccharomyces cerevese. 

11. Manufacturing/Operational Plans

11.1 FACILITY AND LAYOUT 

An entire building of 3500 sq. ft is subdivided into three sections. Administration, process and utility. The administration block that will have cubicles for  the managers and executives occupying a space of approx. 600 Sq. ft.  

The process block will be  a hall that will house the three double jacketed mixing tanks and the packing machine. The space required is about 1500 Sq. ft.

The utility block will house the refrigeration unit and the Electric line heater. A small room in the form of store will be provided which will store the raw materials and packing materials. Expected space  required is about 500 sq. ft.  The remaining space will serve as dispatch section, cleaning bay and for other contingency requirements. 

The facility will keep two days stock of whey as major raw material in silos. Other raw materials like sugar, acid , flavour and packing material will be procured in bulk and will have an inventory of two months, which can later be extended to three months requirement if enough bulk discounts can be availed to justify the increase in inventory cost/working capital. Whey will be stored in silo and the other raw material and packing material will be stored in the store. 

The detailed Capital requirement for the facility is as described below

Maximum Scale of operation: 13000 packs per day (250 Ml)

Equipment
Numbers
Total Capacity
Cost(Rs)
Use

Silo 
2
   8000 lit
 3,00,000*
Store whey 

Double Jacketed Mixing tank
3
 15000 lit
  1,80,000
Mix Sugar, Flavour, colour 

Chiller
1
   1500 lit/hr
  2,25,000
Chilling the whey drink

Packing  machine
1
   1000 Packs/hr
  4,00,000
Bottling whey drink

Refrigeration & Cold room for storage
1
    350  ft2
  5,25,000
Storing chilled whey till dispatch

Electric Line Heater 
1
  1000 lt./hr
  1,50,000
Pasteurising Whey

Lease of Building & office space ( for 5 yr.) 

  4000 ft2
  4,00,000
Plant and office building on lease

Office equipment and other accessories 

Computer/  Furniture 
  2,20,000
Day to day activities

Lab equipment 


50,000
Product Testing and quality assurance 

Other Miscellaneous and contingency expenditure


300,000
Piping arrangement, Pumps, motors and cost escalations

Building and Facility Building 


300,000


Total investment


30,00,000




* Includes accessories, installation and commissioning charges 

An additional capital expenditure of 5 Lakhs is envisaged in the year 2006 for launching Tankawang supreme. The capital investment will be towards procuring an incubator, Steam autoclave, Hot air oven and other laboratory equipment.  Part of the investment will be towards upgrading the laboratory facility to include microbiological testing. 

11.2 Production Methodology
Milk whey is the major raw material constituting about 95% of the total product volume. Milk whey is procured from cheese or panneer manufacturing units. In the initial year approximately 2000 lit. of  whey will be procured daily. An inventory of approximately 1 day will be maintained. During process, the whey will be first clarified using fine muslin clothes/cheese-cloth. This is done to trap un-separated casein particles. By 2007, electrical clarifier would be installed for clarifying whey. Clarified  whey so obtained is be heated to 80oC using a Plate heat exchanger.  This will pasteurise the whey ensuring that the microbial load is reduced and the shelf life is increased. The pasteurised whey is taken in the mixing tank. Sugar at the rated of 5% v/w is added in the mixing tank. It is manually stirred to ensure complete solubility. Pharmaceutical grade hydrochloric acid is then added steadily lowering the pH to 4.0. Stirring continued of another 15 minutes. The content of the mixing tank is then chilled to 5oC. The chilled content is then transferred to a silo ready for packaging. Before packaging the required content is transferred to another mixing tank to add the required flavour in it. The product so obtained is transferred to the overhead tank of the packing machine to commence packing. Provision is also provided so that the product can be transferred to the packing machine overhead tank directly from the silo after adding flavour. The quantity of flavour to be added is flexible depending upon the consumer/market preference. 
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11.3 Quality Assurance Procedures
Tankawang will follow a rigorous quality assurance procedure to ensure that the final product meets the stringent quality specifications. The product will be tested at various stages during the manufacturing process including raw material testing before acceptance. Following tests will be conducted

1. Whey microbial testing 



SPC 

2. Pasteurisation effectiveness testing  

Alkaline Phophatase Test

3. pH Test 





Electronic pH monitor

4. Colour and Flavour Tests   


Organoleptic Tests 

5. Packaging Tests 

6. Drop Test

7. Quantity test

8. Appearance 

Few additional tests will be conducted for Tankawang Supreme, namely

1. Microbial media testing 

2. Starter culture strength/virility test

3. Lactic culture strength in final product

11.4 Maintenance

Most of the equipment is storage vessels, which will require very limited maintenance. Bulk of the maintenance will be confined to Packing machine, motors, stirrers and mixers and agitators. 

11.5 Sourcing and Suppliers
This project is highly dependent on the availability of the ‘whey’. As mentioned earlier, currently this is being discharged as waste by the major dairies. We propose to enter into an agreement with them for the supply of whey, at nominal cost, as this will partly remove the  obligation on part of the diaries to  treat the discharge as effluent.  Sourcing of whey will not be an issue as there are a number of small manufacturers of cheese and paneer in and around Delhi (Haryana, Punjab, Faridabad and Delhi). The whey will be inventoried for only 2 days. This is done to ensure proper quality of whey during processing (as whey is a perishable product). The other inputs are sugar, flavour and  acid. All of these would be procured from market at competitive rates based on the economic order quantity and bulk discounts as available. It is proposed to maintain an inventory of     3 - 4   months for these raw materials.  

11.6 Product Costing 

Estimated Cost of production of 200 Ml Pack: Tankawang Natural

Cost Components 
Purpose 
Cost (in Rs)

Whey
Basic Raw Material
0.07

Acid
For Tanginess
0.05

Sugar
Partial Sweetening agent
0.17

Flavour
Taste and appeal
0.07

Packaging
For distribution
0.53

Other Expenses (inc. Overheads)

0.33

Total Cost

1.22

Mark-up

2.41

Selling and distribution
Transportation/wastage etc
0.17

Other Promotional expenses
Advertisement/banners/ pamphlets
0.20

Retailer commission

1.00

Cost to consumer

5.00

Estimated Cost of production of 300 Ml Pack: Tankawang Supreme
Cost Components 
Purpose 
Cost (in Rs)

Whey 
Basic Raw Material 
0.10

Acid 
For Tanginess
0.06

Sugar 
Partial Sweetening agent
0.20

Flavour 
Taste and appeal 
0.15

Packaging Supreme 
For distribution
1.25

Culturing Expenses 
 
0.75

Other Expenses (inc. Overheads)
 
1.00

Total Cost 
 
3.60

 
 
 

Mark-up
 
5.65

Selling and distribution 
Transportation/wastage etc
0.35

Other Promotional expenses
Advertisement/banners/ pamphlets 
0.40

Retailer commission (Supreme)
 
2.00

Cost to consumer
 
12.00

11.7 Human Resource Deployment based on Functions
Years
2004
2005
2006
2007
2008
2009

Functions 







Direct 







Workman
3
3
3
4
4
4

Foreman
2
2
2
2
2
2

Lab Chemists 
1
1
1
2
2
2

Lab Assistant 
1
1
1
1
1
1

Total Direct 
5
5
5
7
7
7

Indirect 







Executive Production
1
1
1
1
1
1

Executive QA
1
1
1
1
1
1

Executive Marketing
1
1
1
1
1
1

Sales Officers

(Including Other cities)
3
3
3
4
7
8

Business Manager 
1
1
1
1
1
1

Total Indirect 
6
6
6
7
7
7

Grand Total 
11
11
11
14
17
18

11.8 Key Inputs
Inputs
Classification
Rate Rs/unit

Labour 
Variable 
100/day

Power 
Variable 
5KwHr

Raw Materials 
Variables
Based on individual components

Selling and Distribution Expenses
Semi-Variable
Rs 7/Km

Maintenance 
Semi-Variable


Cost of Sales Employees
Semi-Variable


Advertisement 
Fixed


Employee Cost (Except Sales Officers)
Fixed


Depreciation 
Fixed


12 Management & Administration

12.1 Management

Each department will comprise one executive and few subordinates.  The executive will be the departmental heads.  Operations will start initially with 3 workers in 2004, in 2007  workers strength  will be raised to 4 taking cognisance of increase in  production.  For maintenance 2 foremen will be inducted. One lab chemist will be responsible for quality testing. He will be assisted by a lab assistant. Sales will have a sales force team of 3 people at the outset and will be increased to 4 in 2006. The sales force will report to the marketing executive.

All the departmental heads/executive will report to the business manager. Business manager is overall head of the plant and responsible to the overall business including the proper functioning 

of the facility and the various Key Performance Indicators. All the purchase decisions and key approvals would be handled by business manager.

The Executive operations is in-charge of overall operations in the plant. The concerned person is responsible for meeting timely production targets and quality norms. Ensure proper preventive maintenance of the plant and to minimise product and production losses due to plants and machinery. He should strive to minimise quality deviation, reworking/blending and maintain the required level of “Right First Time” indicator. 

Executive operations are also responsible for all “operational Excellence” activities like COGS reduction.

Executive sales and marketing will be responsible for management of distribution channels, selection of retailers, credit policy, extension of credit to particular distributor, collection of credit and promotional activities to increase sales. The person will be responsible for detailing / budgeting sales expenditures, mode of promotions, setting of sales targets and methodology of achieving those targets. He would also be responsible for monitoring the dynamic need of the market, timing and launch  of new products and positioning of the product in the market Vis-à-vis the competitor. 

Sales Officers would be responsible for driving the sales volume. They would be working in the market thereby ensuring that the marketing programmes and efforts are providing adequate returns. They would be a one point contact between market and the organization. They would also bring in required market information/competitor information  to the organization so that proper marketing strategies can be formulated based on the market dynamics. 

An additional personal will be inducted in 2007 in Quality Assurance. He will be engaged in new product development in consultation with the production executive. 

12.2 Qualifications of Executives and Managers
1 Business Manager

Desired Profile:

Technical graduate from a reputed institute. MBA operations would be an added qualification. A person with minimum 8-10 yr. of experience in handling plant activities especially a start-up. The person should have experience associated with handling cross functional teams. 

2. Executive Operations:

Desired Profile :
B. Tech  Food technology/Dairy Technology from a reputed institute NDRI/CFTRI. 1-2 Yr. experience in handling production shifts in any dairy / food plant. Experience in Cheese manufacturing would be preferred. The person should be capable of handling unionised workers/labours. Familiarity with local language will be an added advantage.

3. Executive Quality Assurance:

Desired Profile :
B. Tech /B.Sc. in Food Technology/Dairy Technology from reputed institute. Diploma in Quality Control would be an added qualification. The incumbent should be well versed with the basic requirement of any food processing units, Quality Assurance Procedures, HACCP, ISO requirements and quality tests.

3. Executive Sales and Marketing

Desired Profile :
Technical graduate with MBA marketing. 1-2 yr. experience in handling consumer products would be preferred. The person should have knowledge of handling advertisement and consumers promotions.

4. Lab Chemist:

Desired Profile :

B.Sc. food Chemistry/B.Sc. Microbiology with diploma in Quality Control. Should be well versed with various microbial procedures like media preparations, Culture maintenance, Microbial Plating/SPC and other related activities. 

 Manpower strength and wage bill during the start-up (From 2004-2006)

Designations
Number of Employees 
CTC/Month (Lakhs)
CTC/Year (Lakhs)

Business Manager 
1
16000
1.92

Executive Operations
1
10000
1.2

Executive Sales & Marketing 
1
10000
1.2

Executive Quality Assurance
1
10000
1.2

Sales Officers
3
9000
3.24

Worker (temp)
3
3000
1.08

Foreman 
2
3000
0.72

Lab Chemist
1
5000
0.6

Lab Assistant & Support Staff
1
4000
0.48

Total Salary Bill


11.64

Manpower strength and wage bill during from 2007 

Designations
Number of Employees 
CTC/Month (Lakhs)
CTC/Year (Lakhs)

Business Manager 
1
19200
2.304

Executive Operations
1
12000
1.44

Executive Sales & Marketing 
1
12000
1.44

Executive Quality Assurance
1
12000
1.44

Sales Officers
4
10800
5.184

Worker (temp)
4
3450
1.656

Foreman 
2
3450
0.828

Lab Chemist
2
5750
1.38

Lab Assistant & Support Staff
1
4600
0.552

Total Salary Bill


15.672

13 Administration

Major Cost Component /Cost Drivers

Cost Analysis 
2004
2005
2006
2007
2008
2009

Raw materials
19.15
22.98
27.58
44.88
57.66
74.13

Direct labor 
2.88
2.88
2.88
4.416
4.416
4.416

Direct Overheads
2.30
2.30
2.30
2.80
2.80
2.80

Process Expenses
7.20
8.99
10.78
18.34
23.61
30.43

Total Direct Cost 
31.53
37.15
43.54
70.43
88.49
111.78

Operational Indirect
4.16
4.69
6.18
7.80
11.24
14.84

Management/Administration
8.76
9.92
12.79
12.82
30.10
37.18

Selling & Distribution
45.36
49.54
64.67
87.55
135.94
176.71

Interest 
4.50
4.28
4.06
3.77
3.44
3.06

Years
2004
2005
2006
2007
2008
2009

Total Indirect Cost
62.78
68.43
87.70
111.95
180.72
231.78

Total Cost
94.31
105.58
131.24
182.38
269.21
343.56


14 Financial Projections

Project Highlights : 

Payback Period
 ~ 2.5 Yrs

NPV 


~174 Lakhs at 18 % Discount Rate

IRR 


~ 76%

14.1 Key Assumptions

The projected effect of inflation of the raw materials

Raw materials
% rise due to inflation

Milk Whey
2%

Acid
3%

Sugar
5%

Flavour
4%

Packaging Materials
5%

The total manpower cost is assumed to be around  11.64 Lakhs per year. The increment in salary bill is estimated to be around 10% per year from 2004 to 2007. Thereafter a major hike is proposed keeping in tune with the increase in sales volume and quantum of responsibility. In 2007 the salary bill is expected to be around 15.6 Lakhs. Thereafter the proposed hike of 10% will be continued. 

Loan amortisation is scheduled for a period of 10Yrs. Interest for the loan is reckoned at 15%.  The venture comes under  food processing industry /Dairy industry. This comes under the purview of “Priority Sector lending”. So, getting funds at 15% might not be an issue. 

Sales are projected at 6000 packs/Day in the city of Delhi and National Capital Territory Region during the initial year of launch. Sales is projected to increase at the rate of 20% during the first 2 years and then at a rate of 30 %. Tankawang Supreme would be launched in the year 2006 in the city of Delhi. Sales are assumed to be around 1000 units/day and are expected to show a growth rate of 20% till 2008. 

Tankwang natural would be launched in the city of Panipat and Karnal in the year 2008 with a unit MRP of Rs 5.50. Sales are expected to be around 4500 packs/day, growing at 20% in these cities. 

To coordinate sales activity in these cities 3 addition Sales person would be provided who would look exclusively into the sales activities of these cities. The sales personnel would be increased to 4 in the year 2009. The Cost to Company of the sales person in these territories would be same as those working in Delhi and National Capital Territory Region.

14.2 Income Statements

Year 
2004
2005
2006
2007
2008
2009

Unit sold Natural







Delhi 
6000.0
7200.0
8640.0
11232.0
14601.6
18982.1

Growth in sales in Delhi

0.2
0.2
0.3
0.3
0.3

Panipat and Karnal 
0.0
0.0
0.0
0.0
4500.0
5850.0

Sales Price 
5.0
5.0
5.0
5.5
5.5
6.0

Total Sales 
108.0
129.6
155.5
222.4
378.2
536.4

Unit Sold Supreme In Delhi


1000.0
1200.0
1440.0
1800.0





0.2
0.2
0.3

Sales Price 


12.0
12.0
12.0
12.0

Total Sales 


43.2
51.8
62.2
77.8

Sales Revenue 
108.0
129.6
198.7
274.2
440.4
614.1


108.0
129.6
198.7
267.5
434.1
590.8

Expenditures 







Raw Materials 







Whey 
1.44
1.73
2.07
2.70
3.50
4.56

Acid 
1.15
1.38
1.66
2.16
2.80
3.64

Sugar 
3.60
4.32
5.18
6.74
8.76
11.39

Flavor 
1.44
1.73
2.07
2.70
3.50
4.56

Packaging Normal 
11.52
13.82
16.59
21.57
28.04
36.45


19.15
22.98
27.58
35.85
46.61
60.59

Packaging Supreme 
0
0
0
5.40
6.48
8.10

Culture expense 



3.63
4.57
5.44

Total raw material expense
19.15
22.98
27.58
44.88
57.66
74.13

Other Expenses (inc. Overheads)
7.20
8.99
10.78
14.02
18.22
23.69

Other Expense (Supreme) 



4.32
5.39
6.74

Total Manufacturing Expense 
26.35
31.97
38.36
63.22
81.27
104.56

Employee Cost 
11.64
12.80
15.67
17.24
18.96
20.86

Additional Sales Expense 




15.55
20.74

Maintenance 
2.00
2.10
2.21
2.32
2.43
2.55

Other contingency expenses 
2.16
2.59
3.97
5.48
8.81
12.28

COGS
42.15
49.46
60.21
88.26
127.03
160.99

Additional Expenses 

Selling and distribution 
7.56
8.06
9.72
10.94
13.82
13.82

Selling and distribution (Intercity)




15.00
20.00

Promotional Expense 
16.20
15.55
23.85
27.42
44.04
61.41

Retailer commission (Natural)
21.60
25.92
31.10
40.44
52.57
68.34

Retailer commission (Supreme)



8.76
10.51
13.14

Total Additional Expenses
45.36
49.54
64.67
87.55
135.94
176.71

PBDIT 
20.49
30.60
73.84
98.42
177.45
276.43

Operating Profit Margin %
18.97
23.61
37.16
35.89
40.29
45.01

Depreciation
2.30
2.30
2.30
2.80
2.80
2.80

PBIT 
18.19
28.30
71.54
95.62
174.65
273.63

Interest 
4.50
4.28
4.06
3.77
3.44
3.06

PBT 
13.69
24.02
67.48
91.85
171.21
270.57

Tax @ 30% 
4.11
7.21
20.24
27.56
51.36
81.17

PAT 
9.58
16.82
47.24
64.30
119.85
189.40


14.3 Cash Flow Projections

Year 
2004
2005
2006
2007
2008
2009

PAT 
9.97
16.86
47.74
63.55
123.22
193.48

Interest
4.50
4.28
4.06
3.77
3.44
3.06

Depreciation
2.30
2.30
2.30
2.80
2.80
2.80

Less CapEx.

0
0
5
0
0

Less Incremental Working Capital 
0.00
1.02
2.12
3.63
5.22
5.94

Free cash flow to the firm 
16.77
22.42
51.98
61.49
124.24
193.40

Growth in Free Cash Flow to the Firm


14.4 Projected Balance Sheets





All figs in Lakhs Rs



2004
2005
2006
2007
2008
2009









Sources of Funds







Owners equity

5.00
5.00
5.00
5.00
5.00
5.00

Reserves & Surplus
9.97
16.86
47.74
63.55
123.22
193.48

Loans







Secured


30.00
28.52
26.82
24.90
22.69
20.15

unsecured
0.00
0.00
0.00
0.00
0.00
0.00











Total funds employed
44.97
50.38
79.56
93.45
150.92
218.63











Uses of Funds








Fixed Assets








Gross Block

23.00
23.00
23.00
28.00
28.00
28.00

Depreciation
10%
2.30
2.30
2.30
2.80
2.80
2.80

Net Block
20.70
18.40
16.10
18.30
15.50
12.70











Net Current Assets







Current assets








Inventories
3.14
3.76
4.58
6.88
8.98
11.67

Sundry Debtors

2.10
2.52
3.86
5.33
8.56
11.94

Cash & Bank Bal

34.08
38.41
62.89
72.86
122.90
184.40











Current Liabilities







Sundry Creditors

0.16
0.19
0.23
0.37
0.48
0.62

Other Current liabilities
0.50
0.50
3.00
3.00
5.00
5.00

Provisions
5.00
5.00
5.00
5.00
5.00
5.00











Total Net Assets

44.97
50.38
79.56
93.45
150.92
218.63

14.5 Working Capital Management 






All figs in Lakhs Rs




2004
2005
2006
2007
2008
2009










Inventories

3.14
3.76
4.58
6.88
8.98
11.67

Raw Materials








Whey
2 days
0.01
0.01
0.01
0.01
0.02
0.03

Other raw materials
2 months
1.03
1.24
1.49
1.93
2.51
3.26

Packaging material
2 months
1.92
2.30
2.76
4.49
5.75
7.42

Work in Progress
0.5 days
0.03
0.03
0.04
0.06
0.08
0.10

Finished Goods
0.5 days
0.15
0.18
0.28
0.38
0.61
0.85










Sundry Creditors
3 days
0.16
0.19
0.23
0.37
0.48
0.62

Sundry Debtors
7 days
2.10
2.52
3.86
5.33
8.56
11.94










Raw materials consumed

19.15
22.98
27.58
44.88
57.66
74.13

Cost of goods sold

42.15
49.46
60.21
88.26
127.03
160.99

Gross sales

108.00
129.60
198.72
274.23
440.42
614.13

Net working capital

5.08
6.09
8.21
11.84
17.06
22.99

Change in working capital

0.00
1.02
2.12
3.63
5.22
5.94

Working cap/sales

4.70%
4.70%
4.13%
4.32%
3.87%
3.74%

14.6 Loan Amortisation Schedule


Interest rate charged 
15.00%


Year
Prin. Outstanding
Int. Repaid 
EYI
Prin. Paid

1
30
4.5
5.98
1.48

2
28.52
4.28
5.98
1.70

3
27.04
4.06
5.98
1.92

4
25.12
3.77
5.98
2.21

5
22.92
3.44
5.98
2.54

6
20.37
3.06
5.98
2.92

7
17.45
2.62
5.98
3.36

8
14.09
2.11
5.98
3.86

9
10.23
1.53
5.98
4.44

10
5.79
0.87
5.98
5.11

14.7 Sensitivity Analysis 

14.8 Ratio Analyses

Years
2004
2005
2006
2007
2008
2009

NPM
8.87
12.97
23.77
23.45
27.21
30.84

ROCE
40.80
56.22
90.49
101.51
118.37
127.53

OPM
18.97
23.61
37.16
35.89
40.29
45.01

ROE
124.73%
129.73%
136.95%
137.99%
139.89%
140.75%

DSCR
4.04
6.61
17.63
25.37
50.81
89.53

Debt/Income
0.042
0.033
0.020
0.014
0.008
0.005

Sales/Total Assets
2.42
2.57
2.51
2.91
2.99
2.86

Debt/Equity
2.06
1.31
0.51
0.36
0.18
0.10

14.9 Funding Requirements & Proposals

The major source of funds will be Debt. A capital investment of Rs 30 Lakhs is proposed. We intend to put up Rs 5.0 Lakhs as margin money. An additional working capital loan will be taken for 5.0 Lakhs. 

Criteria of Bank for evaluating the project:

Technical Feasibility: 

The proposal does not intend on using any state of the art advanced technology that in not proven. The major technical aspect is time tested and is widely used for manufacturing of soft drinks. So we can provide full assurance on technical feasibility of the project. Tankawang will also hire technical professional from the field of food technology and dairy technology, thereby further ensuring the technical feasibility. 

Economic Viability:

There is a huge demand for a product similar to Tankawang. The initial market research and the test marketing of the product show that the product will have great acceptance. Therefore we are very confident of market acceptably of the product under commercial circumstances and meeting our cash flow targets. 

Bankability:

The positive cash flows result from the first year of operation. The  payback period  is close to 2.5 Yrs. Therefore, the loan repayment will start from the end of first year. Our expected debt service coverage ratio is also high enough. This means that the bank won’t have to wait for a long duration before the loan repayment starts. We intend to start the loan repayment from the first year of operations. Thus the project is bankable as described by the banks

15 Implementation

Key Decision Points / Milestones
Completion Date

Arrangement of finance & Bank Loan
June, 3rd Week 

Selection of Factory / Office site
July, 1st  Week

Selection of Vendor for Equipment and machinery
July, 3rd  Week 

Modification of site
August, 2nd  Week

Order for Plant and Machinery
August, 3rd Week 

Arrangement and Negotiation with Truckers
October, 3rd Week

Recruitment of Executive Sales and Marketing
October, 2nd  Week

Advertisement and Promotional Campaign Development 
November 2nd Week

Arrangement /Negotiation with Retailers
November, 3rd Week 

Recruitment of Executive Production & Process
November, 2nd Week

Installation and Commissioning of Plant
November, 2nd  Week 

Recruitment of Foreman, Lab Chemists and Lab Assistant 
December, 1st   Week 

Workers Recruitment and Training 
December, 2nd   Week

Trial Runs
December, 4th Week 

Commercial production

1st January, 2004

Arrangement of finance might be a critical milestone. Until we are confident about garnering the required financial resources, we cannot move ahead. So, at the outset, we would get in touch with banks and other financial institution to complete the formalities/procedures for getting the bank loan. 

Another significant milestone is to finalise the site of manufacturing and operations. The location of site up to an extent dictates our mode of procuring raw material, despatch etc.

One the factory site is established (Size, position, availability of utility services) the specification of the equipment and machinery will be frozen and then quotations will be invited from selected vendors to supply those equipment/machinery. 

Once, the required finance is obtained from the bank, the modification of the site in terms of Physical layout and facility/building construction will be initiated. 

Based on the quotations received, the total cost of infrastructure will be calculated. This information will be important for revising the limits of bank loan approval.

The vendor will be approved based on ‘quoted price, reputation of product quality, service guarantee, supply time lag etc. After the vendor approval, order for the machinery will be placed, negotiating for discounts if any. 

In the mean time despatch arrangements with truckers will be chalked out. The truckers will be selected based of their market reputation and applicable charges.

Executive Sales and Marketing will be appointed, as the marketing activities will start from this point onwards. 

The Executive will start developing the advertisement strategy in consultation with other key resources. The accounts for various forms of advertisement will be finalised and  awarded to different agencies. The initial campaign will start with Billboards.

The Executive Sales and Marketing will also be negotiating with retailers about the products and various modes and incentive schemes to place the product in those retail outlets. 

At this point  executive operations will be appointed. He will advise on the final completion of the facility design. 

Shortly thereafter, it is expected that the plant and machinery would be delivered to the facility. So, installation and commissioning of the equipment will start. The executive operations will be co-ordinating and supervising the commissioning activities. 

After completion of commissioning, the trial run would begin. The equipment will be tuned and operating parameters established during the trial runs. . The Standard Operating Procedures will be compiled based on the trial runs.

After successful completion of trial runs, commercial production will start. 

The Gantt Chart gives a Bird –eye view of the entire implementation Schedule


[image: image4.wmf]
16 Exit  Plan

The plan is supposed to be backed by the owners themselves. Backed with the  required technical expertise and managerial talent, this venture would have  our complete support. Incase we face with insurmountable obstacles which even after our best efforts remain, the new propose to sell our setup to an entity such as Mother Dairy, Amul or NDDB which already have the necessary infrastructure, expertise and wherewithal to carry on with the project.

17 Conclusion

This plan expects to achieve a distinct position in the soft drink market, and from the initial analysis has the essential  ingredients for success. The consumer demand is fast changing and the awareness among them is also increasing. The desperate measure being taken by the cola majors is a prime example of this phenomenon. 

The government also appears to have taken interest in this direction. Though no action has been taken till date, it is a matter of time before the eventual takes place. Though the complete elimination of the carbonated drinks may not occur in the near future, we think the demise is imminent similar to the tobacco majors.

With a negligible raw material cost the costs of the product are well within control and this important factor helps in pricing the final product very competitively in some of the price sensitive markets.

All these factors, we think will help this plan to be successful in attaining its goals.
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Chart1

		2004		2004

		2005		2005

		2006		2006

		2007		2007

		2008		2008

		2009		2009



Tankawang Natural

Tankawang Supreme

Years

Sales in Rs Lakhs

Sales Trend of Tankawang

108

129.6

155.52

43.2

215.6544

51.84

280.35072

67.392

387.234432

84.24



Sheet1

				Costing of a Pack of Tankawang 300 Ml Net Content

				Cost Components		Purpose		Cost (in Rs)		Comments

				Whey		Basic Raw Material		0.10		By product

				Acid		For Tanginess		0.06		Acidified whey obtained from Paneer/cheese manufacturing

				Sugar		Partial Sweetening agent		0.20		Contains natural milk lactose

				Flavor		Taste and appeal		0.10

				Packaging		For distribution		0.60

				Other Expenses (inc. Overheads)				1.00		1		0.2142857143		Year  of Operations		Expected Revenue (in Lacs Rs)

				Total Cost				2.06						2003		86

														2004		104

				Markup				3.45						2005		124

				Selling and distribution		Transportation/wastage etc		0.25						2006		172

				Other Promotional expenses		Advertisement/banners/ pamphlets		0.30						2007		223

				Retailer commission				1.50						2008		308

				Cost to consumer				7.56

				Unit sold		3200		7.5				48000								0.014

				Unit sold		600		11												0.42

				Year		2003		2004		2005		2006		2007		2008

				Unit sold		4000		4800		5760		7488		9734.4		12654.72				960

								20%		20%		30%		30%		30%				3.456

				Price		7.5		7.5		7.5		8		8		8.5

				Sales Revenue		108		129.6		155.52		215.6544		280.35072		387.234432

				Expenditures

				Raw Materials

				Whey		1.44		1.76		2.12		2.75		3.57		4.65

				Acid		0.86		1.06		1.27		1.65		2.14		2.79				2.88

				Sugar		3.00		3.59		4.31		5.61		7.29		9.48

				Flavor		1.44		1.78		2.14		2.78		3.61		4.69

				Packaging		8.64		10.78		12.94		16.82		21.87		28.43

				Other Expenses (inc. Overheads)		14.40		18.14		21.77		28.30		36.80		47.83

				Total Raw Material Expense		29.78		37.12		44.55		57.91		75.28		97.87

				Employee Cost		11.16		12.28		14.85		16.34		17.97		19.77				1.2

				Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

				Other contigency expenses		2.16		2.59		3.11		4.31		5.61		7.74

				COGS		45.10		54.09		64.71		80.87		101.29		127.93

				Additional Expenses

				Selling and distribution		5		5		6		6		8		9

				Promotional Expense		6		7		7		8		10		10

				Retailer commission		21.60		25.92		31.10		40.44		52.57		68.34

				Total Aditional Expenses		32.6		37.92		44.104		54.4352		70.56576		87.335488

				PBDIT		30.30		37.59		46.71		80.35		108.50		171.97

				Operating Profit Margin %		28.06		29.01		30.03		37.26		38.70		44.41

				Depreciation		1.33		1.33		1.33		1.54		1.54		1.54

				PBIT		28.97		36.26		45.38		78.81		106.96		170.43

				Interest		3.24		3.06		2.85		2.62		2.36		2.07

				PBT		25.73		33.20		42.53		76.19		104.60		168.36

				Tax @ 30%		7.72		9.96		12.76		22.86		31.38		50.51

				PAT		18.01		23.24		29.77		53.33		73.22		117.85

						15		22		33		45		70		94

										PAT

				Designations		Number of Employees		CTC/Month (Lakhs)		CTC/Year (Lakhs)						1.54

				Business Manager		1		15000		1.8

				Executive Operations		1		10000		1.2

				Executive Sales & Marketing		1		10000		1.2

				Production		1		8500		1.02

				Maintenance		1		8500		1.02

				QA		1		8500		1.02

				Sales Officers		2		8500		2.04

				Worker (temp)		2		2500		0.6

				Foreman		2		3000		0.72

				Lab Chemist		1		4500		0.54

				Total Salary Bill						11.16

				Designations		Number of Employees		CTC/Month (Lakhs)		CTC/Year (Lakhs)

				Business Manager		1		16500		1.98

				Executive Operations		1		11000		1.32

				Executive Sales & Marketing		1		11000		1.32

				Production		1		9350		1.122

				Maintenance		1		9350		1.122

				QA		1		9350		1.122

				Sales Officers		4		9350		4.488

				Worker (temp)		3		2750		0.99

				Foreman		2		3300		0.792

				Lab Chemist		1		4950		0.594

				Total Salary Bill						14.85

										Year		Principle		EYI		Interest		Principle

										1		27.00		4.78		3.24		1.54

										2		25.46		4.78		3.06		1.72

										3		23.74		4.78		2.85		1.93

										4		21.80		4.78		2.62		2.16

										5		19.64		4.78		2.36		2.42

										6		17.22		4.78		2.07		2.71

										7		14.50		4.78		1.74		3.04

										8		11.46		4.78		1.38		3.40

										9		8.06		4.78		0.97		3.81

										10		4.25		4.78		0.51		4.27





Sheet2

				A Pack of Tankawang 300 Ml Net Content

				Cost Components		Purpose		Cost (in Rs)

				Whey		Basic Raw Material		0.1

				Acid		For Tanginess		0.06

				Sugar		Partial Sweetening agent		0.2

				Flavor		Taste and appeal		0.15

				Packaging Supreme		For distribution		1

				Culturing Expenses				0.75

				Other Expenses (inc. Overheads)				1

				Total Cost				3.26

				Markup				5.65

				Selling and distribution		Transportation/wastage etc		0.35

				Other Promotional expenses		Advertisement/banners/ pamphlets		0.4

				Retailer commission (Supreme)				2.5

				Cost to consumer				12.16

				Unit sold		3500		7.5

				Unit sold		600		11

				Year		2004		2005		2006		2007		2008		2009

				Unit sold Natural		4000		4800		5760		7488		9734.4		12654.72

								20%		20%		30%		30%		30%

				Price		7.5		7.5		7.5		8		8		8.5

				Total Sales		108		129.6		155.52		215.6544		280.35072		387.234432

				Unit Sold Supreme						1000		1200		1440		1800

												20%		20%		25%

				Price						12		12		13		13

				Total Sales						43.2		51.84		67.392		84.24

				Sales Revenue		108		129.6		198.72		267.4944		347.74272		471.474432

				Expenditures

				Raw Materials

				Whey		1.44		1.76		2.12		2.75		3.57		4.65

				Acid		0.86		1.06		1.27		1.65		2.14		2.79

				Sugar		3.00		3.59		4.31		5.61		7.29		9.48

				Flavor		2.16		2.67		3.20		4.16		5.41		7.04

				Packaging Normal		8.64		10.78		12.94		16.82		21.87		28.43

						16.10		19.87		23.84		30.99		40.29		52.38				30.50

				Packaging Supreme								4.32		5.18		6.48

				Culture expense								3.24		3.89		4.86

				Other Expenses (inc. Overheads)		14.40		18.14		21.77		28.30		36.80		47.83

				Other Expense (Supreme)								4.32		5.18		6.48

				Total Manufacturing Expense		30.50		38.01		45.61		66.86		86.16		111.55

				Employee Cost		12.00		13.20		14.52		15.97		17.57		19.33				1.2

				Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

				Other contigency expenses		2.16		2.59		3.97		5.35		6.95		9.43

				Additional Expenses

				Selling and distribution		7		8		9		12		14		14						0.0958333333

				Promotional Expense		16.2		15.552		23.8464		26.74944		34.774272		47.1474432						144000

				Retailer commission (Natural)		21.60		25.92		31.10		40.44		52.57		68.34						1440

				Retailer commission (Supreme)								10.95		13.14		16.43

				Total Aditional Expenses		44.8		49.472		63.9504		90.13464		114.480032		145.9079312

				PBDIT		16.54		24.23		68.46		86.87		120.15		182.71

				Operating Profit Margin %		15.32		18.69		34.45		32.47		34.55		38.75

				Depreciation		1.50		1.50		1.50		1.50		1.50		1.50

				PBIT		15.04		22.73		66.96		85.37		118.65		181.21

				Interest		4.25		4.25		4.25		4.25		4.25		4.25

				PBT		10.79		18.48		62.71		81.12		114.40		176.96

				Tax @ 30%		3.24		5.54		18.81		24.33		34.32		53.09

				PAT		7.55		12.93		43.90		56.78		80.08		123.87

						7.55		20.49		64.38		121.16		201.24		325.11

						NPV		$134.57						43.90

				Designations		Number of Employees		CTC/Month		CTC/Year (Lakhs)

				Business Manager		1		15000		1.8

				Executive Operations		1		10000		1.2

				Executive Sales & Marketing		1		10000		1.2

				Production		1		8500		1.02

				Maintenance		1		8500		1.02

				QA		1		8500		1.02

				Sales Officers		3		8500		3.06

				Worker		3		3000		1.08

				Foreman		1		3000		0.36

				Lab Chemist		1		4500		0.54

				Total Salary Bill						12.3

				-30		7.55		12.93		17.89		53.88		73.41		116.08				0

				68%

																				0

										Year		Principle		EYI		Interest		Principle

										1		27.00		4.78		3.24		1.54

										2		25.46		4.78		3.06		1.72

										3		23.74		4.78		2.85		1.93

										4		21.80		4.78		2.62		2.16

										5		19.64		4.78		2.36		2.42

										6		17.22		4.78		2.07		2.71

										7		14.50		4.78		1.74		3.04

										8		11.46		4.78		1.38		3.40

										9		8.06		4.78		0.97		3.81

										10		4.25		4.78		0.51		4.27		27.0250520071
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keyinput

		

				Key Input Cost

																				1050

				Key Input		Rate		Quantity												344850000

				Labour		100		3		300

				Power		4		100		400

						4		0.7		2.8

										180										95791666.6666667

										100										95.7916666667

										982.8

																				88000

																				29.3333333333

																				180

																				344850						0.25

																				95791.6666666667

																										1015

																		3333.3333333333

																				0.75





marketseg

						4000		4800		5760		7488		9734.4		12654.72

						Market segmentation based on age profiles

				Age Groups		2004		2005		2006		2007		2008		2009

				10-18		1400		1680		2016		2620.8		3407.04		4429.152

				18-30		2000		2400		2880		3744		4867.2		6327.36

				30-50		440		528		633.6		823.68		1070.784		1392.0192

				above 50		160		192		230.4		299.52		389.376		506.1888

						Market Segmentation bsed on user profiles

				Product Use		2004		2005		2006		2007		2008		2009

				Health cconsious people		1400		1680		2016		2620.8		3407.04		4429.152

				Non cola drinkers		600		720		864		1123.2		1460.16		1898.208

				Domestic Consumer		400		480		576		748.8		973.44		1265.472

				Therapeutic consumer		400		480		576		748.8		973.44		1265.472

				Travellers		1200		1440		1728		2246.4		2920.32		3796.416

						4000		4800		5760		7488		9734.4		12654.72

						Sales Forcast

				Product Types		2004		2005		2006		2007		2008		2009

				Tankawang Natural		30000		36000		43200		59904		77875.2		107565.12

				Tankawang Supreme		0		0		0		11875		14250		17784
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						Years		2004		2005		2006		2007		2008		2009

						Functions

						Direct

						Workman		2		2		2		3		3		3

						Foreman		2		2		2		2		2		2

						Lab Chemists		1		1		1		2		2		2

						Total Direct		5		5		5		7		7		7

						Indirect

						Executive Production		1		1		1		1		1		1

						Executive Marketing		1		1		1		1		1		1

						Sales Officers		3		3		3		4		4		4

						Business Manager		1		1		1		1		1		1

						Total Indirect		6		6		6		7		7		7

						Grand Total		11		11		11		14		14		14
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						Cost Components		Purpose		Cost (in Rs)

						Whey		Basic Raw Material		0.2

						Acid		For Tanginess		0.15

						Sugar		Partial Sweetening agent		0.2

						Flavor		Taste and appeal		0.2

						Packaging		For distribution		1.5

						Culturing Expenses				1

						Other Expenses (inc. Overheads)				0.55

						Total Cost				3.8

						Markup				5.15

						Selling and distribution		Transportation/wastage etc		0.25

						Other Promotional expenses		Advertisement/banners/ pamphlets		0.3

						Retailer commission				1.5

						Cost to consumer				11

						Expense Heads		2004		2005		2006		2007		2008		2009

						Total Manufacturing Expense		30.50		38.01		45.61		66.86		86.16		111.55

						Employee Cost		12.00		13.20		14.52		15.97		17.57		19.33

						Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

						Other contigency expenses		2.16		2.59		3.97		5.35		6.95		9.43

						Total Aditional Expenses		44.8		49.472		63.9504		90.13464		114.480032		145.9079312

						Depreciation		1.50		1.50		1.50		1.50		1.50		1.50

						Interest		4.25		4.25		4.25		4.25		4.25		4.25

						Tax @ 30%		3.24		5.54		18.81		24.33		34.32		53.09

						Total		100.45		116.67		154.82		210.71		267.66		347.60

						Expense Heads

						Total Manufacturing Expense		30.36		32.58		29.46		31.73		32.19		32.09

						Employee Cost		11.95		11.31		9.38		7.58		6.56		5.56

						Maintenance		1.99		1.80		1.42		1.10		0.91		0.73

						Other contigency expenses		2.15		2.22		2.57		2.54		2.60		2.71

						Distribution and Selling expenses		44.60		42.40		41.30		42.78		42.77		41.98

						Depreciation		1.49		1.29		0.97		0.71		0.56		0.43

						Interest		4.23		3.64		2.75		2.02		1.59		1.22

						Tax @ 30%		3.22		4.75		12.15		11.55		12.82		15.27

								100.00		100.00		100.00		100.00		100.00		100.00

						Functions		No.of Personals

								2004		2005		2006		2007		2008		2009

						Direct

						Workman		2		2		2		3		3		3

						Foreman		2		2		2		2		2		2

						Lab Chemists		1		1		1		2		2		2

						Total Direct		5		5		5		7		7		7

						Indirect

						Executive Production		1		1		1		1		1		1

						Executive Marketing		1		1		1		1		1		1

						Sales Officers		3		3		3		4		4		4

						Business Manager		1		1		1		1		1		1

						Total Indirect		6		6		6		7		7		7

						Grand Total		11		11		11		14		14		14
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Total Manufacturing Expense

Employee Cost

Maintenance

Other contigency expenses

Distribution and Selling expenses

Depreciation

Interest

Tax @ 30%

30.3636445453

11.9466653074

1.9911108846

2.1503997553

44.6008838143

1.4933331634

4.2311106297

3.2228519

32.5805026796

11.3142173893

1.7999891301

2.2217008692

42.404315355

1.2857065215

3.6428351443

4.750732911

33.1414177884

10.5499222968

1.6021059686

2.259950297

42.6984127868

1.0898680059

3.08795935

5.5703635066

31.8543816035

7.756134706

1.1243044627

2.5315184549

42.5517322527

0.7284123503

2.0638349925

11.3896811773

32.5650200873

6.759230103

0.9352601638

2.5726310265

42.6850513173

0.5770806385

1.6350618092

12.2706648544

32.4045487279

5.7305353824

0.7568799792

2.696095082

41.7906412446

0.4447764514

1.2601999457

14.9163231867



Working capital

		

										2003		2004		2005		2006		2007		2008

						Inventories

						Raw Materials

						Whey		2 days		0.008		0.010		0.012		0.015		0.020		0.026

						Other raw materials		2 months		0.883		1.072		1.286		1.672		2.174		2.826

						Work in Progress				0		0		0		0		0		0

						Finished Goods				0		0		0		0		0		0

						Sundry Creditors		3 days		0		0		0		0		0		0

						Sundry Debtors		7 days		2.100		2.520		3.024		4.193		5.451		7.530

						Raw materials consumed				29.78		37.12		44.55		57.91		75.28		97.87

						Cost of goods sold				45.10		54.09		64.71		80.87		101.29		127.93

						Gross sales				108		129.6		155.52		215.6544		280.35072		387.234432

						No.

						Net working capital

						Change in working cap

						Working cap/sales
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						Sources of Funds

						Loans

						Totla Funds Employed

						Uses of Funds

						Fixed Assets

						Gross Block

						Deprication

						Net Block

						Capitla WIP

						Investemtns

						Net Current Assets

						Current assets

						Inventories

						Sundry Debtors

						Cash & Bank Bal

						Loans and Advances

						Current Liabilites

						Sundry Creditors

						Other Current liabliites

						Provisions

						Totla Net Assets
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Sales Revenue

PBDIT

Profit Before Taxes

Net Profits

Years

Sales

Sales and Income

108

21.048

14.248

9.9736

129.6

30.664

24.0856342813

16.8599439969

198.72

74.5566

68.1998685627

47.7399079939

274.2336

97.357038

90.7884311284

63.5519017899

440.41968

182.2706739

176.033410279

123.2233871953

614.132928

282.250658315

276.3944394321

193.4761076025



Ratio analysis-BEven

		

		Years		2004		2005		2006		2007		2008		2009

		NPM		9.23		13.01		24.02		23.17		27.98		31.50

		ROCE		41.69		56.30		90.82		101.18		118.92		127.82

		OPM		19.49		23.66		37.52		35.50		41.39		45.96

		Break even Analysis

										2004		2005		2006		2007		2008		2009

				(400000/5)						0.8		0.8		0.8		0.8		0.8		0.8

										4.50		4.28		4.06		3.77		3.44		3.06

										8.76		8.76		8.76		8.76		8.76		8.76

										14.06		13.84		13.62		13.33		13.00		12.62

				Natural						3.62		3.62		3.62		3.62		3.62		3.62

				Supreme												5.65		5.65		5.65

																0.552		0.552		0.552

						Lac units pa				3.88		3.82		3.76		3.68		3.59		3.49

				Natural		units per day				1079		1062		1045		1023		997		968

				Supreme												27		27		27

		Payback Period

				Cost of Capital				15%

				Investments		Interest		PAT		PV of PAT

				30		4.5		9.97		9.9736		9.9736

				0		4.28		16.86		14.6608208669		24.6344208669

				0		4.06		47.74		36.0982291069		60.7326499738

				5		3.77		63.55		18830.1931229245		18890.9257728983

				0		3.44		123.22		70.4533715619		18961.3791444602

				0		3.06		193.48		96.191819536		19057.5709639962

				$79.18

						Between 2~3 years





Sheet1

				Costing of a Pack of Tankawang 300 Ml Net Content

				Cost Components		Purpose		Cost (in Rs)

				Whey		Basic Raw Material		0.10		0.07

				Acid		For Tanginess		0.08		0.05

				Sugar		Partial Sweetening agent		0.25		0.17

				Flavor		Taste and appeal		0.10		0.07

				Packaging		For distribution		0.80		0.53

				Other Expenses (inc. Overheads)				0.50		0.33																														Year  of Operations		Expected Revenue (in Lacs Rs)

				Total Cost				1.83		1.22																														2003		86

										0.00																														2004		104

				Markup				3.62		2.41																														2005		124

				Selling and distribution		Transportation/wastage etc		0.25		0.17																														2006		172

				Other Promotional expenses		Advertisement/banners/ pamphlets		0.30		0.20																														2007		223

				Retailer commission				1.50		1.00																														2008		308

				Cost to consumer				7.50		5.00

				Unit sold		3200		7.5				48000								0.014

				Unit sold		600		11												0.42

				Year		2003		2004		2005		2006		2007		2008

				Unit sold		4000		4800		5760		7488		9734.4		12654.72				960

								20%		20%		30%		30%		30%				3.456

				Price		5		5		5		6		8		7

				Sales Revenue		72		86.4		103.68		161.7408		280.35072		318.898944

				Expenditures

				Raw Materials

				Whey		1.44		1.76		2.12		2.75		3.57		4.65

				Acid		1.15		1.41		1.69		2.20		2.86		3.72				2.88

				Sugar		3.74		4.49		5.39		7.01		9.11		11.84

				Flavor		1.44		1.78		2.14		2.78		3.61		4.69

				Packaging		11.52		14.38		17.25		22.43		29.16		37.90

				Other Expenses (inc. Overheads)		7.20		9.07		10.89		14.15		18.40		23.92

				Total Raw Material Expense		26.50		32.89		39.47		51.31		66.71		86.72

				Employee Cost		11.64		12.80		15.67		17.24		18.96		20.86				1.2

				Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

				Other contigency expenses		1.44		1.73		2.07		3.23		5.61		6.38

				COGS		41.58		49.53		59.42		74.10		93.71		116.51

				Additional Expenses

				Selling and distribution		5		5		6		6		8		9

				Promotional Expense		6		7		7		8		10		10

				Retailer commission		21.60		25.92		31.10		40.44		52.57		68.34

				Total Aditional Expenses		32.6		37.92		44.104		54.4352		70.56576		87.335488

				PBDIT		-2.18		-1.05		0.15		33.20		116.07		115.05

				Operating Profit Margin %		-3.02		-1.21		0.15		20.53		41.40		36.08

				Depreciation		1.33		1.33		1.33		1.54		1.54		1.54

				PBIT		-3.51		-2.38		-1.18		31.66		114.53		113.51

				Interest		3.24		3.06		2.85		2.62		2.36		2.07

				PBT		-6.75		-5.44		-4.03		29.04		112.17		111.44

				Tax @ 30%		-2.02		-1.63		-1.21		8.71		33.65		33.43

				PAT		-4.72		-3.81		-2.82		20.33		78.52		78.01

						15		22		33		45		70		94

										PAT

				Designations		Number of Employees		CTC/Month (Lakhs)		CTC/Year (Lakhs)						1.54

				Business Manager		1		16000		1.92				1.92

				Executive Operations		1		10000		1.2				1.2

				Executive Sales & Marketing		1		10000		1.2				1.2

				Executive Quality Assurance		1		10000		1.2				1.2

				Sales Officers		3		9000		3.24				1.08

				Worker (temp)		3		3000		1.08		dir		0.36

				Foreman		2		3000		0.72		dir		0.36

				Lab Chemist		1		5000		0.6		dir		0.6

				Lab Assistant & Support		1		4000		0.48		dir		0.48

				Total Salary Bill						11.64

										2.88

				Designations		Number of Employees		CTC/Month (Lakhs)		CTC/Year (Lakhs)

				Business Manager		1		19200		2.304				2.304		0.384

				Executive Operations		1		12000		1.44				1.44		0.24

				Executive Sales & Marketing		1		12000		1.44				1.44		0.24

				Executive Quality Assurance		1		12000		1.44				1.44		0.24

				Sales Officers		4		10800		5.184				1.296		0.216

				Worker (temp)		4		3450		1.656		dir		0.414		0.054		0.414

				Foreman		2		3450		0.828		dir		0.414		0.054

				Lab Chemist		2		5750		1.38		dir		0.69		0.09

				Lab Assistant & Support Staff		1		4600		0.552		dir		0.552		0.072		0.552

				Total Salary Bill						15.672

										4.416

										Year		Principle		EYI		Interest		Principle

										1		27.00		4.78		3.24		1.54

										2		25.46		4.78		3.06		1.72

										3		23.74		4.78		2.85		1.93

										4		21.80		4.78		2.62		2.16

										5		19.64		4.78		2.36		2.42

										6		17.22		4.78		2.07		2.71

										7		14.50		4.78		1.74		3.04

										8		11.46		4.78		1.38		3.40

										9		8.06		4.78		0.97		3.81

										10		4.25		4.78		0.51		4.27
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Sensitivity test

				A Pack of Tankawang 300 Ml Net Content

				Cost Components		Purpose		Cost (in Rs)

				Whey		Basic Raw Material		0.1

				Acid		For Tanginess		0.06

				Sugar		Partial Sweetening agent		0.2

				Flavor		Taste and appeal		0.15

				Packaging Supreme		For distribution		1.25

				Culturing Expenses				0.75

				Other Expenses (inc. Overheads)				1

				Total Cost				3.51

				Markup				5.65

				Selling and distribution		Transportation/wastage etc		0.35

				Other Promotional expenses		Advertisement/banners/ pamphlets		0.4

				Retailer commission (Supreme)				2

				Cost to consumer				11.91

				Unit sold		3500		7.5

				Unit sold		600		11

				Year		2004		2005		2006		2007		2008		2009

				Unit sold Natural		4000		4800		5760		7488		9734.4		12654.72

								20%		20%		30%		30%		30%

						0		0		0		0		2500		3250

				Price		7.5		7.5		7.5		8		8		8.5

				Total Sales		108		129.6		155.52		215.6544		352.35072		486.684432

				Unit Sold Supreme						1000		1200		1440		1800

												20%		20%		25%

				Price						12		12		13		13

				Total Sales						43.2		51.84		67.392		84.24

				Sales Revenue		108		129.6		198.72		267.4944		419.74272		570.924432

				Expenditures

				Raw Materials

				Whey		2.16		2.64		3.17		4.12		5.36		6.97

				Acid		1.73		2.14		2.56		3.33		4.33		5.63

				Sugar		3.60		4.54		5.44		7.08		9.20		11.96

				Flavor		1.44		1.80		2.16		2.80		3.64		4.74

				Packaging Normal		11.52		14.52		17.42		22.64		29.44		38.27

						20.45		25.63		30.75		39.98		51.97		67.57

				Packaging Supreme		0		0		0		1.94		2.33		2.92

				Culture expense								3.24		4.08		4.86

				Total raw matl expense		20.45		25.63		30.75		45.16		58.39		75.34

				Other Expenses (inc. Overheads)		7.20		9.07		10.89		28.30		36.80		47.83

				Other Expense (Supreme)								2.16		2.59		3.24

				Total Manufacturing Expense		27.65		34.70		41.64		75.63		97.78		126.42

				Employee Cost		11.64		12.80		15.67		17.24		18.96		20.86				1.2

				Additional Sales Expense										20.74		25.92

				Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

				Other contigency expenses		2.16		2.59		3.97		5.35		8.39		11.42

				COGS		43.45		52.20		63.49		100.53		148.30		187.17

				Additional Expenses

				Selling and distribution		7		8		9		12		14		14						0.0958333333

				Selling and distribution (Intercity)										10		14

				Promotional Expense		16.2		15.552		23.8464		26.74944		41.974272		57.0924432						144000

				Retailer commission (Natural)		21.60		25.92		31.10		40.44		52.57		68.34						1440

				Retailer commission (Supreme)								8.76		10.51		13.14

				Total Aditional Expenses		44.8		49.472		63.9504		87.94464		129.052032		166.5679312

				PBDIT		19.75		27.93		71.28		79.02		142.39		217.19

				Operating Profit Margin %		18.29		21.55		35.87		29.54		33.92		38.04

				Depreciation		2.30		2.30		2.30		2.80		2.80		2.80

				PBIT		17.45		25.63		68.98		76.22		139.59		214.39

				Interest		4.5		4.28		4.06		3.77		3.44		3.06

				PBT		12.95		21.35		64.92		72.45		136.15		211.33

				Tax @ 30%		3.89		6.41		19.48		21.73		40.85		63.40

				PAT		9.07		14.95		45.45		50.71		95.31		147.93

						9.07		24.01		69.46		120.17		215.48		363.41

						NPV		$152.14						45.45

				Designations		Number of Employees		CTC/Month		CTC/Year (Lakhs)

				Business Manager		1		15000		1.8

				Executive Operations		1		10000		1.2

				Executive Sales & Marketing		1		10000		1.2

				Production		1		8500		1.02

				Maintenance		1		8500		1.02

				QA		1		8500		1.02

				Sales Officers		3		8500		3.06

				Worker		3		3000		1.08

				Foreman		1		3000		0.36

				Lab Chemist		1		4500		0.54

				Total Salary Bill						12.3

				-30		7.55		12.93		17.89		53.88		73.41		116.08				0

				68%

																				0

								0.2430555556

										Year		Principle		EYI		Interest		Principle

										1		27.00		4.78		3.24		1.54

										2		25.46		4.78		3.06		1.72

										3		23.74		4.78		2.85		1.93

										4		21.80		4.78		2.62		2.16

										5		19.64		4.78		2.36		2.42

										6		17.22		4.78		2.07		2.71

										7		14.50		4.78		1.74		3.04

										8		11.46		4.78		1.38		3.40

										9		8.06		4.78		0.97		3.81

										10		4.25		4.78		0.51		4.27		27.0250520071

				Cost Analysis		2004		2005		2006		2007		2008		2009

				Raw materials		20.45		25.63		30.75		45.16		58.39		75.34										0.00		0.00

				Direct labour		2.88		2.88		2.88		4.416		4.416		4.416										12		13

				Direct Overheads		1.5		1.5		1.5		1.5		1.5		1.5										1.5		1.5

				Manufacturing Expenses		7.20		9.07		10.89		30.46		39.39		51.07										0.00		0.00

				Total Direct Cost		32.03		39.08		46.02		81.54		103.69		132.33										13.50		14.50

				Operational Indirect		4.16		4.69		6.18		7.67		10.83		13.97										0.00		0.00

				Management/Administration		8.76		9.92		12.79		12.82		35.28		42.36										-2.00		-2.00

				Selling & Distribution		44.80		49.47		63.95		87.94		129.05		166.57										0.00		0.00

				Interest		4.5		4.2783657187		4.0567314373		3.7686068716		3.437263621		3.0562188829										0		0

				Total Indirect Cost		62.22		68.37		86.98		112.20		178.60		225.96										-2.00		-2.00

				Total Cost		94.25		107.45		133.00		193.75		282.29		358.29										11.50		12.50

						12.95		21.35		64.92		72.45		136.15		211.33

						107.20		128.80		197.92		266.19		418.44		569.62

				Cash Flow Statement

										All figs in Lacs Rs

				Year		2004		2005		2006		2007		2008		2009

				PAT		9.07		14.95		45.45		50.71		95.31		147.93

				Interest		4.50		4.28		4.06		3.77		3.44		3.06

				Depreciation		2.30		2.30		2.30		2.80		2.80		2.80

				Less CapEx.				0		0		5		0		0

				Less Incremental Working Capital		0.00		1.02		2.12		3.63		5.22		5.94

				Free cash flow to the firm		15.87		20.51		49.68		48.65		96.33		147.85

				Sensitivity Analysis

						FCFF

				Sales

				5% less growth		119.04

				10% less		90.77

				Natural 5%less, Supreme 5% less		114.9

				Raw matl exp

				Whey  Rs .25/ Ltr		147.1

				Rs 0 / ltr		155.22
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keyinput

				A Pack of Tankawang 300 Ml Net Content

				Cost Components		Purpose		Cost (in Rs)

				Whey		Basic Raw Material		0.1

				Acid		For Tanginess		0.06

				Sugar		Partial Sweetening agent		0.2

				Flavor		Taste and appeal		0.15

				Packaging Supreme		For distribution		1.25

				Culturing Expenses				0.84

				Other Expenses (inc. Overheads)				1

				Total Cost				3.6

				Markup				5.65

				Selling and distribution		Transportation/wastage etc		0.35

				Other Promotional expenses		Advertisement/banners/ pamphlets		0.4

				Retailer commission (Supreme)				2

				Cost to consumer				12

				Unit sold		3500		7.5

				Unit sold		600		11

				Year		2004		2005		2006		2007		2008		2009

				Unit sold Natural

				Delhi		6000.0		7200.0		8640.0		11232.0		14601.6		18982.1

				Growth in sales in Delhi				0.2		0.2		0.3		0.3		0.3

				Panipat and Karnal		0.0		0.0		0.0		0.0		4500.0		5850.0

				Sales Price		5.0		5.0		5.0		5.5		5.5		6.0

				Total Sales		108.0		129.6		155.5		222.4		378.2		536.4				4500

				Unit Sold Supreme In Delhi						1000.0		1200.0		1440.0		1800.0

												0.2		0.2		0.3

				Sales Price						12.0		12.0		12.0		12.0

				Total Sales						43.2		51.8		62.2		77.8

				Sales Revenue		108.0		129.6		198.7		274.2		440.4		614.1

						108.0		129.6		198.7		267.5		434.1		590.8

				Expenditures																1.44

				Raw Materials

				Whey		1.44		1.73		2.07		2.70		3.50		4.56

				Acid		1.15		1.38		1.66		2.16		2.80		3.64

				Sugar		3.60		4.32		5.18		6.74		8.76		11.39

				Flavor		1.44		1.73		2.07		2.70		3.50		4.56

				Packaging Normal		11.52		13.82		16.59		21.57		28.04		36.45

						19.15		22.98		27.58		35.85		46.61		60.59

				Packaging Supreme		0		0		0		5.40		6.48		8.10

				Culture expense								3.63		4.57		5.44

				Total raw material expense		19.15		22.98		27.58		44.88		57.66		74.13

				Other Expenses (inc. Overheads)		7.20		8.99		10.78		14.02		18.22		23.69

				Other Expense (Supreme)								4.32		5.39		6.74

				Total Manufacturing Expense		26.35		31.97		38.36		63.22		81.27		104.56

				Employee Cost		11.64		12.80		15.67		17.24		18.96		20.86				1.2

				Additional Sales Expense										15.55		20.74				0.7666666667

				Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

				Other contigency expenses		2.16		2.59		3.97		5.48		8.81		12.28

				COGS		42.15		49.46		60.21		88.26		127.03		160.99

				Additional Expenses

				Selling and distribution		7.00		8.00		9.00		12.00		14.00		14.00						0.0958333333

				Selling and distribution (Intercity)										10.00		14.00

				Promotional Expense		16.20		15.55		23.85		27.42		44.04		61.41						144000

				Retailer commission (Natural)		21.60		25.92		31.10		40.44		52.57		68.34						1440

				Retailer commission (Supreme)								8.76		10.51		13.14

				Total Aditional Expenses		44.80		49.47		63.95		88.62		131.12		170.89

				PBDIT		21.05		30.66		74.56		97.36		182.27		282.25

				Operating Profit Margin %		19.49		23.66		37.52		35.50		41.39		45.96

				Depreciation		2.30		2.30		2.30		2.80		2.80		2.80

				PBIT		18.75		28.36		72.26		94.56		179.47		279.45

				Interest		4.50		4.28		4.06		3.77		3.44		3.06

				PBT		14.25		24.09		68.20		90.79		176.03		276.39

				Tax @ 30%		4.27		7.23		20.46		27.24		52.81		82.92

				PAT		9.97		16.86		47.74		63.55		123.22		193.48

						9.97		26.83		74.57		138.13		261.35		454.82

						NPV		$194.89						47.74

				Designations		Number of Employees		CTC/Month		CTC/Year (Lakhs)

				Business Manager		1		15000		1.8

				Executive Operations		1		10000		1.2

				Executive Sales & Marketing		1		10000		1.2

				Production		1		8500		1.02

				Maintenance		1		8500		1.02

				QA		1		8500		1.02

				Sales Officers		3		8500		3.06

				Worker		3		3000		1.08

				Foreman		1		3000		0.36

				Lab Chemist		1		4500		0.54

				Total Salary Bill						12.3

				-30		7.55		12.93		17.89		53.88		73.41		116.08				0

				68%

																				0

								0.2430555556

										Year		Principle		EYI		Interest		Principle

										1		27.00		4.78		3.24		1.54

										2		25.46		4.78		3.06		1.72

										3		23.74		4.78		2.85		1.93

										4		21.80		4.78		2.62		2.16

										5		19.64		4.78		2.36		2.42

										6		17.22		4.78		2.07		2.71

										7		14.50		4.78		1.74		3.04

										8		11.46		4.78		1.38		3.40

										9		8.06		4.78		0.97		3.81

										10		4.25		4.78		0.51		4.27		27.0250520071

				Cost Analysis		2004		2005		2006		2007		2008		2009

				Raw materials		19.15		22.98		27.58		44.88		57.66		74.13										0.00		0.00

				Direct labour		2.88		2.88		2.88		4.416		4.416		4.416										12		13

				Direct Overheads		2.30		2.30		2.30		2.80		2.80		2.80										1.5		1.5

				Process Expenses		7.20		8.99		10.78		18.34		23.61		30.43										0.00		0.00

				Total Direct Cost		31.53		37.15		43.54		70.43		88.49		111.78										13.50		14.50

				Operational Indirect		4.16		4.69		6.18		7.80		11.24		14.84										0.00		0.00

				Management/Administration		8.76		9.92		12.79		12.82		30.10		37.18				0.82						-2.00		-2.00

				Selling & Distribution		44.80		49.47		63.95		88.62		131.12		170.89										0.00		0.00

				Interest		4.50		4.28		4.06		3.77		3.44		3.06										0		0

				Total Indirect Cost		62.22		68.37		86.98		113.01		175.90		225.96										-2.00		-2.00

				Total Cost		93.75		105.51		130.52		183.45		264.39		337.74										11.50		12.50

						14.25		24.09		68.20		90.79		176.03		276.39

						108.00		129.60		198.72		274.23		440.42		614.13

				Cash Flow Statement

										All figs in Lacs Rs

				Year		2004		2005		2006		2007		2008		2009

				PAT		9.97		16.86		47.74		63.55		123.22		193.48

				Interest		4.50		4.28		4.06		3.77		3.44		3.06

				Depreciation		2.30		2.30		2.30		2.80		2.80		2.80

				Less CapEx.				0		0		5		0		0

				Less Incremental Working Capital		0.00		1.02		2.12		3.63		5.22		5.94

				Free cash flow to the firm		16.77		22.42		51.98		61.49		124.24		193.40

				Sensitivity Analysis

				Sales

				Raw matl exp
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Free cash flow to the firm
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Working capital
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Balance sheet

		

						4000

				Key Input Cost

																				1050

				Key Input		Rate		Quantity		Total Cost		Cost Per Pack								344850000

				Labour		100		3		300		0.075

				Power

				Heating		4		100		400		0.1

				Stirring		4		2.5		10		0.0025

				Refrigeration						180		0.045								95791666.6666667

				Cold Storage						100		0.025								95.7916666667

				Additional Expenses						112		0.028

										802		0.2005								88000

												0.476								29.3333333333

																				180

								5.7744

																				344850						0.25

																				95791.6666666667

																										1015

																		3333.3333333333

																				0.75





						108		129.6		155.52		215.6544		280.35072		387.234432

						Market segmentation based on age profiles																43.2		51.84		67.392		84.24

				Age Groups		2004		2005		2006		2007		2008		2009				Age Groups		2006		2007		2008		2009

				10-18		38		45		57		78		101		140				10-18		2		3		3		4

				18-30		54		65		82		113		150		206				18-30		4		5		10		13

				30-50		12		14		34		44		58		76				30-50		17		21		27		34

				above 50		4		5		26		32		38		49				above 50		19		23		27		34

						108		130		199		267		348		471						43.2		51.8		67		84

						0.35		0.5		0.11		0.04

						0.3500		0.5000		0.1100		0.0400

						Market Segmentation bsed on user profiles

				Product Use		2004		2005		2006		2007		2008		2009				Age Groups		2006		2007		2008		2009

				Health consious people		38		45		65		88		115		157				Health consious people		11		13		17		21

				Non cola drinkers		16		19		30		40		56		75				Non cola drinkers		6		8		13		17

				Domestic Consumer		11		13		20		27		35		47				Domestic Consumer		4		5		7		8

				Therapeutic consumer		11		13		35		45		55		72				Therapeutic consumer		19		23		27		34

				Travellers		32		39		49		67		87		120				Travellers		2		3		3		4

																						43		52		67		84

						108		130		199		267		348		471

																				0.25		0.15		0.1		0.45		0.05

						0.35		0.15		0.1		0.1		0.3

																				0.25		0.2		0.1		0.4		0.05

						Sales Forcast

				Product Types		2004		2005		2006		2007		2008		2009

				Tankawang Natural		108		130		156		216		280		387

				Tankawang Supreme						43.2		51.8		67		84

				Total Sales Forcasted		108		130		199		267		348		471
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Market Distribution Among User Group

Therapeutic consumer
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Market Distribution Among Age Groups



		

						Years		2004		2005		2006		2007		2008		2009

						Functions

						Direct

						Workman		2		2		2		3		3		3

						Foreman		2		2		2		2		2		2

						Lab Chemists		1		1		1		2		2		2

						Total Direct		5		5		5		7		7		7

						Indirect

						Executive Production		1		1		1		1		1		1

						Executive Marketing		1		1		1		1		1		1

						Sales Officers		3		3		3		4		4		4

						Business Manager		1		1		1		1		1		1

						Total Indirect		6		6		6		7		7		7

						Grand Total		11		11		11		14		14		14





		

						Cost Components		Purpose		Cost (in Rs)

						Whey		Basic Raw Material		0.2

						Acid		For Tanginess		0.15

						Sugar		Partial Sweetening agent		0.2

						Flavor		Taste and appeal		0.2

						Packaging		For distribution		1.5

						Culturing Expenses				1

						Other Expenses (inc. Overheads)				0.55

						Total Cost				3.8

						Markup				5.15

						Selling and distribution		Transportation/wastage etc		0.25

						Other Promotional expenses		Advertisement/banners/ pamphlets		0.3

						Retailer commission				1.5

						Cost to consumer				11

						Expense Heads		2004		2005		2006		2007		2008		2009

						Total Manufacturing Expense		26.35		31.97		38.36		63.22		81.27		104.56

						Employee Cost		11.64		12.80		15.67		17.24		18.96		20.86

						Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

						Other contigency expenses		2.16		2.59		3.97		5.48		8.81		12.28

						Total Aditional Expenses		44.8		49.472		63.9504		88.61856		131.119728		170.8887808

						Depreciation		2.30		2.30		2.30		2.80		2.80		2.80

						Interest		4.5		4.2783657187		4.0567314373		3.7686068716		3.437263621		3.0562188829

						Tax @ 30%		4.27		7.23		20.46		27.24		52.81		82.92

						Total		98.03		112.74		150.98		210.68		301.64		399.92

						Expense Heads

						Total Manufacturing Expense		26.88		28.36		25.41		30.01		26.94		26.15

						Employee Cost		11.87		11.36		10.38		8.18		6.29		5.22

						Maintenance		2.04		1.86		1.46		1.10		0.81		0.64

						Other contigency expenses		2.20		2.30		2.63		2.60		2.92		3.07

						Distribution and Selling expenses		45.70		43.88		42.36		42.06		43.47		42.73

						Depreciation		2.35		2.04		1.52		1.33		0.93		0.70

						Interest		4.59		3.79		2.69		1.79		1.14		0.76

						Tax @ 30%		4.36		6.41		13.55		12.93		17.51		20.73

								100.00		100.00		100.00		100.00		100.00		100.00

						Functions		No.of Personals

								2004		2005		2006		2007		2008		2009

						Direct

						Workman		2		2		2		3		3		3

						Foreman		2		2		2		2		2		2

						Lab Chemists		1		1		1		2		2		2

						Total Direct		5		5		5		7		7		7

						Indirect

						Executive Production		1		1		1		1		1		1

						Executive Marketing		1		1		1		1		1		1

						Sales Officers		3		3		3		4		4		4

						Business Manager		1		1		1		1		1		1

						Total Indirect		6		6		6		7		7		7

						Grand Total		11		11		11		14		14		14





		0		0		0		0		0		0		0		0

		0		0		0		0		0		0		0		0

		0		0		0		0		0		0		0		0

		0		0		0		0		0		0		0		0

		0		0		0		0		0		0		0		0

		0		0		0		0		0		0		0		0



Total Manufacturing Expense

Employee Cost

Maintenance

Other contigency expenses

Distribution and Selling expenses

Depreciation

Interest

Tax @ 30%

27.0856416908

11.9640584882

2.0556801526

2.2201345648

46.0472354185

1.5417601145

4.3683203243

4.7171692462

29.3090789727

11.3352541248

1.8591091582

2.2946718753

43.7970706077

1.327935113

3.7624828202

6.314397328

26.3049615448

9.9199536363

1.4599851667

2.631548774

42.3431453091

0.9931871883

2.8140303667

13.5331880141

34.189079885

7.703320971

1.0822146502

2.5006920076

41.1078621378

0.7011432784

1.9865726221

10.7291144479

31.4614063504

6.0324186208

0.8089533927

2.7935051539

42.9438676767

0.4991459686

1.4142469111

14.0464559258

31.0655414

5.0687222025

0.6488243385

2.9024133688

42.339140106

0.381278135

1.0802880492

16.5137924001



		

										2004		2005		2006		2007		2008		2009

						Inventories

						Raw Materials

						Whey		2 days		0.008		0.010		0.012		0.015		0.020		0.026

						Other raw materials		2 months		1.056		1.280		1.537		1.997		2.597		3.376

						Work in Progress				0		0		0		0		0		0

						Finished Goods				0		0		0		0		0		0

						Sundry Creditors		3 days		0		0		0		0		0		0

						Sundry Debtors		7 days		1.400		1.680		2.016		3.145		5.451		6.201

						Raw materials consumed				26.50		32.89		39.47		51.31		66.71		86.72

						Cost of goods sold				41.58		49.53		59.42		74.10		93.71		116.51

						Gross sales				72		86.4		103.68		161.7408		280.35072		318.898944

						No.

						Working Capital- Forecast

																All figs in Lacs Rs

										2004		2005		2006		2007		2008		2009

						Inventories				3.14		3.76		4.58		6.88		8.98		11.67

						Raw Materials

						Whey		2 days		0.01		0.01		0.01		0.01		0.02		0.03

						Other raw materials		2 months		1.03		1.24		1.49		1.93		2.51		3.26

						Packaging matl		2 months		1.92		2.30		2.76		4.49		5.75		7.42

						Work in Progress		0.5 days		0.03		0.03		0.04		0.06		0.08		0.10

						Finished Goods		0.5 days		0.15		0.18		0.28		0.38		0.61		0.85

						Sundry Creditors		3 days		0.16		0.19		0.23		0.37		0.48		0.62

						Sundry Debtors		7 days		2.10		2.52		3.86		5.33		8.56		11.94

						Raw materials consumed				19.15		22.98		27.58		44.88		57.66		74.13

						Cost of goods sold				42.15		49.46		60.21		88.26		127.03		160.99

						Gross sales				108.00		129.60		198.72		274.23		440.42		614.13

						Net working capital				5.08		6.09		8.21		11.84		17.06		22.99

						Change in working cap				0.00		1.02		2.12		3.63		5.22		5.94

						Working cap/sales				4.70%		4.70%		4.13%		4.32%		3.87%		3.74%





						Balance Sheet- Forecast

																		All figs in Lacs Rs

												2004		2005		2006		2007		2008		2009

						Sources of Funds

						Owners equity						5.00		5.00		5.00		5.00		5.00		5.00

						Reserves & Surplus						9.97		16.86		47.74		63.55		123.22		193.48

						Loans

						Secured						30.00		28.52		26.82		24.90		22.69		20.15

						unsecured						0.00		0.00		0.00		0.00		0.00		0.00

						Total funds employed						44.97		50.38		79.56		93.45		150.92		218.63

						Uses of Funds

						Fixed Assets

						Gross Block						23.00		23.00		23.00		28.00		28.00		28.00

						Depreciation				10%		2.30		2.30		2.30		2.80		2.80		2.80

						Net Block						20.70		18.40		16.10		18.30		15.50		12.70

						Net Current Assets

						Current assets

						Inventories						3.14		3.76		4.58		6.88		8.98		11.67

						Sundry Debtors						2.10		2.52		3.86		5.33		8.56		11.94

						Cash & Bank Bal						34.08		38.41		62.89		72.86		122.90		184.40

						Current Liabilities

						Sundry Creditors						0.16		0.19		0.23		0.37		0.48		0.62

						Other Current liabilities						0.50		0.50		3.00		3.00		5.00		5.00

						Provisions						5.00		5.00		5.00		5.00		5.00		5.00

						Total Net Assets						44.97		50.38		79.56		93.45		150.92		218.63

										Loan Repayment Schedule

										Year		Principle		EYI		Interest		Principle

										1		30.00		5.20		3.60		1.60

										2		28.40		5.20		3.41		1.79

										3		26.61		5.20		3.19		2.01

										4		24.60		5.20		2.95		2.25

										5		22.35		5.20		2.68		2.52

										6		19.84		5.20		2.38		2.82

										7		17.02		5.20		2.04		3.16

										8		13.86		5.20		1.66		3.54

										9		10.32		5.20		1.24		3.96

										10		6.36		5.20		0.76		4.44

												Interest rate charged				15.00%

										Year		Prin. Outstd		Int. Repaid		EYI		Prin. Paid

										1		30		4.5		5.98		1.48

										2		28.52		4.28		5.98		1.70

										3		27.04		4.06		5.98		1.92

										4		25.12		3.77		5.98		2.21

										5		22.92		3.44		5.98		2.54

										6		20.37		3.06		5.98		2.92

										7		17.45		2.62		5.98		3.36

										8		14.09		2.11		5.98		3.86

										9		10.23		1.53		5.98		4.44

										10		5.79		0.87		5.98		5.11

																		29.32
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Ratio analysis-BEven

		

		Years		2004		2005		2006		2007		2008		2009

		NPM		9.23		13.01		24.02		23.17		27.98		31.50

		ROCE		41.69		56.30		90.82		101.18		118.92		127.82

		OPM		19.49		23.66		37.52		35.50		41.39		45.96

		Break even Analysis

										2004		2005		2006		2007		2008		2009

				(400000/5)						0.8		0.8		0.8		0.8		0.8		0.8

										4.50		4.28		4.06		3.77		3.44		3.06

										8.76		8.76		8.76		8.76		8.76		8.76

										14.06		13.84		13.62		13.33		13.00		12.62

				Natural						3.62		3.62		3.62		3.62		3.62		3.62

				Supreme												5.65		5.65		5.65

																0.552		0.552		0.552

						Lac units pa				3.88		3.82		3.76		3.68		3.59		3.49

				Natural		units per day				1079		1062		1045		1023		997		968

				Supreme												27		27		27

		Payback Period

				Cost of Capital				15%

				Investments		Interest		PAT		PV of PAT

				30		4.5		9.97		9.9736		9.9736

				0		4.28		16.86		14.6608208669		24.6344208669

				0		4.06		47.74		36.0982291069		60.7326499738

				5		3.77		63.55		18830.1931229245		18890.9257728983

				0		3.44		123.22		70.4533715619		18961.3791444602

				0		3.06		193.48		96.191819536		19057.5709639962

				$79.18

						Between 2~3 years





Sheet1

				Costing of a Pack of Tankawang 300 Ml Net Content

				Cost Components		Purpose		Cost (in Rs)

				Whey		Basic Raw Material		0.10		0.07

				Acid		For Tanginess		0.08		0.05

				Sugar		Partial Sweetening agent		0.25		0.17

				Flavor		Taste and appeal		0.10		0.07

				Packaging		For distribution		0.80		0.53

				Other Expenses (inc. Overheads)				0.50		0.33																														Year  of Operations		Expected Revenue (in Lacs Rs)

				Total Cost				1.83		1.22																														2003		86

										0.00																														2004		104

				Markup				3.62		2.41																														2005		124

				Selling and distribution		Transportation/wastage etc		0.25		0.17																														2006		172

				Other Promotional expenses		Advertisement/banners/ pamphlets		0.30		0.20																														2007		223

				Retailer commission				1.50		1.00																														2008		308

				Cost to consumer				7.50		5.00

				Unit sold		3200		7.5				48000								0.014

				Unit sold		600		11												0.42

				Year		2003		2004		2005		2006		2007		2008

				Unit sold		4000		4800		5760		7488		9734.4		12654.72				960

								20%		20%		30%		30%		30%				3.456

				Price		5		5		5		6		8		7

				Sales Revenue		72		86.4		103.68		161.7408		280.35072		318.898944

				Expenditures

				Raw Materials

				Whey		1.44		1.76		2.12		2.75		3.57		4.65

				Acid		1.15		1.41		1.69		2.20		2.86		3.72				2.88

				Sugar		3.74		4.49		5.39		7.01		9.11		11.84

				Flavor		1.44		1.78		2.14		2.78		3.61		4.69

				Packaging		11.52		14.38		17.25		22.43		29.16		37.90

				Other Expenses (inc. Overheads)		7.20		9.07		10.89		14.15		18.40		23.92

				Total Raw Material Expense		26.50		32.89		39.47		51.31		66.71		86.72

				Employee Cost		11.64		12.80		15.67		17.24		18.96		20.86				1.2

				Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

				Other contigency expenses		1.44		1.73		2.07		3.23		5.61		6.38

				COGS		41.58		49.53		59.42		74.10		93.71		116.51

				Additional Expenses

				Selling and distribution		5		5		6		6		8		9

				Promotional Expense		6		7		7		8		10		10

				Retailer commission		21.60		25.92		31.10		40.44		52.57		68.34

				Total Aditional Expenses		32.6		37.92		44.104		54.4352		70.56576		87.335488

				PBDIT		-2.18		-1.05		0.15		33.20		116.07		115.05

				Operating Profit Margin %		-3.02		-1.21		0.15		20.53		41.40		36.08

				Depreciation		1.33		1.33		1.33		1.54		1.54		1.54

				PBIT		-3.51		-2.38		-1.18		31.66		114.53		113.51

				Interest		3.24		3.06		2.85		2.62		2.36		2.07

				PBT		-6.75		-5.44		-4.03		29.04		112.17		111.44

				Tax @ 30%		-2.02		-1.63		-1.21		8.71		33.65		33.43

				PAT		-4.72		-3.81		-2.82		20.33		78.52		78.01

						15		22		33		45		70		94

										PAT

				Designations		Number of Employees		CTC/Month (Lakhs)		CTC/Year (Lakhs)						1.54

				Business Manager		1		16000		1.92				1.92

				Executive Operations		1		10000		1.2				1.2

				Executive Sales & Marketing		1		10000		1.2				1.2

				Executive Quality Assurance		1		10000		1.2				1.2

				Sales Officers		3		9000		3.24				1.08

				Worker (temp)		3		3000		1.08		dir		0.36

				Foreman		2		3000		0.72		dir		0.36

				Lab Chemist		1		5000		0.6		dir		0.6

				Lab Assistant & Support		1		4000		0.48		dir		0.48

				Total Salary Bill						11.64

										2.88

				Designations		Number of Employees		CTC/Month (Lakhs)		CTC/Year (Lakhs)

				Business Manager		1		19200		2.304				2.304		0.384

				Executive Operations		1		12000		1.44				1.44		0.24

				Executive Sales & Marketing		1		12000		1.44				1.44		0.24

				Executive Quality Assurance		1		12000		1.44				1.44		0.24

				Sales Officers		4		10800		5.184				1.296		0.216

				Worker (temp)		4		3450		1.656		dir		0.414		0.054		0.414

				Foreman		2		3450		0.828		dir		0.414		0.054

				Lab Chemist		2		5750		1.38		dir		0.69		0.09

				Lab Assistant & Support Staff		1		4600		0.552		dir		0.552		0.072		0.552

				Total Salary Bill						15.672

										4.416

										Year		Principle		EYI		Interest		Principle

										1		27.00		4.78		3.24		1.54

										2		25.46		4.78		3.06		1.72

										3		23.74		4.78		2.85		1.93

										4		21.80		4.78		2.62		2.16

										5		19.64		4.78		2.36		2.42

										6		17.22		4.78		2.07		2.71

										7		14.50		4.78		1.74		3.04

										8		11.46		4.78		1.38		3.40

										9		8.06		4.78		0.97		3.81

										10		4.25		4.78		0.51		4.27





Monthlytrend
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Sensitivity test

				A Pack of Tankawang 300 Ml Net Content

				Cost Components		Purpose		Cost (in Rs)

				Whey		Basic Raw Material		0.1

				Acid		For Tanginess		0.06

				Sugar		Partial Sweetening agent		0.2

				Flavor		Taste and appeal		0.15

				Packaging Supreme		For distribution		1.25

				Culturing Expenses				0.75

				Other Expenses (inc. Overheads)				1

				Total Cost				3.51

				Markup				5.65

				Selling and distribution		Transportation/wastage etc		0.35

				Other Promotional expenses		Advertisement/banners/ pamphlets		0.4

				Retailer commission (Supreme)				2

				Cost to consumer				11.91

				Unit sold		3500		7.5

				Unit sold		600		11

				Year		2004		2005		2006		2007		2008		2009

				Unit sold Natural		4000		4800		5760		7488		9734.4		12654.72

								20%		20%		30%		30%		30%

						0		0		0		0		2500		3250

				Price		7.5		7.5		7.5		8		8		8.5

				Total Sales		108		129.6		155.52		215.6544		352.35072		486.684432

				Unit Sold Supreme						1000		1200		1440		1800

												20%		20%		25%

				Price						12		12		13		13

				Total Sales						43.2		51.84		67.392		84.24

				Sales Revenue		108		129.6		198.72		267.4944		419.74272		570.924432

				Expenditures

				Raw Materials

				Whey		2.16		2.64		3.17		4.12		5.36		6.97

				Acid		1.73		2.14		2.56		3.33		4.33		5.63

				Sugar		3.60		4.54		5.44		7.08		9.20		11.96

				Flavor		1.44		1.80		2.16		2.80		3.64		4.74

				Packaging Normal		11.52		14.52		17.42		22.64		29.44		38.27

						20.45		25.63		30.75		39.98		51.97		67.57

				Packaging Supreme		0		0		0		1.94		2.33		2.92

				Culture expense								3.24		4.08		4.86

				Total raw matl expense		20.45		25.63		30.75		45.16		58.39		75.34

				Other Expenses (inc. Overheads)		7.20		9.07		10.89		28.30		36.80		47.83

				Other Expense (Supreme)								2.16		2.59		3.24

				Total Manufacturing Expense		27.65		34.70		41.64		75.63		97.78		126.42

				Employee Cost		11.64		12.80		15.67		17.24		18.96		20.86				1.2

				Additional Sales Expense										20.74		25.92

				Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

				Other contigency expenses		2.16		2.59		3.97		5.35		8.39		11.42

				COGS		43.45		52.20		63.49		100.53		148.30		187.17

				Additional Expenses

				Selling and distribution		7		8		9		12		14		14						0.0958333333

				Selling and distribution (Intercity)										10		14

				Promotional Expense		16.2		15.552		23.8464		26.74944		41.974272		57.0924432						144000

				Retailer commission (Natural)		21.60		25.92		31.10		40.44		52.57		68.34						1440

				Retailer commission (Supreme)								8.76		10.51		13.14

				Total Aditional Expenses		44.8		49.472		63.9504		87.94464		129.052032		166.5679312

				PBDIT		19.75		27.93		71.28		79.02		142.39		217.19

				Operating Profit Margin %		18.29		21.55		35.87		29.54		33.92		38.04

				Depreciation		2.30		2.30		2.30		2.80		2.80		2.80

				PBIT		17.45		25.63		68.98		76.22		139.59		214.39

				Interest		4.5		4.28		4.06		3.77		3.44		3.06

				PBT		12.95		21.35		64.92		72.45		136.15		211.33

				Tax @ 30%		3.89		6.41		19.48		21.73		40.85		63.40

				PAT		9.07		14.95		45.45		50.71		95.31		147.93

						9.07		24.01		69.46		120.17		215.48		363.41

						NPV		$152.14						45.45

				Designations		Number of Employees		CTC/Month		CTC/Year (Lakhs)

				Business Manager		1		15000		1.8

				Executive Operations		1		10000		1.2

				Executive Sales & Marketing		1		10000		1.2

				Production		1		8500		1.02

				Maintenance		1		8500		1.02

				QA		1		8500		1.02

				Sales Officers		3		8500		3.06

				Worker		3		3000		1.08

				Foreman		1		3000		0.36

				Lab Chemist		1		4500		0.54

				Total Salary Bill						12.3

				-30		7.55		12.93		17.89		53.88		73.41		116.08				0

				68%

																				0

								0.2430555556

										Year		Principle		EYI		Interest		Principle

										1		27.00		4.78		3.24		1.54

										2		25.46		4.78		3.06		1.72

										3		23.74		4.78		2.85		1.93

										4		21.80		4.78		2.62		2.16

										5		19.64		4.78		2.36		2.42

										6		17.22		4.78		2.07		2.71

										7		14.50		4.78		1.74		3.04

										8		11.46		4.78		1.38		3.40

										9		8.06		4.78		0.97		3.81

										10		4.25		4.78		0.51		4.27		27.0250520071

				Cost Analysis		2004		2005		2006		2007		2008		2009

				Raw materials		20.45		25.63		30.75		45.16		58.39		75.34										0.00		0.00

				Direct labour		2.88		2.88		2.88		4.416		4.416		4.416										12		13

				Direct Overheads		1.5		1.5		1.5		1.5		1.5		1.5										1.5		1.5

				Manufacturing Expenses		7.20		9.07		10.89		30.46		39.39		51.07										0.00		0.00

				Total Direct Cost		32.03		39.08		46.02		81.54		103.69		132.33										13.50		14.50

				Operational Indirect		4.16		4.69		6.18		7.67		10.83		13.97										0.00		0.00

				Management/Administration		8.76		9.92		12.79		12.82		35.28		42.36										-2.00		-2.00

				Selling & Distribution		44.80		49.47		63.95		87.94		129.05		166.57										0.00		0.00

				Interest		4.5		4.2783657187		4.0567314373		3.7686068716		3.437263621		3.0562188829										0		0

				Total Indirect Cost		62.22		68.37		86.98		112.20		178.60		225.96										-2.00		-2.00

				Total Cost		94.25		107.45		133.00		193.75		282.29		358.29										11.50		12.50

						12.95		21.35		64.92		72.45		136.15		211.33

						107.20		128.80		197.92		266.19		418.44		569.62

				Cash Flow Statement

										All figs in Lacs Rs

				Year		2004		2005		2006		2007		2008		2009

				PAT		9.07		14.95		45.45		50.71		95.31		147.93

				Interest		4.50		4.28		4.06		3.77		3.44		3.06

				Depreciation		2.30		2.30		2.30		2.80		2.80		2.80

				Less CapEx.				0		0		5		0		0

				Less Incremental Working Capital		0.00		1.02		2.12		3.63		5.22		5.94

				Free cash flow to the firm		15.87		20.51		49.68		48.65		96.33		147.85

				Sensitivity Analysis

						FCFF

				Sales

				5% less growth		119.04

				10% less		90.77

				Natural 5%less, Supreme 5% less		114.9

				Raw matl exp

				Whey  Rs .25/ Ltr		147.1

				Rs 0 / ltr		155.22





Sensitivity test
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Sales Trend of Tankawang

108

129.6
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P&L

		2004		2004		2004		2004		2004		2004		2004		2004

		2005		2005		2005		2005		2005		2005		2005		2005

		2006		2006		2006		2006		2006		2006		2006		2006

		2007		2007		2007		2007		2007		2007		2007		2007

		2008		2008		2008		2008		2008		2008		2008		2008

		2009		2009		2009		2009		2009		2009		2009		2009



Raw materials

Direct labour

Direct Overheads

Manufacturing Expenses

Operational Indirect

Management/Administration

Selling & Distribution

Interest

Years

% Of Sales

Cost Analysis
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1.5
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4.16
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4.5

24.034752
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49.472
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keyinput

				A Pack of Tankawang 300 Ml Net Content

				Cost Components		Purpose		Cost (in Rs)

				Whey		Basic Raw Material		0.1

				Acid		For Tanginess		0.06

				Sugar		Partial Sweetening agent		0.2

				Flavor		Taste and appeal		0.15

				Packaging Supreme		For distribution		1.25

				Culturing Expenses				0.84

				Other Expenses (inc. Overheads)				1

				Total Cost				3.6

				Markup				5.65

				Selling and distribution		Transportation/wastage etc		0.35

				Other Promotional expenses		Advertisement/banners/ pamphlets		0.4

				Retailer commission (Supreme)				2

				Cost to consumer				12

				Unit sold		3500		7.5

				Unit sold		600		11

				Year		2004		2005		2006		2007		2008		2009

				Unit sold Natural

				Delhi		6000.0		7200.0		8640.0		11232.0		14601.6		18982.1

				Growth in sales in Delhi				0.2		0.2		0.3		0.3		0.3

				Panipat and Karnal		0.0		0.0		0.0		0.0		4500.0		5850.0

				Sales Price		5.0		5.0		5.0		5.5		5.5		6.0

				Total Sales		108.0		129.6		155.5		222.4		378.2		536.4				4500

				Unit Sold Supreme In Delhi						1000.0		1200.0		1440.0		1800.0

												0.2		0.2		0.3

				Sales Price						12.0		12.0		12.0		12.0

				Total Sales						43.2		51.8		62.2		77.8

				Sales Revenue		108.0		129.6		198.7		274.2		440.4		614.1

						108.0		129.6		198.7		267.5		434.1		590.8

				Expenditures																1.44

				Raw Materials

				Whey		1.44		1.73		2.07		2.70		3.50		4.56

				Acid		1.15		1.38		1.66		2.16		2.80		3.64

				Sugar		3.60		4.32		5.18		6.74		8.76		11.39

				Flavor		1.44		1.73		2.07		2.70		3.50		4.56

				Packaging Normal		11.52		13.82		16.59		21.57		28.04		36.45

						19.15		22.98		27.58		35.85		46.61		60.59

				Packaging Supreme		0		0		0		5.40		6.48		8.10

				Culture expense								3.63		4.57		5.44

				Total raw material expense		19.15		22.98		27.58		44.88		57.66		74.13

				Other Expenses (inc. Overheads)		7.20		8.99		10.78		14.02		18.22		23.69

				Other Expense (Supreme)								4.32		5.39		6.74

				Total Manufacturing Expense		26.35		31.97		38.36		63.22		81.27		104.56

				Employee Cost		11.64		12.80		15.67		17.24		18.96		20.86				1.2

				Additional Sales Expense										15.55		20.74				0.7666666667

				Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

				Other contigency expenses		2.16		2.59		3.97		5.48		8.81		12.28

				COGS		42.15		49.46		60.21		88.26		127.03		160.99

				Additional Expenses

				Selling and distribution		7.00		8.00		9.00		12.00		14.00		14.00						0.0958333333

				Selling and distribution (Intercity)										10.00		14.00

				Promotional Expense		16.20		15.55		23.85		27.42		44.04		61.41						144000

				Retailer commission (Natural)		21.60		25.92		31.10		40.44		52.57		68.34						1440

				Retailer commission (Supreme)								8.76		10.51		13.14

				Total Aditional Expenses		44.80		49.47		63.95		88.62		131.12		170.89

				PBDIT		21.05		30.66		74.56		97.36		182.27		282.25

				Operating Profit Margin %		19.49		23.66		37.52		35.50		41.39		45.96

				Depreciation		2.30		2.30		2.30		2.80		2.80		2.80

				PBIT		18.75		28.36		72.26		94.56		179.47		279.45

				Interest		4.50		4.28		4.06		3.77		3.44		3.06

				PBT		14.25		24.09		68.20		90.79		176.03		276.39

				Tax @ 30%		4.27		7.23		20.46		27.24		52.81		82.92

				PAT		9.97		16.86		47.74		63.55		123.22		193.48

						9.97		26.83		74.57		138.13		261.35		454.82

						NPV		$194.89						47.74

				Designations		Number of Employees		CTC/Month		CTC/Year (Lakhs)

				Business Manager		1		15000		1.8

				Executive Operations		1		10000		1.2

				Executive Sales & Marketing		1		10000		1.2

				Production		1		8500		1.02

				Maintenance		1		8500		1.02

				QA		1		8500		1.02

				Sales Officers		3		8500		3.06

				Worker		3		3000		1.08

				Foreman		1		3000		0.36

				Lab Chemist		1		4500		0.54

				Total Salary Bill						12.3

				-30		7.55		12.93		17.89		53.88		73.41		116.08				0

				68%

																				0

								0.2430555556

										Year		Principle		EYI		Interest		Principle

										1		27.00		4.78		3.24		1.54

										2		25.46		4.78		3.06		1.72

										3		23.74		4.78		2.85		1.93

										4		21.80		4.78		2.62		2.16

										5		19.64		4.78		2.36		2.42

										6		17.22		4.78		2.07		2.71

										7		14.50		4.78		1.74		3.04

										8		11.46		4.78		1.38		3.40

										9		8.06		4.78		0.97		3.81

										10		4.25		4.78		0.51		4.27		27.0250520071

				Cost Analysis		2004		2005		2006		2007		2008		2009

				Raw materials		19.15		22.98		27.58		44.88		57.66		74.13										0.00		0.00

				Direct labour		2.88		2.88		2.88		4.416		4.416		4.416										12		13

				Direct Overheads		2.30		2.30		2.30		2.80		2.80		2.80										1.5		1.5

				Process Expenses		7.20		8.99		10.78		18.34		23.61		30.43										0.00		0.00

				Total Direct Cost		31.53		37.15		43.54		70.43		88.49		111.78										13.50		14.50

				Operational Indirect		4.16		4.69		6.18		7.80		11.24		14.84										0.00		0.00

				Management/Administration		8.76		9.92		12.79		12.82		30.10		37.18				0.82						-2.00		-2.00

				Selling & Distribution		44.80		49.47		63.95		88.62		131.12		170.89										0.00		0.00

				Interest		4.50		4.28		4.06		3.77		3.44		3.06										0		0

				Total Indirect Cost		62.22		68.37		86.98		113.01		175.90		225.96										-2.00		-2.00

				Total Cost		93.75		105.51		130.52		183.45		264.39		337.74										11.50		12.50

						14.25		24.09		68.20		90.79		176.03		276.39

						108.00		129.60		198.72		274.23		440.42		614.13

				Cash Flow Statement

										All figs in Lacs Rs

				Year		2004		2005		2006		2007		2008		2009

				PAT		9.97		16.86		47.74		63.55		123.22		193.48

				Interest		4.50		4.28		4.06		3.77		3.44		3.06

				Depreciation		2.30		2.30		2.30		2.80		2.80		2.80

				Less CapEx.				0		0		5		0		0

				Less Incremental Working Capital		0.00		1.02		2.12		3.63		5.22		5.94

				Free cash flow to the firm		16.77		22.42		51.98		61.49		124.24		193.40

				Sensitivity Analysis
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Balance sheet

		

						4000

				Key Input Cost

																				1050

				Key Input		Rate		Quantity		Total Cost		Cost Per Pack								344850000

				Labour		100		3		300		0.075

				Power

				Heating		4		100		400		0.1

				Stirring		4		2.5		10		0.0025

				Refrigeration						180		0.045								95791666.6666667

				Cold Storage						100		0.025								95.7916666667

				Additional Expenses						112		0.028

										802		0.2005								88000

												0.476								29.3333333333

																				180

								5.7744

																				344850						0.25

																				95791.6666666667

																										1015

																		3333.3333333333

																				0.75





						108		129.6		155.52		215.6544		280.35072		387.234432

						Market segmentation based on age profiles																43.2		51.84		67.392		84.24

				Age Groups		2004		2005		2006		2007		2008		2009				Age Groups		2006		2007		2008		2009

				10-18		38		45		57		78		101		140				10-18		2		3		3		4

				18-30		54		65		82		113		150		206				18-30		4		5		10		13

				30-50		12		14		34		44		58		76				30-50		17		21		27		34

				above 50		4		5		26		32		38		49				above 50		19		23		27		34

						108		130		199		267		348		471						43.2		51.8		67		84

						0.35		0.5		0.11		0.04

						0.3500		0.5000		0.1100		0.0400

						Market Segmentation bsed on user profiles

				Product Use		2004		2005		2006		2007		2008		2009				Age Groups		2006		2007		2008		2009

				Health consious people		38		45		65		88		115		157				Health consious people		11		13		17		21

				Non cola drinkers		16		19		30		40		56		75				Non cola drinkers		6		8		13		17

				Domestic Consumer		11		13		20		27		35		47				Domestic Consumer		4		5		7		8

				Therapeutic consumer		11		13		35		45		55		72				Therapeutic consumer		19		23		27		34

				Travellers		32		39		49		67		87		120				Travellers		2		3		3		4

																						43		52		67		84

						108		130		199		267		348		471

																				0.25		0.15		0.1		0.45		0.05

						0.35		0.15		0.1		0.1		0.3

																				0.25		0.2		0.1		0.4		0.05

						Sales Forcast

				Product Types		2004		2005		2006		2007		2008		2009

				Tankawang Natural		108		130		156		216		280		387

				Tankawang Supreme						43.2		51.8		67		84

				Total Sales Forcasted		108		130		199		267		348		471
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Market Distribution Among Age Groups



		

						Years		2004		2005		2006		2007		2008		2009

						Functions

						Direct

						Workman		2		2		2		3		3		3

						Foreman		2		2		2		2		2		2

						Lab Chemists		1		1		1		2		2		2

						Total Direct		5		5		5		7		7		7

						Indirect

						Executive Production		1		1		1		1		1		1

						Executive Marketing		1		1		1		1		1		1

						Sales Officers		3		3		3		4		4		4

						Business Manager		1		1		1		1		1		1

						Total Indirect		6		6		6		7		7		7

						Grand Total		11		11		11		14		14		14





		

						Cost Components		Purpose		Cost (in Rs)

						Whey		Basic Raw Material		0.2

						Acid		For Tanginess		0.15

						Sugar		Partial Sweetening agent		0.2

						Flavor		Taste and appeal		0.2

						Packaging		For distribution		1.5

						Culturing Expenses				1

						Other Expenses (inc. Overheads)				0.55

						Total Cost				3.8

						Markup				5.15

						Selling and distribution		Transportation/wastage etc		0.25

						Other Promotional expenses		Advertisement/banners/ pamphlets		0.3

						Retailer commission				1.5

						Cost to consumer				11

						Expense Heads		2004		2005		2006		2007		2008		2009

						Total Manufacturing Expense		26.35		31.97		38.36		63.22		81.27		104.56

						Employee Cost		11.64		12.80		15.67		17.24		18.96		20.86

						Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

						Other contigency expenses		2.16		2.59		3.97		5.48		8.81		12.28

						Total Aditional Expenses		44.8		49.472		63.9504		88.61856		131.119728		170.8887808

						Depreciation		2.30		2.30		2.30		2.80		2.80		2.80

						Interest		4.5		4.2783657187		4.0567314373		3.7686068716		3.437263621		3.0562188829

						Tax @ 30%		4.27		7.23		20.46		27.24		52.81		82.92

						Total		98.03		112.74		150.98		210.68		301.64		399.92

						Expense Heads

						Total Manufacturing Expense		26.88		28.36		25.41		30.01		26.94		26.15

						Employee Cost		11.87		11.36		10.38		8.18		6.29		5.22

						Maintenance		2.04		1.86		1.46		1.10		0.81		0.64

						Other contigency expenses		2.20		2.30		2.63		2.60		2.92		3.07

						Distribution and Selling expenses		45.70		43.88		42.36		42.06		43.47		42.73

						Depreciation		2.35		2.04		1.52		1.33		0.93		0.70

						Interest		4.59		3.79		2.69		1.79		1.14		0.76

						Tax @ 30%		4.36		6.41		13.55		12.93		17.51		20.73

								100.00		100.00		100.00		100.00		100.00		100.00

						Functions		No.of Personals

								2004		2005		2006		2007		2008		2009

						Direct

						Workman		2		2		2		3		3		3

						Foreman		2		2		2		2		2		2

						Lab Chemists		1		1		1		2		2		2

						Total Direct		5		5		5		7		7		7

						Indirect

						Executive Production		1		1		1		1		1		1

						Executive Marketing		1		1		1		1		1		1

						Sales Officers		3		3		3		4		4		4

						Business Manager		1		1		1		1		1		1

						Total Indirect		6		6		6		7		7		7

						Grand Total		11		11		11		14		14		14
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Total Manufacturing Expense

Employee Cost

Maintenance

Other contigency expenses

Distribution and Selling expenses

Depreciation

Interest

Tax @ 30%

27.0856416908

11.9640584882

2.0556801526

2.2201345648

46.0472354185

1.5417601145

4.3683203243

4.7171692462

29.3090789727

11.3352541248

1.8591091582

2.2946718753

43.7970706077

1.327935113

3.7624828202

6.314397328

26.3049615448

9.9199536363

1.4599851667

2.631548774

42.3431453091

0.9931871883

2.8140303667

13.5331880141

34.189079885

7.703320971

1.0822146502

2.5006920076

41.1078621378

0.7011432784

1.9865726221

10.7291144479

31.4614063504

6.0324186208

0.8089533927

2.7935051539

42.9438676767

0.4991459686

1.4142469111

14.0464559258

31.0655414

5.0687222025

0.6488243385

2.9024133688

42.339140106

0.381278135

1.0802880492

16.5137924001



		

										2004		2005		2006		2007		2008		2009

						Inventories

						Raw Materials

						Whey		2 days		0.008		0.010		0.012		0.015		0.020		0.026

						Other raw materials		2 months		1.056		1.280		1.537		1.997		2.597		3.376

						Work in Progress				0		0		0		0		0		0

						Finished Goods				0		0		0		0		0		0

						Sundry Creditors		3 days		0		0		0		0		0		0

						Sundry Debtors		7 days		1.400		1.680		2.016		3.145		5.451		6.201

						Raw materials consumed				26.50		32.89		39.47		51.31		66.71		86.72

						Cost of goods sold				41.58		49.53		59.42		74.10		93.71		116.51

						Gross sales				72		86.4		103.68		161.7408		280.35072		318.898944

						No.

						Working Capital- Forecast

																All figs in Lacs Rs

										2004		2005		2006		2007		2008		2009

						Inventories				3.14		3.76		4.58		6.88		8.98		11.67

						Raw Materials

						Whey		2 days		0.01		0.01		0.01		0.01		0.02		0.03

						Other raw materials		2 months		1.03		1.24		1.49		1.93		2.51		3.26

						Packaging matl		2 months		1.92		2.30		2.76		4.49		5.75		7.42

						Work in Progress		0.5 days		0.03		0.03		0.04		0.06		0.08		0.10

						Finished Goods		0.5 days		0.15		0.18		0.28		0.38		0.61		0.85

						Sundry Creditors		3 days		0.16		0.19		0.23		0.37		0.48		0.62

						Sundry Debtors		7 days		2.10		2.52		3.86		5.33		8.56		11.94

						Raw materials consumed				19.15		22.98		27.58		44.88		57.66		74.13

						Cost of goods sold				42.15		49.46		60.21		88.26		127.03		160.99

						Gross sales				108.00		129.60		198.72		274.23		440.42		614.13

						Net working capital				5.08		6.09		8.21		11.84		17.06		22.99

						Change in working cap				0.00		1.02		2.12		3.63		5.22		5.94

						Working cap/sales				4.70%		4.70%		4.13%		4.32%		3.87%		3.74%





						Balance Sheet- Forecast

																		All figs in Lacs Rs

												2004		2005		2006		2007		2008		2009

						Sources of Funds

						Owners equity						5.00		5.00		5.00		5.00		5.00		5.00

						Reserves & Surplus						9.97		16.86		47.74		63.55		123.22		193.48

						Loans

						Secured						30.00		28.52		26.82		24.90		22.69		20.15

						unsecured						0.00		0.00		0.00		0.00		0.00		0.00

						Total funds employed						44.97		50.38		79.56		93.45		150.92		218.63

						Uses of Funds

						Fixed Assets

						Gross Block						23.00		23.00		23.00		28.00		28.00		28.00

						Depreciation				10%		2.30		2.30		2.30		2.80		2.80		2.80

						Net Block						20.70		18.40		16.10		18.30		15.50		12.70

						Net Current Assets

						Current assets

						Inventories						3.14		3.76		4.58		6.88		8.98		11.67

						Sundry Debtors						2.10		2.52		3.86		5.33		8.56		11.94

						Cash & Bank Bal						34.08		38.41		62.89		72.86		122.90		184.40

						Current Liabilities

						Sundry Creditors						0.16		0.19		0.23		0.37		0.48		0.62

						Other Current liabilities						0.50		0.50		3.00		3.00		5.00		5.00

						Provisions						5.00		5.00		5.00		5.00		5.00		5.00

						Total Net Assets						44.97		50.38		79.56		93.45		150.92		218.63

										Loan Repayment Schedule

										Year		Principle		EYI		Interest		Principle

										1		30.00		5.20		3.60		1.60

										2		28.40		5.20		3.41		1.79

										3		26.61		5.20		3.19		2.01

										4		24.60		5.20		2.95		2.25

										5		22.35		5.20		2.68		2.52

										6		19.84		5.20		2.38		2.82

										7		17.02		5.20		2.04		3.16

										8		13.86		5.20		1.66		3.54

										9		10.32		5.20		1.24		3.96

										10		6.36		5.20		0.76		4.44

												Interest rate charged				15.00%

										Year		Prin. Outstd		Int. Repaid		EYI		Prin. Paid

										1		30		4.5		5.98		1.48

										2		28.52		4.28		5.98		1.70

										3		27.04		4.06		5.98		1.92

										4		25.12		3.77		5.98		2.21

										5		22.92		3.44		5.98		2.54

										6		20.37		3.06		5.98		2.92

										7		17.45		2.62		5.98		3.36

										8		14.09		2.11		5.98		3.86

										9		10.23		1.53		5.98		4.44

										10		5.79		0.87		5.98		5.11

																		29.32
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Ratio analysis-BEven

		

		Years		2004		2005		2006		2007		2008		2009

		NPM		9.23		13.01		24.02		23.17		27.98		31.50

		ROCE		41.69		56.30		90.82		101.18		118.92		127.82

		OPM		19.49		23.66		37.52		35.50		41.39		45.96

		Break even Analysis

										2004		2005		2006		2007		2008		2009

				(400000/5)						0.8		0.8		0.8		0.8		0.8		0.8

										4.50		4.28		4.06		3.77		3.44		3.06

										8.76		8.76		8.76		8.76		8.76		8.76

										14.06		13.84		13.62		13.33		13.00		12.62

				Natural						3.62		3.62		3.62		3.62		3.62		3.62

				Supreme												5.65		5.65		5.65

																0.552		0.552		0.552

						Lac units pa				3.88		3.82		3.76		3.68		3.59		3.49

				Natural		units per day				1079		1062		1045		1023		997		968

				Supreme												27		27		27

		Payback Period

				Cost of Capital				15%

				Investments		Interest		PAT		PV of PAT

				30		4.5		9.97		9.9736		9.9736

				0		4.28		16.86		14.6608208669		24.6344208669

				0		4.06		47.74		36.0982291069		60.7326499738

				5		3.77		63.55		18830.1931229245		18890.9257728983

				0		3.44		123.22		70.4533715619		18961.3791444602

				0		3.06		193.48		96.191819536		19057.5709639962

				$79.18

						Between 2~3 years





Sheet1

				Costing of a Pack of Tankawang 300 Ml Net Content

				Cost Components		Purpose		Cost (in Rs)

				Whey		Basic Raw Material		0.10		0.07

				Acid		For Tanginess		0.08		0.05

				Sugar		Partial Sweetening agent		0.25		0.17

				Flavor		Taste and appeal		0.10		0.07

				Packaging		For distribution		0.80		0.53

				Other Expenses (inc. Overheads)				0.50		0.33																														Year  of Operations		Expected Revenue (in Lacs Rs)

				Total Cost				1.83		1.22																														2003		86

										0.00																														2004		104

				Markup				3.62		2.41																														2005		124

				Selling and distribution		Transportation/wastage etc		0.25		0.17																														2006		172

				Other Promotional expenses		Advertisement/banners/ pamphlets		0.30		0.20																														2007		223

				Retailer commission				1.50		1.00																														2008		308

				Cost to consumer				7.50		5.00

				Unit sold		3200		7.5				48000								0.014

				Unit sold		600		11												0.42

				Year		2003		2004		2005		2006		2007		2008

				Unit sold		4000		4800		5760		7488		9734.4		12654.72				960

								20%		20%		30%		30%		30%				3.456

				Price		5		5		5		6		8		7

				Sales Revenue		72		86.4		103.68		161.7408		280.35072		318.898944

				Expenditures

				Raw Materials

				Whey		1.44		1.76		2.12		2.75		3.57		4.65

				Acid		1.15		1.41		1.69		2.20		2.86		3.72				2.88

				Sugar		3.74		4.49		5.39		7.01		9.11		11.84

				Flavor		1.44		1.78		2.14		2.78		3.61		4.69

				Packaging		11.52		14.38		17.25		22.43		29.16		37.90

				Other Expenses (inc. Overheads)		7.20		9.07		10.89		14.15		18.40		23.92

				Total Raw Material Expense		26.50		32.89		39.47		51.31		66.71		86.72

				Employee Cost		11.64		12.80		15.67		17.24		18.96		20.86				1.2

				Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

				Other contigency expenses		1.44		1.73		2.07		3.23		5.61		6.38

				COGS		41.58		49.53		59.42		74.10		93.71		116.51

				Additional Expenses

				Selling and distribution		5		5		6		6		8		9

				Promotional Expense		6		7		7		8		10		10

				Retailer commission		21.60		25.92		31.10		40.44		52.57		68.34

				Total Aditional Expenses		32.6		37.92		44.104		54.4352		70.56576		87.335488

				PBDIT		-2.18		-1.05		0.15		33.20		116.07		115.05

				Operating Profit Margin %		-3.02		-1.21		0.15		20.53		41.40		36.08

				Depreciation		1.33		1.33		1.33		1.54		1.54		1.54

				PBIT		-3.51		-2.38		-1.18		31.66		114.53		113.51

				Interest		3.24		3.06		2.85		2.62		2.36		2.07

				PBT		-6.75		-5.44		-4.03		29.04		112.17		111.44

				Tax @ 30%		-2.02		-1.63		-1.21		8.71		33.65		33.43

				PAT		-4.72		-3.81		-2.82		20.33		78.52		78.01

						15		22		33		45		70		94

										PAT

				Designations		Number of Employees		CTC/Month (Lakhs)		CTC/Year (Lakhs)						1.54

				Business Manager		1		16000		1.92				1.92

				Executive Operations		1		10000		1.2				1.2

				Executive Sales & Marketing		1		10000		1.2				1.2

				Executive Quality Assurance		1		10000		1.2				1.2

				Sales Officers		3		9000		3.24				1.08

				Worker (temp)		3		3000		1.08		dir		0.36

				Foreman		2		3000		0.72		dir		0.36

				Lab Chemist		1		5000		0.6		dir		0.6

				Lab Assistant & Support		1		4000		0.48		dir		0.48

				Total Salary Bill						11.64

										2.88

				Designations		Number of Employees		CTC/Month (Lakhs)		CTC/Year (Lakhs)

				Business Manager		1		19200		2.304				2.304		0.384

				Executive Operations		1		12000		1.44				1.44		0.24

				Executive Sales & Marketing		1		12000		1.44				1.44		0.24

				Executive Quality Assurance		1		12000		1.44				1.44		0.24

				Sales Officers		4		10800		5.184				1.296		0.216

				Worker (temp)		4		3450		1.656		dir		0.414		0.054		0.414

				Foreman		2		3450		0.828		dir		0.414		0.054

				Lab Chemist		2		5750		1.38		dir		0.69		0.09

				Lab Assistant & Support Staff		1		4600		0.552		dir		0.552		0.072		0.552

				Total Salary Bill						15.672

										4.416

										Year		Principle		EYI		Interest		Principle

										1		27.00		4.78		3.24		1.54

										2		25.46		4.78		3.06		1.72

										3		23.74		4.78		2.85		1.93

										4		21.80		4.78		2.62		2.16

										5		19.64		4.78		2.36		2.42

										6		17.22		4.78		2.07		2.71

										7		14.50		4.78		1.74		3.04

										8		11.46		4.78		1.38		3.40

										9		8.06		4.78		0.97		3.81

										10		4.25		4.78		0.51		4.27





Monthlytrend
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Sensitivity test

				A Pack of Tankawang 300 Ml Net Content

				Cost Components		Purpose		Cost (in Rs)

				Whey		Basic Raw Material		0.1

				Acid		For Tanginess		0.06

				Sugar		Partial Sweetening agent		0.2

				Flavor		Taste and appeal		0.15

				Packaging Supreme		For distribution		1.25

				Culturing Expenses				0.75

				Other Expenses (inc. Overheads)				1

				Total Cost				3.51

				Markup				5.65

				Selling and distribution		Transportation/wastage etc		0.35

				Other Promotional expenses		Advertisement/banners/ pamphlets		0.4

				Retailer commission (Supreme)				2

				Cost to consumer				11.91

				Unit sold		3500		7.5

				Unit sold		600		11

				Year		2004		2005		2006		2007		2008		2009

				Unit sold Natural		4000		4800		5760		7488		9734.4		12654.72

								20%		20%		30%		30%		30%

						0		0		0		0		2500		3250

				Price		7.5		7.5		7.5		8		8		8.5

				Total Sales		108		129.6		155.52		215.6544		352.35072		486.684432

				Unit Sold Supreme						1000		1200		1440		1800

												20%		20%		25%

				Price						12		12		13		13

				Total Sales						43.2		51.84		67.392		84.24

				Sales Revenue		108		129.6		198.72		267.4944		419.74272		570.924432

				Expenditures

				Raw Materials

				Whey		2.16		2.64		3.17		4.12		5.36		6.97

				Acid		1.73		2.14		2.56		3.33		4.33		5.63

				Sugar		3.60		4.54		5.44		7.08		9.20		11.96

				Flavor		1.44		1.80		2.16		2.80		3.64		4.74

				Packaging Normal		11.52		14.52		17.42		22.64		29.44		38.27

						20.45		25.63		30.75		39.98		51.97		67.57

				Packaging Supreme		0		0		0		1.94		2.33		2.92

				Culture expense								3.24		4.08		4.86

				Total raw matl expense		20.45		25.63		30.75		45.16		58.39		75.34

				Other Expenses (inc. Overheads)		7.20		9.07		10.89		28.30		36.80		47.83

				Other Expense (Supreme)								2.16		2.59		3.24

				Total Manufacturing Expense		27.65		34.70		41.64		75.63		97.78		126.42

				Employee Cost		11.64		12.80		15.67		17.24		18.96		20.86				1.2

				Additional Sales Expense										20.74		25.92

				Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

				Other contigency expenses		2.16		2.59		3.97		5.35		8.39		11.42

				COGS		43.45		52.20		63.49		100.53		148.30		187.17

				Additional Expenses

				Selling and distribution		7		8		9		12		14		14						0.0958333333

				Selling and distribution (Intercity)										10		14

				Promotional Expense		16.2		15.552		23.8464		26.74944		41.974272		57.0924432						144000

				Retailer commission (Natural)		21.60		25.92		31.10		40.44		52.57		68.34						1440

				Retailer commission (Supreme)								8.76		10.51		13.14

				Total Aditional Expenses		44.8		49.472		63.9504		87.94464		129.052032		166.5679312

				PBDIT		19.75		27.93		71.28		79.02		142.39		217.19

				Operating Profit Margin %		18.29		21.55		35.87		29.54		33.92		38.04

				Depreciation		2.30		2.30		2.30		2.80		2.80		2.80

				PBIT		17.45		25.63		68.98		76.22		139.59		214.39

				Interest		4.5		4.28		4.06		3.77		3.44		3.06

				PBT		12.95		21.35		64.92		72.45		136.15		211.33

				Tax @ 30%		3.89		6.41		19.48		21.73		40.85		63.40

				PAT		9.07		14.95		45.45		50.71		95.31		147.93

						9.07		24.01		69.46		120.17		215.48		363.41

						NPV		$152.14						45.45

				Designations		Number of Employees		CTC/Month		CTC/Year (Lakhs)

				Business Manager		1		15000		1.8

				Executive Operations		1		10000		1.2

				Executive Sales & Marketing		1		10000		1.2

				Production		1		8500		1.02

				Maintenance		1		8500		1.02

				QA		1		8500		1.02

				Sales Officers		3		8500		3.06

				Worker		3		3000		1.08

				Foreman		1		3000		0.36

				Lab Chemist		1		4500		0.54

				Total Salary Bill						12.3

				-30		7.55		12.93		17.89		53.88		73.41		116.08				0

				68%

																				0

								0.2430555556

										Year		Principle		EYI		Interest		Principle

										1		27.00		4.78		3.24		1.54

										2		25.46		4.78		3.06		1.72

										3		23.74		4.78		2.85		1.93

										4		21.80		4.78		2.62		2.16

										5		19.64		4.78		2.36		2.42

										6		17.22		4.78		2.07		2.71

										7		14.50		4.78		1.74		3.04

										8		11.46		4.78		1.38		3.40

										9		8.06		4.78		0.97		3.81

										10		4.25		4.78		0.51		4.27		27.0250520071

				Cost Analysis		2004		2005		2006		2007		2008		2009

				Raw materials		20.45		25.63		30.75		45.16		58.39		75.34										0.00		0.00

				Direct labour		2.88		2.88		2.88		4.416		4.416		4.416										12		13

				Direct Overheads		1.5		1.5		1.5		1.5		1.5		1.5										1.5		1.5

				Manufacturing Expenses		7.20		9.07		10.89		30.46		39.39		51.07										0.00		0.00

				Total Direct Cost		32.03		39.08		46.02		81.54		103.69		132.33										13.50		14.50

				Operational Indirect		4.16		4.69		6.18		7.67		10.83		13.97										0.00		0.00

				Management/Administration		8.76		9.92		12.79		12.82		35.28		42.36										-2.00		-2.00

				Selling & Distribution		44.80		49.47		63.95		87.94		129.05		166.57										0.00		0.00

				Interest		4.5		4.2783657187		4.0567314373		3.7686068716		3.437263621		3.0562188829										0		0

				Total Indirect Cost		62.22		68.37		86.98		112.20		178.60		225.96										-2.00		-2.00

				Total Cost		94.25		107.45		133.00		193.75		282.29		358.29										11.50		12.50

						12.95		21.35		64.92		72.45		136.15		211.33

						107.20		128.80		197.92		266.19		418.44		569.62

				Cash Flow Statement

										All figs in Lacs Rs

				Year		2004		2005		2006		2007		2008		2009

				PAT		9.07		14.95		45.45		50.71		95.31		147.93

				Interest		4.50		4.28		4.06		3.77		3.44		3.06

				Depreciation		2.30		2.30		2.30		2.80		2.80		2.80

				Less CapEx.				0		0		5		0		0

				Less Incremental Working Capital		0.00		1.02		2.12		3.63		5.22		5.94

				Free cash flow to the firm		15.87		20.51		49.68		48.65		96.33		147.85

				Sensitivity Analysis

						FCFF

				Sales

				5% less growth		119.04

				10% less		90.77

				Natural 5%less, Supreme 5% less		114.9

				Raw matl exp

				Whey  Rs .25/ Ltr		147.1

				Rs 0 / ltr		155.22





Sensitivity test
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Tankawang Natural

Tankawang Supreme
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Sales Trend of Tankawang

108

129.6

155.52
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215.6544
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P&L

		2004		2004		2004		2004		2004		2004		2004		2004

		2005		2005		2005		2005		2005		2005		2005		2005

		2006		2006		2006		2006		2006		2006		2006		2006

		2007		2007		2007		2007		2007		2007		2007		2007

		2008		2008		2008		2008		2008		2008		2008		2008

		2009		2009		2009		2009		2009		2009		2009		2009



Raw materials

Direct labour

Direct Overheads

Manufacturing Expenses

Operational Indirect

Management/Administration

Selling & Distribution

Interest

Years

% Of Sales

Cost Analysis

19.152

2.88

1.5
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keyinput

				A Pack of Tankawang 300 Ml Net Content

				Cost Components		Purpose		Cost (in Rs)

				Whey		Basic Raw Material		0.1

				Acid		For Tanginess		0.06

				Sugar		Partial Sweetening agent		0.2

				Flavor		Taste and appeal		0.15

				Packaging Supreme		For distribution		1.25

				Culturing Expenses				0.84

				Other Expenses (inc. Overheads)				1

				Total Cost				3.6

				Markup				5.65

				Selling and distribution		Transportation/wastage etc		0.35

				Other Promotional expenses		Advertisement/banners/ pamphlets		0.4

				Retailer commission (Supreme)				2

				Cost to consumer				12

				Unit sold		3500		7.5

				Unit sold		600		11

				Year		2004		2005		2006		2007		2008		2009

				Unit sold Natural

				Delhi		6000.0		7200.0		8640.0		11232.0		14601.6		18982.1

				Growth in sales in Delhi				0.2		0.2		0.3		0.3		0.3

				Panipat and Karnal		0.0		0.0		0.0		0.0		4500.0		5850.0

				Sales Price		5.0		5.0		5.0		5.5		5.5		6.0

				Total Sales		108.0		129.6		155.5		222.4		378.2		536.4				4500

				Unit Sold Supreme In Delhi						1000.0		1200.0		1440.0		1800.0

												0.2		0.2		0.3

				Sales Price						12.0		12.0		12.0		12.0

				Total Sales						43.2		51.8		62.2		77.8

				Sales Revenue		108.0		129.6		198.7		274.2		440.4		614.1

						108.0		129.6		198.7		267.5		434.1		590.8

				Expenditures																1.44

				Raw Materials

				Whey		1.44		1.73		2.07		2.70		3.50		4.56

				Acid		1.15		1.38		1.66		2.16		2.80		3.64

				Sugar		3.60		4.32		5.18		6.74		8.76		11.39

				Flavor		1.44		1.73		2.07		2.70		3.50		4.56

				Packaging Normal		11.52		13.82		16.59		21.57		28.04		36.45

						19.15		22.98		27.58		35.85		46.61		60.59

				Packaging Supreme		0		0		0		5.40		6.48		8.10

				Culture expense								3.63		4.57		5.44

				Total raw material expense		19.15		22.98		27.58		44.88		57.66		74.13

				Other Expenses (inc. Overheads)		7.20		8.99		10.78		14.02		18.22		23.69

				Other Expense (Supreme)								4.32		5.39		6.74

				Total Manufacturing Expense		26.35		31.97		38.36		63.22		81.27		104.56

				Employee Cost		11.64		12.80		15.67		17.24		18.96		20.86				1.2

				Additional Sales Expense										15.55		20.74				0.7666666667

				Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

				Other contigency expenses		2.16		2.59		3.97		5.48		8.81		12.28

				COGS		42.15		49.46		60.21		88.26		127.03		160.99

				Additional Expenses

				Selling and distribution		7.00		8.00		9.00		12.00		14.00		14.00						0.0958333333

				Selling and distribution (Intercity)										10.00		14.00

				Promotional Expense		16.20		15.55		23.85		27.42		44.04		61.41						144000

				Retailer commission (Natural)		21.60		25.92		31.10		40.44		52.57		68.34						1440

				Retailer commission (Supreme)								8.76		10.51		13.14

				Total Aditional Expenses		44.80		49.47		63.95		88.62		131.12		170.89

				PBDIT		21.05		30.66		74.56		97.36		182.27		282.25

				Operating Profit Margin %		19.49		23.66		37.52		35.50		41.39		45.96

				Depreciation		2.30		2.30		2.30		2.80		2.80		2.80

				PBIT		18.75		28.36		72.26		94.56		179.47		279.45

				Interest		4.50		4.28		4.06		3.77		3.44		3.06

				PBT		14.25		24.09		68.20		90.79		176.03		276.39

				Tax @ 30%		4.27		7.23		20.46		27.24		52.81		82.92

				PAT		9.97		16.86		47.74		63.55		123.22		193.48

						9.97		26.83		74.57		138.13		261.35		454.82

						NPV		$194.89						47.74

				Designations		Number of Employees		CTC/Month		CTC/Year (Lakhs)

				Business Manager		1		15000		1.8

				Executive Operations		1		10000		1.2

				Executive Sales & Marketing		1		10000		1.2

				Production		1		8500		1.02

				Maintenance		1		8500		1.02

				QA		1		8500		1.02

				Sales Officers		3		8500		3.06

				Worker		3		3000		1.08

				Foreman		1		3000		0.36

				Lab Chemist		1		4500		0.54

				Total Salary Bill						12.3

				-30		7.55		12.93		17.89		53.88		73.41		116.08				0

				68%

																				0

								0.2430555556

										Year		Principle		EYI		Interest		Principle

										1		27.00		4.78		3.24		1.54

										2		25.46		4.78		3.06		1.72

										3		23.74		4.78		2.85		1.93

										4		21.80		4.78		2.62		2.16

										5		19.64		4.78		2.36		2.42

										6		17.22		4.78		2.07		2.71

										7		14.50		4.78		1.74		3.04

										8		11.46		4.78		1.38		3.40

										9		8.06		4.78		0.97		3.81

										10		4.25		4.78		0.51		4.27		27.0250520071

				Cost Analysis		2004		2005		2006		2007		2008		2009

				Raw materials		19.15		22.98		27.58		44.88		57.66		74.13										0.00		0.00

				Direct labour		2.88		2.88		2.88		4.416		4.416		4.416										12		13

				Direct Overheads		2.30		2.30		2.30		2.80		2.80		2.80										1.5		1.5

				Process Expenses		7.20		8.99		10.78		18.34		23.61		30.43										0.00		0.00

				Total Direct Cost		31.53		37.15		43.54		70.43		88.49		111.78										13.50		14.50

				Operational Indirect		4.16		4.69		6.18		7.80		11.24		14.84										0.00		0.00

				Management/Administration		8.76		9.92		12.79		12.82		30.10		37.18				0.82						-2.00		-2.00

				Selling & Distribution		44.80		49.47		63.95		88.62		131.12		170.89										0.00		0.00

				Interest		4.50		4.28		4.06		3.77		3.44		3.06										0		0

				Total Indirect Cost		62.22		68.37		86.98		113.01		175.90		225.96										-2.00		-2.00

				Total Cost		93.75		105.51		130.52		183.45		264.39		337.74										11.50		12.50

						14.25		24.09		68.20		90.79		176.03		276.39

						108.00		129.60		198.72		274.23		440.42		614.13

				Cash Flow Statement

										All figs in Lacs Rs

				Year		2004		2005		2006		2007		2008		2009

				PAT		9.97		16.86		47.74		63.55		123.22		193.48

				Interest		4.50		4.28		4.06		3.77		3.44		3.06

				Depreciation		2.30		2.30		2.30		2.80		2.80		2.80

				Less CapEx.				0		0		5		0		0

				Less Incremental Working Capital		0.00		1.02		2.12		3.63		5.22		5.94

				Free cash flow to the firm		16.77		22.42		51.98		61.49		124.24		193.40

				Sensitivity Analysis

				Sales

				Raw matl exp
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Balance sheet

		

						4000

				Key Input Cost

																				1050

				Key Input		Rate		Quantity		Total Cost		Cost Per Pack								344850000

				Labour		100		3		300		0.075

				Power

				Heating		4		100		400		0.1

				Stirring		4		2.5		10		0.0025

				Refrigeration						180		0.045								95791666.6666667

				Cold Storage						100		0.025								95.7916666667

				Additional Expenses						112		0.028

										802		0.2005								88000

												0.476								29.3333333333

																				180

								5.7744

																				344850						0.25

																				95791.6666666667

																										1015

																		3333.3333333333

																				0.75





						108		129.6		155.52		215.6544		280.35072		387.234432

						Market segmentation based on age profiles																43.2		51.84		67.392		84.24

				Age Groups		2004		2005		2006		2007		2008		2009				Age Groups		2006		2007		2008		2009

				10-18		38		45		57		78		101		140				10-18		2		3		3		4

				18-30		54		65		82		113		150		206				18-30		4		5		10		13

				30-50		12		14		34		44		58		76				30-50		17		21		27		34

				above 50		4		5		26		32		38		49				above 50		19		23		27		34

						108		130		199		267		348		471						43.2		51.8		67		84

						0.35		0.5		0.11		0.04

						0.3500		0.5000		0.1100		0.0400

						Market Segmentation bsed on user profiles

				Product Use		2004		2005		2006		2007		2008		2009				Age Groups		2006		2007		2008		2009

				Health consious people		38		45		65		88		115		157				Health consious people		11		13		17		21

				Non cola drinkers		16		19		30		40		56		75				Non cola drinkers		6		8		13		17

				Domestic Consumer		11		13		20		27		35		47				Domestic Consumer		4		5		7		8

				Therapeutic consumer		11		13		35		45		55		72				Therapeutic consumer		19		23		27		34

				Travellers		32		39		49		67		87		120				Travellers		2		3		3		4

																						43		52		67		84

						108		130		199		267		348		471

																				0.25		0.15		0.1		0.45		0.05

						0.35		0.15		0.1		0.1		0.3

																				0.25		0.2		0.1		0.4		0.05

						Sales Forcast

				Product Types		2004		2005		2006		2007		2008		2009

				Tankawang Natural		108		130		156		216		280		387

				Tankawang Supreme						43.2		51.8		67		84

				Total Sales Forcasted		108		130		199		267		348		471
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Market Distribution Among User Group
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Market Distribution Among Age Groups



		

						Years		2004		2005		2006		2007		2008		2009

						Functions

						Direct

						Workman		2		2		2		3		3		3

						Foreman		2		2		2		2		2		2

						Lab Chemists		1		1		1		2		2		2

						Total Direct		5		5		5		7		7		7

						Indirect

						Executive Production		1		1		1		1		1		1

						Executive Marketing		1		1		1		1		1		1

						Sales Officers		3		3		3		4		4		4

						Business Manager		1		1		1		1		1		1

						Total Indirect		6		6		6		7		7		7

						Grand Total		11		11		11		14		14		14





		

						Cost Components		Purpose		Cost (in Rs)

						Whey		Basic Raw Material		0.2

						Acid		For Tanginess		0.15

						Sugar		Partial Sweetening agent		0.2

						Flavor		Taste and appeal		0.2

						Packaging		For distribution		1.5

						Culturing Expenses				1

						Other Expenses (inc. Overheads)				0.55

						Total Cost				3.8

						Markup				5.15

						Selling and distribution		Transportation/wastage etc		0.25

						Other Promotional expenses		Advertisement/banners/ pamphlets		0.3

						Retailer commission				1.5

						Cost to consumer				11

						Expense Heads		2004		2005		2006		2007		2008		2009

						Total Manufacturing Expense		26.35		31.97		38.36		63.22		81.27		104.56

						Employee Cost		11.64		12.80		15.67		17.24		18.96		20.86

						Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

						Other contigency expenses		2.16		2.59		3.97		5.48		8.81		12.28

						Total Aditional Expenses		44.8		49.472		63.9504		88.61856		131.119728		170.8887808

						Depreciation		2.30		2.30		2.30		2.80		2.80		2.80

						Interest		4.5		4.2783657187		4.0567314373		3.7686068716		3.437263621		3.0562188829

						Tax @ 30%		4.27		7.23		20.46		27.24		52.81		82.92

						Total		98.03		112.74		150.98		210.68		301.64		399.92

						Expense Heads

						Total Manufacturing Expense		26.88		28.36		25.41		30.01		26.94		26.15

						Employee Cost		11.87		11.36		10.38		8.18		6.29		5.22

						Maintenance		2.04		1.86		1.46		1.10		0.81		0.64

						Other contigency expenses		2.20		2.30		2.63		2.60		2.92		3.07

						Distribution and Selling expenses		45.70		43.88		42.36		42.06		43.47		42.73

						Depreciation		2.35		2.04		1.52		1.33		0.93		0.70

						Interest		4.59		3.79		2.69		1.79		1.14		0.76

						Tax @ 30%		4.36		6.41		13.55		12.93		17.51		20.73

								100.00		100.00		100.00		100.00		100.00		100.00

						Functions		No.of Personals

								2004		2005		2006		2007		2008		2009

						Direct

						Workman		2		2		2		3		3		3

						Foreman		2		2		2		2		2		2

						Lab Chemists		1		1		1		2		2		2

						Total Direct		5		5		5		7		7		7

						Indirect

						Executive Production		1		1		1		1		1		1

						Executive Marketing		1		1		1		1		1		1

						Sales Officers		3		3		3		4		4		4

						Business Manager		1		1		1		1		1		1

						Total Indirect		6		6		6		7		7		7

						Grand Total		11		11		11		14		14		14





		0		0		0		0		0		0		0		0

		0		0		0		0		0		0		0		0

		0		0		0		0		0		0		0		0

		0		0		0		0		0		0		0		0

		0		0		0		0		0		0		0		0

		0		0		0		0		0		0		0		0



Total Manufacturing Expense

Employee Cost

Maintenance

Other contigency expenses

Distribution and Selling expenses

Depreciation

Interest

Tax @ 30%

27.0856416908

11.9640584882

2.0556801526

2.2201345648

46.0472354185

1.5417601145

4.3683203243

4.7171692462

29.3090789727

11.3352541248

1.8591091582

2.2946718753

43.7970706077

1.327935113

3.7624828202

6.314397328

26.3049615448

9.9199536363

1.4599851667

2.631548774

42.3431453091

0.9931871883

2.8140303667

13.5331880141

34.189079885

7.703320971

1.0822146502

2.5006920076

41.1078621378

0.7011432784

1.9865726221

10.7291144479

31.4614063504

6.0324186208

0.8089533927

2.7935051539

42.9438676767

0.4991459686

1.4142469111

14.0464559258

31.0655414

5.0687222025

0.6488243385

2.9024133688

42.339140106

0.381278135

1.0802880492

16.5137924001



		

										2004		2005		2006		2007		2008		2009

						Inventories

						Raw Materials

						Whey		2 days		0.008		0.010		0.012		0.015		0.020		0.026

						Other raw materials		2 months		1.056		1.280		1.537		1.997		2.597		3.376

						Work in Progress				0		0		0		0		0		0

						Finished Goods				0		0		0		0		0		0

						Sundry Creditors		3 days		0		0		0		0		0		0

						Sundry Debtors		7 days		1.400		1.680		2.016		3.145		5.451		6.201

						Raw materials consumed				26.50		32.89		39.47		51.31		66.71		86.72

						Cost of goods sold				41.58		49.53		59.42		74.10		93.71		116.51

						Gross sales				72		86.4		103.68		161.7408		280.35072		318.898944

						No.

						Working Capital- Forecast

																All figs in Lacs Rs

										2004		2005		2006		2007		2008		2009

						Inventories				3.14		3.76		4.58		6.88		8.98		11.67

						Raw Materials

						Whey		2 days		0.01		0.01		0.01		0.01		0.02		0.03

						Other raw materials		2 months		1.03		1.24		1.49		1.93		2.51		3.26

						Packaging matl		2 months		1.92		2.30		2.76		4.49		5.75		7.42

						Work in Progress		0.5 days		0.03		0.03		0.04		0.06		0.08		0.10

						Finished Goods		0.5 days		0.15		0.18		0.28		0.38		0.61		0.85

						Sundry Creditors		3 days		0.16		0.19		0.23		0.37		0.48		0.62

						Sundry Debtors		7 days		2.10		2.52		3.86		5.33		8.56		11.94

						Raw materials consumed				19.15		22.98		27.58		44.88		57.66		74.13

						Cost of goods sold				42.15		49.46		60.21		88.26		127.03		160.99

						Gross sales				108.00		129.60		198.72		274.23		440.42		614.13

						Net working capital				5.08		6.09		8.21		11.84		17.06		22.99

						Change in working cap				0.00		1.02		2.12		3.63		5.22		5.94

						Working cap/sales				4.70%		4.70%		4.13%		4.32%		3.87%		3.74%





						Balance Sheet- Forecast

																		All figs in Lacs Rs

												2004		2005		2006		2007		2008		2009

						Sources of Funds

						Owners equity						5.00		5.00		5.00		5.00		5.00		5.00

						Reserves & Surplus						9.97		16.86		47.74		63.55		123.22		193.48

						Loans

						Secured						30.00		28.52		26.82		24.90		22.69		20.15

						unsecured						0.00		0.00		0.00		0.00		0.00		0.00

						Total funds employed						44.97		50.38		79.56		93.45		150.92		218.63

						Uses of Funds

						Fixed Assets

						Gross Block						23.00		23.00		23.00		28.00		28.00		28.00

						Depreciation				10%		2.30		2.30		2.30		2.80		2.80		2.80

						Net Block						20.70		18.40		16.10		18.30		15.50		12.70

						Net Current Assets

						Current assets

						Inventories						3.14		3.76		4.58		6.88		8.98		11.67

						Sundry Debtors						2.10		2.52		3.86		5.33		8.56		11.94

						Cash & Bank Bal						34.08		38.41		62.89		72.86		122.90		184.40

						Current Liabilities

						Sundry Creditors						0.16		0.19		0.23		0.37		0.48		0.62

						Other Current liabilities						0.50		0.50		3.00		3.00		5.00		5.00

						Provisions						5.00		5.00		5.00		5.00		5.00		5.00

						Total Net Assets						44.97		50.38		79.56		93.45		150.92		218.63

										Loan Repayment Schedule

										Year		Principle		EYI		Interest		Principle

										1		30.00		5.20		3.60		1.60

										2		28.40		5.20		3.41		1.79

										3		26.61		5.20		3.19		2.01

										4		24.60		5.20		2.95		2.25

										5		22.35		5.20		2.68		2.52

										6		19.84		5.20		2.38		2.82

										7		17.02		5.20		2.04		3.16

										8		13.86		5.20		1.66		3.54

										9		10.32		5.20		1.24		3.96

										10		6.36		5.20		0.76		4.44

												Interest rate charged				15.00%

										Year		Prin. Outstd		Int. Repaid		EYI		Prin. Paid

										1		30		4.5		5.98		1.48

										2		28.52		4.28		5.98		1.70

										3		27.04		4.06		5.98		1.92

										4		25.12		3.77		5.98		2.21

										5		22.92		3.44		5.98		2.54

										6		20.37		3.06		5.98		2.92

										7		17.45		2.62		5.98		3.36

										8		14.09		2.11		5.98		3.86

										9		10.23		1.53		5.98		4.44

										10		5.79		0.87		5.98		5.11

																		29.32
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Ratio analysis-BEven

		

		Years		2004		2005		2006		2007		2008		2009

		NPM		9.23		12.39		22.87		17.54		22.99		26.20

		ROCE		41.69		54.91		89.27		92.16		114.52		124.59

		OPM		19.49		22.78		35.87		27.51		34.27		38.43

		Break even Analysis

										2004		2005		2006		2007		2008		2009

				(400000/5)						0.8		0.8		0.8		0.8		0.8		0.8

										4.50		4.28		4.06		3.77		3.44		3.06

										8.76		8.76		8.76		8.76		8.76		8.76

										14.06		13.84		13.62		13.33		13.00		12.62

				Natural						3.62		3.62		3.62		3.62		3.62		3.62

				Supreme												5.65		5.65		5.65

																0.552		0.552		0.552

						Lac units pa				3.88		3.82		3.76		3.68		3.59		3.49

				Natural		units per day				1079		1062		1045		1023		997		968

				Supreme												27		27		27

		Payback Period

				Cost of Capital				15%

				Investments		Interest		PAT		PV of PAT

				30		4.5		9.97		9.9736		9.9736

				0		4.28		16.06		13.9676674756		23.9412674756

				0		4.06		45.44		34.3625560029		58.3038234785

				5		3.77		46.92		13901.0139869245		13959.317810403

				0		3.44		99.79		57.0569078619		14016.3747182649

				0		3.06		154.82		76.9724440928		14093.3471623577

				$71.70

						Between 2~3 years





Sheet1

				Costing of a Pack of Tankawang 300 Ml Net Content

				Cost Components		Purpose		Cost (in Rs)		Comments

				Whey		Basic Raw Material		0.10		By product

				Acid		For Tanginess		0.08		Acidified whey obtained from Paneer/cheese manufacturing

				Sugar		Partial Sweetening agent		0.25		Contains natural milk lactose

				Flavor		Taste and appeal		0.10

				Packaging		For distribution		0.80

				Other Expenses (inc. Overheads)				0.50		1		0.2142857143		Year  of Operations		Expected Revenue (in Lacs Rs)

				Total Cost				1.83						2003		86

														2004		104

				Markup				3.62						2005		124

				Selling and distribution		Transportation/wastage etc		0.25						2006		172

				Other Promotional expenses		Advertisement/banners/ pamphlets		0.30						2007		223

				Retailer commission				1.50						2008		308

				Cost to consumer				7.50

				Unit sold		3200		7.5				48000								0.014

				Unit sold		600		11												0.42

				Year		2003		2004		2005		2006		2007		2008

				Unit sold		4000		4800		5760		7488		9734.4		12654.72				960

								20%		20%		30%		30%		30%				3.456

				Price		7.5		7.5		7.5		8		8		8.5

				Sales Revenue		108		129.6		155.52		215.6544		280.35072		387.234432

				Expenditures

				Raw Materials

				Whey		1.44		1.76		2.12		2.75		3.57		4.65

				Acid		1.15		1.41		1.69		2.20		2.86		3.72				2.88

				Sugar		3.74		4.49		5.39		7.01		9.11		11.84

				Flavor		1.44		1.78		2.14		2.78		3.61		4.69

				Packaging		11.52		14.38		17.25		22.43		29.16		37.90

				Other Expenses (inc. Overheads)		7.20		9.07		10.89		14.15		18.40		23.92

				Total Raw Material Expense		26.50		32.89		39.47		51.31		66.71		86.72

				Employee Cost		11.64		12.80		15.67		17.24		18.96		20.86				1.2

				Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

				Other contigency expenses		2.16		2.59		3.11		4.31		5.61		7.74

				COGS		42.30		50.39		60.46		75.18		93.71		117.88

				Additional Expenses

				Selling and distribution		5		5		6		6		8		9

				Promotional Expense		6		7		7		8		10		10

				Retailer commission		21.60		25.92		31.10		40.44		52.57		68.34

				Total Aditional Expenses		32.6		37.92		44.104		54.4352		70.56576		87.335488

				PBDIT		33.10		41.29		50.96		86.04		116.07		182.02

				Operating Profit Margin %		30.65		31.86		32.76		39.90		41.40		47.01

				Depreciation		1.33		1.33		1.33		1.54		1.54		1.54

				PBIT		31.77		39.96		49.63		84.50		114.53		180.48

				Interest		3.24		3.06		2.85		2.62		2.36		2.07

				PBT		28.53		36.90		46.78		81.88		112.17		178.41

				Tax @ 30%		8.56		11.07		14.03		24.56		33.65		53.52

				PAT		19.97		25.83		32.74		57.31		78.52		124.89

						15		22		33		45		70		94

										PAT

				Designations		Number of Employees		CTC/Month (Lakhs)		CTC/Year (Lakhs)						1.54

				Business Manager		1		16000		1.92				1.92

				Executive Operations		1		10000		1.2				1.2

				Executive Sales & Marketing		1		10000		1.2				1.2

				Executive Quality Assurance		1		10000		1.2				1.2

				Sales Officers		3		9000		3.24				1.08

				Worker (temp)		3		3000		1.08		dir		0.36

				Foreman		2		3000		0.72		dir		0.36

				Lab Chemist		1		5000		0.6		dir		0.6

				Lab Assistant & Support		1		4000		0.48		dir		0.48

				Total Salary Bill						11.64

										2.88

				Designations		Number of Employees		CTC/Month (Lakhs)		CTC/Year (Lakhs)

				Business Manager		1		19200		2.304				2.304		0.384

				Executive Operations		1		12000		1.44				1.44		0.24

				Executive Sales & Marketing		1		12000		1.44				1.44		0.24

				Executive Quality Assurance		1		12000		1.44				1.44		0.24

				Sales Officers		4		10800		5.184				1.296		0.216

				Worker (temp)		4		3450		1.656		dir		0.414		0.054		0.414

				Foreman		2		3450		0.828		dir		0.414		0.054

				Lab Chemist		2		5750		1.38		dir		0.69		0.09

				Lab Assistant & Support Staff		1		4600		0.552		dir		0.552		0.072		0.552

				Total Salary Bill						15.672

										4.416

										Year		Principle		EYI		Interest		Principle

										1		27.00		4.78		3.24		1.54

										2		25.46		4.78		3.06		1.72

										3		23.74		4.78		2.85		1.93

										4		21.80		4.78		2.62		2.16

										5		19.64		4.78		2.36		2.42

										6		17.22		4.78		2.07		2.71

										7		14.50		4.78		1.74		3.04

										8		11.46		4.78		1.38		3.40

										9		8.06		4.78		0.97		3.81

										10		4.25		4.78		0.51		4.27





Monthlytrend
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				Jan		Feb		Mar		Apr		May		Jun		Jul		Aug		Sep		Oct		Nov		Dec		Jan		Feb		Mar		Apr		May		Jun		Jul		Aug		Sep		Oct		Nov
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Sensitivity test

				A Pack of Tankawang 300 Ml Net Content

				Cost Components		Purpose		Cost (in Rs)

				Whey		Basic Raw Material		0.1

				Acid		For Tanginess		0.06

				Sugar		Partial Sweetening agent		0.2

				Flavor		Taste and appeal		0.15

				Packaging Supreme		For distribution		1.25

				Culturing Expenses				0.75

				Other Expenses (inc. Overheads)				1

				Total Cost				3.51

				Markup				5.65

				Selling and distribution		Transportation/wastage etc		0.35

				Other Promotional expenses		Advertisement/banners/ pamphlets		0.4

				Retailer commission (Supreme)				2

				Cost to consumer				11.91

				Unit sold		3500		7.5

				Unit sold		600		11

				Year		2004		2005		2006		2007		2008		2009

				Unit sold Natural		4000		4800		5760		7488		9734.4		12654.72

								20%		20%		30%		30%		30%

						0		0		0		0		2500		3250

				Price		7.5		7.5		7.5		8		8		8.5

				Total Sales		108		129.6		155.52		215.6544		352.35072		486.684432

				Unit Sold Supreme						1000		1200		1440		1800

												20%		20%		25%

				Price						12		12		13		13

				Total Sales						43.2		51.84		67.392		84.24

				Sales Revenue		108		129.6		198.72		267.4944		419.74272		570.924432

				Expenditures

				Raw Materials

				Whey		1.44		1.76		2.12		2.75		3.57		4.65

				Acid		1.15		1.42		1.71		2.22		2.89		3.75

				Sugar		3.60		4.54		5.44		7.08		9.20		11.96

				Flavor		1.44		1.80		2.16		2.80		3.64		4.74

				Packaging Normal		11.52		14.52		17.42		22.64		29.44		38.27

						19.15		24.03		28.84		37.49		48.74		63.37

				Packaging Supreme		0		0		0		1.94		2.33		2.92

				Culture expense								3.24		4.08		4.86

				Total raw matl expense		19.15		24.03		28.84		42.68		55.16		71.14

				Other Expenses (inc. Overheads)		7.20		9.07		10.89		28.30		36.80		47.83

				Other Expense (Supreme)								2.16		2.59		3.24

				Total Manufacturing Expense		26.35		33.11		39.73		73.14		94.55		122.22

				Employee Cost		11.64		12.80		15.67		17.24		18.96		20.86				1.2

				Additional Sales Expense										20.74		25.92

				Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

				Other contigency expenses		2.16		2.59		3.97		5.35		8.39		11.42

				COGS		42.15		50.60		61.58		98.05		145.07		182.97

				Additional Expenses

				Selling and distribution		7		8		9		12		14		14						0.0958333333

				Selling and distribution (Intercity)										10		14

				Promotional Expense		16.2		15.552		23.8464		26.74944		41.974272		57.0924432						144000

				Retailer commission (Natural)		21.60		25.92		31.10		40.44		52.57		68.34						1440

				Retailer commission (Supreme)								8.76		10.51		13.14

				Total Aditional Expenses		44.8		49.472		63.9504		87.94464		129.052032		166.5679312

				PBDIT		21.05		29.53		73.19		81.50		145.62		221.39

				Operating Profit Margin %		19.49		22.78		36.83		30.47		34.69		38.78

				Depreciation		2.30		2.30		2.30		2.80		2.80		2.80

				PBIT		18.75		27.23		70.89		78.70		142.82		218.59

				Interest		4.5		4.28		4.06		3.77		3.44		3.06

				PBT		14.25		22.95		66.83		74.93		139.38		215.53

				Tax @ 30%		4.27		6.88		20.05		22.48		41.81		64.66

				PAT		9.97		16.06		46.78		52.45		97.57		150.87

						9.97		26.04		72.82		125.27		222.84		373.72

						NPV		$157.86						46.78

				Designations		Number of Employees		CTC/Month		CTC/Year (Lakhs)

				Business Manager		1		15000		1.8

				Executive Operations		1		10000		1.2

				Executive Sales & Marketing		1		10000		1.2

				Production		1		8500		1.02

				Maintenance		1		8500		1.02

				QA		1		8500		1.02

				Sales Officers		3		8500		3.06

				Worker		3		3000		1.08

				Foreman		1		3000		0.36

				Lab Chemist		1		4500		0.54

				Total Salary Bill						12.3

				-30		7.55		12.93		17.89		53.88		73.41		116.08				0

				68%

																				0

								0.2430555556

										Year		Principle		EYI		Interest		Principle

										1		27.00		4.78		3.24		1.54

										2		25.46		4.78		3.06		1.72

										3		23.74		4.78		2.85		1.93

										4		21.80		4.78		2.62		2.16

										5		19.64		4.78		2.36		2.42

										6		17.22		4.78		2.07		2.71

										7		14.50		4.78		1.74		3.04

										8		11.46		4.78		1.38		3.40

										9		8.06		4.78		0.97		3.81

										10		4.25		4.78		0.51		4.27		27.0250520071

				Cost Analysis		2004		2005		2006		2007		2008		2009

				Raw materials		19.15		24.03		28.84		42.68		55.16		71.14										0.00		0.00

				Direct labour		2.88		2.88		2.88		4.416		4.416		4.416										12		13

				Direct Overheads		1.5		1.5		1.5		1.5		1.5		1.5										1.5		1.5

				Manufacturing Expenses		7.20		9.07		10.89		30.46		39.39		51.07										0.00		0.00

				Total Direct Cost		30.73		37.49		44.11		79.06		100.46		128.13										13.50		14.50

				Operational Indirect		4.16		4.69		6.18		7.67		10.83		13.97										0.00		0.00

				Management/Administration		8.76		9.92		12.79		12.82		35.28		42.36										-2.00		-2.00

				Selling & Distribution		44.80		49.47		63.95		87.94		129.05		166.57										0.00		0.00

				Interest		4.5		4.2783657187		4.0567314373		3.7686068716		3.437263621		3.0562188829										0		0

				Total Indirect Cost		62.22		68.37		86.98		112.20		178.60		225.96										-2.00		-2.00

				Total Cost		92.95		105.85		131.09		191.26		279.06		354.09										11.50		12.50

						14.25		22.95		66.83		74.93		139.38		215.53

						107.20		128.80		197.92		266.19		418.44		569.62

				Cash Flow Statement

										All figs in Lacs Rs

				Year		2004		2005		2006		2007		2008		2009

				PAT		9.97		16.06		46.78		52.45		97.57		150.87

				Interest		4.50		4.28		4.06		3.77		3.44		3.06

				Depreciation		2.30		2.30		2.30		2.80		2.80		2.80

				Less CapEx.				0		0		5		0		0

				Less Incremental Working Capital		0.00		1.18		2.40		3.60		5.36		5.77

				Free cash flow to the firm		16.77		21.46		50.74		50.42		98.44		150.96

				Sensitivity Analysis

						FCFF

				Sales

				5% less growth		119.04

				10% less		90.77

				Natural 5%less, Supreme 5% less		114.9

				Raw matl exp

				Whey  Rs .25/ Ltr		147.1

				Rs 0 / ltr		155.22





Sensitivity test

		2004		2004

		2005		2005

		2006		2006

		2007		2007

		2008		2008

		2009		2009



Tankawang Natural

Tankawang Supreme

Years

Sales in Rs Lakhs

Sales Trend of Tankawang

108

129.6

155.52

43.2

215.6544

51.84

352.35072

67.392

486.684432

84.24



P&L

		2004		2004		2004		2004		2004		2004		2004		2004

		2005		2005		2005		2005		2005		2005		2005		2005

		2006		2006		2006		2006		2006		2006		2006		2006

		2007		2007		2007		2007		2007		2007		2007		2007

		2008		2008		2008		2008		2008		2008		2008		2008

		2009		2009		2009		2009		2009		2009		2009		2009



Raw materials

Direct labour

Direct Overheads

Manufacturing Expenses

Operational Indirect

Management/Administration

Selling & Distribution

Interest

Years

% Of Sales

Cost Analysis

19.152

2.88

1.5

7.2

4.16

8.76

44.8

4.5

24.034752

2.88

1.5

9.072

4.692

9.924

49.472

4.2783657187

28.8417024

2.88

1.5

10.8864

6.1794

12.102

63.9504

4.0567314373

42.67821312

4.278

1.5

30.46464

7.665138

12.2022

87.94464

3.7686068716

55.157677056

4.278

1.5

39.388032

10.8258669

34.58622

129.052032

3.437263621

71.1412201728

4.278

1.5

51.0748416

13.971051765

41.583042

166.5679312

3.0562188829



keyinput

				A Pack of Tankawang 300 Ml Net Content

				Cost Components		Purpose		Cost (in Rs)

				Whey		Basic Raw Material		0.1

				Acid		For Tanginess		0.06

				Sugar		Partial Sweetening agent		0.2

				Flavor		Taste and appeal		0.15

				Packaging Supreme		For distribution		1.25

				Culturing Expenses				0.75

				Other Expenses (inc. Overheads)				1

				Total Cost				3.51

				Markup				5.65

				Selling and distribution		Transportation/wastage etc		0.35

				Other Promotional expenses		Advertisement/banners/ pamphlets		0.4

				Retailer commission (Supreme)				2

				Cost to consumer				11.91

				Unit sold		3500		7.5

				Unit sold		600		11

				Year		2004		2005		2006		2007		2008		2009

				Unit sold Natural

				Delhi		4000.0		4800.0		5760.0		7488.0		9734.4		12654.7

				Growth in sales in Delhi				0.2		0.2		0.3		0.3		0.3

				Panipat and Karnal		0.0		0.0		0.0		0.0		3000.0		3900.0

				Sales Price		7.5		7.5		7.5		8.0		8.0		8.5

				Total Sales		108.0		129.6		155.5		215.7		366.8		506.6

				Unit Sold Supreme In Delhi						1000.0		1200.0		1440.0		1800.0

												0.2		0.2		0.3

				Sales Price						12.0		12.0		13.0		13.0

				Total Sales						43.2		51.8		67.4		84.2

				Sales Revenue		108.0		129.6		198.7		267.5		434.1		590.8

				Expenditures

				Raw Materials

				Whey		1.44		1.76		2.48		3.19		4.10		5.31

				Acid		1.15		1.42		1.93		2.49		3.21		4.15

				Sugar		3.60		4.54		6.20		7.98		10.29		13.32

				Flavor		1.44		1.80		2.16		2.80		3.64		4.74

				Packaging Normal		11.52		14.52		17.99		23.32		30.25		39.29

						19.15		24.03		30.75		39.79		51.50		66.81

				Packaging Supreme		0		0		0		5.40		6.48		8.10

				Culture expense								3.24		4.08		4.86

				Total raw material expense		19.15		24.03		30.75		48.43		62.06		79.77

				Other Expenses (inc. Overheads)		7.20		9.07		10.89		28.30		36.80		47.83

				Other Expense (Supreme)								4.32		5.18		6.48

				Total Manufacturing Expense		26.35		33.11		41.64		81.05		104.04		134.08

				Employee Cost		11.64		12.80		15.67		17.24		18.96		20.86				1.2

				Additional Sales Expense										20.74		25.92				0.7666666667

				Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

				Other contigency expenses		2.16		2.59		3.97		5.35		8.68		11.82

				COGS		42.15		50.60		63.49		105.96		154.85		195.23

				Additional Expenses

				Selling and distribution		7.00		8.00		9.00		12.00		14.00		14.00						0.0958333333

				Selling and distribution (Intercity)										10.00		14.00

				Promotional Expense		16.20		15.55		23.85		26.75		43.41		59.08						144000

				Retailer commission (Natural)		21.60		25.92		31.10		40.44		52.57		68.34						1440

				Retailer commission (Supreme)								8.76		10.51		13.14

				Total Aditional Expenses		44.80		49.47		63.95		87.94		130.49		168.56

				PBDIT		21.05		29.53		71.28		73.59		148.80		227.03

				Operating Profit Margin %		19.49		22.78		35.87		27.51		34.27		38.43

				Depreciation		2.30		2.30		2.30		2.80		2.80		2.80

				PBIT		18.75		27.23		68.98		70.79		146.00		224.23

				Interest		4.50		4.28		4.06		3.77		3.44		3.06

				PBT		14.25		22.95		64.92		67.02		142.56		221.17

				Tax @ 30%		4.27		6.88		19.48		20.11		42.77		66.35

				PAT		9.97		16.06		45.44		46.92		99.79		154.82

						9.97		26.04		71.48		118.40		218.19		373.01

						NPV		$156.62						45.44

				Designations		Number of Employees		CTC/Month		CTC/Year (Lakhs)

				Business Manager		1		15000		1.8

				Executive Operations		1		10000		1.2

				Executive Sales & Marketing		1		10000		1.2

				Production		1		8500		1.02

				Maintenance		1		8500		1.02

				QA		1		8500		1.02

				Sales Officers		3		8500		3.06

				Worker		3		3000		1.08

				Foreman		1		3000		0.36

				Lab Chemist		1		4500		0.54

				Total Salary Bill						12.3

				-30		7.55		12.93		17.89		53.88		73.41		116.08				0

				68%

																				0

								0.2430555556

										Year		Principle		EYI		Interest		Principle

										1		27.00		4.78		3.24		1.54

										2		25.46		4.78		3.06		1.72

										3		23.74		4.78		2.85		1.93

										4		21.80		4.78		2.62		2.16

										5		19.64		4.78		2.36		2.42

										6		17.22		4.78		2.07		2.71

										7		14.50		4.78		1.74		3.04

										8		11.46		4.78		1.38		3.40

										9		8.06		4.78		0.97		3.81

										10		4.25		4.78		0.51		4.27		27.0250520071

				Cost Analysis		2004		2005		2006		2007		2008		2009

				Raw materials		19.15		24.03		30.75		48.43		62.06		79.77										0.00		0.00

				Direct labour		2.88		2.88		2.88		4.416		4.416		4.416										12		13

				Direct Overheads		2.30		2.30		2.30		2.80		2.80		2.80										1.5		1.5

				Process Expenses		7.20		9.07		10.89		32.62		41.98		54.31										0.00		0.00

				Total Direct Cost		31.53		38.29		46.82		88.27		111.26		141.30										13.50		14.50

				Operational Indirect		4.16		4.69		6.18		7.67		11.11		14.37										0.00		0.00

				Management/Administration		8.76		9.92		12.79		12.82		35.28		42.36				0.82						-2.00		-2.00

				Selling & Distribution		44.80		49.47		63.95		87.94		130.49		168.56										0.00		0.00

				Interest		4.50		4.28		4.06		3.77		3.44		3.06										0		0

				Total Indirect Cost		62.22		68.37		86.98		112.20		180.33		228.35										-2.00		-2.00

				Total Cost		93.75		106.65		133.80		200.47		291.58		369.64										11.50		12.50

						14.25		22.95		64.92		67.02		142.56		221.17

						108.00		129.60		198.72		267.49		434.14		590.81

				Cash Flow Statement

										All figs in Lacs Rs

				Year		2004		2005		2006		2007		2008		2009

				PAT		9.97		16.06		45.44		46.92		99.79		154.82

				Interest		4.50		4.28		4.06		3.77		3.44		3.06

				Depreciation		2.30		2.30		2.30		2.80		2.80		2.80

				Less CapEx.				0		0		5		0		0

				Less Incremental Working Capital		0.00		1.18		2.40		3.60		5.36		5.77

				Free cash flow to the firm		16.77		21.46		49.40		44.88		100.67		154.91

				Sensitivity Analysis

				Sales

				Raw matl exp
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Balance sheet

		

						4000

				Key Input Cost

																				1050

				Key Input		Rate		Quantity		Total Cost		Cost Per Pack								344850000

				Labour		100		3		300		0.075

				Power

				Heating		4		100		400		0.1

				Stirring		4		2.5		10		0.0025

				Refrigeration						180		0.045								95791666.6666667

				Cold Storage						100		0.025								95.7916666667

				Additional Expenses						112		0.028

										802		0.2005								88000

												0.476								29.3333333333

																				180

								5.7744

																				344850						0.25

																				95791.6666666667

																										1015

																		3333.3333333333

																				0.75





						108		129.6		155.52		215.6544		280.35072		387.234432

						Market segmentation based on age profiles																43.2		51.84		67.392		84.24

				Age Groups		2004		2005		2006		2007		2008		2009				Age Groups		2006		2007		2008		2009

				10-18		38		45		57		78		101		140				10-18		2		3		3		4

				18-30		54		65		82		113		150		206				18-30		4		5		10		13

				30-50		12		14		34		44		58		76				30-50		17		21		27		34

				above 50		4		5		26		32		38		49				above 50		19		23		27		34

						108		130		199		267		348		471						43.2		51.8		67		84

						0.35		0.5		0.11		0.04

						0.3500		0.5000		0.1100		0.0400

						Market Segmentation bsed on user profiles

				Product Use		2004		2005		2006		2007		2008		2009				Age Groups		2006		2007		2008		2009

				Health consious people		38		45		65		88		115		157				Health consious people		11		13		17		21

				Non cola drinkers		16		19		30		40		56		75				Non cola drinkers		6		8		13		17

				Domestic Consumer		11		13		20		27		35		47				Domestic Consumer		4		5		7		8

				Therapeutic consumer		11		13		35		45		55		72				Therapeutic consumer		19		23		27		34

				Travellers		32		39		49		67		87		120				Travellers		2		3		3		4

																						43		52		67		84

						108		130		199		267		348		471

																				0.25		0.15		0.1		0.45		0.05

						0.35		0.15		0.1		0.1		0.3

																				0.25		0.2		0.1		0.4		0.05

						Sales Forcast

				Product Types		2004		2005		2006		2007		2008		2009

				Tankawang Natural		108		130		156		216		280		387

				Tankawang Supreme						43.2		51.8		67		84

				Total Sales Forcasted		108		130		199		267		348		471
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Market Distribution Among Age Groups



		

						Years		2004		2005		2006		2007		2008		2009

						Functions

						Direct

						Workman		2		2		2		3		3		3

						Foreman		2		2		2		2		2		2

						Lab Chemists		1		1		1		2		2		2

						Total Direct		5		5		5		7		7		7

						Indirect

						Executive Production		1		1		1		1		1		1

						Executive Marketing		1		1		1		1		1		1

						Sales Officers		3		3		3		4		4		4

						Business Manager		1		1		1		1		1		1

						Total Indirect		6		6		6		7		7		7

						Grand Total		11		11		11		14		14		14





		

						Cost Components		Purpose		Cost (in Rs)

						Whey		Basic Raw Material		0.2

						Acid		For Tanginess		0.15

						Sugar		Partial Sweetening agent		0.2

						Flavor		Taste and appeal		0.2

						Packaging		For distribution		1.5

						Culturing Expenses				1

						Other Expenses (inc. Overheads)				0.55

						Total Cost				3.8

						Markup				5.15

						Selling and distribution		Transportation/wastage etc		0.25

						Other Promotional expenses		Advertisement/banners/ pamphlets		0.3

						Retailer commission				1.5

						Cost to consumer				11

						Expense Heads		2004		2005		2006		2007		2008		2009

						Total Manufacturing Expense		26.35		33.11		41.64		81.05		104.04		134.08

						Employee Cost		11.64		12.80		15.67		17.24		18.96		20.86

						Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

						Other contigency expenses		2.16		2.59		3.97		5.35		8.68		11.82

						Total Aditional Expenses		44.8		49.472		63.9504		87.94464		130.492032		168.5569312

						Depreciation		2.30		2.30		2.30		2.80		2.80		2.80

						Interest		4.5		4.2783657187		4.0567314373		3.7686068716		3.437263621		3.0562188829

						Tax @ 30%		4.27		6.88		19.48		20.11		42.77		66.35

						Total		98.03		113.54		153.28		220.58		313.61		410.08

						Expense Heads

						Total Manufacturing Expense		26.88		29.16		27.17		36.75		33.17		32.70

						Employee Cost		11.87		11.28		10.22		7.82		6.05		5.09

						Maintenance		2.04		1.85		1.44		1.05		0.78		0.62

						Other contigency expenses		2.20		2.28		2.59		2.43		2.77		2.88

						Distribution and Selling expenses		45.70		43.57		41.72		39.87		41.61		41.10

						Depreciation		2.35		2.03		1.50		1.27		0.89		0.68

						Interest		4.59		3.77		2.65		1.71		1.10		0.75

						Tax @ 30%		4.36		6.06		12.71		9.12		13.64		16.18

								100.00		100.00		100.00		100.00		100.00		100.00

						Functions		No.of Personals

								2004		2005		2006		2007		2008		2009

						Direct

						Workman		2		2		2		3		3		3

						Foreman		2		2		2		2		2		2

						Lab Chemists		1		1		1		2		2		2

						Total Direct		5		5		5		7		7		7

						Indirect

						Executive Production		1		1		1		1		1		1

						Executive Marketing		1		1		1		1		1		1

						Sales Officers		3		3		3		4		4		4

						Business Manager		1		1		1		1		1		1

						Total Indirect		6		6		6		7		7		7

						Grand Total		11		11		11		14		14		14
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Total Manufacturing Expense

Employee Cost

Maintenance

Other contigency expenses

Distribution and Selling expenses

Depreciation

Interest

Tax @ 30%

27.0856416908

11.9640584882

2.0556801526

2.2201345648

46.0472354185

1.5417601145

4.3683203243

4.7171692462

29.3090789727

11.3352541248

1.8591091582

2.2946718753

43.7970706077

1.327935113

3.7624828202

6.314397328

26.3049615448

9.9199536363

1.4599851667

2.631548774

42.3431453091

0.9931871883

2.8140303667

13.5331880141

34.189079885

7.703320971

1.0822146502

2.5006920076

41.1078621378

0.7011432784

1.9865726221

10.7291144479

31.4614063504

6.0324186208

0.8089533927

2.7935051539

42.9438676767

0.4991459686

1.4142469111

14.0464559258

31.0655414

5.0687222025

0.6488243385

2.9024133688

42.339140106

0.381278135

1.0802880492

16.5137924001



		

										2004		2005		2006		2007		2008		2009

						Inventories

						Raw Materials

						Whey		2 days		0.008		0.010		0.012		0.015		0.020		0.026

						Other raw materials		2 months		1.056		1.280		1.537		1.997		2.597		3.376

						Work in Progress				0		0		0		0		0		0

						Finished Goods				0		0		0		0		0		0

						Sundry Creditors		3 days		0		0		0		0		0		0

						Sundry Debtors		7 days		2.100		2.520		3.024		4.193		5.451		7.530

						Raw materials consumed				26.50		32.89		39.47		51.31		66.71		86.72

						Cost of goods sold				42.30		50.39		60.46		75.18		93.71		117.88

						Gross sales				108		129.6		155.52		215.6544		280.35072		387.234432

						No.

						Working Capital- Forecast

																All figs in Lacs Rs

										2004		2005		2006		2007		2008		2009

						Inventories				3.14		3.94		5.04		7.46		9.69		12.56

						Raw Materials

						Whey		2 days		0.01		0.01		0.01		0.02		0.02		0.03

						Other raw materials		2 months		1.03		1.29		1.71		2.21		2.86		3.70

						Packaging matl		2 months		1.92		2.42		3.00		4.79		6.12		7.90

						Work in Progress		0.5 days		0.03		0.03		0.04		0.07		0.09		0.11

						Finished Goods		0.5 days		0.15		0.18		0.28		0.37		0.60		0.82

						Sundry Creditors		3 days		0.16		0.20		0.26		0.40		0.52		0.66

						Sundry Debtors		7 days		2.10		2.52		3.86		5.20		8.44		11.49

						Raw materials consumed				19.15		24.03		30.75		48.43		62.06		79.77

						Cost of goods sold				42.15		50.60		63.49		105.96		154.85		195.23

						Gross sales				108.00		129.60		198.72		267.49		434.14		590.81

						Net working capital				5.08		6.25		8.65		12.25		17.62		23.38

						Change in working cap				0.00		1.18		2.40		3.60		5.36		5.77

						Working cap/sales				4.70%		4.83%		4.35%		4.58%		4.06%		3.96%





						Balance Sheet- Forecast

																		All figs in Lacs Rs

												2004		2005		2006		2007		2008		2009

						Sources of Funds

						Owners equity						5.00		5.00		5.00		5.00		5.00		5.00

						Reserves & Surplus						9.97		16.06		45.44		46.92		99.79		154.82

						Loans

						Secured						30.00		28.52		26.82		24.90		22.69		20.15

						unsecured						0.00		0.00		0.00		0.00		0.00		0.00

						Total funds employed						44.97		49.59		77.27		76.82		127.49		179.97

						Uses of Funds

						Fixed Assets

						Gross Block						23.00		23.00		23.00		28.00		28.00		28.00

						Depreciation				10%		2.30		2.30		2.30		2.80		2.80		2.80

						Net Block						20.70		18.40		16.10		18.30		15.50		12.70

						Net Current Assets

						Current assets

						Inventories						3.14		3.94		5.04		7.46		9.69		12.56

						Sundry Debtors						2.10		2.52		3.86		5.20		8.44		11.49

						Cash & Bank Bal						34.08		37.43		60.10		55.76		98.84		145.26

						Current Liabilities

						Sundry Creditors						0.16		0.20		0.26		0.40		0.52		0.66

						Other Current liabilities						0.50		0.50		3.00		3.00		5.00		5.00

						Provisions						5.00		5.00		5.00		5.00		5.00		5.00

						Total Net Assets						44.97		49.59		77.27		76.82		127.49		179.97

										Loan Repayment Schedule

										Year		Principle		EYI		Interest		Principle

										1		30.00		5.20		3.60		1.60

										2		28.40		5.20		3.41		1.79

										3		26.61		5.20		3.19		2.01

										4		24.60		5.20		2.95		2.25

										5		22.35		5.20		2.68		2.52

										6		19.84		5.20		2.38		2.82

										7		17.02		5.20		2.04		3.16

										8		13.86		5.20		1.66		3.54

										9		10.32		5.20		1.24		3.96

										10		6.36		5.20		0.76		4.44

												Interest rate charged				15.00%

										Year		Prin. Outstd		Int. Repaid		EYI		Prin. Paid

										1		30		4.5		5.98		1.48

										2		28.52		4.28		5.98		1.70

										3		27.04		4.06		5.98		1.92

										4		25.12		3.77		5.98		2.21

										5		22.92		3.44		5.98		2.54

										6		20.37		3.06		5.98		2.92

										7		17.45		2.62		5.98		3.36

										8		14.09		2.11		5.98		3.86

										9		10.23		1.53		5.98		4.44

										10		5.79		0.87		5.98		5.11

																		29.32
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Sheet1

				Costing of a Pack of Tankawang 300 Ml Net Content

				Cost Components		Purpose		Cost (in Rs)		Comments

				Whey		Basic Raw Material		0.10		By product

				Acid		For Tanginess		0.06		Acidified whey obtained from Paneer/cheese manufacturing

				Sugar		Partial Sweetening agent		0.20		Contains natural milk lactose

				Flavor		Taste and appeal		0.10

				Packaging		For distribution		0.60

				Other Expenses (inc. Overheads)				1.00		1		0.2142857143		Year  of Operations		Expected Revenue (in Lacs Rs)

				Total Cost				2.06						2003		86

														2004		104

				Markup				3.45						2005		124

				Selling and distribution		Transportation/wastage etc		0.25						2006		172

				Other Promotional expenses		Advertisement/banners/ pamphlets		0.30						2007		223

				Retailer commission				1.50						2008		308

				Cost to consumer				7.56

				Unit sold		3200		7.5				48000								0.014

				Unit sold		600		11												0.42

				Year		2003		2004		2005		2006		2007		2008

				Unit sold		4000		4800		5760		7488		9734.4		12654.72				960

								20%		20%		30%		30%		30%				3.456

				Price		7.5		7.5		7.5		8		8		8.5

				Sales Revenue		108		129.6		155.52		215.6544		280.35072		387.234432

				Expenditures

				Raw Materials

				Whey		1.44		1.76		2.12		2.75		3.57		4.65

				Acid		0.86		1.06		1.27		1.65		2.14		2.79				2.88

				Sugar		3.00		3.59		4.31		5.61		7.29		9.48

				Flavor		1.44		1.78		2.14		2.78		3.61		4.69

				Packaging		8.64		10.78		12.94		16.82		21.87		28.43

				Other Expenses (inc. Overheads)		14.40		18.14		21.77		28.30		36.80		47.83

				Total Raw Material Expense		29.78		37.12		44.55		57.91		75.28		97.87

				Employee Cost		11.16		12.28		14.85		16.34		17.97		19.77				1.2

				Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

				Other contigency expenses		2.16		2.59		3.11		4.31		5.61		7.74

				COGS		45.10		54.09		64.71		80.87		101.29		127.93

				Additional Expenses

				Selling and distribution		5		5		6		6		8		9

				Promotional Expense		6		7		7		8		10		10

				Retailer commission		21.60		25.92		31.10		40.44		52.57		68.34

				Total Aditional Expenses		32.6		37.92		44.104		54.4352		70.56576		87.335488

				PBDIT		30.30		37.59		46.71		80.35		108.50		171.97

				Operating Profit Margin %		28.06		29.01		30.03		37.26		38.70		44.41

				Depreciation		1.33		1.33		1.33		1.54		1.54		1.54

				PBIT		28.97		36.26		45.38		78.81		106.96		170.43

				Interest		3.24		3.06		2.85		2.62		2.36		2.07

				PBT		25.73		33.20		42.53		76.19		104.60		168.36

				Tax @ 30%		7.72		9.96		12.76		22.86		31.38		50.51

				PAT		18.01		23.24		29.77		53.33		73.22		117.85

						15		22		33		45		70		94

										PAT

				Designations		Number of Employees		CTC/Month (Lakhs)		CTC/Year (Lakhs)						1.54

				Business Manager		1		15000		1.8

				Executive Operations		1		10000		1.2

				Executive Sales & Marketing		1		10000		1.2

				Production		1		8500		1.02

				Maintenance		1		8500		1.02

				QA		1		8500		1.02

				Sales Officers		2		8500		2.04

				Worker (temp)		2		2500		0.6

				Foreman		2		3000		0.72

				Lab Chemist		1		4500		0.54

				Total Salary Bill						11.16

				Designations		Number of Employees		CTC/Month (Lakhs)		CTC/Year (Lakhs)

				Business Manager		1		16500		1.98

				Executive Operations		1		11000		1.32

				Executive Sales & Marketing		1		11000		1.32

				Production		1		9350		1.122

				Maintenance		1		9350		1.122

				QA		1		9350		1.122

				Sales Officers		4		9350		4.488

				Worker (temp)		3		2750		0.99

				Foreman		2		3300		0.792

				Lab Chemist		1		4950		0.594

				Total Salary Bill						14.85

										Year		Principle		EYI		Interest		Principle

										1		27.00		4.78		3.24		1.54

										2		25.46		4.78		3.06		1.72

										3		23.74		4.78		2.85		1.93

										4		21.80		4.78		2.62		2.16

										5		19.64		4.78		2.36		2.42

										6		17.22		4.78		2.07		2.71

										7		14.50		4.78		1.74		3.04

										8		11.46		4.78		1.38		3.40

										9		8.06		4.78		0.97		3.81

										10		4.25		4.78		0.51		4.27





Monthlytrend
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				100.00%				199
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Sheet2

				A Pack of Tankawang 300 Ml Net Content

				Cost Components		Purpose		Cost (in Rs)

				Whey		Basic Raw Material		0.1

				Acid		For Tanginess		0.06

				Sugar		Partial Sweetening agent		0.2

				Flavor		Taste and appeal		0.15

				Packaging Supreme		For distribution		1

				Culturing Expenses				0.75

				Other Expenses (inc. Overheads)				1

				Total Cost				3.26

				Markup				5.65

				Selling and distribution		Transportation/wastage etc		0.35

				Other Promotional expenses		Advertisement/banners/ pamphlets		0.4

				Retailer commission (Supreme)				2.5

				Cost to consumer				12.16

				Unit sold		3500		7.5

				Unit sold		600		11

				Year		2004		2005		2006		2007		2008		2009

				Unit sold Natural		4000		4800		5760		7488		9734.4		12654.72

								20%		20%		30%		30%		30%

				Price		7.5		7.5		7.5		8		8		8.5

				Total Sales		108		129.6		155.52		215.6544		280.35072		387.234432

				Unit Sold Supreme						1000		1200		1440		1800

												20%		20%		25%

				Price						12		12		13		13

				Total Sales						43.2		51.84		67.392		84.24

				Sales Revenue		108		129.6		198.72		267.4944		347.74272		471.474432

				Expenditures

				Raw Materials

				Whey		1.44		1.76		2.12		2.75		3.57		4.65

				Acid		0.86		1.06		1.27		1.65		2.14		2.79

				Sugar		3.00		3.59		4.31		5.61		7.29		9.48

				Flavor		2.16		2.67		3.20		4.16		5.41		7.04

				Packaging Normal		8.64		10.78		12.94		16.82		21.87		28.43

						16.10		19.87		23.84		30.99		40.29		52.38				30.50

				Packaging Supreme								4.32		5.18		6.48

				Culture expense								3.24		3.89		4.86

				Other Expenses (inc. Overheads)		14.40		18.14		21.77		28.30		36.80		47.83

				Other Expense (Supreme)								4.32		5.18		6.48

				Total Manufacturing Expense		30.50		38.01		45.61		66.86		86.16		111.55

				Employee Cost		12.00		13.20		14.52		15.97		17.57		19.33				1.2

				Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

				Other contigency expenses		2.16		2.59		3.97		5.35		6.95		9.43

				Additional Expenses

				Selling and distribution		7		8		9		12		14		14						0.0958333333

				Promotional Expense		16.2		15.552		23.8464		26.74944		34.774272		47.1474432						144000

				Retailer commission (Natural)		21.60		25.92		31.10		40.44		52.57		68.34						1440

				Retailer commission (Supreme)								10.95		13.14		16.43

				Total Aditional Expenses		44.8		49.472		63.9504		90.13464		114.480032		145.9079312

				PBDIT		16.54		24.23		68.46		86.87		120.15		182.71

				Operating Profit Margin %		15.32		18.69		34.45		32.47		34.55		38.75

				Depreciation		1.50		1.50		1.50		1.50		1.50		1.50

				PBIT		15.04		22.73		66.96		85.37		118.65		181.21

				Interest		4.25		4.25		4.25		4.25		4.25		4.25

				PBT		10.79		18.48		62.71		81.12		114.40		176.96

				Tax @ 30%		3.24		5.54		18.81		24.33		34.32		53.09

				PAT		7.55		12.93		43.90		56.78		80.08		123.87

						7.55		20.49		64.38		121.16		201.24		325.11

						NPV		$134.57						43.90

				Designations		Number of Employees		CTC/Month		CTC/Year (Lakhs)

				Business Manager		1		15000		1.8

				Executive Operations		1		10000		1.2

				Executive Sales & Marketing		1		10000		1.2

				Production		1		8500		1.02

				Maintenance		1		8500		1.02

				QA		1		8500		1.02

				Sales Officers		3		8500		3.06

				Worker		3		3000		1.08

				Foreman		1		3000		0.36

				Lab Chemist		1		4500		0.54

				Total Salary Bill						12.3

				-30		7.55		12.93		17.89		53.88		73.41		116.08				0

				68%

																				0

										Year		Principle		EYI		Interest		Principle

										1		27.00		4.78		3.24		1.54

										2		25.46		4.78		3.06		1.72

										3		23.74		4.78		2.85		1.93

										4		21.80		4.78		2.62		2.16

										5		19.64		4.78		2.36		2.42

										6		17.22		4.78		2.07		2.71

										7		14.50		4.78		1.74		3.04

										8		11.46		4.78		1.38		3.40

										9		8.06		4.78		0.97		3.81

										10		4.25		4.78		0.51		4.27		27.0250520071
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keyinput

		

				Key Input Cost

																				1050

				Key Input		Rate		Quantity												344850000

				Labour		100		3		300

				Power		4		100		400

						4		0.7		2.8

										180										95791666.6666667

										100										95.7916666667

										982.8

																				88000

																				29.3333333333

																				180

																				344850						0.25

																				95791.6666666667

																										1015

																		3333.3333333333

																				0.75





marketseg

						108		129.6		155.52		215.6544		280.35072		387.234432

						Market segmentation based on age profiles																43.2		51.84		67.392		84.24

				Age Groups		2004		2005		2006		2007		2008		2009				Age Groups		2006		2007		2008		2009

				10-18		38		45		57		78		105		144				10-18		2		3		7		8

				18-30		54		65		82		113		147		202				18-30		4		5		7		8

				30-50		12		14		34		44		58		76				30-50		17		21		27		34

				above 50		4		5		26		32		38		49				above 50		19		23		27		34

						108		130		199		267		348		471						43.2		51.8		67		84

						0.35		0.5		0.11		0.04

						0.3500		0.5000		0.1100		0.0400

						Market Segmentation bsed on user profiles

				Product Use		2004		2005		2006		2007		2008		2009				Age Groups		2006		2007		2008		2009

				Health consious people		38		45		65		88		115		157				Health consious people		11		13		17		21

				Non cola drinkers		16		19		30		40		56		75				Non cola drinkers		6		8		13		17

				Domestic Consumer		11		13		20		27		35		47				Domestic Consumer		4		5		7		8

				Therapeutic consumer		11		13		35		45		55		72				Therapeutic consumer		19		23		27		34

				Travellers		32		39		49		67		87		120				Travellers		2		3		3		4

																						43		52		67		84

						108		130		199		267		348		471

																				0.25		0.15		0.1		0.45		0.05

						0.35		0.15		0.1		0.1		0.3

																				0.25		0.2		0.1		0.4		0.05

						Sales Forcast

				Product Types		2004		2005		2006		2007		2008		2009

				Tankawang Natural		108		130		156		216		280		387

				Tankawang Supreme						43.2		51.8		67		84

				Total Sales Forcasted		108		130		199		267		348		471
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Working capital

		

						Years		2004		2005		2006		2007		2008		2009

						Functions

						Direct

						Workman		2		2		2		3		3		3

						Foreman		2		2		2		2		2		2

						Lab Chemists		1		1		1		2		2		2

						Total Direct		5		5		5		7		7		7

						Indirect

						Executive Production		1		1		1		1		1		1

						Executive Marketing		1		1		1		1		1		1

						Sales Officers		3		3		3		4		4		4

						Business Manager		1		1		1		1		1		1

						Total Indirect		6		6		6		7		7		7

						Grand Total		11		11		11		14		14		14





Balance sheet

		

						Cost Components		Purpose		Cost (in Rs)

						Whey		Basic Raw Material		0.2

						Acid		For Tanginess		0.15

						Sugar		Partial Sweetening agent		0.2

						Flavor		Taste and appeal		0.2

						Packaging		For distribution		1.5

						Culturing Expenses				1

						Other Expenses (inc. Overheads)				0.55

						Total Cost				3.8

						Markup				5.15

						Selling and distribution		Transportation/wastage etc		0.25

						Other Promotional expenses		Advertisement/banners/ pamphlets		0.3

						Retailer commission				1.5

						Cost to consumer				11

						Expense Heads		2004		2005		2006		2007		2008		2009

						Total Manufacturing Expense		30.50		38.01		45.61		66.86		86.16		111.55

						Employee Cost		12.00		13.20		14.52		15.97		17.57		19.33

						Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

						Other contigency expenses		2.16		2.59		3.97		5.35		6.95		9.43

						Total Aditional Expenses		44.8		49.472		63.9504		90.13464		114.480032		145.9079312

						Depreciation		1.50		1.50		1.50		1.50		1.50		1.50

						Interest		4.25		4.25		4.25		4.25		4.25		4.25

						Tax @ 30%		3.24		5.54		18.81		24.33		34.32		53.09

						Total		100.45		116.67		154.82		210.71		267.66		347.60

						Expense Heads

						Total Manufacturing Expense		30.36		32.58		29.46		31.73		32.19		32.09

						Employee Cost		11.95		11.31		9.38		7.58		6.56		5.56

						Maintenance		1.99		1.80		1.42		1.10		0.91		0.73

						Other contigency expenses		2.15		2.22		2.57		2.54		2.60		2.71

						Distribution and Selling expenses		44.60		42.40		41.30		42.78		42.77		41.98

						Depreciation		1.49		1.29		0.97		0.71		0.56		0.43

						Interest		4.23		3.64		2.75		2.02		1.59		1.22

						Tax @ 30%		3.22		4.75		12.15		11.55		12.82		15.27

								100.00		100.00		100.00		100.00		100.00		100.00

						Functions		No.of Personals

								2004		2005		2006		2007		2008		2009

						Direct

						Workman		2		2		2		3		3		3

						Foreman		2		2		2		2		2		2

						Lab Chemists		1		1		1		2		2		2

						Total Direct		5		5		5		7		7		7

						Indirect

						Executive Production		1		1		1		1		1		1

						Executive Marketing		1		1		1		1		1		1

						Sales Officers		3		3		3		4		4		4

						Business Manager		1		1		1		1		1		1

						Total Indirect		6		6		6		7		7		7

						Grand Total		11		11		11		14		14		14
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										2003		2004		2005		2006		2007		2008

						Inventories

						Raw Materials

						Whey		2 days		0.008		0.010		0.012		0.015		0.020		0.026

						Other raw materials		2 months		0.883		1.072		1.286		1.672		2.174		2.826

						Work in Progress				0		0		0		0		0		0

						Finished Goods				0		0		0		0		0		0

						Sundry Creditors		3 days		0		0		0		0		0		0

						Sundry Debtors		7 days		2.100		2.520		3.024		4.193		5.451		7.530

						Raw materials consumed				29.78		37.12		44.55		57.91		75.28		97.87

						Cost of goods sold				45.10		54.09		64.71		80.87		101.29		127.93

						Gross sales				108		129.6		155.52		215.6544		280.35072		387.234432

						No.

						Net working capital

						Change in working cap

						Working cap/sales





		

						Sources of Funds

						Loans

						Totla Funds Employed

						Uses of Funds

						Fixed Assets

						Gross Block

						Deprication

						Net Block

						Capitla WIP

						Investemtns

						Net Current Assets

						Current assets

						Inventories

						Sundry Debtors

						Cash & Bank Bal

						Loans and Advances

						Current Liabilites

						Sundry Creditors

						Other Current liabliites

						Provisions

						Totla Net Assets
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Sheet1

				Costing of a Pack of Tankawang 300 Ml Net Content

				Cost Components		Purpose		Cost (in Rs)		Comments

				Whey		Basic Raw Material		0.10		By product

				Acid		For Tanginess		0.08		Acidified whey obtained from Paneer/cheese manufacturing

				Sugar		Partial Sweetening agent		0.25		Contains natural milk lactose

				Flavor		Taste and appeal		0.10

				Packaging		For distribution		0.80

				Other Expenses (inc. Overheads)				0.50		1		0.2142857143		Year  of Operations		Expected Revenue (in Lacs Rs)

				Total Cost				1.83						2003		86

														2004		104

				Markup				3.62						2005		124

				Selling and distribution		Transportation/wastage etc		0.25						2006		172

				Other Promotional expenses		Advertisement/banners/ pamphlets		0.30						2007		223

				Retailer commission				1.50						2008		308

				Cost to consumer				7.50

				Unit sold		3200		7.5				48000								0.014

				Unit sold		600		11												0.42

				Year		2003		2004		2005		2006		2007		2008

				Unit sold		4000		4800		5760		7488		9734.4		12654.72				960

								20%		20%		30%		30%		30%				3.456

				Price		7.5		7.5		7.5		8		8		8.5

				Sales Revenue		108		129.6		155.52		215.6544		280.35072		387.234432

				Expenditures

				Raw Materials

				Whey		1.44		1.76		2.12		2.75		3.57		4.65

				Acid		1.15		1.41		1.69		2.20		2.86		3.72				2.88

				Sugar		3.74		4.49		5.39		7.01		9.11		11.84

				Flavor		1.44		1.78		2.14		2.78		3.61		4.69

				Packaging		11.52		14.38		17.25		22.43		29.16		37.90

				Other Expenses (inc. Overheads)		7.20		9.07		10.89		14.15		18.40		23.92

				Total Raw Material Expense		26.50		32.89		39.47		51.31		66.71		86.72

				Employee Cost		11.64		12.80		14.98		16.48		18.13		19.94				1.2

				Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

				Other contigency expenses		2.16		2.59		3.11		4.31		5.61		7.74

				COGS		42.30		50.39		59.77		74.42		92.88		116.96

				Additional Expenses

				Selling and distribution		5		5		6		6		8		9

				Promotional Expense		6		7		7		8		10		10

				Retailer commission		21.60		25.92		31.10		40.44		52.57		68.34

				Total Aditional Expenses		32.6		37.92		44.104		54.4352		70.56576		87.335488

				PBDIT		33.10		41.29		51.65		86.80		116.91		182.94

				Operating Profit Margin %		30.65		31.86		33.21		40.25		41.70		47.24

				Depreciation		1.33		1.33		1.33		1.54		1.54		1.54

				PBIT		31.77		39.96		50.32		85.26		115.37		181.40

				Interest		3.24		3.06		2.85		2.62		2.36		2.07

				PBT		28.53		36.90		47.47		82.64		113.01		179.33

				Tax @ 30%		8.56		11.07		14.24		24.79		33.90		53.80

				PAT		19.97		25.83		33.23		57.84		79.11		125.53

						15		22		33		45		70		94

										PAT

				Designations		Number of Employees		CTC/Month (Lakhs)		CTC/Year (Lakhs)						1.54

				Business Manager		1		16000		1.92

				Executive Operations		1		10000		1.2

				Executive Sales & Marketing		1		10000		1.2

				Executive Quality Assurance		1		10000		1.2

				Sales Officers		3		9000		3.24

				Worker (temp)		3		3000		1.08

				Foreman		2		3000		0.72				0.72

				Lab Chemist		1		5000		0.6

				Lab Assistant & Support		1		4000		0.48

				Total Salary Bill						11.64

										2.88

				Designations		Number of Employees		CTC/Month (Lakhs)		CTC/Year (Lakhs)

				Business Manager		1		19200		2.304

				Executive Operations		1		12000		1.44

				Executive Sales & Marketing		1		12000		1.44

				Executive Quality Assurance		1		12000		1.44

				Sales Officers		4		10800		5.184

				Worker (temp)		4		3450		1.656

				Foreman		2		3450		0.828

				Lab Chemist		1		5750		0.69

				Lab Assistant & Support Staff		2		4600		1.104

				Total Salary Bill						14.982

										4.278

										Year		Principle		EYI		Interest		Principle

										1		27.00		4.78		3.24		1.54

										2		25.46		4.78		3.06		1.72

										3		23.74		4.78		2.85		1.93

										4		21.80		4.78		2.62		2.16

										5		19.64		4.78		2.36		2.42

										6		17.22		4.78		2.07		2.71

										7		14.50		4.78		1.74		3.04

										8		11.46		4.78		1.38		3.40

										9		8.06		4.78		0.97		3.81

										10		4.25		4.78		0.51		4.27





Monthlytrend

						199		50

				100.00%				199

				2004

				Jan		Feb		Mar		Apr		May		Jun		Jul		Aug		Sep		Oct		Nov		Dec		Jan		Feb		Mar		Apr		May		Jun		Jul		Aug		Sep		Oct		Nov

		Tankawang Natural		9.95		9.95		15.92		19.9		25.87		25.87		23.88		17.91		15.92		13.93		9.95		9.95

				5.00%		5.00%		8.00%		10.00%		13.00%		13.00%		12.00%		9.00%		8.00%		7.00%		5.00%		5.00%

		Tankawang Supreme		4		4		4		4		4		4.75		4.75		4.5		4		4		4		4

				8.00%		8.00%		8.00%		8.00%		8.00%		9.50%		9.50%		9.00%		8.00%		8.00%		8.00%		8.00%
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Sheet2

				A Pack of Tankawang 300 Ml Net Content

				Cost Components		Purpose		Cost (in Rs)

				Whey		Basic Raw Material		0.1

				Acid		For Tanginess		0.06

				Sugar		Partial Sweetening agent		0.2

				Flavor		Taste and appeal		0.15

				Packaging Supreme		For distribution		1.25

				Culturing Expenses				0.75

				Other Expenses (inc. Overheads)				1

				Total Cost				3.6

				Markup				5.65

				Selling and distribution		Transportation/wastage etc		0.35

				Other Promotional expenses		Advertisement/banners/ pamphlets		0.4

				Retailer commission (Supreme)				2

				Cost to consumer				12

				Unit sold		3500		7.5

				Unit sold		600		11

				Year		2004		2005		2006		2007		2008		2009

				Unit sold Natural		4000		4800		5760		7488		9734.4		12654.72

								20%		20%		30%		30%		30%

						0		0		0		0		2500		3250

				Price		7.5		7.5		7.5		8		8		8.5

				Total Sales		108		129.6		155.52		215.6544		352.35072		486.684432

				Unit Sold Supreme						1000		1200		1440		1800

												20%		20%		25%

				Price						12		12		13		13

				Total Sales						43.2		51.84		67.392		84.24

				Sales Revenue		108		129.6		198.72		267.4944		419.74272		570.924432

				Expenditures

				Raw Materials

				Whey		1.44		1.76		2.12		2.75		3.57		4.65

				Acid		1.15		1.42		1.71		2.22		2.89		3.75

				Sugar		3.60		4.54		5.44		7.08		9.20		11.96

				Flavor		1.44		1.80		2.16		2.80		3.64		4.74

				Packaging Normal		11.52		14.52		17.42		22.64		29.44		38.27

						19.15		24.03		28.84		37.49		48.74		63.37

				Packaging Supreme								1.94		2.33		2.92

				Culture expense								3.24		4.08		4.86

				Other Expenses (inc. Overheads)		7.20		9.07		10.89		28.30		36.80		47.83

				Other Expense (Supreme)								2.16		2.59		3.24

				Total Manufacturing Expense		26.35		33.11		39.73		73.14		94.55		122.22

				Employee Cost		11.64		12.80		14.98		16.48		18.13		19.94				1.2

				Additional Sales Expense										20.74		25.92

				Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

				Other contigency expenses		2.16		2.59		3.97		5.35		8.39		11.42

				Additional Expenses

				Selling and distribution		7		8		9		12		14		14						0.0958333333

				Selling and distribution (Intercity)										10		14

				Promotional Expense		16.2		15.552		23.8464		26.74944		41.974272		57.0924432						144000

				Retailer commission (Natural)		21.60		25.92		31.10		40.44		52.57		68.34						1440

				Retailer commission (Supreme)								8.76		10.51		13.14

				Total Aditional Expenses		44.8		49.472		63.9504		87.94464		129.052032		166.5679312

				PBDIT		21.05		29.53		73.88		82.26		146.45		222.31

				Operating Profit Margin %		19.49		22.78		37.18		30.75		34.89		38.94

				Depreciation		1.50		1.50		1.50		1.50		1.50		1.50

				PBIT		19.55		28.03		72.38		80.76		144.95		220.81

				Interest		4.25		4.25		4.25		4.25		4.25		4.25

				PBT		15.30		23.78		68.13		76.51		140.70		216.56

				Tax @ 30%		4.59		7.13		20.44		22.95		42.21		64.97

				PAT		10.71		16.64		47.69		53.56		98.49		151.59

						10.71		27.35		75.04		128.60		227.09		378.68

						NPV		$160.85						47.69

				Designations		Number of Employees		CTC/Month		CTC/Year (Lakhs)

				Business Manager		1		15000		1.8

				Executive Operations		1		10000		1.2

				Executive Sales & Marketing		1		10000		1.2

				Production		1		8500		1.02

				Maintenance		1		8500		1.02

				QA		1		8500		1.02

				Sales Officers		3		8500		3.06

				Worker		3		3000		1.08

				Foreman		1		3000		0.36

				Lab Chemist		1		4500		0.54

				Total Salary Bill						12.3

				-30		7.55		12.93		17.89		53.88		73.41		116.08				0

				68%

																				0

								0.2430555556

										Year		Principle		EYI		Interest		Principle

										1		27.00		4.78		3.24		1.54

										2		25.46		4.78		3.06		1.72

										3		23.74		4.78		2.85		1.93

										4		21.80		4.78		2.62		2.16

										5		19.64		4.78		2.36		2.42

										6		17.22		4.78		2.07		2.71

										7		14.50		4.78		1.74		3.04

										8		11.46		4.78		1.38		3.40

										9		8.06		4.78		0.97		3.81

										10		4.25		4.78		0.51		4.27		27.0250520071

				Cost Analysis		2004		2005		2006		2007		2008		2009

				Raw materials		19.15		24.03		28.84		42.68		55.16		71.14										0.00		0.00

				Direct labour		2.88		2.88		2.88		4.278		4.278		4.278										12		13

				Direct Overheads		1.5		1.5		1.5		1.5		1.5		1.5										1.5		1.5

				Manufacturing Expenses		7.20		9.07		10.89		30.46		39.39		51.07										0.00		0.00

				Total Direct Cost		30.73		37.49		44.11		78.92		100.32		127.99										13.50		14.50

				Operational Indirect		4.16		4.69		6.18		7.67		10.83		13.97										0.00		0.00

				Management/Administration		8.76		9.92		12.10		12.20		34.59		41.58										-2.00		-2.00

				Selling & Distribution		44.80		49.47		63.95		87.94		129.05		166.57										0.00		0.00

				Interest		4.25		4.25		4.25		4.25		4.25		4.25										0		0

				Total Indirect Cost		61.97		68.34		86.48		112.06		178.71		226.37										-2.00		-2.00

				Total Cost		92.70		105.82		130.59		190.98		279.04		354.37										11.50		12.50

						15.30		23.78		68.13		76.51		140.70		216.56

						108.00		129.60		198.72		267.49		419.74		570.92
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						4000

				Key Input Cost

																				1050

				Key Input		Rate		Quantity		Total Cost		Cost Per Pack								344850000

				Labour		100		3		300		0.075

				Power

				Heating		4		100		400		0.1

				Stirring		4		2.5		10		0.0025

				Refrigeration						180		0.045								95791666.6666667

				Cold Storage						100		0.025								95.7916666667

				Additional Expenses						112		0.028

										802		0.2005								88000

												0.476								29.3333333333

																				180

								5.7744

																				344850						0.25

																				95791.6666666667

																										1015

																		3333.3333333333

																				0.75
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						108		129.6		155.52		215.6544		280.35072		387.234432

						Market segmentation based on age profiles																43.2		51.84		67.392		84.24

				Age Groups		2004		2005		2006		2007		2008		2009				Age Groups		2006		2007		2008		2009

				10-18		38		45		57		78		101		140				10-18		2		3		3		4

				18-30		54		65		82		113		150		206				18-30		4		5		10		13

				30-50		12		14		34		44		58		76				30-50		17		21		27		34

				above 50		4		5		26		32		38		49				above 50		19		23		27		34

						108		130		199		267		348		471						43.2		51.8		67		84

						0.35		0.5		0.11		0.04

						0.3500		0.5000		0.1100		0.0400

						Market Segmentation bsed on user profiles

				Product Use		2004		2005		2006		2007		2008		2009				Age Groups		2006		2007		2008		2009

				Health consious people		38		45		65		88		115		157				Health consious people		11		13		17		21

				Non cola drinkers		16		19		30		40		56		75				Non cola drinkers		6		8		13		17

				Domestic Consumer		11		13		20		27		35		47				Domestic Consumer		4		5		7		8

				Therapeutic consumer		11		13		35		45		55		72				Therapeutic consumer		19		23		27		34

				Travellers		32		39		49		67		87		120				Travellers		2		3		3		4

																						43		52		67		84

						108		130		199		267		348		471

																				0.25		0.15		0.1		0.45		0.05

						0.35		0.15		0.1		0.1		0.3

																				0.25		0.2		0.1		0.4		0.05

						Sales Forcast

				Product Types		2004		2005		2006		2007		2008		2009

				Tankawang Natural		108		130		156		216		280		387

				Tankawang Supreme						43.2		51.8		67		84

				Total Sales Forcasted		108		130		199		267		348		471





Sheet4

		



10-18

18-30

30-50

above 50

Years

Market in Lakhs

Market Segmentation Across Age Groups



Sheet3

		



Health consious people

Non cola drinkers

Domestic Consumer

Therapeutic consumer

Travellers

Market in Lakhs

Years

Market Segmentation Based on User Profile



Working capital

		



Market Distribution Among User Group

Therapeutic consumer
10%



Balance sheet

		



Market Distribution Among Age Groups



		

						Years		2004		2005		2006		2007		2008		2009

						Functions

						Direct

						Workman		2		2		2		3		3		3

						Foreman		2		2		2		2		2		2

						Lab Chemists		1		1		1		2		2		2

						Total Direct		5		5		5		7		7		7

						Indirect

						Executive Production		1		1		1		1		1		1

						Executive Marketing		1		1		1		1		1		1

						Sales Officers		3		3		3		4		4		4

						Business Manager		1		1		1		1		1		1

						Total Indirect		6		6		6		7		7		7

						Grand Total		11		11		11		14		14		14





		

						Cost Components		Purpose		Cost (in Rs)

						Whey		Basic Raw Material		0.2

						Acid		For Tanginess		0.15

						Sugar		Partial Sweetening agent		0.2

						Flavor		Taste and appeal		0.2

						Packaging		For distribution		1.5

						Culturing Expenses				1

						Other Expenses (inc. Overheads)				0.55

						Total Cost				3.8

						Markup				5.15

						Selling and distribution		Transportation/wastage etc		0.25

						Other Promotional expenses		Advertisement/banners/ pamphlets		0.3

						Retailer commission				1.5

						Cost to consumer				11

						Expense Heads		2004		2005		2006		2007		2008		2009

						Total Manufacturing Expense		26.35		33.11		39.73		73.14		94.55		122.22

						Employee Cost		11.64		12.80		14.98		16.48		18.13		19.94

						Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

						Other contigency expenses		2.16		2.59		3.97		5.35		8.39		11.42

						Total Aditional Expenses		44.8		49.472		63.9504		87.94464		129.052032		166.5679312

						Depreciation		1.50		1.50		1.50		1.50		1.50		1.50

						Interest		4.25		4.25		4.25		4.25		4.25		4.25

						Tax @ 30%		4.59		7.13		20.44		22.95		42.21		64.97

						Total		97.29		112.96		151.03		213.94		300.51		393.41

						Expense Heads

						Total Manufacturing Expense		27.09		29.31		26.30		34.19		31.46		31.07

						Employee Cost		11.96		11.34		9.92		7.70		6.03		5.07

						Maintenance		2.06		1.86		1.46		1.08		0.81		0.65

						Other contigency expenses		2.22		2.29		2.63		2.50		2.79		2.90

						Distribution and Selling expenses		46.05		43.80		42.34		41.11		42.94		42.34

						Depreciation		1.54		1.33		0.99		0.70		0.50		0.38

						Interest		4.37		3.76		2.81		1.99		1.41		1.08

						Tax @ 30%		4.72		6.31		13.53		10.73		14.05		16.51

								100.00		100.00		100.00		100.00		100.00		100.00

						Functions		No.of Personals

								2004		2005		2006		2007		2008		2009

						Direct

						Workman		2		2		2		3		3		3

						Foreman		2		2		2		2		2		2

						Lab Chemists		1		1		1		2		2		2

						Total Direct		5		5		5		7		7		7

						Indirect

						Executive Production		1		1		1		1		1		1

						Executive Marketing		1		1		1		1		1		1

						Sales Officers		3		3		3		4		4		4

						Business Manager		1		1		1		1		1		1

						Total Indirect		6		6		6		7		7		7

						Grand Total		11		11		11		14		14		14
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										2004		2005		2006		2007		2008		2009

						Inventories

						Raw Materials

						Whey		2 days		0.008		0.010		0.012		0.015		0.020		0.026

						Other raw materials		2 months		1.056		1.280		1.537		1.997		2.597		3.376

						Work in Progress				0		0		0		0		0		0

						Finished Goods				0		0		0		0		0		0

						Sundry Creditors		3 days		0		0		0		0		0		0

						Sundry Debtors		7 days		2.100		2.520		3.024		4.193		5.451		7.530

						Raw materials consumed				26.50		32.89		39.47		51.31		66.71		86.72

						Cost of goods sold				42.30		50.39		59.77		74.42		92.88		116.96

						Gross sales				108		129.6		155.52		215.6544		280.35072		387.234432

						No.

						Net working capital

						Change in working cap

						Working cap/sales





		

						Sources of Funds

						Loans

						Totla Funds Employed

						Uses of Funds

						Fixed Assets

						Gross Block

						Deprication

						Net Block

						Capitla WIP

						Investemtns

						Net Current Assets

						Current assets

						Inventories

						Sundry Debtors

						Cash & Bank Bal

						Loans and Advances

						Current Liabilites

						Sundry Creditors

						Other Current liabliites

						Provisions

						Totla Net Assets
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Sheet1

				Costing of a Pack of Tankawang 300 Ml Net Content

				Cost Components		Purpose		Cost (in Rs)		Comments

				Whey		Basic Raw Material		0.10		By product

				Acid		For Tanginess		0.06		Acidified whey obtained from Paneer/cheese manufacturing

				Sugar		Partial Sweetening agent		0.20		Contains natural milk lactose

				Flavor		Taste and appeal		0.10

				Packaging		For distribution		0.60

				Other Expenses (inc. Overheads)				1.00		1		0.2142857143		Year  of Operations		Expected Revenue (in Lacs Rs)

				Total Cost				2.06						2003		86

														2004		104

				Markup				3.45						2005		124

				Selling and distribution		Transportation/wastage etc		0.25						2006		172

				Other Promotional expenses		Advertisement/banners/ pamphlets		0.30						2007		223

				Retailer commission				1.50						2008		308

				Cost to consumer				7.56

				Unit sold		3200		7.5				48000								0.014

				Unit sold		600		11												0.42

				Year		2003		2004		2005		2006		2007		2008

				Unit sold		4000		4800		5760		7488		9734.4		12654.72				960

								20%		20%		30%		30%		30%				3.456

				Price		7.5		7.5		7.5		8		8		8.5

				Sales Revenue		108		129.6		155.52		215.6544		280.35072		387.234432

				Expenditures

				Raw Materials

				Whey		1.44		1.76		2.12		2.75		3.57		4.65

				Acid		0.86		1.06		1.27		1.65		2.14		2.79				2.88

				Sugar		3.00		3.59		4.31		5.61		7.29		9.48

				Flavor		1.44		1.78		2.14		2.78		3.61		4.69

				Packaging		8.64		10.78		12.94		16.82		21.87		28.43

				Other Expenses (inc. Overheads)		14.40		18.14		21.77		28.30		36.80		47.83

				Total Raw Material Expense		29.78		37.12		44.55		57.91		75.28		97.87

				Employee Cost		11.16		12.28		14.85		16.34		17.97		19.77				1.2

				Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

				Other contigency expenses		2.16		2.59		3.11		4.31		5.61		7.74

				COGS		45.10		54.09		64.71		80.87		101.29		127.93

				Additional Expenses

				Selling and distribution		5		5		6		6		8		9

				Promotional Expense		6		7		7		8		10		10

				Retailer commission		21.60		25.92		31.10		40.44		52.57		68.34

				Total Aditional Expenses		32.6		37.92		44.104		54.4352		70.56576		87.335488

				PBDIT		30.30		37.59		46.71		80.35		108.50		171.97

				Operating Profit Margin %		28.06		29.01		30.03		37.26		38.70		44.41

				Depreciation		1.33		1.33		1.33		1.54		1.54		1.54

				PBIT		28.97		36.26		45.38		78.81		106.96		170.43

				Interest		3.24		3.06		2.85		2.62		2.36		2.07

				PBT		25.73		33.20		42.53		76.19		104.60		168.36

				Tax @ 30%		7.72		9.96		12.76		22.86		31.38		50.51

				PAT		18.01		23.24		29.77		53.33		73.22		117.85

						15		22		33		45		70		94

										PAT

				Designations		Number of Employees		CTC/Month (Lakhs)		CTC/Year (Lakhs)						1.54

				Business Manager		1		15000		1.8

				Executive Operations		1		10000		1.2

				Executive Sales & Marketing		1		10000		1.2

				Production		1		8500		1.02

				Maintenance		1		8500		1.02

				QA		1		8500		1.02

				Sales Officers		2		8500		2.04

				Worker (temp)		2		2500		0.6

				Foreman		2		3000		0.72

				Lab Chemist		1		4500		0.54

				Total Salary Bill						11.16

				Designations		Number of Employees		CTC/Month (Lakhs)		CTC/Year (Lakhs)

				Business Manager		1		16500		1.98

				Executive Operations		1		11000		1.32

				Executive Sales & Marketing		1		11000		1.32

				Production		1		9350		1.122

				Maintenance		1		9350		1.122

				QA		1		9350		1.122

				Sales Officers		4		9350		4.488

				Worker (temp)		3		2750		0.99

				Foreman		2		3300		0.792

				Lab Chemist		1		4950		0.594

				Total Salary Bill						14.85

										Year		Principle		EYI		Interest		Principle

										1		27.00		4.78		3.24		1.54

										2		25.46		4.78		3.06		1.72

										3		23.74		4.78		2.85		1.93

										4		21.80		4.78		2.62		2.16

										5		19.64		4.78		2.36		2.42

										6		17.22		4.78		2.07		2.71

										7		14.50		4.78		1.74		3.04

										8		11.46		4.78		1.38		3.40

										9		8.06		4.78		0.97		3.81

										10		4.25		4.78		0.51		4.27





Monthlytrend

						199		50

				100.00%				199

				2004

				Jan		Feb		Mar		Apr		May		Jun		Jul		Aug		Sep		Oct		Nov		Dec		Jan		Feb		Mar		Apr		May		Jun		Jul		Aug		Sep		Oct		Nov

		Tankawang Natural		9.95		9.95		15.92		19.9		25.87		25.87		23.88		17.91		15.92		13.93		9.95		9.95

				5.00%		5.00%		8.00%		10.00%		13.00%		13.00%		12.00%		9.00%		8.00%		7.00%		5.00%		5.00%
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Sheet2

				A Pack of Tankawang 300 Ml Net Content

				Cost Components		Purpose		Cost (in Rs)

				Whey		Basic Raw Material		0.1

				Acid		For Tanginess		0.06

				Sugar		Partial Sweetening agent		0.2

				Flavor		Taste and appeal		0.15

				Packaging Supreme		For distribution		1

				Culturing Expenses				0.75

				Other Expenses (inc. Overheads)				1

				Total Cost				3.26

				Markup				5.65

				Selling and distribution		Transportation/wastage etc		0.35

				Other Promotional expenses		Advertisement/banners/ pamphlets		0.4

				Retailer commission (Supreme)				2.5

				Cost to consumer				12.16

				Unit sold		3500		7.5

				Unit sold		600		11

				Year		2004		2005		2006		2007		2008		2009

				Unit sold Natural		4000		4800		5760		7488		9734.4		12654.72

								20%		20%		30%		30%		30%

				Price		7.5		7.5		7.5		8		8		8.5

				Total Sales		108		129.6		155.52		215.6544		280.35072		387.234432

				Unit Sold Supreme						1000		1200		1440		1800

												20%		20%		25%

				Price						12		12		13		13

				Total Sales						43.2		51.84		67.392		84.24

				Sales Revenue		108		129.6		198.72		267.4944		347.74272		471.474432

				Expenditures

				Raw Materials

				Whey		1.44		1.76		2.12		2.75		3.57		4.65

				Acid		0.86		1.06		1.27		1.65		2.14		2.79

				Sugar		3.00		3.59		4.31		5.61		7.29		9.48

				Flavor		2.16		2.67		3.20		4.16		5.41		7.04

				Packaging Normal		8.64		10.78		12.94		16.82		21.87		28.43

						16.10		19.87		23.84		30.99		40.29		52.38				30.50

				Packaging Supreme								4.32		5.18		6.48

				Culture expense								3.24		3.89		4.86

				Other Expenses (inc. Overheads)		14.40		18.14		21.77		28.30		36.80		47.83

				Other Expense (Supreme)								4.32		5.18		6.48

				Total Manufacturing Expense		30.50		38.01		45.61		66.86		86.16		111.55

				Employee Cost		12.00		13.20		14.52		15.97		17.57		19.33				1.2

				Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

				Other contigency expenses		2.16		2.59		3.97		5.35		6.95		9.43

				Additional Expenses

				Selling and distribution		7		8		9		12		14		14						0.0958333333

				Promotional Expense		16.2		15.552		23.8464		26.74944		34.774272		47.1474432						144000

				Retailer commission (Natural)		21.60		25.92		31.10		40.44		52.57		68.34						1440

				Retailer commission (Supreme)								10.95		13.14		16.43

				Total Aditional Expenses		44.8		49.472		63.9504		90.13464		114.480032		145.9079312

				PBDIT		16.54		24.23		68.46		86.87		120.15		182.71

				Operating Profit Margin %		15.32		18.69		34.45		32.47		34.55		38.75

				Depreciation		1.50		1.50		1.50		1.50		1.50		1.50

				PBIT		15.04		22.73		66.96		85.37		118.65		181.21

				Interest		4.25		4.25		4.25		4.25		4.25		4.25

				PBT		10.79		18.48		62.71		81.12		114.40		176.96

				Tax @ 30%		3.24		5.54		18.81		24.33		34.32		53.09

				PAT		7.55		12.93		43.90		56.78		80.08		123.87

						7.55		20.49		64.38		121.16		201.24		325.11

						NPV		$134.57						43.90

				Designations		Number of Employees		CTC/Month		CTC/Year (Lakhs)

				Business Manager		1		15000		1.8

				Executive Operations		1		10000		1.2

				Executive Sales & Marketing		1		10000		1.2

				Production		1		8500		1.02

				Maintenance		1		8500		1.02

				QA		1		8500		1.02

				Sales Officers		3		8500		3.06

				Worker		3		3000		1.08

				Foreman		1		3000		0.36

				Lab Chemist		1		4500		0.54

				Total Salary Bill						12.3

				-30		7.55		12.93		17.89		53.88		73.41		116.08				0

				68%

																				0

										Year		Principle		EYI		Interest		Principle

										1		27.00		4.78		3.24		1.54

										2		25.46		4.78		3.06		1.72

										3		23.74		4.78		2.85		1.93

										4		21.80		4.78		2.62		2.16

										5		19.64		4.78		2.36		2.42

										6		17.22		4.78		2.07		2.71

										7		14.50		4.78		1.74		3.04

										8		11.46		4.78		1.38		3.40

										9		8.06		4.78		0.97		3.81

										10		4.25		4.78		0.51		4.27		27.0250520071
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keyinput

		

				Key Input Cost

																				1050

				Key Input		Rate		Quantity												344850000

				Labour		100		3		300

				Power		4		100		400

						4		0.7		2.8

										180										95791666.6666667

										100										95.7916666667

										982.8

																				88000

																				29.3333333333

																				180

																				344850						0.25

																				95791.6666666667

																										1015

																		3333.3333333333

																				0.75





marketseg

						108		129.6		155.52		215.6544		280.35072		387.234432

						Market segmentation based on age profiles																43.2		51.84		67.392		84.24

				Age Groups		2004		2005		2006		2007		2008		2009				Age Groups		2006		2007		2008		2009

				10-18		38		45		57		78		105		144				10-18		2		3		7		8

				18-30		54		65		82		113		147		202				18-30		4		5		7		8

				30-50		12		14		34		44		58		76				30-50		17		21		27		34

				above 50		4		5		26		32		38		49				above 50		19		23		27		34

						108		130		199		267		348		471						43.2		51.8		67		84

						0.35		0.5		0.11		0.04

						0.3500		0.5000		0.1100		0.0400

						Market Segmentation bsed on user profiles

				Product Use		2004		2005		2006		2007		2008		2009				Age Groups		2006		2007		2008		2009

				Health consious people		38		45		65		88		115		157				Health consious people		11		13		17		21

				Non cola drinkers		16		19		30		40		56		75				Non cola drinkers		6		8		13		17

				Domestic Consumer		11		13		20		27		35		47				Domestic Consumer		4		5		7		8

				Therapeutic consumer		11		13		35		45		55		72				Therapeutic consumer		19		23		27		34

				Travellers		32		39		49		67		87		120				Travellers		2		3		3		4

																						43		52		67		84

						108		130		199		267		348		471

																				0.25		0.15		0.1		0.45		0.05

						0.35		0.15		0.1		0.1		0.3

																				0.25		0.2		0.1		0.4		0.05

						Sales Forcast

				Product Types		2004		2005		2006		2007		2008		2009

				Tankawang Natural		108		130		156		216		280		387

				Tankawang Supreme						43.2		51.8		67		84

				Total Sales Forcasted		108		130		199		267		348		471
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Balance sheet

		

						Years		2004		2005		2006		2007		2008		2009

						Functions

						Direct

						Workman		2		2		2		3		3		3

						Foreman		2		2		2		2		2		2

						Lab Chemists		1		1		1		2		2		2

						Total Direct		5		5		5		7		7		7

						Indirect

						Executive Production		1		1		1		1		1		1

						Executive Marketing		1		1		1		1		1		1

						Sales Officers		3		3		3		4		4		4

						Business Manager		1		1		1		1		1		1

						Total Indirect		6		6		6		7		7		7

						Grand Total		11		11		11		14		14		14





		

						Cost Components		Purpose		Cost (in Rs)

						Whey		Basic Raw Material		0.2

						Acid		For Tanginess		0.15

						Sugar		Partial Sweetening agent		0.2

						Flavor		Taste and appeal		0.2

						Packaging		For distribution		1.5

						Culturing Expenses				1

						Other Expenses (inc. Overheads)				0.55

						Total Cost				3.8

						Markup				5.15

						Selling and distribution		Transportation/wastage etc		0.25

						Other Promotional expenses		Advertisement/banners/ pamphlets		0.3

						Retailer commission				1.5

						Cost to consumer				11

						Expense Heads		2004		2005		2006		2007		2008		2009

						Total Manufacturing Expense		30.50		38.01		45.61		66.86		86.16		111.55

						Employee Cost		12.00		13.20		14.52		15.97		17.57		19.33

						Maintenance		2.00		2.10		2.21		2.32		2.43		2.55

						Other contigency expenses		2.16		2.59		3.97		5.35		6.95		9.43

						Total Aditional Expenses		44.8		49.472		63.9504		90.13464		114.480032		145.9079312

						Depreciation		1.50		1.50		1.50		1.50		1.50		1.50

						Interest		4.25		4.25		4.25		4.25		4.25		4.25

						Tax @ 30%		3.24		5.54		18.81		24.33		34.32		53.09

						Total		100.45		116.67		154.82		210.71		267.66		347.60

						Expense Heads

						Total Manufacturing Expense		30.36		32.58		29.46		31.73		32.19		32.09

						Employee Cost		11.95		11.31		9.38		7.58		6.56		5.56

						Maintenance		1.99		1.80		1.42		1.10		0.91		0.73

						Other contigency expenses		2.15		2.22		2.57		2.54		2.60		2.71

						Distribution and Selling expenses		44.60		42.40		41.30		42.78		42.77		41.98

						Depreciation		1.49		1.29		0.97		0.71		0.56		0.43

						Interest		4.23		3.64		2.75		2.02		1.59		1.22

						Tax @ 30%		3.22		4.75		12.15		11.55		12.82		15.27

								100.00		100.00		100.00		100.00		100.00		100.00

						Functions		No.of Personals

								2004		2005		2006		2007		2008		2009

						Direct

						Workman		2		2		2		3		3		3

						Foreman		2		2		2		2		2		2

						Lab Chemists		1		1		1		2		2		2

						Total Direct		5		5		5		7		7		7

						Indirect

						Executive Production		1		1		1		1		1		1

						Executive Marketing		1		1		1		1		1		1

						Sales Officers		3		3		3		4		4		4

						Business Manager		1		1		1		1		1		1

						Total Indirect		6		6		6		7		7		7

						Grand Total		11		11		11		14		14		14





		0		0		0		0		0		0		0		0

		0		0		0		0		0		0		0		0

		0		0		0		0		0		0		0		0

		0		0		0		0		0		0		0		0

		0		0		0		0		0		0		0		0

		0		0		0		0		0		0		0		0



Total Manufacturing Expense

Employee Cost

Maintenance

Other contigency expenses

Distribution and Selling expenses

Depreciation

Interest

Tax @ 30%

0
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0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0



		

										2003		2004		2005		2006		2007		2008

						Inventories

						Raw Materials

						Whey		2 days		0.008		0.010		0.012		0.015		0.020		0.026

						Other raw materials		2 months		0.883		1.072		1.286		1.672		2.174		2.826

						Work in Progress				0		0		0		0		0		0

						Finished Goods				0		0		0		0		0		0

						Sundry Creditors		3 days		0		0		0		0		0		0

						Sundry Debtors		7 days		2.100		2.520		3.024		4.193		5.451		7.530

						Raw materials consumed				29.78		37.12		44.55		57.91		75.28		97.87

						Cost of goods sold				45.10		54.09		64.71		80.87		101.29		127.93

						Gross sales				108		129.6		155.52		215.6544		280.35072		387.234432

						No.

						Net working capital

						Change in working cap

						Working cap/sales





		

						Sources of Funds

						Loans

						Totla Funds Employed

						Uses of Funds

						Fixed Assets

						Gross Block

						Deprication

						Net Block

						Capitla WIP

						Investemtns

						Net Current Assets

						Current assets

						Inventories

						Sundry Debtors

						Cash & Bank Bal

						Loans and Advances

						Current Liabilites

						Sundry Creditors

						Other Current liabliites

						Provisions

						Totla Net Assets
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