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ABSTRACT 

The objective of the project is to know whether the camel milk 
can be introduced as a consumer product in Pakistan or not. This 
project conducts the process of introducing the camel milk and 
its bi-products into the Pakistani market. It has been observed 
in most countries that camel milk is a new pace in dairy 
products. Camels are mostly found in all the provinces of 
Pakistan. Pakistan is the 5th largest country in camel breeding 
in the world. 

Besides all this Camel milk is healthy and used as a treatment 
for the different diseases such as diabetes, HIV, hepatitis etc. 
camel milk can be promoted on the basis health perspective. The 
camel milk composition in Pakistan is better than other 
countries. 

The economy of Pakistan is based on agriculture and dairy 
farming is one of its important sectors. In spite of the 
availability of animals in large numbers there is shortage of 
milk in Pakistan. Camels are available in large numbers as 
compared to other countries like USA who had already started 
selling pasteurized camel milk. In spite of the fact that camel 
milk is more nutritious than cow milk even than it is wasted and 
sold in a traditional way at very low level. So it is an 
opportunity to use the idle resource and meet the shortage of 
milk by providing the camel milk in the market. 

The researchers want to introduce the camel milk in the 
pasteurized form in the dairy sector of Pakistan and to provide 
a consumer product which is more nutritious than other dairy 
products.  

For this purpose a structured questionnaire was designed and 
administered in the locality of Islamabad and Rawalpindi to test 
the folowing hypothesis. 

H1: Health Consciousness will drive the buying decisions of the 

people to buy Camel Milk 

H2: Price will drive the buying decisions of the people to buy 

Camel Milk 

H3: Availability will drive the buying decisions of the people to 

buy Camel Milk 



H4: Respective promotion will drive the buying decisions of the 

people to buy Camel Milk 

This project report was in reference to the launch of a new 
product and its marketability which has to be carefully studied. 
Camel milk being a potentially new product needs a very 
carefully examined scenario in which it would be launched so as 
to maximize the demand in the market and ultimately increasing 
the sales of the product. The market seems to have a positive 
feeling about this and the survey conducted has showed that the 
market has the potential to make this product a success. 

 

 

 

 

 

 

 

 
 

 

 
 



 

Table of Contents 
 

1 Chapter: Introduction to the Research ..................................................................................9 

1.1 Introduction to the Study ...............................................................................................9 

1.2 Background of the Research ........................................................................................ 11 

1.2.1 International Camel Advisory Board .................................................................... 13 

1.2.2 Common Marketing Approach ............................................................................. 13 

1.2.3 Marketing Impact Realization .............................................................................. 14 

1.3 Problem Statement ...................................................................................................... 15 

1.4 Objectives of the Research .......................................................................................... 15 

1.5 Research Hypotheses .................................................................................................. 16 

1.6 Research Framework and Variables ............................................................................ 16 

1.7 Rationale of the Research ............................................................................................ 19 

1.8 Aims and Motivations of the Research ........................................................................ 20 

1.9 Significance of the Research ....................................................................................... 20 

1.10 Scope and Limitation ............................................................................................... 21 

1.11 Chapter Conclusion ................................................................................................. 22 

2 Chapter: Literature Review ................................................................................................ 23 

2.1 Introduction to the Literature Review .......................................................................... 23 

2.2 Basic Camel facts ........................................................................................................ 24 

2.2.1 Camel Population:................................................................................................ 25 

2.3 Marketing Strategies ................................................................................................... 28 

2.4 Market Niche and Promotional Advertising................................................................. 32 

2.4.1 Varying Market Requirements ............................................................................. 32 

2.4.2 Targeting the market ............................................................................................ 33 

2.4.3 Advertising Approaches ....................................................................................... 34 

2.5 Marketing Values and Returns .................................................................................... 35 

2.5.1 Advantages of Effective Marketing ...................................................................... 35 

2.5.2 Advantages of Geo based Marketing Approach .................................................... 37 



2.6 Chapter Conclusion ..................................................................................................... 39 

3 Chapter:  Methodology of the Research ............................................................................. 41 

3.1 Introduction to Methodology ....................................................................................... 41 

3.2 Research Methodology ................................................................................................ 42 

3.3 Research design .......................................................................................................... 43 

3.4 Sampling and data collection ....................................................................................... 44 

3.5 Types of Research Methods ........................................................................................ 45 

3.5.1 Quantitative Research Methods ............................................................................ 45 

3.6 Approach to compiling research .................................................................................. 45 

3.7 Methods of analysis .................................................................................................... 46 

3.8 Chapter Conclusion ..................................................................................................... 46 

4 Chapter: Industry Analysis ................................................................................................ 48 

4.1 FMCG Sector in Pakistan ............................................................................................ 48 

4.2 Swot Analysis of the Product (Camel Milk) ................................................................ 48 

4.2.1 Strengths .............................................................................................................. 48 

4.2.2 Weaknesses.......................................................................................................... 49 

4.2.3 Opportunities ....................................................................................................... 49 

4.2.4 Threats ................................................................................................................. 49 

5 Chapter: Research Findings and Discussion ....................................................................... 51 

5.1 Introduction to the Chapter .......................................................................................... 51 

5.2 Contextual Marketing.................................................................................................. 51 

5.2.1 Economic and Cultural Adaptability .................................................................... 51 

5.2.2 Potent and Uniqueness for Target Market............................................................. 51 

5.2.3 Efficient and Effective Marketing Approach ........................................................ 52 

5.3 Success and Failure Analysis ...................................................................................... 52 

5.3.1 Target Market Realization .................................................................................... 52 

5.3.2 Appropriate Assessments and Plan ....................................................................... 53 

5.3.3 Flexibility of Marketing Plan towards Change ..................................................... 53 

5.4 Findings of the Research ............................................................................................. 55 

5.5 Chapter Conclusion ..................................................................................................... 70 

6 Conclusion and Discussion ................................................................................................ 71 



6.1 Discussion................................................................................................................... 71 

6.2 Result.......................................................................................................................... 77 

6.3 Limitation for the research .......................................................................................... 78 

6.4 Implications for future research ................................................................................... 78 

6.5 Conclusion .................................................................................................................. 79 

6.6 Recommendation ........................................................................................................ 79 

7 Bibliography ..................................................................................................................... 81 

8 Appendix ........................................................................................................................... 84 

 


	FINAL PROJECT APPROVAL SHEET
	1 Chapter: Introduction to the Research
	1.1  Introduction to the Study
	1.2  Background of the Research
	1.2.1 International Camel Advisory Board
	1.2.2 Common Marketing Approach
	1.2.3 Marketing Impact Realization

	1.3 Problem Statement
	1.4 Objectives of the Research
	1.5 Research Hypotheses
	1.6 Research Framework and Variables
	1.7 Rationale of the Research
	1.8 Aims and Motivations of the Research
	1.9 Significance of the Research
	1.10 Scope and Limitation
	1.11  Chapter Conclusion

	2 Chapter: Literature Review
	2.1 Introduction to the Literature Review
	2.2 Basic Camel facts
	2.2.1 Camel Population:

	2.3 Marketing Strategies
	2.4 Market Niche and Promotional Advertising
	2.4.1 Varying Market Requirements
	2.4.2 Targeting the market
	2.4.3 Advertising Approaches

	2.5 Marketing Values and Returns
	2.5.1 Advantages of Effective Marketing
	2.5.2 Advantages of Geo based Marketing Approach

	2.6 Chapter Conclusion

	3 Chapter:  Methodology of the Research
	3.1 Introduction to Methodology
	3.2 Research Methodology
	3.3 Research design
	3.4 Sampling and data collection
	3.5 Types of Research Methods
	3.5.1 Quantitative Research Methods

	3.6 Approach to compiling research
	3.7 Methods of analysis
	3.8 Chapter Conclusion

	4 Chapter: Industry Analysis
	4.1 FMCG Sector in Pakistan
	4.2 Swot Analysis of the Product (Camel Milk)
	4.2.1 Strengths
	4.2.2 Weaknesses
	4.2.3 Opportunities
	4.2.4 Threats


	5 Chapter: Research Findings and Discussion
	5.1 Introduction to the Chapter
	5.2 Contextual Marketing
	5.2.1 Economic and Cultural Adaptability
	5.2.2 Potent and Uniqueness for Target Market
	5.2.3 Efficient and Effective Marketing Approach

	5.3 Success and Failure Analysis
	5.3.1 Target Market Realization
	5.3.2 Appropriate Assessments and Plan
	5.3.3 Flexibility of Marketing Plan towards Change

	5.4 Findings of the Research
	5.5 Chapter Conclusion

	6 Conclusion and Discussion
	6.1 Discussion
	6.2 Result
	6.3 Limitation for the research
	6.4 Implications for future research
	6.5 Conclusion
	6.6 Recommendation

	7 Bibliography
	8 Appendix

