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            TUPPERWARE 2013 1 CHAPTER-1 1.1 EXCUTIVE SUMMARY Tupperware is one the best company among all the other direct sales companies in market, They have adopted many media in order to sale their products in market and become one of the popular brand in market, and their core way of selling products in market is direct sales approach in market. This concept is actually very old and first started by worlds well-known brand AMWAY. Many companies followed it the same concept and tried to compete with AMWAY in market but due less customer support and after sales services these companies could not give competition to AMWAY. Tupperware started its operation in 1942 in Gurgaon India. Report includes all the activities; various product rang, marketing strategies and success story of the most recognized brand in direct sales called Tupperware. Report gives all the information about the company its history and other details regarding brand. Report also includes the operation part, advantages disadvantages of the products in India. Report also gives the details about quality control of all the products. Tupperware is a well known branded company that offers premium priced products and is geographically well diversified. However, it offers relatively narrow product focus within house wares and beauty products. Of the two core products it offers Tupperware and Beauty. The plastic industry is highly competitive industry. Beauty sales makes up approximately 35% of its revenues and the company’s beauty products are not considered premium or brand recognized. Hence to survive in this industry is very difficult. Added to this, with growing awareness of health risks associated with plastic use as a house ware product its future success of the company is at great risk. Tupperware is a well known branded company that offers premium priced Tupperware product and is geographically well diversified. It however, offers relatively narrow product focus within house wares and beauty products. I strongly recommend selling Tupperware Brand Corp (TUP) in our portfolios though it has been held for a short period of time. My recommendation is based on the following: 
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TUPPERWARE 2013
 1
 CHAPTER-1
 1.1 EXCUTIVE SUMMARY
 Tupperware is one the best company among all the other direct sales companies in market,
 They have adopted many media in order to sale their products in market and become one
 of the popular brand in market, and their core way of selling products in market is direct
 sales approach in market. This concept is actually very old and first started by worlds
 well-known brand AMWAY. Many companies followed it the same concept and tried to
 compete with AMWAY in market but due less customer support and after sales services
 these companies could not give competition to AMWAY. Tupperware started its
 operation in 1942 in Gurgaon India.
 Report includes all the activities; various product rang, marketing strategies and success
 story of the most recognized brand in direct sales called Tupperware. Report gives all the
 information about the company its history and other details regarding brand. Report also
 includes the operation part, advantages disadvantages of the products in India. Report
 also gives the details about quality control of all the products.
 Tupperware is a well known branded company that offers premium priced products and
 is geographically well diversified. However, it offers relatively narrow product focus
 within house wares and beauty products. Of the two core products it offers Tupperware
 and Beauty. The plastic industry is highly competitive industry. Beauty sales makes up
 approximately 35% of its revenues and the company’s beauty products are not considered
 premium or brand recognized. Hence to survive in this industry is very difficult. Added to
 this, with growing awareness of health risks associated with plastic use as a house ware
 product its future success of the company is at great risk.
 Tupperware is a well known branded company that offers premium priced Tupperware
 product and is geographically well diversified. It however, offers relatively narrow
 product focus within house wares and beauty products. I strongly recommend selling
 Tupperware Brand Corp (TUP) in our portfolios though it has been held for a short
 period of time. My recommendation is based on the following:
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 Growing awareness of health risks associated with plastic use as a house ware
 product
 Very competitive Plastic industry
 Decline in Top line sales
 Continued weakness in Beauty product line
 Stock unable to perform better than our portfolio benchmark (S&P 500)
 Additionally, given the fact that US economy is slowly getting out of recession, European
 economy is still struggling and the consumer discretionary sector is still slow due to lack
 of consumer confidence and spending we should sell TUP and cash in any positive profit
 from TUP. Also, the consumer discretionary sector in our portfolio is toward the higher
 end of the range (this is only due the fact that TUP has been significantly down in the
 past couple of weeks and prior to that this sector was over the range specified in the
 policy statement), hence I am recommending a sell on TUP.
 According to DCF valuation TUP should be trading at approximately $43.20. It has been
 trading around $47.20 (11/10/2010). This means that TUP is overvalued. This stock was
 unable to perform better than its competitors, industry average and S&P 500 for the past
 one year. Hence, this stock should be sold.
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 CHAPTER-2
 2.1 COMPANY’S PROFILE
 Tupperware Brands Corporation operates as a direct seller of various products across a
 range of brands and categories through an independent sales force worldwide. The
 company engages in the manufacture and sale of preparation, storage, and serving
 solutions for the kitchen and home, as well as a line of kitchen cookware and tools,
 microwave products, microfiber textiles, and gifts under the Tupperware brand. It also
 manufactures and distributes beauty and personal care products, including skin care
 products, plastics, bath and body care, toiletries, fragrances, baby care, jewelry, and
 nutritional products under the Armand Dupree, AvroyShlain, BeautiControl, Fuller,
 NaturCare, Nutrimetics, and Nuvo brands. Tupperware Brands Corporation sells its
 products directly to distributors, directors, managers, and dealers. The company was
 formerly known as Tupperware Corporation and changed its name to Tupperware Brands
 Corporation in December 2005. Tupperware Brands Corporation was founded in 1996
 and is headquartered in Orlando, Florida.
 The company Tupperware was founded in 1991 Indonesia, it has built the image as the
 premium product and a market leader in housewares. Now Tupperware has 72
 distributors and more than 100.111 sales forces. It is one of the most trusted names in
 housewares. The company offers the highest quality products, with the finest design
 features to meet the customer’s special needs. Whether it’s getting a good, hot meal on
 the table at the end of a busy day, toting a nutritious lunch to work. Or taking time to
 learn a new baking secret with the children-Tupperware makes it all possible. Due to the
 massive expansion the company is seeking highly motivated individuals to join the
 innovative team for the position bellow
 For over 60 years Tupperware Brands has made a difference in the lives of women
 around the world by offering an independent business opportunity.
 Today, the company continues to break new ground. In December of 2005, Tupperware
 Corporation changed its name to Tupperware Brands Corporation to reflect the
 company's increasing product diversity. This follows the 2001 purchase of Dallas-based,
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 BeautiControl, and the 2005 acquisition of the International Beauty Group. Changing the
 company's name to Tupperware Brands Corporation reinforces that it is a multi-brand,
 multi-category, direct sales company. For over 60 years, Tupperware has been creating a
 niche for itself in the business world, making a difference to the lives of millions through
 its innovative storage products and extremely attractive business opportunity. In recent
 years, Tupperware has made tremendous inroads into becoming a true global entity. In
 2000, Tupperware acquired Dallas-based Beautiful Control, followed by the acquisition
 of the Sara Lee Corporation’s direct selling business in 2000. These advancements
 brought an increasing product diversity to brand Tupperware. In order to reflect this
 diversity, Tupperware Corporation changed its name to Tupperware Brands Corporation
 in 2005.These acquisitions were in line with the Company’s corporate strategy to add
 premium consumable items to their product category mix. They also boosted the
 Company's global portfolio to eight champion brands and changed the Tupperware
 Brands Corporation into a multi-brand, multi-category, direct sales conglomerate with a
 worldwide sales force of over 2 million.
 Despite the success and astounding growth of Tupperware Brands, the Company’s
 mission and passion to enlighten, educate and empower customers and their families tops
 the priority list.
 Enlighten
 To share insights & provide products and knowledge that makes life simpler and more
 enjoyable for families.
 Educate
 To provide smart, simple solutions that enable customers to save time, money and effort
 while leading active and healthy lives.
 Empower
 To better the lives of women by giving them the confidence to live with respect in the
 society and becoming independent. To date, the Tupperware Brands portfolio of direct
 selling companies incorporates Tupperware, BeautiControl, NaturCare, Nutrimetics,
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 Fuller Plastics, Nuvo, AvroyShlain and Swissgarde - each with their own product lines,
 sales methods and structures for the markets.
 2.2 PRODUCTS OF TUPPERWARE
 Tupperware always designed its products keeping in mind the customers taste,
 preferences and changing trends:
 Some of the products that they produce are:
 Plastic caring cases for women.
 Designed toys for children keeping in mind each stage of a child’s development.
 Designed containers, which could be exclusively used for microwaves.
 Contemporary designs.
 24cm fryer with glass cover
 650ml large store and pour set
 B2B snack store.
 Legacy flora dinning plate
 Water dispenser
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 CHAPTER-3
 3.1 PRODUCTION PLANNING
 Production planning involves generally, the organization and the planning of
 manufacturing process. Specifically it consists of planning of materials, methods and
 operating time. It is essentially a pre-production activity associated with the design of the
 production system.it is adopting as business principal the old saying “PLAN YOUR
 WORK AND WORK YOUR PLAN”
 3.2 OBJECTIVES
 Attain the maximum utilization of resources.
 Produced quality products.
 Minimize manufacturing cycle time.
 Maintain optimum inventory levels.
 Maintain flexibility on operation.
 Achieve coordination between employees and other supporting departments.
 Remove the bottleneck at all levels of production.
 Achieve cost reduction and cost control.
 Prepare and maintain the production schedule.
 Achieve the goals at minimum cost.
 SCOPE
 Producing raw materials, components and spare parts in the right quantities at
 the right time from the right source and the right process.
 Selecting the best method of processing and finding out the best sequence of
 operation.
 Preparing and maintain the time schedule.
 Ensuring a continuous inspection over products produced.
 Imposing controls over the costs and to get work done according to the plan.
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 *The production planning of the Tupperware is as per the responsibilities and
 requirement mentioned below:
 Responsibilities:
 The Product Planning and Inventory Control Manager is responsible for ensuring that
 service and inventory targets set by management are met through availability of optimum
 supply of trade inventory items.
 Directs production planning to ensure on time availability of products to fill
 customer orders and on time shipments.
 Create and maintain a master schedule that supports business forecast, including
 establishing lead-times, lot sizes and safety stocks.
 Analyze demand requirements to identify production and supply bottlenecks and
 recommend actions for resolution.
 Support the Sales and Marketing to optimize the delivery and inventory of
 products.
 Co-ordinate with warehouse and external manufacturing to ensure best in class
 delivery and inventory control.
 Effectively address the business challenges associated with multiple SKU life
 cycles, ensuring appropriate Sales & Operations Planning processes are in place
 to support commercial engagements around a sophisticated sales/replenishment
 business model.
 To lead the Sales and Operations Planning process optimizing inventory,
 manufacturing and distribution activities with sales forecasting and sell thru
 performance at SKU level.
 Track external manufacturing performance to drive continues improvement
 activities.
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 Essential Job Functions:
 Manages the overall supply function of the company. Coordinates with PPIC
 activities with other departments to ensure attainment of set goals and
 objectives.
 Develops and implements strategies, plans and programs aimed at meeting
 inventory turnover and service level objectives and performs periodic reviews
 to ensure conformance by all concerned.
 Provides all other departments regularly with relevant information such as
 production updates on critical products, stock position analysis / monthly
 coverage, obsolete and ageing of inventories as basis for sales and marketing
 plans.
 Reviews performance of TPMs / suppliers and identifies strengths and
 weaknesses, makes recommendations in areas that needs improvements and
 adjusts sourcing strategies accordingly.
 Oversees wall-to-wall counts at TPMs, ensures that stock losses are properly
 reconciled and kept within set standards and coordinates / issues chargeable
 variances.
 Prepares consolidated monthly barrel report and updates performance against
 targets as basis for decisions for succeeding periods.
 Recommends products for write-off and prepares Requests for Destruction
 (RFD).
 Performs other related duties that may be required from time to time.
 For the selection of employees some of the necessary things required before
 applying for a employee in a Tupperware are as follows:
 For the selection of employees some of the necessary things required before applying
 for an employee in a Tupperware are as follows:
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 Requirements:
 Male / Female maximum 38 years old.
 Bachelor degree in Industrial Engineering (preferable) from reputable
 university with minimum GPA 3.00.
 Fluent in English both in written and spoken.
 Able to work under pressure, energetic and well organized.
 Able to work individually and in a team.
 Excellent communication, coordination and leadership skill
 Minimum 5 years’ experience of production planning in a multiple SKU life
 cycle environment preferably from FMCG Industries.
 Experience in Inventory Control, Warehouse operations, Sales & Operations
 Planning.
 Experience in managing external manufacturing operations would be an
 advantage.
 Candidate must possess at least a Bachelor's/College Degree, Engineering
 (Industrial), Business Studies/Administration/Management, Economics or
 equivalent.
 Required language(s): English, Filipino
 At least 5 year(s) of working experience in the related field is required for this
 position; at least 3 years of which in managerial capacity .
 Applicants must be willing to work in Makati City.
 Preferably Assistant Manager / Managers specializing in
 Manufacturing/Production Operations or equivalent.
 1 Full-Time position(s) available.
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 CHAPTER-4
 4.1 PLANT LAYOUT
 Plant layout planning includes decisions regarding the physical allocation of the
 economic activity centers in a facility. An economic activity center is any entity
 occupying space. The objective of plant layout planning is a more effective workflow at
 the facility, allowing workers and equipment being more productive. Facility layout
 techniques apply to the case where several physical means have to be located in a certain
 area, either industrial processes or services. The plant layout process starts at an
 aggregate level, taking into account the different departments. As soon as we get into the
 details, the different issues arise, and the original configuration may be changed through
 a feedback process. Most (if not all of them) layouts are designed properly for the initial
 conditions of the business, although as long as the company grows and has to be adapted
 to internal and external changes, a re-layout is necessary.
 To make a decision about layout planning, 4 different questions must have an
 answer:
 Which centers do we have to consider?
 How much space and capacity is required for each center?
 o If there is not enough space, productivity may be reduced.
 o Too much space is expensive and may also reduce productivity.
 How must the space be configured at each center?
 o Space quantity, shape and the elements of the work center are related
 to each other.
 Where should each center be located at within the facility?
 o The allocation of the different centers may affect productivity.
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 4.2 OBJECTIVES
 The main objective consists of organizing equipment and working areas in the most
 efficient way, and at the same time satisfactory and safe for the personnel doing the work.
 The main objectives that the Tupperware considers for effective plant layout are:
 Sense of unity: the feeling of being a unit pursuing the same objective.
 Minimum movement of people, material and resources.
 Safety: in the movement of materials and personnel work flow.
 Flexibility: In designing the plant layout taking into accounts the changes over
 short and medium terms in the production process and manufacturing volumes.
 These main objectives are reached through the attainment of the following facts:
 o Congestion reduction.
 o Elimination of unnecessary occupied areas.
 o Reduction of administrative and indirect work.
 o Improvement on control and supervision.
 o Better adjustment to changing conditions.
 o Better utilization of the workforce, equipment and services.
 o Reduction of material handling activities and stock in process.
 o Reduction on parts and quality risks.
 o Reduction on health risks and increase on workers safety.
 o Moral and workers satisfaction increase.
 o Reduction on delays and manufacturing time, as well as increase in
 production capacity.
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 CHAPTER-5
 5.1 PROCESS LAYOUT
 Process Layout
 A process layout groups workstations together according to the activities being
 performed, regardless of which products each workstation is working on. Workstations
 produce higher volumes of output at a time before sending semi-finished goods in bulk to
 the next area, which may be located as close as the other end of a building or as far as
 another facility on the other side of the globe. For a Tupperware before the product is
 fully made it goes to multiple stations together for different plastic items in one area, then
 locate inspection, wrapping and packaging stations for different items together in
 different areas.
 Advantages
 Process layouts are designed to increase economies of scale, allowing individual
 processes to function more efficiently by pooling resources. Because of this, process
 layouts can be ideal for businesses that produce large volumes of product each day.
 Process layouts provide additional cost advantages in human resources, as employees can
 more easily specialize in a specific work process and learn from coworkers and
 supervisors performing the same jobs.
 Disadvantages
 Process layouts can be less effective when dealing with individual custom orders, as
 custom information has to be sent along the production line along with the semi-finished
 materials.
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 CHAPTER-6
 6.1 QUALITY CONTROL
 Product warranty statement
 Subject to the terms and conditions hereinafter stated, Tupperware Brands Philippines,
 Inc. will replace, any part that shows a manufacturing defect under normal non-
 commercial use for a 10-year period to commence from the date of purchase. The
 company has the sole prerogative to determine whether the defect is a manufacturing
 defect and as such, covered by the warranty, and such determination is final. The
 replacement warranty does not cover bags and pouches and non-Tupperware plastic
 products, which shall be governed by their specific warranties. To replace a part or
 product as covered under the above warranty, the defective product shall be sent or
 brought to any authorized Tupperware Brand’s Branch or Service Center together with
 the warranty insert of the product. Products sent or brought in should be clean and
 washed with soap and water. The warranty is non-transferable in character such that only
 the original purchaser is allowed to benefit from the same. Damage caused to a part or
 product by accident, misuse or abuse of the product voids the warranty. Defective parts
 (e.g., seal piece or base piece) submitted for replacement will be replaced free of charge.
 In instances where the Company no longer carries the parts that are brought in for
 replacement, the customer may opt to have the whole product replaced with a minimal
 charge of 15% handling fee (based on the customer selling price at the time of
 replacement), as long as the product is within the 10-year warranty period.
 6.2 THE PRODUCT QUALITY GURANTEE
 Products in the brochure marked with the The Quality Guarantee symbol are guaranteed
 to be free of manufacturing defects. Products covered, if found defective must be
 returned immediately within 30 days from the date of purchase with the original The
 Quality Guarantee warranty card. Accidents, misuse or abuse of the product voids the
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 warranty. When requesting for replacement of items covered by The Quality Guarantee,
 the original invoice must be presented.
 Manufacturing defects valid for replacement
 Bag stitching quality and zipper functioning issues
 Rust mark on new knives and peeler blades, and other stainless parts
 Melamine products
 o Shard edges
 o Uneven glaze
 o Blistering of decal
 o Embedded dirt/black spots
 6.3 QUALITY AND WARRANTY
 While disposable plastic bags and Styrofoam lunch boxes are of much concern to the
 environment, many continue to use them indiscriminately. This indifferent attitude is
 what is choking the planet even as messages across the world are conveyed on the
 dangers of repeated use of such products and the chemical degradation that follows.
 These products are not made to last. Trusted for generations and designed for everyday
 use, Tupperware products have passed stringent tests and are built to last. They are
 quality products that are food-grade safe, which is integral to family health. They are also
 designed to be used repeatedly, thus reducing unwanted mountains of garbage.
 World Standards
 All Tupperware products are made from
 safe, non-toxic, non-carcinogenic
 materials; thus they do not release harmful
 chemicals to food or liquid contents.
 Materials & Additives used exceed US
 Food & Drug Administration (FDA) &
 Japan Polyolefin Hygienic Association
 Innovative Design
 Tupperware products are designed to
 inspire. Unlike ordinary plastic products,
 many Tupperware products have won
 worldwide awards such as Industrial
 Design Excellence Awards, Reddot
 Award, IF Seal Award and numerous
 others. Indeed, one can use Tupperware
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 standards. What it means is that you can
 use with peace of mind every time!
 with pride!
 Color Safe
 One can enjoy the attractiveness of
 Tupperware Products in fabulous trendy
 colors and be assured that colorants used
 are all registered on the French Positive
 List, Circular Letter No. 176 (the most
 stringent in the world). It also complies
 with Council of Europe Committee of
 Ministers Resolution AP (89) 1
 requirements.
 Microwave Safe
 Where Tupperware products are indicated
 for microwave used, Tupperware uses
 materials strictly meant for microwave use
 & adhere with the following bodies:
 USA -Toxic Substances Control Act
 Inventory (TSCA), Canada - Domestic
 Substances List (DSL), Europe - European
 Inventory of Existing Chemical Substances
 (EINECS), Australia - Australia Inventory
 of Chemical Substances (AICS), Korea -
 Korean Existing Chemical List (KECL),
 Japan - Japanese Inventory (ENCS)
 Top Quality and Finishing
 All products have passed stringent tests
 and are built to last. Its design and smooth
 finishing make Tupperware products a
 delight to hold and use for any occasion.
 The high quality and standards are
 reflected in its typical single product
 mould costing over USD$100,000, a sum
 equivalent to 7 mid-sized cars!
 Environment Friendly
 Tupperware plays its role in saving Mother
 Earth from further pollution and
 degradation as its products are designed
 for long term use. On the other hand,
 plastic bags and bottles, Styrofoam
 containers and PET bottles are not made
 for repeated use, and thus adds to the
 mountain of garbage.
 [Table: 1]
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 Backed by Tupperware Lifetime Warranty
 Buying with confidence is assured with Tupperware products that are guaranteed against
 chipping, cracking or peeling under normal noncommercial use for the lifetime of the
 product. When a Tupperware product shows a defect in material or function, you may
 visit any Tupperware Business Center or call your Tupperware Brands consultant for a
 free replacement.
 Covered By the Tupperware Lifetime Guarantee
 The Company against cracking, warping, peeling and chipping under normal domestic
 use, guarantees Tupperware products. There may be instances where the Company no
 longer carries parts or products that are brought in for replacement. Under such
 circumstances the Company will provide alternative parts or products that offer similar
 functionalities and of similar value to the parts or product brought in. The Company
 reserves the right to accept and/or to reject alternative product choices proposed by the
 Consultant and/or customers for a product replacement
 Conditions for Alternative Product Warranty Replacement
 Where a part is no longer available, all other components or parts that make
 the product complete must be brought in for replacement, even though these
 parts are in good condition (seals, base, handle, spout, etc).
 The alternative product chosen for warranty replacement should be an item
 from our regular catalogue at the stated price.
 If the alternative product used for warranty replacement is lesser in value,
 there will be no refunds.
 If the alternative product used for warranty replacement is higher in value, the
 Consultant or customer will be required to pay for the difference in value.
 This is called top-up value.
 The top-up value for the replaced product will not be included for
 commissions and bonuses under the Tupperware Business plan or any other
 awards.
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 The Guarantee
 Certain products in our catalogue are marked with the "Q" symbol. These are not covered
 by the Lifetime Guarantee but are still guaranteed by Tupperware Brands to be free from
 manufacturing defects. They will be replaced, if defective provided they are returned in
 accordance with Product Return & Replacement policies and procedures.
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 CHAPTER-7
 7.1 PRODUCTIVITY
 Tupperware is mainly known for the production of kitchen utensils and all the problems
 that is faced by the women for the plastic boxes, which licks oily food from the lunch box.
 Tupperware comes with a new concept of producing only plastic boxes, which will solve
 the problems of almost all the women.
 Here is the article that shows increasing productivity of Tupperware
 [Graph: 1]
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 CHAPTER-8
 8.1 PRODUCTION STRATEGIES
 Growing at a compounded annual rate of 30 per cent, Tupperware is a leading
 kitchenware brand in India and is completely into direct selling; it started its operations in
 1996. The way the brand has charted out its success path is unique. Tupperware India
 shares some novel business strategies that made Tupperware feature among India’s top 3
 per cent of brands across all categories and segments (as rated by Super brands). The
 kitchenware market worth was estimated to be over Rs 12 billion in 2008 and had seen a
 12 per cent annual rise from what it was in 2003.
 Here are the strategies that the Tupperware follows for their successful business.
 Direct selling over retailing
 Tupperware products are very unique and need to be demonstrated to the end user before
 being sold. The company promotes s via direct selling sales force, who perform home
 demonstrations to groups of people and sell to end consumers. This helps the user to get
 optimal performance from our products. Tupperware also offer advice and tips on food
 preparation, storage and organization to our users. All this can be best done in the
 comfortable setting of a home rather than in retail. The business model is similar to that
 of franchising, in the sense that they create business leaders whom they call distributors
 in every city or town, we are in. They are the ones who appoint sales force and train
 them to success duly supported by the company. This model is easily replicable
 everywhere.
 A different marketing strategy
 The concept of having Tupperware parties, where Indian women (agents of Tupperware)
 share recipes, cooking advice and health tips while meeting a prospective agent, is a
 different approach to marketing as well as distribution. The strategy has been
 instrumental in the success of Tupperware. Tupperware can be accredited to have
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 changed the habits of many Indian households, as they switched from their traditional
 metal food containers to the plastic ones that catered to the local food habits.
 A clear agenda with customized offerings
 Tupperware was always very clear about what it wanted while entering the Indian shores.
 Our expertise lay in the kitchenware products globally and that is what we brought in
 here along with lots of innovation and a heavyweight brand name backing. There
 searchers researched the market and learnt the aspiration level of the Indian middle-class
 consumers. They aspire to buy/wear/use a brand if it comes at an affordable price. And
 this is what we did, priced the Tupperware products at a slightly premium range backed
 with lifetime warranty and solid quality. And today the result is for all of us to see as the
 Indian middle class household swears by the product.
 Encouraging women
 At Tupperware, we have an all-women sales force. There are 40000 sales force and 80
 distributors. This has been a conscious decision with a view of empowering women with
 a career opportunity, which they can pursue with flexibility. A women only business
 model in an Indian concept has found social acceptance and this is evidenced by the level
 of comfort that family members have in letting the lady of the house pursue a business
 opportunity in a safe setting. Further, given the category of our products, women are the
 key decision makers and influencers of purchase. As such we find women take to selling
 our products and our kitchen solutions with ease as it is second nature to them. Every
 year the number of these women are recognized and rewarded for their significant
 achievements in selling these world class products. Rewards and recognition are at the
 very core of a direct selling business. It is the glue that keeps sales force connected and
 motivated. Achievement of sales targets, penetrating new markets etc are criteria for
 qualification for incentives and trips. Our compensation plan offers rich graded rewards
 for sales performance with attractive incentives which is shared by the company with our
 distributors.
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 Competition
 While generically in our product category, there is competition in retail, when we
 consider functionality and price segment, we are unique. The recent initiatives of
 promoting our brand through alternate media have been to supplement the word of mouth
 generated by consumers and more importantly to connect consumers to our Tupperware
 Sales force rapidly. We offer a value-for-money product, which is backed by a lifetime
 warranty. Consumers who buy Tupperware see this value and continue to choose us
 despite the premium price. In the long run, we see ourselves becoming a brand of choice
 for every middle-class home. This way, we will displace the lower-priced competition
 that currently exists in our market.
 The network starts when
 Any woman who wants to be a part of the Tupperware family, contacts our distributor
 who is in closest proximity to where she lives and attends the business opportunity
 presentation by the distributor. Subsequently, she is served a starter kit (the cost of the
 starter kit is Rs 686, which includes the product the lady can sell) and free training to help
 her kick-start a successful career.
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 CHAPTER-9
 9.1 MARKETING STRATEGIES
 The marketing strategies of Tupperware is the three P’s
 Product
 Party plan
 People
 o Product: Tupperware products carried a lifetime guarantee for any
 damage to the product could be replaced at any point of time anywhere
 in the world
 o Party plan:
 Tupperware used a direct selling method called a party plan. In this the
 women dealer approaches a lady and asks her to host a party at her place, the
 investment in the party was borne by the hostess.
 The Tupperware woman demonstrates the benefits and usages of the products
 to the invitees to the party. And the hostess gets a free gift of Tupperware
 product.
 This method allows the Tupperware products to be demonstrated physically
 and their utility explained and by this process they justify the reason for the
 higher costs of the products.
 o People: Tupperware believed that there business success was through
 people therefore they had reward system for employees. They organize
 three social events per month.
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 CHAPTER-10
 10.1 CONCLUSION
 I here come to a conclusion after briefly studying about the Tupperware Company that
 Sri Lanka is a prospective market for Tupperware to enter. It is very beneficial for this
 company as its competitors are very less in terms of providing the quality. Wholly owned
 subsidiary is the best mode of entry because there is least risk associated with it.
 Tupperware has found explosive growth in emerging markets around the world,
 particularly in the Asia Pacific region. While it is no longer a traditional “value stock”
 after its impressive ramp up, the company should continue to benefit from growing
 confidence in the global economic recovery.
 Tupperware’s evolution in the 1950s responded to postwar consumerism and the rise of
 the suburban home. As an element of popular culture, Tupperware both affirms and
 questions societal norms. While Tupperware economically empowered women, it
 encouraged them to seek financial success by reinforcing traditional preoccupations with
 feminine domesticity. This negotiation occurred in three areas: consumer-based status,
 economic freedom, and social network.
 "The “cult of domesticity” that shaped American thought beginning in the early
 nineteenth century dictated that women's proper place was the home. The tenets of the
 cult of domesticity held that women could best serve the political and social needs of the
 republic by dedicating their energies to the creation of healthful and nurturing households.
 Men, as economic heads of households, encroached on women's decision-making in the
 domestic sphere, often conscribing the right to control the purse to make other significant
 household decisions. Anna Tate recounted how she recruited people to start selling
 Tupperware by mapping out how many parties a person must run to get the object they
 wanted. She reiterated the importance of getting a husband on board with his wife
 working part-time. She would reassure the husbands by telling them, "You are still the
 breadwinner, but let her bring home a bit of cake."
 The mantra of the company was "we build the people, they will build the business." The
 method of selling made it a vehicle of sociability by taking advantage of networks and
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 family. Since women typically did not have cars, they had to either find a ride to a party,
 or depend on their husbands to provide transportation for them. Tupperware Home
 Parties allowed for subtle reorganization of spheres without blatantly challenging them.
 Tupperware elevated women individually, but as a class it did little because of the glass
 ceiling that still existed in the corporate structure. Tupperware organized
 compartmentalization of processed food and of domestic life. Tupperware directly
 engaged with popular culture of the 1950s. It reinforced and subtly pushed cultural and
 gender norms.
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 11.2 PLAGERISM REPORT
 Matching Content: 10%
 Master Document Text CHAPTER-1
 diversified. However, it offers relatively narrow product focus within house wares and beauty
 products. Of the two core products it offers Tupperware
 and Beauty. The cosmetic industry is highly competitive industry. Beauty sales makes up
 approximately 35% of its revenues and the company's beauty
 products are not considered premium or brand recognized. Hence to survive in this industry is
 very difficult. Added to this, with growing awareness
 of health risks associated with plastic use as a house ware product its future success of the
 company is at great risk. Tupperware is a well known
 branded company that offers premium priced Tupperware product and is geographically well
 diversified. It however, offers relatively narrow product
 focus within house wares and beauty products. I strongly recommend selling Tupperware Brand
 Corp (TUP) in our portfolios though it has been held for
 a short period of time. My recommendation is based on the following: Growing awareness of
 health risks associated with plastic use as a house ware
 product Very competitive cosmetic industry Decline in Top line sales Continued weakness in
 Beauty product line Stock unable to perform better than our
 portfolio benchmark (S&P 500)Additionally, given the fact that US economy is slowly getting out
 of recession, European economy is still struggling
 and the consumer discretionary sector is still slow due to lack of consumer confidence and
 spending we should sell TUP and cash in any positive
 profit from TUP. Also, the consumer discretionary sector in our portfolio is toward the higher end
 of the range (this is only due the fact that TUP
 has been significantly down in the past couple of weeks and prior to that this sector was over the
 range specified in the policy statement), hence I
 am recommending a sell on TUP.According to DCF valuation TUP should be trading at
 approximately $43.20. It has been trading around
 This means that TUP is overvalued. This stock was unable to perform better than its competitors,
 industry average and S&P 500 for the past one year
 Hence, this stock should be sold. CHAPTER-2COMPANYS PROFILETupperware Brands
 Corporation operates as a direct seller of various products across a
 range of brands and categories through an independent sales force worldwide. The company
 engages in the manufacture and sale of preparation, storage
 and serving solutions for the kitchen and home, as well as a line of kitchen cookware and tools,
 microwave products, microfiber textiles, and gifts
 under the Tupperware brand. It also manufactures and distributes beauty and personal care
 products, including skin care products, cosmetics, bath and
 body care, toiletries, fragrances, baby care, jewelry, and nutritional products under the Armand
 Dupree, AvroyShlain, BeautiControl, Fuller
 NaturCare, Nutrimetics, and Nuvo brands. Tupperware Brands Corporation sells its products
 directly to distributors, directors, managers, and dealers
 The company was formerly known as Tupperware Corporation and changed its name to
 Tupperware Brands Corporation in December 2005. Tupperware
 Corporation was founded in 1996 and is headquartered in Orlando, Florida.The company
 Tupperware was founded in 1991 indonesia,it has built the image
 as the premium product and a market leader in housewares. Now Tupperware has 72 dustributors
 and more than 100.111 sales force. It is
 most trusted names in housewares. The company offers the highest quality products,with the finest
 design features to meet the customers special needs
 whether it's getting a good,hot meal on the table at the end of a busy day,toting a nutritious lunch
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 to work.or taking time to learn a new baking
 secret with the children-Tupperware makes it all possible.Due to the massive expansion the
 company is seeking highly motivated individuals to join
 the innovative team for the position bellowFor over 60 years Tupperware Brands has made a
 difference in the lives of women around the world
 offering an independent business opportunity.Today, the company continues to break new ground.
 In December of 2005, Tupperware Corporation
 its name to Tupperware Brands Corporation to reflect the company's increasing product diversity.
 This follows the 2001 purchase of Dallas-based
 BeautiControl, and the 2005 acquisition of the International Beauty Group. Changing the
 company's name to Tupperware Brands Corporation reinforces
 that it is a multi-brand, multi-category, direct sales company.For over 60 years, Tupperware has
 been creating a niche for itself in the business
 world, making a difference to the lives of millions through its innovative storage products and
 extremely attractive business opportunity. In recent
 years, Tupperware has made tremendous inroads into becoming a true global entity. In 2000,
 Tupperware acquired Dallas-based Beautiful Control
 followed by the acquisition of the Sara Lee Corporation's direct selling business in 2000. These
 advancements brought an increasing product diversity
 to brand Tupperware. In order to reflect this diversity, Tupperware Corporation changed its name
 to Tupperware Brands Corporation in 2005.These
 acquisitions were in line with the Company's corporate strategy to add premium consumable items
 to their product category mix. They also boosted the
 Company's global portfolio to eight champion brands and changed the Tupperware Brands
 Corporation into a multi-brand, multi-category, direct sales
 conglomerate with a worldwide sales force of over 2 million.Despite the success and astounding
 growth of Tupperware Brands, the Company's mission and
 passion to enlighten, educate and empower customers and their families tops the priority
 list.EnlightenTo share insights & provide products and
 knowledge that makes life simpler and more enjoyable for families.EducateTo provide smart,
 simple solutions that enable customers to save time, money
 and effort while leading active and healthy lives.EmpowerTo better the lives of women by giving
 them the confidence to live with respect in the
 society and becoming independent. To date, the Tupperware Brands portfolio of direct selling
 companies incorporates Tupperware, BeautiControl
 NaturCare, Nutrimetics, Fuller Cosmetics, Nuvo, AvroyShlain and Swissgarde - each with their
 own product lines, sales methods and structures for
 markets.PRODUCTS OF TUPPERWARETupperware always designed its products keeping in
 mind the customers taste,preferences and changing trends:Some of the
 products that they produce are:Plastic carring cases for women.Designed toys for children keeping
 in mind each stage of a child's development
 Designed conatinors which could be exclusively used for microwaves.Contemporary
 designs.24cm fryer with glass cover650ml large stor n pour setB2B
 snack store.Legacy floria dinning plateWater dispenserCHAPTER-3PRODUCTION
 PLANNINGProduction planning involves generally,the organization ans the
 planning of manufacturing process.specifically it consists of planning of materials,methods and
 operating time.it is essentially a pre-production
 activity associated with the design of the production system.it is adopting as business principal the
 old saying "PLAN YOUR WORK AND WORK YOUR PLAN
 OBJECTIVESAttain the maximum utilization of resources.Produced quality products.Minimize
 manufacturing cycle time.Maintain optimum inventory levels
 Maintain flexibility on operation.Achieve coordination between employees and other supporting
 departments.Remove the bottleneck at all levels of
 production.Achieve cost reduction and cost control.Prepare and maintain the production
 schedule.Achieve the goals at minimum cost.SCOPEProducing raw
 materials, components and spare parts in the right quantities at the right time from the right source
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 and the right process.Selecting the best method
 of processing and finding out the best sequence of operation.Preparing and maintain the time
 schedule.Ensuring a continuous inspection over products
 produced.Imposing controls over the costs and to get work done according to the plan.*The
 production planning of the Tupperware is as per the
 responsibilities and requirement mentioned below:Responsibilities:The Product Planning and
 Inventory Control Manager is responsible for ensuring that
 service and inventory targets set by management are met through availability of optimum supply
 of trade inventory items.Directs production planning
 to ensure on time availability of products to fill customer orders and on time shipments.Create and
 maintain a master schedule that supports business
 forecast, including establishing lead-times, lot sizes and safety stocks.Analyze demand
 requirements to identify production and supply bottlenecks
 and recommend actions for resolution.Support the Sales and Marketing to optimize the delivery
 and inventory of products.Co-ordinate with warehouse
 and external manufacturing to ensure best in class delivery and inventory control.Effectively
 address the business challenges associated with
 multiple SKU life cycles, ensuring appropriate Sales & Operations Planning processes are in place
 to support commercial engagements around
 sophisticated sales/replenishment business model.To lead the Sales and Operations Planning
 process optimizing inventory, manufacturing and
 distribution activities with sales forecasting and sell thru performance at SKU level.Track external
 manufacturing performance to drive continues
 improvement activities.Essential Job Functions:Manages the overall supply function of the
 company. Coordinates with PPIC activities with other
 departments to ensure attainment of set goals and objectives.Develops and implements strategies,
 plans and programs aimed at meeting inventory
 turnover and service level objectives and performs periodic reviews to ensure conformance by all
 concerned.Provides all other departments regularly
 with relevant information such as production updates on critical products, stock position analysisÿ/
 monthly coverage, obsolete and ageing of
 inventories as basis for sales and marketing plans.Reviews performance of TPMs / suppliers and
 identifies strengths and weaknesses, makes
 recommendations in areas that needs improvements and adjusts sourcing strategies
 accordingly.Oversees wall-to-wall counts at TPMs, ensures that stock
 losses are properly reconciled and kept within set standards and coordinates / issues chargeable
 variances.Prepares consolidated monthly barrel
 report and updates performance against targets as basis for decisions for succeeding
 periods.Recommends products for write-off and prepares Requests
 for Destruction (RFD).Performs other related duties that may be required from time to time.For
 the selection of employees some of the necessary
 things required before applying for a employee in a Tupperware are as follows:For the selection of
 employees some of the necessary things required
 before applying for a employee in a Tupperware are as follows:Requirements:Male / Female
 maximum 38 years old.Bachelor degree in Industrial
 Engineering (preferable) from reputable university with minimum GPA 3.00.Fluent in English
 both in written and spoken.Able to work under pressure
 energetic and well organized.Able to work individually and in a team.Excellent communication,
 coordination and leadership skillMinimum 5 years
 experience of production planning in a multiple SKU life cycle environment preferably from
 FMCG Industries.Experience in Inventory Control, Warehouse
 operations, Sales & Operations Planning.Experience in managing external manufacturing
 operations would be an advantage.Candidate must possess at
 least a Bachelor's/College Degree, Engineering (Industrial), Business
 Studies/Administration/Management, Economics or equivalent.Required language(s
 English, FilipinoAt least 5 year(s) of working experience in the related field is required for this
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 position; at least 3 years of which in
 capacityÿ.Applicants must be willing to work in Makati City.Preferably Assistant Manager /
 Managers specializing in Manufacturing/Production
 Operations or equivalent.1 Full-Time position(s) available.CHAPTER-44.1 PLANT
 LAYOUTPlant layout planning includes decisions regarding the physical
 allocation of the economic activity centers in a facility.An economic activity center is any entity
 occupying space.The objective of plant layout
 planning is a more effective workflow at the facility, allowing workers and equipment being more
 productive.Facility layout techniques apply to the
 case where several physical means have to be located in a certain area, either industrial processes
 or services.The plant layout process starts at an
 aggregate level, taking into account the different departments. As soon as we get into the details,
 the different issues arise, and the original
 configuration may be changed through a feedback process. Most (if not all of them) layouts are
 designed properly for the initial conditions of the
 business, although as long as the company grows and has to be adapted to internal and external
 changes, a re-layout is necessary.To make a decision
 about layout planning, 4 different questions must have an answer:Which centers do we have to
 consider?How much space and capacity is required for
 each center?If there is not enough space, productivity may be reduced.Too much space is
 expensive and may also reduce productivity.How must the space
 be configured at each center?Space quantity, shape and the elements of the work center are related
 to each other.Where should each center be located
 at within the facility?The allocation of the different centers may affect productivity.4.2
 OBJECTIVESThe main objective consists of organizing
 equipment and working areas in the most efficient way, and at the same time satisfactory and safe
 for the personnel doing the work. The main
 objectives that the Tupperware considers for effective plant layout are:Sense of unity: the feeling
 of being a unit pursuing the same objective
 Minimum movement of people, material and resources.Safety: in the movement of materials and
 personnel work flow.Flexibility: In designing the plant
 layout taking into accounts the changes over short and medium terms in the production process
 and manufacturing volumes.These main objectives are
 reached through the attainment of the following facts:Congestion reduction.Elimination of
 unnecessary occupied areas.Reduction of administrative and
 indirect work.Improvement on control and supervision.Better adjustment to changing
 conditions.Better utilization of the workforce, equipment and
 services.Reduction of material handling activities and stock in process.Reduction on parts and
 quality risks.Reduction on health risks and increase
 on workers safety.Moral and workers satisfaction increase.Reduction on delays and manufacturing
 time, as well as increase in production capacity
 CHAPTER-55.1 PROCESS LAYOUTProcess LayoutA process layout groups workstations
 together according to the activities being performed, regardless of
 which products each workstation is working on. Workstations produce higher volumes of output at
 a time before sending semi-finished goods in bulk to
 the next area, which may be located as close as the other end of a building or as far as another
 facility on the other side of the globe. For a
 Tupperware before the product is fully made it goes to multiple stations together for different
 plastic items in one area, then locate insecption
 wrapping and packaging stations for different items together in different areas.AdvantagesProcess
 layouts are designed to increase economies of scale
 allowing individual processes to function more efficiently by pooling resources. Because of this,
 process layouts can be ideal for businesses that
 produce large volumes of product each day. Process layouts provide additional cost advantages in
 human resources, as employees can more easily
 specialize in a specific work process and learn from coworkers and supervisors performing the
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 same jobs. DisadvantagesProcess layouts can be less
 effective when dealing with individual custom orders, as custom information has to be sent along
 the production line along with the semi-finished
 materials.CHAPTER-66.1 QUALITY CONTROLProduct warranty statement ÿSubject to the
 terms and conditions hereinafter stated, Tupperware Brands
 Philippines, Inc. will replace, any part that shows a manufacturing defect under normal non-
 commercial use for a 10-year period to commence from the
 date of purchase. The company has the sole prerogative to determine whether the defect is a
 manufacturing defect and as such, covered by the warranty
 and such determination is final. The replacement warranty does not cover bags and pouches and
 non-Tupperware plastic products, which shall be
 governed by their specific warranties. To replace a part or product as covered under the above
 warranty, the defective product shall be sent or
 brought to any authorized Tupperware Brand's Branch or Service Center together with the
 warranty insert of the product. Products sent or brought in
 should be clean and washed with soap and water. The warranty is non-transferable in character
 such that only the original purchaser is allowed to
 benefit from the same. Damage caused to a part or product by accident, misuse or abuse of the
 product voids the warranty. Defective parts (e.g., seal
 piece or base piece) submitted for replacement will be replaced free of charge. In instances where
 the Company no longer carries the parts that are
 brought in for replacement, the customer may opt to have the whole product replaced with a
 minimal charge of 15% handling fee (based on the
 selling price at the time of replacement), as long as the product is within the 10-year warranty
 period. 6.2 THE PRODUCT QUALITY GURANTEEÿProducts
 the brochure marked with the The Quality Guarantee symbol are guaranteed to be free of
 manufacturing defects. Products covered, if found defective
 must be returned immediately within 30 days from the date of purchase with the original The
 Quality Guarantee warranty card. Accidents, misuse
 abuse of the product voids the warranty. When requesting for replacement of items covered by
 The Quality Guarantee, the original invoice must be
 presented.Manufacturing defects valid for replacementBag stitching quality and zipper functioning
 issuesRust mark on new knives and peeler blades
 and other stainless partsMelamine products Shard edgesUneven glazeBlistering of decalEmbedded
 dirt/black spots6.3 QUALITY AND WARRANTYWhile
 disposable plastic bags and Styrofoam lunch boxes are of much concern to the environment, many
 continue to use them indiscriminately. This
 indifferent attitude is what is choking the planet even as messages across the world are conveyed
 on the dangers of repeated use of such products and
 the chemical degradation that follows. These products are not made to last. Trusted for generations
 and designed for everyday use, Tupperware
 products have passed stringent tests and are built to last. They are quality products that are food-
 grade safe, which is integral to family health
 They are also designed to be used repeatedly, thus reducing unwanted mountains of
 garbage.World StandardsAll Tupperware products are made from safe
 non-toxic, non-carcinogenic materials; thus they do not release harmful chemicals to food or liquid
 contents. Materials & Additives used exceed US
 Food & Drug Administration (FDA) & Japan Polyolefin Hygienic Association standards. What it
 means is that you can use with peace of mind
 Innovative DesignTupperware products are designed to inspire. Unlike ordinary plastic products,
 many Tupperware products have won worldwide awards
 such as Industrial Design Excellence Awards, Reddot Award, IF Seal Award and numerous
 others. Indeed, one can use Tupperware with pride!Color SafeOne
 can enjoy the attractiveness of Tupperware Products in fabulous trendy colors and be assured that
 colorants used are all registered on the French
 Positive List, Circular Letter No. 176 (the most stringent in the world). It also complies with
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 Council of Europe Committee of Ministers
 AP (89) 1 requirements.Microwave SafeWhere Tupperware products are indicated for microwave
 used, Tupperware uses materials strictly meant
 microwave use & adhere with the following bodies:USA -Toxic Substances Control Act Inventory
 (TSCA), Canada - Domestic Substances List (DSL),
 European Inventory of Existing Chemical Substances (EINECS), Australia - Australia Inventory
 of Chemical Substances (AICS), Korea -
 Chemical List (KECL), Japan - Japanese Inventory (ENCS)Top Quality and FinishingAll products
 have passed stringent tests and are built to last. Its
 design and smooth finishing make Tupperware products a delight to hold and use for any
 occasion. The high quality and standards are reflected in its
 typical single product mould costing over USD$100,000, a sum equivalent to 7 mid-sized
 cars!Environment FriendlyTupperware plays its role in saving
 Mother Earth from further pollution and degradation as its products are designed for long term
 use. On the other hand, plastic bags and bottles
 Styrofoam containers and PET bottles are not made for repeated use, and thus adds to the
 mountain of garbage.[Table:1] Backed by Tupperware Lifetime
 WarrantyBuying with confidence is assured with Tupperware products that are guaranteed against
 chipping, cracking or peeling under normal
 noncommercial use for the lifetime of the product. When a Tupperware product shows a defect in
 material or function, you may visit any Tupperware
 Business Center or call your Tupperware Brands consultant for a free replacement.Creativity
 meets LongevityAnything beautiful must stay beautiful
 For over 50 years, we at Tupperware have proudly backed our products with a Lifetime Warranty
 so you can buy with confidence. All Tupperware
 carried under the Tupperware Trademarks are under warranty by Tupperware Brands to perform
 under normal domestic use for the lifetime of the product
 We will replace, free of charge, any Tupperware product, or any part that, under normal domestic
 use, shows a manufacturing defect.Consultants can
 bring their Tupperware Products to any authorized distributor for warranty replacements.Covered
 By the Tupperware Lifetime GuaranteeThe Company
 against cracking, warping, peeling and chipping under normal domestic use, guarantees
 Tupperware products. There may be instances where the Company
 no longer carries parts or products that are brought in for replacement. Under such circumstances
 the Company will provide alternative parts or
 products that offer similar functionalities and of similar value to the parts or product brought in.
 The Company reserves the right to accept and/or
 to reject alternative product choices proposed by the Consultant and/or customers for a product
 replacementConditions for Alternative Product
 Warranty ReplacementWhere a part is no longer available, all other components or parts that make
 the product complete must be brought in for
 replacement, even though these parts are in good condition (seals, base, handle, spout, etc).The
 alternative product chosen for warranty replacement
 should be an item from our regular catalogue at the stated price.If the alternative product used for
 warranty replacement is lesser in value, there
 will be no refunds.If the alternative product used for warranty replacement is higher in value, the
 Consultant or customer will be required to pay
 for the difference in value. This is called top-up value.The top-up value for the replaced product
 will not be included for commissions and bonuses
 under the Tupperware Business plan or any other awards.The GuaranteeCertain products in our
 catalogue are marked with the "Q" symbol. These are not
 covered by the Lifetime Guarantee but are still guaranteed by Tupperware Brands to be free from
 manufacturing defects. They will be replaced, if
 defective provided they are returned in accordance with Product Return & Replacement policies
 and procedures.CHAPTER-77.1 PRODUCTIVITYTupperware is
 mainly known for the production of kitchen utensils and all the problems that is faced by the
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 women for the plastic boxes, which licks oily food from
 the lunch box. Tupperware comes with a new concept of producing only plastic boxes, which will
 solve the problems of almost all the womens.Here is
 the article that shows increasing productivity of Tupperware[Ghraph:1]CHAPTER-88.1
 PRODUCTION STRATEGIESGrowing at a compounded annual rate of
 per cent, Tupperware is a leading kitchenware brand in India and is completely into direct selling;
 it started its operations in 1996. The way
 brand has charted out its success path is unique. Tupperware India shares some novel business
 strategies that made Tupperware feature among India's
 top 3 per cent of brands across all categories and segments (as rated by Super brands). The
 kitchenware market worth was estimated to be over
 billion in 2008 and had seen a 12 per cent annual rise from what it was in 2003.Here are the
 strategies that the Tupperware follows
 successful business.Direct selling over retailingTupperware products are very unique and need to
 be demonstrated to the end user before being sold
 The company promotes s via direct selling salesforce, who perform home demonstrations to
 groups of people and sell to end consumers. This helps the
 user to get optimal performance from our products. ÿTupperware also offer advice and tips on
 food preparation, storage and organisation to our users
 ÿAll this can be best done in the comfortable setting of a home rather than in retail.The business
 model is similar to that of franchising, in the
 sense that theycreate business leaders whom they call distributors in every city or town, we are in.
 ÿThey are the ones who appoint salesforce and
 train them to success duly supported by the company. This model is easily replicable
 everywhere.A different marketing strategyThe concept of having
 Tupperware parties, where Indian women (agents of Tupperware) share recipes, cooking advice
 and health tips while meeting a prospective agent, is a
 different approach to marketing as well as distribution. The strategy has been instrumental in the
 success of Tupperware.Tupperware can be accredited
 to have changed the habits of many Indian households, as they switched from their traditional
 metal food containers to the plastic ones that catered
 to the local food habits.A clear agenda with customised offeringsTupperware was always very
 clear about what it wanted while entering the Indian
 shores. Our expertise lay in the kitchenware products globally and that is what we brought in here
 along with lots of innovation and a heavyweight
 brand namebacking.Theresearchers researched the market and learnt the aspiration level of the
 Indian middle-class consumers. They aspire to buy/wear
 use a brand if it comes at an affordable price. And this is what we did, priced the Tupperware
 products at a slightly premium range backed with
 lifetime warranty and solid quality. And today the result is for all of us to see as the Indian middle
 class household swears by the product
 ÿÿEncouraging womenAt Tupperware, we have an all-women salesforce. There are 40000 sales
 force and 80 distributors. This has been a
 decision with a view of empowering women with a career opportunity, which they can pursue
 with flexibility. A women only business model in an Indian
 concept has found social acceptance and this is evidenced by the level of comfort that family
 members have in letting the lady of the house pursue a
 business opportunity in a safe setting. ÿFurther, given the category of our products, women are the
 key decision makers and influencers of purchase
 ÿAs such we find women take to selling our products and our kitchen solutions with ease as it is
 second nature to them.Every year the number of these
 women are recognised and rewarded for their significant achievements in selling these world class
 products. Rewards and recognition are at the very
 core of a direct selling business. ÿIt is the glue that keeps salesforce connected and motivated.
 ÿAchievement of sales targets, penetrating new
 markets etc are criteria for qualification for incentives and trips. ÿOur compensation plan offers
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/

Page 34
                        

TUPPERWARE 2013
 34
 rich graded rewards for sales performance with
 attractive incentives which is shared by the company with our distributors.CompetitionWhile
 generically in our product category, there is competition
 in retail, when we consider functionality and price segment, we are unique. ÿThe recent initiatives
 of promoting our brand through alternate media
 have been to supplement the word of mouth generated by consumers and more importantly to
 connect consumers to our Tupperware Sales force rapidly. We
 offer a value-for-money product, which is backed by a lifetime warranty. ÿConsumers who buy
 Tupperware see this value and continue to choose us
 despite the premium price. In the long run, we see ourselves becoming a brand of choice for every
 middle-class home.ÿThis way, we will displace the
 lower-priced competition that currently exists in our market.The network starts whenAny woman
 who wants to be a part of the Tupperware family
 contacts our distributor who is in closest proximity to where she lives and attends the business
 opportunity presentation by the distributor
 Subsequently, she is served a starter kit( the cost of the starter kit is Rs 686, which includes the
 product the lady can sell) and free training
 help her kick-start a successful career.CHAPTER-99.1 MARKETING STRATEGIESThe
 marketing strategies of Tupperware is the three P'sProductParty
 planPeopleProduct: Tupperware products carried a lifetime gurantee.any damage to the product
 could be replaced at any point of time anywhere in the
 worldParty plan: Tupperware used a direct selling method called a party plan. In this the women
 dealer approaches a lady and asks her to host a party
 at her place,the investment in the party was borne by the hostess.The Tupperware woman
 demonstrates the benefits and usages of the products to the
 invitees to the party. And the hostess gets a free gift of Tupperware product.This method allows
 the Tupperware products to be demonstrated
 physically and their utility explained and by this process they justify the reason for the higher
 costs of the products.People: Tupperware believed
 that there business success was through people therefore they had reward system for employees.
 They organize three social events per month.CHAPTER
 CONCLUSIONI here come to a conclusion after briefly studying about the Tupperware Company
 that srilanka is a prospective market for Tupperware to
 enter. It is very beneficial for this company as its competitors are very less in terms of providing
 the quality. Wholly owned subsidiary is the best
 mode of entry because there is least risk associated with it.Tupperware has found explosive
 growth in emerging markets around the world, particularly
 in the Asia Pacific region.ÿ While it is no longer a traditional "value stock" after its impressive
 ramp up, the company should continue to benefit
 from growing confidence in the global economic recovery.Tupperware's evolution in the 1950s
 responded to postwar consumerism and the rise of the
 suburban home. As an element of popular culture, Tupperware both affirms and questions societal
 norms. While Tupperware economically empowered women
 it encouraged them to seek financial success by reinforcing traditional preoccupations with
 feminine domesticity. This negotiation occurred in three
 areas: consumer-based status, economic freedom, and social network. "The "cult of domesticity"
 that shaped American thought beginning in the early
 nineteenth century dictated that women's proper place was the home. The tenets of the cult of
 domesticity held that women could best serve the
 political and social needs of the republic by dedicating their energies to the creation of healthful
 and nurturing households. Men, as economic heads
 of households, encroached on women's decision-making in the domestic sphere, often conscribing
 the right to control the purse to make other
 significant household decisions. Anna Tate recounted how she recruited people to start selling
 Tupperware by mapping out how many parties a person
 must run to get the object they wanted. She reiterated the importance of getting a husband on
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://www.indianretailer.com/interview/sector-watch/home/Tupperware-Unique-Business-Strategy-136/
 http://web.wm.edu/americanstudies/370/2007/sp4/analysis.htm
 http://web.wm.edu/americanstudies/370/2007/sp4/analysis.htm
 http://web.wm.edu/americanstudies/370/2007/sp4/analysis.htm
 http://web.wm.edu/americanstudies/370/2007/sp4/analysis.htm
 http://web.wm.edu/americanstudies/370/2007/sp4/analysis.htm
 http://web.wm.edu/americanstudies/370/2007/sp4/analysis.htm
 http://web.wm.edu/americanstudies/370/2007/sp4/analysis.htm
 http://web.wm.edu/americanstudies/370/2007/sp4/analysis.htm
 http://web.wm.edu/americanstudies/370/2007/sp4/analysis.htm
 http://web.wm.edu/americanstudies/370/2007/sp4/analysis.htm
 http://web.wm.edu/americanstudies/370/2007/sp4/analysis.htm
 http://web.wm.edu/americanstudies/370/2007/sp4/analysis.htm
 http://web.wm.edu/americanstudies/370/2007/sp4/analysis.htm
 http://web.wm.edu/americanstudies/370/2007/sp4/analysis.htm
 http://web.wm.edu/americanstudies/370/2007/sp4/analysis.htm
 http://web.wm.edu/americanstudies/370/2007/sp4/analysis.htm
 http://web.wm.edu/americanstudies/370/2007/sp4/analysis.htm

Page 35
                        

TUPPERWARE 2013
 35
 board with his wife working part-time. She would
 reassure the husbands by telling them, "You are still the breadwinner, but let her bring home a bit
 of cake." The mantra of the company was "we build
 the people, they will build the business." The method of selling made it a vehicle of sociability by
 taking advantage of networks and family. Since
 women typically did not have cars, they had to either find a ride to a party, or depend on their
 husbands to provide transportation for them
 Tupperware Home Parties allowed for subtle reorganization of spheres without blatantly
 challenging them. Tupperware elevated women individually, but
 as a class it did little because of the glass ceiling that still existed in the corporate structure.
 Tupperware organized compartmentalization of
 processed food and of domestic life. Tupperware directly engaged with popular culture of the
 1950s. It reinforced and subtly pushed cultural and
 gender norms.CHAPTER-1111.1
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