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                                           executive summary
                                
The purpose of this executive summary is to provide an overview of the study conducted on marketing mix strategy. The marketing mix refers to a set of controllable variables that a company can use to influence consumer behaviour and achieve its marketing objectives. This study aimed to analyse the significance of the marketing mix in contemporary business environments and explore its impact on consumer decision-making and overall business performance.
Product: The product is a vital element of the marketing mix strategy. This study emphasized the importance of understanding customer needs and developing products that align with those needs. Successful product strategies involve continuous innovation, quality improvement, and effective branding to create a unique value proposition for customers.
Price: Price is a critical factor that influences customer perception and purchase decisions. The study revealed that pricing strategies should consider factors such as market demand, competition, and value perception. Effective pricing strategies can optimize revenue, profitability, and market penetration.
Place: The study highlighted the significance of distribution channels and the accessibility of products or services to target customers. Choosing the right distribution channels, managing inventory, and ensuring a seamless purchasing experience are crucial for reaching and serving customers effectively.
Promotion: Promotion plays a vital role in creating awareness, generating interest, and influencing customer behaviour. The study emphasized the need for a well-defined promotional mix that includes advertising, sales promotions, public relations, direct marketing, and digital marketing. Integration and consistency across various promotional channels are essential for maximizing impact.
The study of marketing mix strategy demonstrates that a well-designed and integrated approach to product, price, place, promotion, people, process, and physical evidence is essential for achieving marketing objectives and driving business success. By understanding customer needs, optimizing the marketing mix elements, and adapting to dynamic market conditions, organizations can create a competitive edge and establish long-term customer relationships. Continuous monitoring and adaptation of the marketing mix strategy are crucial to remain relevant and responsive to evolving customer preferences and market trends.


1.CHAPTER 1 
INTRODUCTION

1.1 THEORETICAL ASPESCTS REGARDING MARKETING MIX
 	
Marketing concept
 
The marketing concept was founded in 1957 by John B, MC. Kitterick (CEO General Electric): "The marketing concept is a philosophy of consumer orientation, a philosophy that implies integral and coordinated actions and the achievement of a certain goal. the most basic concept of marketing is human needs.

               Human needs are states of perceived lack. Wishes are the form that human needs take because they are shaped by culture and individual personality. When wants are backed by purchasing power, they become demands.

              The marketing definition is based on the following concepts: needs, wants, requirements, markets, change, transactions and relationships, satisfaction and value, products, services and experiences.
MARKETING MIX 
                             The marketing mix includes several areas of focus as part of a comprehensive marketing. 
plan. The term often refers to a common classification that began as the four P's: Product, Price, Placement, and Promotion.

Effective marketing touches on a wide range of areas, as opposed to fixating on one message. It will help reach a wider audience, and when marketing professionals keep the four Ps in mind, they will be better able to focus on the things that really matter. Focusing on the marketing mix helps organizations make strategic decisions when introducing new products or revising existing products.


Product

           Products are commodities and services that solve problems and satisfy consumer needs. The product can be tangible, such as a vehicle or a piece of clothing, or intangible, such as a cruise or house cleaning. A successful product either fills a void in the market or offers a unique experience that drives demand.

PRICE
Price is the product price paid by the consumer. When marketing a product, it is important to set a price that reflects current market trends and is affordable for consumers, but at the same time profitable for the company. Price may fluctuate based on supply and demand and product sales cycle. While some businesses may lower the price to compete in the market, others may inflate it – especially if they are promoting a luxury brand.

Pricing factor
Pricing should consider the following factors into account:
1.competition
2.company objective
3.fixed and variable cost
4. proposed positioning strategies
5.target group and willingness to pay

  

 An organization can adopt a number of pricing strategies, the pricing strategy will usually be based on corporate objectives	[image: ]

types of pricing strategies:
Here are some of the pricing strategies employed by companies: -

1 - Price Skimming:

Skimming pricing strategy is a pricing technique in which a company sets its initial high price and increases with it. More and more competitors enter the market and gradually decline. .It is ideal for companies entering emerging markets. Here, a firm maximizes its profits by exploiting price demand in certain markets. They have a first mover advantage in that they are the first to launch or sell a product or service. The price skimming strategy is profitable in the early stages of a product or service market until other competitors enter and supply increases.

2 – Market Penetration Price:

This is the opposite of price leakage. Skimming starts with a high price, and the penetration pricing strategy is to enter the market with a low price. This is done to attract a competitor's existing customer base. Once a reliable consumer base has been established, the cost will slowly add up. Penetration pricing strategies mainly depend on the company's ability to absorb losses in the first few years.
It is particularly used by large multinationals to establish themselves in the markets of developing countries.

3 – Premium Pricing:
the premium pricing strategy involves a company creating a high-quality product and marketing it to high-income or wealthy individuals. The key here is to produce unique designs and high quality products to convince users to pay such huge sums. The premium pricing strategy targets the luxury market.

4 – Economy Pricing:

This strategy targets customers who like to save money.
Big companies use this tactic to make customers feel like they're in control. Walmart in the United States is an example of this, they provide offers that appeal to their customers. It depends on overhead and product value.

5 – Bundle Pricing:

As the name suggests, this is a strategy where companies bundle their products. Typically, the total price of an item is less than that of the individual products sold individually. This allows inventory to be moved and remaining inventory to be sold. This strategy has the potential to make a profit (or avoid a loss) on low value commodities.


6 – Value Based Pricing:

is similar to the concept of premium based pricing.
Here, the company decides the price based on the customer's assessment of the value of the product. This works best for unique products.

7 – Dynamic Pricing: 
Dynamic pricing strategies in
marketing involve changing the price of an item based on current market demand.



8 -- Optional pricing:
Optional feature pricing, also known as optional product pricing, involves selling a main product at a lower price and then selling accessories for that product at a higher price. Businesses can generate more revenue when consumers buy accessories that complement the main product.

9 – competition pricing:
Competitive pricing is the process of strategically selecting a price for your good or service based on the prices of competitors in your market or niche, rather than simply based on cost of doing business or target profit margins.


PLACE
Customers buy these products or services. It also refers to where products are stored and manufactured. Digital transformation has evolved how products are sold - online, through local stores or global factories. This marketing plan also considers where the product will be advertised and in what format, such as magazines, online advertising, radio, commercial product placement or film.
Distribution channel:
[image: What is meant by 'indirect channels of distribution' ? Explain any two  methods of indirect channels of distribution.]

Distribution strategies:
Exclusivity: Exclusive distribution is when a manufacturer selects multiple outlets to create some level of exclusivity for an item or brand, such as a luxury item or exotic vehicle.

Intensive: Intensive distribution occurs when a manufacturer seeks to penetrate the market by selling its wares at as many outlets as possible to attract customers, primarily for affordable everyday items such as confectionery, household goods and beverages.

Selective: Selective distribution is a combination of exclusive and intensive distribution that gives you more places to sell your product while remaining picky about the stores you sell to or partnerships, such as a highend carpet manufacturer who chooses a specific retail sector more customers.

Dual: Dual distribution combines direct and selective distribution strategies to increase market presence and maintain direct sales with customers.

Reverse: Reverse posting is generally less common, when items return from customers to the company, typically for recycling or refurbished goods, such as used computers or other electronics.
PROMOTION

Promotion refers to reaching the target audience with the right message at the right time. It gets the word out and is an effective way to do sales promotion and connect with customers. Promotional strategy aims to show consumers why they need a particular product and reasons to buy it over other products. A core part of marketing communications, product promotion is pushing specific and meaningful advertising through popular channels: word-of-mouth seeding, social networking, Instagram campaigns, print marketing, television commercials, email marketing campaigns, social media marketing and more.
Types of promotion mix:
1Advertising
2Sales promotion
3public relation
4 personal selling 
5 direct selling.
1.2 Key features of the marketing mix:
1. Combinations of variables
2. Dynamic concepts
3. All variables have equal importance
4. Applicable to commercial and non-commercial
5.Achievement of objectives
6. Relevance
7. Customer orientation
8. Proper integration of marketing mix variables requires specific skills.

2.COMPANY PROFILE

2.1 Introduction
NorthStar Academy is a premier institution for Finance and Accounting with presence across india. NSA was awarded as the 'Best Emerging Educational Institute" by the Indo-Global Foundation. Awarded as Best training institute by Indian Education Award in the year 2020.
Over a period, a of 5 years NSA has trained 20000+ students and continue to deliver the successful journey. Our vision is to become a Unicorn: By providing the right quality education and investing in the right technology and team.
Currently NSA is working with more than 100+ corporates and early-stage startups to ensure that its successful students are placed and fulfilling skilled resources requirement of corporates and providing customised training to meet their needs.
NorthStar Academy is Official Gold Partner of IMA and an exclusive official partner of Becker. Becker study material is comprehensively created by industry leaders & educators to help aspirants in their endeavour to pass CMA USA. It also brings an online test-bank. NorthStar Academy is IMA's official training provider in India for Certified Management Accounting. 

2.2 Mission: 
· Provide personalized and dedicated mentorship as well as learning experience with the objective of enabling students realize their skills and abilities for a successful career in finance and accounting.
· Offering result oriented, systematic and cohesive learning environment that is aimed at creating synergies between complete online education as well as offline tools, hence delivering greater flexibility in the pursuit of professional excellence.
Create an institution of learning, skill development, goal oriented and professional education that serves as the foundation upon which we shape the lives of our students and build a sustainable future.

2.3 vision:
To provide excellence in education that is relevant while enhancing lateral thinking abilities and creating meritorious professionals who confidently meet the corporate challenges of the modern era.

2.5 Selling platform: NorthStar academy digital platform
NorthStar Academy is an online learning platform that provides personalized, flexible, and certified education to students worldwide. Below is a brief overview of the sales platform focusing on its main features and products.

Marketing mix of NorthStar academy
 Increasing effort to deliver best value to customers, through a better product quality. 
Product:
       List Of Products-:​
· ACCA
· CMA
· CPA
· CFA
· CA
· EA



 Price:
NORTHSTAR uses skimming pricing strategy in which goods and services are priced slightly below market price, making them cheaper for consumers. Therefore, customers will not be put off by the high prices. The skimming strategy adopted by NorthStar management is a unique business strategy.
Promotion strategy of NorthStar academy
Another reason why NorthStar 's marketing strategy is so unique is that it doesn't spend a lot on advertising. Competing brands spend millions of dollars on various advertising programs, and NorthStar doesn't even have TV advertising. NorthStar uses a very cheap but very effective social media advertising strategy. 


2.6 INDUSTRY PROFILE:
 
Overview
The education technology (Education Technology) sector represents the intersection of technology and education and aims to improve teaching, learning, and learning management through innovations in tools and solutions. Driven by increasing digital adoption, increasing distance learning, and changing global education needs, the education technology market is expected to be worth an estimated USD 127 billion by 2022, growing at a CAGR of over 15% (CAGR). Tools include learning management systems (LMS), learning apps, and virtual training courses. 
Key technologies include virtual labs, MOOCs (Massive Open Online Courses), and collaboration tools. Development of educational platforms. An AI-powered platform that transforms content into personalized learning experiences. Create an interactive learning environment.
Growth Drivers

Pandemic-Induced Changes: The rapid spread of the novel coronavirus (COVID-19) has accelerated the use of distance education technology. Access digital courses. 
The digital divide: Lack of access to technology in low-income and rural areas.

Privacy concerns: Increasing scrutiny of data security and student privacy. Global solutions for local education standards and language adaptation. Built by education-focused companies. Key players include:

Courses: Experience MOOCs and partnerships with top universities. - Leader in interactive learning solutions across 12 business segments. As technology continues to grow, business technology must continue to evolve and integrate into the education system. New technologies like blockchain authentication and AI-powered curricula could create a new wave of innovation. Additionally, collaborations between public schools and private edtech companies will play a key role in closing the global education gap.
Global Market Size and Growth

The education technology market is estimated to be valued at US$ 127 billion by 2022, with an annual growth rate (CAGR) of 16.5% from 2023 to 2030. The growth is driven by advancements in education, smartphones and their penetration, and increasing demand for personal and transfer learning. Advanced technology has emerged as the largest market for investment in education technology startups with its widespread use in schools and universities. Disposable income.

Trends
Current events include developing academic skills, teaching STEM and programming, and increasing use of technology in teaching. The Covid-19 pandemic has had an impact on distance learning tools, and online teaching and language learning are expected to continue in the coming years. Parent portals can be more integrated into everyday practices as schools need to communicate better with parents and continue to provide home education when schools are forced to close. They can thrive by offering more opportunities for self-study, parent feedback, and reporting than learning software. Virtual and augmented reality are likely to continue to develop and grow.






2.7 STP of fashion industry
[image: STP marketing: The Segmentation, Targeting, Positioning model]
SEGMENTATION:
                    
After reading the edtech industry and its diverse segments, we will draw some key findings and guidelines for navigating the edtech landscape. those are:

1. The edtech enterprise is growing rapidly and diversifying in phrases of products, offerings, and markets. the worldwide edtech market length is predicted to attain $404 billion by 2025, with a compound annual growth charge of sixteen.3%. the main drivers of this boom are the growing call for for online studying, the growing adoption of digital technology in education, and the emergence of latest business models and sales streams for edtech companies.

2. The edtech industry is relatively fragmented and competitive, with a big number of players providing exclusive solutions for specific segments. the primary segments of the edtech enterprise are okay-12 training, higher education, corporate schooling, and lifelong getting to know. every phase has its own characteristics, demanding situations, possibilities, and client wishes. for instance, the okay-12 section is regulated and encouraged by using government rules and requirements, at the same time as the company training section is pushed by way of the abilities hole and the need for reskilling and upskilling in the personnel.

three. The edtech enterprise is dynamic and revolutionary, with new tendencies and technology emerging and disrupting the marketplace. a number of the key trends and technologies which can be shaping the edtech industry are synthetic intelligence (AI), gamification, adaptive learning, microlearning, augmented reality (AR), digital fact (VR), blockchain, and cloud computing. these developments and technologies are enhancing the fine, accessibility, personalization, engagement, and efficiency of schooling and studying.

4. The edtech industry is global and nearby, with exclusive areas and nations having different ranges of improvement, demand, and adoption of edtech solutions. the main areas and international locations which can be leading the edtech market are North america, Europe, Asia-Pacific, Latin the united states, and middle East and africa. every location and usa has its very own cultural, social, financial, and political elements that have an effect on the edtech industry. as an instance, North the us is mature and saturated, with a high penetration of edtech solutions and a sturdy regulatory framework, while Asia-Pacific is rising and growing, with a large capacity marketplace and a low adoption charge of edtech answers.

based on these findings, we are able to make some pointers for edtech vendors who want to be successful in the edtech marketplace. these are:

- recognize your goal segment and its precise needs, preferences, pain factors, and expectancies. customise your option to match the section and differentiate yourself from the competition.

- leverage the trendy traits and technologies to create modern and attractive answers that offer cost in your clients and learners. Use facts and analytics to optimize your answer and enhance your effects.

- increase your reach and scale with the aid of tapping into new markets and regions, especially within the growing international locations in which the demand for edtech is high and the deliver is low. companion with neighborhood stakeholders and influencers to benefit consider and credibility.

- adapt to the converting surroundings and the evolving needs of your clients and rookies. Be flexible and agile in responding to the market developments and challenges. experiment and iterate your solution to maintain it relevant and powerful. 


The Edtech market segmentation pyramid
[image: Niche Marketing Guide To Target Specific Customer Groups Levels Of Market  Segmentation For Similar Groups Topics PDF]


Targeting:
Edtech industry target market includes , mainly young people in the 18-40 age bracket. This has led segmentation strategy to focus on fashion-conscious and tech-savvy millennials and Generation Z.

Positioning:

A compelling positioning, branding, and cross-to-marketplace method is essential for EdTech businesses for several motives.The EdTech marketplace is tremendously competitive, with many groups vying for attention from educators, college students, and parents. A robust logo can assist your company stand out in this crowded market and attract new customers.

The EdTech enterprise is continuously evolving, with new technologies and tendencies emerging all of the time. A sturdy brand can help your business enterprise adapt to these adjustments and role itself as a frontrunner in the enterprise.
EdTech SaaS organizations regularly face specific demanding situations on the subject of advertising and marketing and branding. for instance, it could be tough to give an explanation for complex technology and educational standards to non-technical audiences. A strong emblem can assist simplify these principles and cause them to more on hand to a wider target audience.

on this context, running with an EdTech advertising corporation can be a sensible selection. Such companies have experience operating with EdTech agencies and allow you to broaden a branding strategy that aligns together with your dreams and target market. They also can assist you create and execute advertising and marketing campaigns that efficaciously communicate your logo message and value proposition.
If there’s one component we’ve discovered in our adventure thru the edtech landscape, it’s the plain energy of positioning.

Positioning isn’t just a marketing buzzword; it’s the very compass that publications our ventures inside the dynamic global of educational technology.
Now, you might ask, “Why is positioning so critical in edtech?” reflect onconsideration on it: we’re not just selling any other software or tech solution. We’re presenting equipment that have the ability to shape the future of schooling, to persuade teachers’ effectiveness, and to convert students’ getting to know reviews.
And to make sure our solutions don’t just mixture into the historical past noise, we need to articulate our unique price, not simply loudly but really.
however, where can we begin? allow’s start through delving into the core additives: positioning itself, which lays the inspiration; the cross-to-market strategy, wherein we turn our positioning blueprint into actionable steps; and branding, the visual and emotional embodiment of our positioning.
together, we’ll navigate those terrains, drawing from our knowledge and shared wisdom within the realm of edtech.
 Social Media: have interaction along with your community, proportion updates, and rejoice successes. platforms like Twitter, LinkedIn, and Instagram permit for real-time interactions and help humanize your emblem.
Blogs: proportion thought leadership, product insights, and enterprise developments. It positions your brand as an expert and gives value to readers.
boards: take part in discussions, deal with issues, and offer help. forums are a terrific location to apprehend stakeholder pain factors and show off your brand’s commitment to solutions.

[image: edtech ]
Branding: The visible Interpretation of Positioning
in the edtech landscape, branding isn’t simply about looking excellent. It’s the visual embodiment of your positioning—a tangible illustration of your promise, values, and aspirations.

A strong logo can encourage consider, kindle interest, and cultivate loyalty among its stakeholders. let’s dive into the factors that shape this visual and communicative powerhouse.

developing a visual identification
The pronouncing “a photo is worth one thousand phrases” earrings in particular proper in branding. The visible elements you select will often be the primary impression stakeholders get of your company, and this impact must be each impactful and aligned with your logo values.

importance of a regular and noteworthy brand image: A regular brand picture guarantees that no matter in which stakeholders stumble upon your logo, they have got a comparable experience, cementing logo take into account. It’s about evoking the same feelings, agree with, and expectations throughout every interplay. however, being memorable is set standing out, making sure your logo lingers inside the mind long after the interplay is over.

elements of visual identification:
brand: the center piece of your visual emblem. It should be one of a kind and encapsulate your logo’s essence in a look.
colour Scheme: colorations evoke emotions. selecting the right palette can enhance the mood and perceptions stakeholders associate along with your emblem.
Typography: The fonts you operate carry subtleties in brand character—whether or not you’re current, conventional, playful, or severe.
Imagery: pics, snap shots, and illustrations used ought to resonate along with your logo’s ethos, catering to the emotions and aspirations of your target audience.
brand Voice and Messaging
just as essential as how a emblem appears is the way it speaks. The tone, style, and content of your messages play a pivotal function in shaping stakeholder perceptions and expectations.

making sure Alignment with the price Proposition: every message, slogan, or piece of content have to resonate with your value proposition. It’s now not pretty much what you say, however the way you say it, making sure that the emblem’s promise is communicated with readability and conviction.

Adjusting the Voice for exclusive Audiences: whilst consistency is key, flexibility is similarly critical. The tone you operate whilst addressing college students—possibly playful and active—may fluctuate from the more formal, facts-pushed tone for administrators. spotting those nuances and tailoring your voice accordingly guarantees that the message hits domestic, every time.

engaging and Interacting
In nowadays’s digital age, a logo isn’t static; it’s dynamic, interactive, and ever-evolving. This interactive measurement is instrumental in building relationships, accumulating comments, and fostering network.

significance of Being Approachable and Open to remarks: in the realm of edtech, wherein products without delay impact gaining knowledge of studies, feedback is gold. manufacturers which can be open to feedback no longer most effective acquire worthwhile insights but additionally display a dedication to boom and stakeholder pride.

2.8 MAJOR PLAYERS IN EDTECH INDUSTRY:
Some key players in the EdTech market include: 
· 2U Inc.
· BYJU'S
· [bookmark: _Hlk187303729]Chegg Inc.
· Class Technologies Inc.
· [bookmark: _Hlk187304156]Coursera Inc.
· Edutech
· Google LLC (Alphabet Inc.)
· Instructure Inc.
· Vedantu
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Title of the study: marketing mix in NorthStar academy

3.1 Literature review
· (Sashi, 2012) The formulation of the business mix depends on the nature of the organization's activities and the nature of the target market. Organizations should be brought together to meet the needs and wants of their customers (Sashi, 2012).
· (Owomoyela, Oyeniyi, & Ola, 2013) Marketing Mix Concepts is used as a tool for organizations to survive in a competitive environment. The strategy is managed by organizations and includes four elements: product, price, location and promotion.
· (Ho & Hung, 2008) For organizations to make the best business decisions, including the macro and microenvironment, a customer database should be the 4Ps are considered the main concept for building a business model in an organization by offering high quality products at an affordable price (Ho & Hung, 2008).
· (Mathieu, 2001) the product forms the first element of the commercial mix and, by its nature and properties, affects the other three elements of the mix. The features of the product and the features of the differ depending on the difference between the target market and the according to the needs. needs the differences that make up the market composition and market environment.
· (Kotler & Armstrong, 2012) Kotler and Armstrong, things"... The duties or benefits that the parties may provide to each other are essentially incompetent and do not lead to the ownership of anything”.
· (Singh, 2012) Price is the second element in marketing.is influenced by the strength of the customer and is considered an important factor in the purchasing decision. Article can easily be interpreted as the customer must trade to get the product.
· (Davenport & Harris, 2007) There are many factors that affect an organization's pricing strategy, such as the cost of materials, different products, level of competition, market share, and the user value found of items.
· (Goi, 2009) Al Brahimi’s SME segment products are priced at and include total cost, revenue, product lifecycle, regulations, financial management, etc. is affected by many factors. Location can be defined as the process by which goods and services are delivered to customers from suppliers or manufacturers.
· Szopa and Pękała (2012) The implementation of marketing strategies does not depend on the achievement of production targets, prices or just promotion.is also associated with a successful delivery process that enables the organization to achieve its goal of having the product on-site and on time. Companies in Al Buraimi's SME sector use distribution as a way to communicate with customers through content delivery, reaching them at the right time and place at. According to Szopa and Pękała (2012), There are many advantages associated with distribution, such as moving products from required areas, providing information to customers about products and services, and support products and services.
· (Sidhanta & Chakrabarty, 2010). Advertising is one of the most important elements of the marketing mix. This means contacting and persuading the target market - by identifying the target's needs - to buy the company's products. The concept of promotion is to inform, persuade and remind the target market about the company and its products or services, etc. It includes all marketing activities used to create a quality image in the minds of consumers.


3.2 Scope of study
The scope of examining the marketing mix in the fashion industry is broad because the fashion industry is a competitive and competitive market. The fashion industry includes many products, from clothing and shoes to accessories, beauty products and more. The following are some types of marketing mix specific to the fashion industry:

Products: The product mix in the fashion industry includes products ranging from casual modern to high-end luxury fashion. It also covers the design, performance and marketing of these products, which play an important role in creating and maintaining customer loyalty.

Price: Because different customers have different prices, pricing strategies in the fashion industry are often complex and varied.
Factors that affect price include production costs, image type, and perceived value.

Source: The fashion industry uses a variety of distribution channels such as stores, online stores, and direct-to-consumer models. Location, logistics and channel selection are important aspects of location in the fashion industry.

Advertising: Advertising strategies in the fashion industry are often broad and creative and can include fashion, marketing, social media, and more. Creating brand awareness, buzz, and engaging with customers are key elements of fashion marketing campaigns.
As a result, the study of the marketing mix in the fashion industry requires a deep understanding of the unique characteristics of the industry, including consumer preferences, trends and the competitive landscape, mountain landscape. By identifying and optimizing the four elements of the marketing mix, fashion brands can achieve their marketing goals and be successful in a competitive market.

3.4 Statement of problem for marketing mix in Edtech industry:
The Edtech industry is competitive and Edtech companies face many challenges in developing and implementing their marketing strategies. One of the main problems retailers face when developing a marketing mix is ​​how to balance the various elements of the mix to achieve their marketing goals.

Another problem is the rapid change in consumer preferences and market trends necessitates avoiding brand changes in response to market changes. This makes it difficult to build and maintain a consistent brand and message across all industries.

Price is also a challenge, as customers are often price sensitive and always looking for value for money.
Edtech companies must find a balance between competitive pricing and product management and perceived value.

Distribution is also a challenge for the Edtech industry as e-commerce disrupts traditional stores.  Edtechbrands must find a combination of stores, online stores, and direct-to-consumer models to reach their customers.

Finally, advertising strategies are important in the Edtech industry and brands need to create new campaigns and partnerships to grab the attention of their target audience. However, with the proliferation of social media and influencer marketing, it can be difficult to cut through the noise and create a message that resonates with consumers.
Overall, the challenge for fashion brands is to create a marketing mix that solves these problems well and allows them to differentiate themselves from their competitors while creating long-term customers.


Objectives of study
[bookmark: _Hlk187264876]1.to study the market trends of Edtech industry
2. to find the present status of Edtech industry
3.To study consumer needs
4.to study the importance of marketing mix in an organization.
5.To understand the consumer perception towards fashion 

3.5 RESEARCH DESIGN
 Exploratory research in Marketing mix research involves collecting preliminary data and understanding various aspects of the marketing mix. These studies are designed to develop strategies, identify problems or opportunities, and better understand the market and customer preferences. Research studies can be conducted through various methods such as questionnaire, focus group, interview and secondary data analysis.

The primary purpose of marketing mix research is to understand market and customer preferences. Through research, businesses can gain a better understanding of many aspects of the marketing mix such as product design, pricing, distribution and promotion.
This understanding can help companies identify opportunities and threats in the market and develop strategies to address them.

Some of the benefits of exploratory marketing research are:

Identifying customer needs: Research can help businesses identify their customers' needs and preferences so they can create products and services that meet those needs.

Identify Potential Issues: Research studies can uncover issues or issues in the market, such as changes in customer preferences or new competition.

Generating new ideas: By generating new ideas for research work, product design, pricing, distribution and promotion, it can help businesses differentiate themselves from their competitors and benefit customers.

Insights: Research studies can help businesses test market assumptions and customer preferences to understand the effectiveness of different marketing strategies.
Overall, marketing research is an essential tool for companies to understand the market and customer preferences. Through research, businesses can better understand various aspects of the marketing mix and develop effective marketing strategies to achieve their business goals.
3.6 SAMPLE DESIGN

Sample size is 90.
The sample is collected within the Bangalore.


3.7 Data collection:
Primary data 
  Questionnaire
Secondary data
· Internet
· Company reports and brochures.
· Newspaper articles journals
· magazines
data is also gathered by talking to the respondents (target audience, understanding their beauty needs, what aspires them to go for a brand). Also, ethe level of:

· brand awareness
· price level
· visibility of brand personality
· expectation of communication

All these factors were the prime criterion for selecting (which brand??) shortlisting and ranking (level of worthiness or most favoured) which has helped us to find winner.

3.8 Tools used for data analysis.

Surveys: Surveys are a popular way to gather information about customer preferences, opinions, and behaviour. They can be done online, by phone or in person and can be used to gather more and better information. Surveys can target specific customers and can be designed to ask specific questions about elements of the marketing mix.

Focus Group: A focus group is a qualitative data collection method in which a group of people is asked to discuss their thoughts and feelings about a product or service. Focus groups can be used to gather feedback on various aspects of the marketing mix and are particularly useful for gathering ideas about the product, packaging and marketing business.
Interview: An interview is a conversation between the interviewer and the interviewee. Interviews can be conducted face-to-face, over the phone, or online. They are particularly useful for collecting detailed qualitative data on consumer sentiment and behaviour associated with the marketing mix.

Survey Research: Survey research is the observation and recording of real-life behaviour of consumers. This method can be used to gather information about how consumers interact with the products around them and the content of the marketing mix.
For example, a company might analyse how customers interact with its products in a retail setting.

Secondary Data Analysis: Secondary data is data collected from other sources such as government agencies, business organizations, or trade publications. Secondary data can be used to gather information on market trends, competitive strategies and consumer behaviour related to the content of the marketing mix.

Online Analytics: Online analytics involves collecting and analysing information about consumers on websites, social media, and other online resources. Online analytics can be used to gather information about online advertising, pricing strategies, and customer engagement in products.

3.9 Limitations of the study
The marketing mix is ​​a framework that includes many elements that a company can use to influence customers and achieve business goals. While it can be a useful tool for developing and implementing a marketing strategy, the marketing mix has some limitations. The following are some limitations of marketing research: products, prices, promotions and locations. It doesn't take into account common business issues such as market segmentation, targeting, and subscriptions.

Inflexible: The marketing mix assumes that the elements of the mix are interchangeable. In practice, however, these elements are often interrelated, and changes in one element can have negative consequences for others.

Ignoring Environmental Factors: The economic mix may ignore the impact of other environmental factors (such as economic, social and technological) on the decisions of business regrets.

Limited Application: The marketing mix is ​​best for consumer businesses focused on generating demand for the product. It will not apply to other types of products such as services or products.

Ignore customer feedback: The marketing mix does not consider customer feedback or preferences. This can cause companies to focus on the wrong elements of the mix, leading to poor marketing strategies. 











      






Chapter 4: Data Analysis and it’s Interpretation.













[image: Forms response chart. Question title: Gender . Number of responses: 100 responses.]
The chart shows 55% of the respondents are of male gender and rest of the respondents are females.
[image: Forms response chart. Question title: How familiar are you with the
(product,price,place,promotion)?. Number of responses: 100 responses.]
The pie chart shows that familiarity of the respondents to the marketing mix concept out of 30 respondents 26% are extremely familiar with the concept,40% of them are just familiar with the concept,19% of them are moderately familiar with the concept,11% of them are somewhat familiar with it and rest of the 4% are not at all familiar with the concept of marketing.
[image: Forms response chart. Question title: Which element among( price,place,product,promotion)  do you think has the most significant impact on a company's success . Number of responses: 100 responses.]
The chart shows element of the marketing which has the most significant impact on a company's success 36% of the respondents think that product is most significant element,36% of the respondents think that price is the most important factor and 13% of the respondents think that promotion is one of the Important factor that impacts on the company’s success, whereas only 12% of respondents feel that place is most significant factor and 3% are not sure.
[image: Forms response chart. Question title: How important is pricing when you make a purchase decision . Number of responses: 99 responses.]
The chart shows the importance of pricing to make a purchase decision 39% of respondents think that it’s just important 26% of them think that it’s extremely important and 25% of the respondents think that it’s just moderately important that the pricing will influence the pricing decision rest all thick either it is slightly important or not at all.
[image: Forms response chart. Question title: Which facor influences your decision to choose a particular distribution channel (place) for purchasing a product/service. Number of responses: 99 responses.]
The chart shows factor influences decision to choose a particular distribution channel (place) for purchasing a product/service 30% of respondents think price as influencing factor,31% of respondents think product availability as the influencing factor,21% of them think trustworthiness of the channel as the influencing factor and rest 16% of think that convenience could a factor influencing decision to choose a particular distribution channel for purchasing a product/service.
[image: Forms response chart. Question title: Have you ever made a purchase solely based on the company's marketing efforts (eg, Advertising,promotion). Number of responses: 100 responses.]
The chart shows purchase solely based on the company's marketing efforts 44% of the respondents agree with it and 34%of the disagree with it rest 22% of them are not sure about it.
[image: Forms response chart. Question title: How likely are you to switch to a competitors product/service based on thier marketing efforts ?. Number of responses: 100 responses.]
The chart shows that how likely are you to switch to a competitor’s product/service based on their marketing efforts 45% of them have answered as neutral 31% of the respondents are likely to switch
19% of them are very likely to switch based on the marketing efforts whereas remaining are unlikely to switch products or services based on the competitor’s marketing efforts. 
[image: Forms response chart. Question title: Which marketing channels do you find most effective in reaching you as a consumer? . Number of responses: 100 responses.]
the chart shows that Which marketing channels is most effective in reaching to a consumer 38% of the respondents think that social media is one of the most effective marketing channel to reach a customer,27% of respondents choose online ads,10% of respondents think television if effective channel to reach out  a customer and remain of them think that direct mail, in store display and influencer marketing to be effective channels to reaching out a customer.
[image: Forms response chart. Question title: On a scale of 1-5, how important are product,price,place and promtion in influencing purchace decision. Number of responses: 100 responses.]
 the bar char shows that On a scale of 1-5, how influential is the marketing mix is in shaping a company's overall marketing strategy 28% of them rated as 3,32% of the respondents rated 4,27% of them rated 5 and remaining of them rated 1and 2 on scale of 5
[image: Forms response chart. Question title: How important do you believe marketing is for your company's overall growth and success ?. Number of responses: 97 responses.]
The chart shows the importance of marketing for a company for its overall growth and success 27% of them believe that marketing is extremely important,30% of them believe that its just important,28% of them think its moderately important and remaining 12% of them believe that marketing is somewhat important for company’s overall growth and success.
[image: Forms response chart. Question title: How likely are you to follow a company or brand on social media based on thier marketing efforts?. Number of responses: 99 responses.]
The chart shows that how likely are you to follow a company or brand on social media based on their marketing efforts so 50% of them moderately likely to follow ,27% are somewhat likely to follow and 21% of them are very likely to follow a company on social media based on their marketing efforts rest of them are not likely to follow.
[image: Forms response chart. Question title: Do you believe that companies should invest a significant portions of their budget in marketing activities . Number of responses: 99 responses.] 
The chart shows that should the companies invest a significant portion of their budget in marketing activities 38% of them agree with the fact that a company should invest,28% of them neither agree or disagree,21% of them strongly agree that the company should invest a significant portion of their budget in marketing and remaining of them disagree.
[image: Forms response chart. Question title: To which extent do you believe that marketing mix influences your purchasing decisions?. Number of responses: 97 responses.]

The chart shows the influence of marketing mix on purchasing decision 59% of the respondents think it has a moderate influence on purchase decision,22% of the respondents think it has major influence,15% of them think it has minor influence and rest of them believe that it has no influence and rest of them think it won’t influence.
[image: Forms response chart. Question title: How important is the place(distribution) aspect of thr 4Ps in ensuring a company's product reach the right target audience . Number of responses: 97 responses.]
The chart shows the importance of the place(distribution) aspect of the 4Ps in ensuring a company's product reach the right target audience 16% of the respondents think it’s very important and another 36% of them think it’s just important rest of the 32% think that its moderately important and remaining 13% give less importance to it and rest of them think it is not important.

[image: Forms response chart. Question title: In your opinion how much does the location and accessibility of a product or service influences your decision to purchase . Number of responses: 98 responses.]


The chart shows how much the location and accessibility of a product or service influences the decision to purchase 49% of them think it’s somewhat important 34% of them think it’s a significant factor ,11% of them are not sure reaming think that it doesn’t affect the decision rest of them are not sure.
[image: Forms response chart. Question title: Which of the following factor would you willingly pay a higher price for a product or service?. Number of responses: 98 responses.]
The chart shows the factors for which you would be willingly pay a higher price for a product or service 37% of them choose superior quality compared to competitor ,34% of them choose enhanced customer service and support,21% of them choose exclusive features or customisation options rest of them think price is the most important factor.
[image: Forms response chart. Question title: Wich factor plays a crucial role in your decision to purchase a product or service?. Number of responses: 96 responses.]

The chart show Which factors plays a crucial role in  decision to purchase a product or service according to 45% of them product features and benefits play a crucial role,42% of them believe that competitive pricing play a crucial role in decision of purchasing a product and services,9.4% of them think that convenient distribution channels play a crucial role rest of them think that promotional offers and discounts play an important role in decision of purchasing a product or service.

Chapter 5: summary of findings:
According to the survey conducted it comes to an understanding that most of the people are familiar with the 4ps of the marketing only few of them are not familiar with it.
· It also denotes that most of the people think that product and price are one of the most important factors for a company’s success.
· The people think that price is very important factor while making a purchase decision.
· According to the survey, price and product availability are two most influencing factor while choosing a particular place. 
· So, based on the data collected it shows that most of the people buy product based on a company’s adverting.
· Survey says that social media and online ads are most effective way to reach a customer.
· Survey shows that location could be an important factor for making a purchase of a product.
· According to most of them product features and their benefits play a crucial role in making a decision to purchase a product and service.



5.2 Suggestions:
A company should mostly focus on their product and the pricing of the product because even through the quality is compromised price could play a very crucial role for a company.
Social media and online ads could be one of the effective ways to reach customer, but television ads could be one of the best ways to reach out any age group of customers it is one of the platforms which has huge customer base.
Product features and benefits might play a crucial role in purchase decision but promotional strategy and discounts should also be considered as an important factor for making a purchase decision.

5.3 Conclusion:
As a result, it could be said that the study of marketing mix strategy demonstrates that a well-designed and integrated approach to product, price, place and promotion is essential for achieving marketing objectives and driving business success. By understanding customer needs, optimizing the marketing mix elements, and adapting to dynamic market conditions, organizations can create a competitive edge and establish long-term customer relationships. Continuous monitoring and adaptation of the marketing mix strategy are crucial to remain relevant and responsive to evolving customer preferences and market trends.
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questionnaire:
Q1. Gender 
· Male
· Female
· Prefer not to say.

Q2. How familiar are you with the marketing mix concept (product, price, place, promotion)?
· Extremely familiar
· Familiar
· Moderately Familiar
· Somewhat Familiar
· Not familiar at all

Q3. Which element of the marketing mix do you think has the most significant impact on a company's success 
· Product
· Price
· Place(distribution)
· Promotion
· Not sure

Q4. How important is pricing when you make a purchase decision. 
· Extremely important
· Important
· Moderately important
· Slightly important
· Not important at all

Q5. Which factor influences your decision to choose a particular distribution channel (place) for purchasing a product/service?
· Convenience
· Price
· Product availability
· Trustworthiness of the channel
· Other (please specify)

Q6. Have you ever made a purchase solely based on the company's marketing efforts (e.g., Advertising, promotion)
· Yes
· No
· Maybe

Q7. How likely are you to switch to a competitor’s product/service based on their marketing efforts?
· Very likely
· Likely
· Neutral
· Unlikely
· Very Likely

Q8. Which marketing channels do you find most effective in reaching you as a consumer? 
· Television
· Online Ads
· Social Media
· Email Marketing
· Direct Mail
· In-store display
· Influencer marketing

Q9. On a scale of 1-5, how influential do you think the marketing mix is in shaping a company's overall marketing strategy?
1
2
3
4
5

Q10.How important do you believe marketing is for your company's overall growth and success?
· Extremely important
· Important
· Moderately important
· Somewhat important
· Not important

Q11.How likely are you to follow a company or brand on social media based on their marketing efforts?
· Very likely
· Moderately likely
· Somewhat Likely
· Not likely at all

Q12.Do you believe that companies should invest a significant portion of their budget in marketing activities 
· Strongly agree.
· Agree
· Neutral
· Disagree
· Strongly disagree.

Q13.To which extent do you believe that marketing mix influences your purchasing decisions?
· Major influence
· Moderate influence
· Minor influence
· No influence

Q14.How important is the place(distribution) aspect of the 4Ps in ensuring a company's product reach the right target audience. 
· Very important
· Important
· Moderate important
· Slightly important
· Not important at all

Q15.In your opinion how much does the location and accessibility of a product or service influences your decision to purchase. 
· It's a significant factor.
· It's somewhat important.
· It doesn't affect my decision.
· I’m not sure.
Q16.Which of the following factor would you willingly pay a higher price for a product or service?
· Superior Quality compared to competitors.
· Enhanced customer service and support
· Exclusive features or customization options
· None of the above, price is the most important factor.

Q17.Which factor plays a crucial role in your decision to purchase a product or service?
· Product features and benefit
· Competitive pricing
· Convenient distribution channels
· Promotional offers and discounts 
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