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Executive Summary 
 

This report contains a strategic marketing plan for ABC Wayamba Salterns PLC for the next 

two years. ABC Wayamba Saltern is a Sri Lankan company that is operating in the salt industry. 

The company produces salt and markets for both households and industrial customers.  

The first section of the report evaluates the current marketing strategy of the company. The 

evaluation is undertaken in terms of the current position of the company (business operations 

and marketing strategy), key performance indicators, market facts and figures, and competitive 

context. The second section includes marketing objectives for the company that are expected 

to be achieved during the next two years.  

Segmentation, targeting, and positioning is the next section where the sub-market segments, 

target strategies and positioning strategies are identified and discussed. The fourth section 

includes strategies to achieve the set marketing objectives. This section includes product 

strategies, price strategies, place strategies, promotion strategies, and other strategies. 

Implementation of the developed strategies is discussed in the last section. It includes 

implementation details, time frame, marketing budget, expected results on key performance 

indicators and projected financial statements; particularly, statement of profit or loss.  
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Introduction  
 

ABC Wayamba Salterns is operating in the salt industry in Sri Lanka. The main operations of 

the company are being undertaken 131 acres in extent in Puttlam. The operating plants include: 

the main salt refinery, crystal salt plant, pure vacuum dried salt plant and two salterns. In 

addition to that, a salt refinery and a saltern are being operated in 204 acres in extent at Bata-

atha in Hambantota District through a subsidiary of the company. (Annual Report, F/Y, 

2017/18) 

01. The Current Marketing Strategy of ABC Wayamba Salterns 
 

1.1 Current Position of the Company 
 

1.1.1 Business Operations  

 

The company has full control of vertical integration. This unique advantage is resulting from 

the company-owned raw material supply (its own salt manufacturing facilities) and its own 

distribution network (the company has the ability to achieve lower distribution cost as their 

manufacturing plantations are situated around the country: in Hambanthota, Puttlam, and 

Trincomalee). Another important fact is that ABC Wayamba Salterns as any other salt 

manufacturing company gets the raw material (brine) and energy source for the manufacturing 

process (solar power) totally free of charge.  

Value-added salt is the main product of the company and the products are marketed for 

households and industrial customers. The company purchases a significant amount of raw salt 

from outside suppliers as the raw salt production of the company is not sufficient to meet the 

requirement.  

ABC Wayamba Salterns is committed to explore new destinations and reach new heights in 

the salt market and the company has developed numerous innovations to savor the life of Sri 

Lankan customers in most exclusive ways. As a result, the company has been able to become 

the trend setter in the value-added salt market in the country. Further, ABC Wayamba Salterns 

is always trying to offer the best to their customers with the right blend and most precise levels 

of perfection. 
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1.1.2 Marketing Strategy  

 

The marketing strategy of the company ensures that the company designs correct quality 

products to meet the different needs of customers and whatever salt product the customers 

demand is available in the market. Meeting the needs of customers in terms of salt products is 

the basic strategy of ABC Wayamba Salterns. In order to be more customer-oriented in both 

retail customer market and industrial market, the research, and development team of the 

company continually develop and upgrade the product range. (Michael &Thomas, 2012) 

The distribution network of the company covers the whole island. It reaches more than 90% of 

the retail, wholesale and modern trade outlets and industrial users in Sri Lanka. In order to 

address the needs of different market segments, ABC Wayamba Salterns markets a variety of 

products and it has been able to become an innovative salt manufacturer in the country.  

In addition to that, the company incorporates industry best practices and all regulatory 

requirements to their marketing strategy and implements responsible marketing practices. By 

introducing new standards of quality and manufacturing processes, the company has been able 

to revolutionized the traditional salt market. 

On the basis of the above details, it can be identified that ABC Wayamba Salterns has been 

able to achieve great success in the market through their comparative advantages. The 

comparative advantages of the company can be listed as follows. 

 The company can get the raw material (brine) and energy source for the manufacturing 

process (solar power) totally free of charge. 

 The company owned salt manufacturing facilities. 

 Manufacturing facilities located around the country. 

 Lower distribution cost.  

 Products with high quality. 

 Innovative products.  

1.2 Key Performance Indicators 
 

Key performance indicators help to analyze how the company is performing in the industry. It 

is expected to analyze the performance of ABC Wayamba Salterns in terms of operating results, 

a financial position at the year-end, per share details and ratios.  
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The following table contains key performance indicators of ABC Wayamba Salterns for year 

2016/2017 and 2017/2018.  

Key Performance 

Indicator 

2016/2017 2017/2018 Change 

Rs. 000 Rs. 000 % 

Operating Results    

Turnover 723,426  734,081  1.5% 

Gross profit 188,327  226,673  20.4% 

Profit before tax 116,690  162,369  39.1% 

Profit after tax 65,749  134,354  104.3% 

Dividend 28,221 42,331 50% 

Retained profit 37,528  92,023  145.2% 

Revenue to government 74,318  90,605  21.9% 

Value addition 345,366  463,167  34.1% 

Position At The Year-End    

Shareholders’ fund 971,377  1,055,378  8.65% 

Total assets 1,076,227  1,187,875  10.37% 

Per Share Details    

Earnings Per Share- Rs. 0.23  0.48  107.0% 

Net Assets (Year End)- Rs. 3.24  3.74  8.6% 

Dividend Per Share- Rs.  0.1 0.15 50% 

Market Value Per Share- 

Rs.  

2.00 2.40 20% 

Ratios    

Gross profit ratio 26.0%  30.9%  18.6% 

Net profit ratio 9.1%  18.3%  101.4% 

Return on Assets 6.1%  11.3%  85.1% 

Return on Equity 6.8%  12.7%  88.1% 

Current ratio 6.7  6.6  -1.1% 

Equity/Asset ratio 90.3%  88.8%  -1.6% 

Debt to Equity ratio 10.8%  12.6%  16.3% 

Table 1 - Key Performance Indicator 

Source: ABC Wayamba Salterns Annual Report (2018) 
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1.2.1 Operating Results 

 

As shown in the above table, all the key operating results of the company shows growth in year 

2017/2018 with compared to the previous year. Turnover of the company shows 1.5% growth 

while gross profit shows a 20.4% growth. The growth of the profit before tax is 39.1% and the 

growth of profit after tax is 104.3%. These indicators show that the company has been able to 

achieve considerable growth in the market operations with compared to the previous year.  

In addition to that, the table indicates that the dividend in year 2017/2018 has grown by 50% 

in comparison to the previous year. Therefore, the company has been able to provide healthy 

growth on return for shareholders. The healthy growth of the company is also highlighted 

through significant growth in retained profit and value addition.  

1.2.2 Position at the Year-End 

 

Through the above table, it can be identified that ABC Wayamba Salterns possesses a healthy 

financial position at the end of the last year. Both shareholders’ fund and total assets figures 

are at an appropriate level. In addition to that, both these figures show considerable growth 

with compared to the previous year. So, it signals that the company has been able to achieve 

growth in its financial position as well.  

1.2.3 per Share Details 

 

Earnings per share figure show significant growth with compared to the last year. It indicates 

that the company has been able to achieve significant growth in earnings during the last year. 

In addition to that net assets value per share, dividend per share and market value per share 

also show considerable growth during the last year. These figures provide healthy signals for 

investors. Therefore, the company has the ability to attract investors. At the same time, the 

company has been able to provide a healthier return for the current shareholders.  

1.2.4 Ratios 

 

All the profitability ratios including gross profit ratio, net profit ratio, return on assets and return 

on equity show considerable growth during the last year with compared to the previous year. 

Therefore, it can be identified that the profitability of the company has grown. However, the 

current ratio indicates a negative growth where the liquidity level of the company has gone 

slightly downturn. Moreover, the debt to equity ratio of the company also shows an increase 
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which in turn indicates an increase in the risk for shareholders as the level of debt shows an 

increase with compared to the level of equity.  

1.3 Market Facts and Figures 
 

As identified earlier, ABC Wayamba Salterns is operating in the salt market in Sri Lanka. On 

the basis of the market information, the company has been able to identify that the demand 

pattern of the customers or the market is changing. According to the company, the demand for 

traditional salt is changing to the demand for value-added salt products like “free flow table 

salt” and “pure vacuum dried salt”. Therefore, ABC Wayamba Salterns is focusing on the 

value-added segment of the salt market.  

It is estimated that the annual salt requirement of Sri Lanka is around 150,000 metric tons. The 

salt market in Sri Lanka experiences an inelastic demand as salt is a biological necessity for 

human life and salt is a key element of main food items consumed by people. At the same time, 

the salt industry experiences an increased demand with the development of industrial, food and 

beverage sectors. The salt industry is transforming from a conventional method to high-tech 

practices in order to meet the increased demand. (Michael &Thomas, 2012) 

On the other hand, salt production also recorded a tremendous increase (production has 

exceeded forecasts almost by 30%) during the last year due to positive ecological factors (the 

dry weather; drought is a positive factor for the salt industry). As a result, there is an excess 

supply of salt in the market. This excess supply has an adverse impact on the salt-producing 

companies as it creates a competitive market situation and narrows down margins.  

Another important fact is inferior quality products are entering into the market through 

industries at domestic level and therefore, the market undergoes a threat of inferior quality 

products.  

1.4 Competitive Context 
 

As mentioned earlier, the excess supply of salt has created a competitive market situation and 

narrowed down the margins of the producers. Therefore, it can be identified that at present, 

there is high competition in the industry.  

In addition to that, a large number of salt brands are available in the market. The main 

competitive brands of ABC Salt include Laklunu, Wijaya, Magam, Keells, Link, and 
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Delemege. In addition to that, there are lots of brands available in the market. At the same time, 

the market undergoes a threat of inferior quality products.  

All these facts show that ABC Wayamba Salterns has to operate within a high competitive 

context. However, among these competitive operators, the company has been able to gain a 

leading position in the market through high-quality products and innovative offerings. Through 

these strategic capabilities, the company has been able to gain a 40% share in the salt market 

in Sri Lanka. (Kotler & Keller, 2009) 

During a recent interview, Ravai Liyanage: Chairman/ Executive Director of ABC Wayamba 

Salterns expressed that the company wants to monopolize the salt market in the country. 

However, the company has been unable to achieve this target as the small size operators in the 

industry offer a bigger margin to the retailers. Due to the bigger margin of small operators, 

retailers tend to purchase products from them. In this way, small operators also create 

competitive pressure within the market.  He further expressed that the prudent stock 

management practices of the company facilitate to manage the service to the market.  

02. Marketing Objectives 
 

The marketing objectives of ABC Wayamba Salterns that are expected to be achieved during 

the next two years are as follows.  

Year 1 Year 2 

To increase the turnover by 3% To increase the turnover by 5%  

To increase gross profit by 23% To increase gross profit by 25% 

To increase profit before tax by 42% To increase profit before tax by 45% 

To enhance the island-wide coverage up to 

95% 

To enhance the island-wide coverage up to 

98% 

To increase market share by 2% To increase market share by 5% 

To reduce the carbon footprint by 5% To reduce the carbon footprint by 7% 

Table 2 - Marketing Objectives 
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03. Segmentation, Targeting, and Positioning (STP Model)  
 

 

Figure 1 - The STP Process 

3.1 Segmentation 
 

The sub-segments in the salt market can be identified as follows.  

 Segmentation by product 

On the basis of the product category, the following segments can be identified.  

 Iodated Crystal Salt 

 Iodated Free Flow Table Salt 

 Pure Vacuum Dried Salt 

 Fertilizer Salt 

 Agri-salt 

 Industrial Salt 

 Segmentation by applications 

Based on the different applications of salt, the following segments can be identified.  

 Food 

 Pharmaceutical 

 Agricultural 

 Plantations (coconut, rubber, banana, and pineapple) 

 Textile 



   Marketing Assignment 02 - MBA 7003 

13 | P a g e  
 

 Paint 

 Tanning  

 Segmentation by region 

On the basis of the geographical regions in the country, the following segments can be 

identified. (Kotler & Keller, 2009) 

 North province 

 North Central province 

 Central province 

 North-Western province 

 Western province 

 Eastern province 

 Southern province 

 Sabaragamuwa province 

 Uva province 

3.2 Targeting 
 

As a leading salt manufacturer that operates its own salterns, ABC Wayamba Salterns offer 

salt products to meet different needs of the customers. Their product range includes, Iodated 

Crystal Salt, Iodated free flow Table Salt, Pure Vacuum Dried Salt, Fertilizer Salt, Agri-Salt 

and Industrial Salt. Therefore, the company targets all the product segments identified in the 

above.  

The company markets their Iodated Crystal Salt, Iodated free flow Table Salt and Pure Vacuum 

Dried Salt to be used in preparing food. Further, Pure Vacuum Dried Salt are marketed for the 

pharmaceutical industry as well. The agricultural industry is the target market of Fertilizer salt 

produced by the company and they target the plantations industry through Agri-Salt. In 

addition to that, ABC Wayamba Salterns produces special grades of salt or industrial salt 

targeting textile, paint and tanning industries. So, the product range of the company targets 

different applications of salt as identified in the above segments.  

As identified earlier, the distribution network of the company covers the whole island. It 

reaches more than 90% of the retail, wholesale and modern trade outlets and industrial users in 

Sri Lanka. This fact indicates that the company targets all the geographical segments identified 

in the above.  
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Thus, it can be identified that both households and industrial customers in the salt market are 

fully targeted by ABC Wayamba Salterns.  

3.3 Positioning 
 

ABC Wayamba Salterns is committed to explore new destinations and reach new heights in 

the salt market and the company has developed numerous innovations to savor the life of Sri 

Lankan customers in most exclusive ways. As a result, the company has been able to become 

the trend setter in the value-added salt market in the country.  

Further, ABC Wayamba Salterns is always trying to offer the best to their customers with the 

right blend and most precise levels of perfection. By introducing new standards of quality and 

manufacturing processes, the company has been able to revolutionized the traditional salt 

market. ABC Wayamba Salterns continually contributes towards the development of the nation 

with the aim of spicing up life in right proportions through a commendable product and service.  

Therefore, it can be identified that the company has positioned itself as a customer-oriented 

institution that provides a contribution for the betterment of the customers as well as the 

development of the entire nation.  
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04. Strategies 
 

In order to achieve the set marketing objectives in the above, ABC Wayamba Salterns needs 

to develop strategies. The following strategies are developed considering the marketing mix 

elements and other aspects related to objectives. (Michael &Thomas, 2012) 

 

Figure 2 - Marketing mix 

4.1 Product Strategies 
 

As identified earlier, the demand for traditional salt is changing to the demand for value-added 

salt products like “free flow table salt” and “pure vacuum dried salt”. Therefore, the company 

needs to pay more attention on value-added products in order to address the changing demand 

pattern. (Kotler & Keller, 2009) 

The following are some product ideas for the company. 

 Salt for kids 

According to the World Health Organization (WHO), the recommended maximum level intake 

of sodium in adults (2g/ day) should be adjusted downward for children on the basis of their 

energy requirements. Therefore, children need specific salt products apart from general salt 

products.  
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Taking this fact into consideration, ABC Wayamba Salterns can develop a special salt product 

for kids with low sodium.  

 Blended products 

It is a trend in the world to introduce natural salt blended with other spices. Examples of 

blended products include Salt and Pepper, Salt and Garlic, Salt and Seasoning Herbs, etc. These 

products add a special touch to any food. Therefore, there is a high potential for such products 

to achieve popularity among households as well as among hotels, restaurants, etc.  

4.2 Price Strategies 
 

At present ABC Wayamba Salterns offers their products in consumer packs and bulk form to 

the customers at a very reasonable price. As salt is a biological necessity for human life and 

salt is a key element of main food items consumed by people in the country, it can be identified 

as an essential good. Therefore, the company needs to maintain their reasonable price 

continually in order to maintain their competitive position as well as to retain the customers.  

However, for the value-added products suggested in the above, the company can offer a value 

price. Because these products deliver more value to the customers. The customers who can 

identify the value delivered through these products would accept the value price.  

4.3 Place Strategies 
 

As identified earlier, the distribution network of the company covers the whole island. It 

reaches more than 90% of the retail, wholesale and modern trade outlets and industrial users in 

Sri Lanka. Also, the company targets all the geographical segments identified in the above. 

However, according to the set objectives. The company needs to enhance its distribution 

network furthermore. In order to achieve this objective, ABC Wayamba Salterns needs to 

identify the areas where it lacks the availability of products and cover those areas through the 

distribution network.  

Further, the company needs to make sure that the new products are accessible across the 

country and they are available island wide. Otherwise, the customers spread across the country 

would not be able to purchase and consume new products. At the same time, as the online 

purchase is becoming more and more popular, the company can provide the opportunity to 

purchase the new products online.  
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4.4 Promotion Strategies 
 

At present, ABC Wayamba Salterns mainly uses television, radio, newspaper advertisements, 

and event sponsoring, social media promotions as their promotion strategies. Since the internet 

is becoming the most preferred media of people, the company can enhance its online 

promotions.  

In order to promote new products, the company can use social media posts, social media 

advertisements, social media events, search engine advertisements, web site advertisements, 

etc.  

4.5 Other Strategies 
 

According to the set objectives, the company expects to reduce its carbon footprint. In order to 

achieve this objective, the company needs to undertake their operations in a sustainable 

manner. The company uses Land, Lagoon, Water, and Air for their operations. In order to 

reduce the carbon footprint, the following steps can be taken. (Michael &Thomas, 2012) 

 Reduce waste 

 Recycle waste 

 Garbage management 

 Implement environmental projects (planting trees, cleaning campaigns, etc.) 
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05. Implementation 
 

5.1 Implementation Details 
 

On the basis of the above strategy section, ABC Wayamba Salterns needs to implement the 

following strategies during the next two years. (Kotler & Keller, 2009) 

 Introducing salt product for kids 

 Introducing blended salt products 

 Enhancing distribution network 

 Implementing an online promotion campaign 

In relating to each of the above strategies, the company has to undertake different tasks. Those 

tasks can be identified as follows.  

Strategy Tasks 

Introducing salt product for kids Concept development, Product development, Test 

marketing, Manufacturing, Launching 

Introducing blended salt products Concept development, Product development, Test 

marketing, Manufacturing, Launching 

Enhancing distribution network Identify the areas where it lacks the availability of 

products, Assigning sales staff for those areas, 

Allocating necessary resources and facilities, 

Achieving distribution goals 

Implementing an online 

promotion campaign 

Designing a campaign, Developing social media 

posts, social media advertisements, social media 

events, search engine advertisements, and web site 

advertisements, Implementing the campaign 

Table 3 - Strategy & Tasks 

  



   Marketing Assignment 02 - MBA 7003 

19 | P a g e  
 

5.2 Time Frame 
 

The allocated time frame for the implementation of the above-suggested strategies is as 

follows.  

Strategy Year 1 Year 2 

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 

Introducing salt product for kids 

(Concept development, Product development, 

Test marketing, Manufacturing, Launching) 

        

Introducing blended salt products 

(Concept development, Product development, 

Test marketing, Manufacturing, Launching) 

        

Enhancing distribution network 

(Identify the areas where it lacks the availability 

of products, Assigning sales staff for those 

areas, Allocating necessary resources and 

facilities, Achieving distribution goals) 

        

Implementing an online promotion campaign 

(Designing a campaign, Developing social 

media posts, social media advertisements, 

social media events, search engine 

advertisements, and web site advertisements, 

Implementing the campaign) 

        

Table 4 - The allocated time frame 

5.3 Marketing Budget 
 

The allocated budget for the implementation of the above-suggested strategies is as follows.  

Strategy Budgeted Amount (Rs.) 

Introducing salt product for kids 6,000,000 

Introducing blended salt products 15,000,000 

Enhancing distribution network 3,000,000 

Implementing online promotion campaign 1,500,000 
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Total 25,500,000 

Table 5 - The allocated budget for the implementation 

 

5.4 Expected Results 
 

On the basis of the set marketing strategies, key performance indicators for the next two years 

can be forecasted as follows.  

Key Performance Indicator Existing Result Expected Result 

Year 1 Year 2 

Turnover Rs. 734,081  Rs. 756,103 Rs. 793,908 

Gross Profit Rs. 226,673  Rs. 278,808 Rs. 348,510 

Profit Before tax Rs. 162,369  Rs. 230,564 Rs. 334,318 

Distribution coverage 90% 95% 98% 

Market share 40% 42% 45% 

Lowering carbon footprint By 3% By 5% By7% 

Table 6 - Expected Results 

5.5 Projected Financial Statements 
 

Statement of Profit or Loss 

Item Year 1 Year 2  

Turnover Rs. 756,103 Rs. 793,908 

Cost of sales (Rs. 477,295) (Rs. 445,398) 

Gross Profit Rs. 278,808 Rs. 348,510 

Other income/expenses (Rs. 48,244) (Rs. 14,192) 

Profit before tax Rs. 230,564 Rs. 334,318 

Table 7 - Statement of Profit or Loss 

*In the above Statement of Profit or Loss, Turnover, Gross Profit and Profit before tax figures 

are forecasted on the basis of the set marketing objectives (it is expected to increase Turnover 

by 3% and 5% during year 1 and year 2 respectively, Gross profit by 23% and 25% respectively 

and Profit before tax by 42% and 45% respectively).  

*According to the above statement, the cost of sales figure shows a decline during the two 

years. Since the company expects to reduce carbon footprint by incorporating sustainable 
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production tactics like waste reduction, recycling, etc., the production efficiency can be 

expected to enhance which in turn, lowering the cost of production. Therefore, it can be 

expected the cost of sales figures to reduce.  

Conclusion 
 

This report contains a strategic marketing plan for ABC Wayamba Salterns PLC for the next 

two years. ABC Wayamba Saltern is a Sri Lankan company that is operating in the salt industry. 

The company produces salt and markets for both households and industrial customers. On the 

basis of the report, the following strategies can be drawn.  

 The company has been able to become the trend setter in the value-added salt market 

in the country. 

 The company has full control of vertical integration. 

 Meeting the needs of customers in terms of salt products is the basic strategy of ABC 

Wayamba Salterns. 

 The distribution network of the reaches more than 90% of the retail, wholesale and 

modern trade outlets and industrial users in Sri Lanka. 

 The company implements responsible marketing practices.  

 The operating results of the company, financial position, per share details and ratios 

show growth during the last year with compared to the previous year except for liquidity 

ratio.  

 The salt industry is transforming from a conventional method to high-tech practices in 

order to meet the increased demand. 

 There is an excess supply of salt in the market. 

 The market undergoes a threat of inferior quality products.  

 There is high competition in the industry.  

 The bigger margin offered by small operators prevents the company from monopolizing 

the market.  

 The company expects to increase their turnover, profitability, distribution coverage and 

market share and to reduce carbon footprint during the next two years.  

 In order to achieve set marketing objectives and organizational growth, the company 

needs to introduce innovative products, enhance availability, offer reasonable price and 

enhance online promotional activities.  
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