
Lokavishkar International E-Journal, ISSN 2277-727X, Vol-II, Issue-II, Apr-May-June2013 

 
Www. l i i r j. o r g                                                      I S S N 2 2 7 7 - 7 2 7 X 
 

Page 52 

A study of Effectiveness of Marketing Mix with special 
reference to Yashodhan Garment Co-operative Society Ltd., 

Ghanwad, Dist-Sangli 

 
Sanjay V. Yadav 
Assistant Professor, Department of Commerce and Management, Balwant College, 
Vita, Dist-Sangli, Maharashtra, India 
 
 

Marketing is the science of meeting the needs of a customer by providing 
valuable to customers by utilizing the expertise of the organization, at same time to 
achieve organizational goals.  Marketing is the activity, set of institutions and 
processes for creating, communicating, delivering and exchanging offerings that have 
value for customers, clients, partners and society at large.  With this definition, it is 
important to realize that the customer can be an individual user.  

The collective group of all potential customers is called a market.  
Categorizing these needs into groups is called segmentation.  Organizing markets into 
segments allows a producer to more logically decide how to best provide value to that 
group of potential customers. The analysis of market segment needs. Analysis of 
existing sales & profitability, Marketing mix refers to the ingredients or the variables 
which the marketer mixes in order to interact with the particular market.   

Philip Kotler defines marketing mix as “set of marketing tools that the firm 
uses to pursue its marketing objectives in target market”. The focus in marketing is on 
assembling or mixing whatever the marketer has to develop in order to produce 
profitable business operations through exchange process.  Thus, marketing mix, the 
essence of any marketing mix, the essence of any marketing endeavor.  It is the main 
building blocks of marketing efforts of a firm.  
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1. Introduction: 
Marketing mix is one of the most popular theoretical frameworks in marketing that 
has been use by companies in order to make marketing and other decisions in a more 
efficient manner.  Companies has concentrated  on various elements of marketing mix 
as a source of competitive edge according to the strategy adopted by senior level 
management in order to achieve long term aims and objectives. 
Service organization like banking sector, insurance personnel services and many 
others appreciated the application of marketing strategies for managing and selling 
role in all types of services.  The quality of service depends on customer expectations 
and their perception of the service.  Marketing services providing quality and all 
important fact for all types of services.  Marketing in the service sector consider 
behind that of the consumer goods and industrial sector.  We find a phenomenon 
grown in the service marketing.  The development as well as the developing counters 
has been found marketing multi-dimensional efforts to market services it a right 
passion.   
The public sector as well as private sector organization has been marketing innovative 
efforts to market services. Yashodhan Garment co-operative society Ltd., Ghanwad 
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was incorporated on 11th    November, 1997 as manufacturing unit under the step 
ward ship of Mr. D.T. Jadhav and it was started in 1st January, 2004. The capital 
investment of Yashodhan Garment was 90 Lacks.  From a humble being in 1997, 
Yashodhan as today evolved as leading manufacturer exporter in the south 
Maharashtra with sectional warping sizing and 210 common auto looms and dobby 
looms operational in the sangli district. 
 
2.  Review of Literature: 
 Marketing mix is originating from the single P (price) of microeconomic theory 
(Chong, 2003). McCarthy (1964)offered the “marketing mix”, often referred to as the 
“4Ps”, as a means of translating marketing planning into practice(Bennett, 1997). 
Marketing mix is not a scientific theory, but merely a conceptual framework that 
identifies the principal decision making managers make in configuring their offerings 
to suit consumers’ needs. The tools can be used to develop both long-term strategies 
and short-term tactical programmers (Palmer, 2004). The main reasons the marketing 
mix is a powerful concept are it makes marketing seem easy to handle, allows the 
separation of marketing from other activities of the firm and the delegation of 
marketing tasks to specialists. 
The components of the marketing mix can change a firm’s competitive position 
(Grönroos, 1994). The marketing mix concept also has two important benefits. First, it 
is an important tool used to enable one to see that the marketing manager’s job is, in a 
large part, a matter of trading off the benefits of one’s competitive strengths in the 
marketing mix against the benefits of others. The second benefit of the marketing mix 
is that it helps to reveal another dimension of the marketing manager’s job. All 
managers have to allocate available resources among various demands, and the 
marketing manager will in turn allocate these available resources among the various 
competitive devices of the marketing mix. In doing so, this will help to instill the 
marketing philosophy in the organization (Low and Tan, 1995). 
 
3.  Objectives of The Study : 
1. To study the concepts of effectiveness marketing mix. 
2. To study the awareness of customer towards marketing mix. 
3. To study the effectiveness of marketing mix. 
4. To study the customer expectation from company. 
5. To study the existing marketing mix of product. 
6. To suggest appropriate suggestions & to draw a conclusion. 

 
4.  Significance of The Study : 
This Study is Understand that the term “Marketing Mix” is made up of seven 
components.  Each differentiated by the letter “P” Product, Price, Promotion, Place, 
People, and Physical Appearance & Process of distribution.  This process combines 
these four factors into a company’s marketing strategies. Produce products or services 
that address the existing consumer reality.  For exam- If your targeted consumer 
group expects products that offer Affordability, Produce, Multifunction products with 
a variety of features. Set competitive price points. In order to address the price 
component, develop a pricing strategy that creates new customers & increases 
profitability. Research competitor pricing strategies & look for averages in the 
market.  
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5.  Scope of The Study  : 
The scope of present study is very necessary. Suchas The Topical scope of the study 
is related to “A Study of Effectiveness of Marketing Mix”. The Geographical scope of 
the study related to “Yashodhan Garment, Ghanwad, and Dist-Sangli.” An analytical 
scope of this study concern with Effectiveness of Marketing Mix andthe data are 
complied with the help of statistical Techniques, Charts, Graphs, Tables, and 
Diagrams etc. 
 
6.  Limitations of The Study  : 

The marketing mix framework was particularly useful in the early days of the 
marketing.  Concept when physical products represented a larger portion of the 
economy.  Today with marketing more integrated into organization & with a wider 
variety of products & markets some authors have attempted to extend its usefulness 
by proposing a fifth p.  Such as Packaging, People, Process etc.  Today however the 
marketing mix most commonly remains based on the 7 ps. Depot it’s limitations & 
perhaps because of its simplicity.  The use of this framework remains strong & 
many marketing textbook have been organized around it. 
1. This study is restricted only “A study of Marketing Mix” of Yashodhan 

Garment, Ghanwad, Dist-Sangli. 
2. In this research some of Data are not provided. 
3. This study is limited only Ghanwad, Dist-Sangli. 

 
7. Meaning of Marketing Mix : 
The marketing mix principles also known as the 7 ps are used by business as tools to 
assist them in pursuing their objective.  The marketing mix principles are controllable 
variables, which have to be carefully managed and must meet the needs of the defined 
target group.  The marketing mix is part of the organizations planning process and 
consists of analyzing the defined. 
1. How will you design, package to the product. 
2. What pricing strategy is appropriate to use price strategies? 
3. Where will the firm locate and place strategies. 
4. How will the firm promote its product promotion strategies? 

 
8. Definition of Marketing Mix : 
1. According to Philip Kotler  : 
a) “The set of controllable variables that firm can use to influence the buyers 

response within a given marketing environment.”  
b)  “Marketing mix is a combination of different policy adopted to get success in the 

business”. 
In marketing services 7 p’s playing important role there are: 
1. Product 
2. Place 
3. Pricing 
4. Promotion  
5. People  
6. Physical evidence 
7.  Process 
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9. Elements of Marketing Mix :
The element of marketing mix can be combined in different way

• Marketing Mix 
            This is the 1st p which is the unit that an organization wants to supply in the 
market. It might be a tangible object or an intangible service. Tangible products are 
items such as consumer goods (soaps, toothpaste, and spoons) while intangible 
services like tourism. This is the most crucial thing in an organization. A tangible 
product should have certain characteristics such as direction of usage, warranty, 
service, ingredients or contents, manufactured date and the expiry date. In additi
product should have distinguishing characteristics that is, Unique Selling Proposition 
(USP). This will assist you to differentiate a product from another. It is as very 
essential to understand the nature and dynamics of the product in question. Each
that the marketing strategist considers consists of levels of products. There are just 
three levels of products. They include augmented product, actual product and core 
product. 

• Marketing Mix 
This is the 2nd p which is simply the amount paid
the amount that a firm will charge a customer for offering the product to him. This is 
another very crucial step whereby if the pricing of certain item is too low, the general 
trend of the consumers that the item is of
Alternatively, if the pricing of an item is too high, very few people would be 
interested with the product since the price tag shocks them off. However, it is also 
hard to decide on the pricing strategy as at times
believe that if a product charges high it has to be good.

• Marketing Mix 
This is the 3rd p that also contributes very much to the marketing mix. Place is the 
location where an item can be bought and it focuses more o
item at the desired place and time. This strategy becomes an obligation as the items 
have to be available to the consumers when they want them. 
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e element of marketing mix can be combined in different way 

Marketing Mix – Product: 
This is the 1st p which is the unit that an organization wants to supply in the 

market. It might be a tangible object or an intangible service. Tangible products are 
items such as consumer goods (soaps, toothpaste, and spoons) while intangible 
services like tourism. This is the most crucial thing in an organization. A tangible 
product should have certain characteristics such as direction of usage, warranty, 
service, ingredients or contents, manufactured date and the expiry date. In additi
product should have distinguishing characteristics that is, Unique Selling Proposition 
(USP). This will assist you to differentiate a product from another. It is as very 
essential to understand the nature and dynamics of the product in question. Each
that the marketing strategist considers consists of levels of products. There are just 
three levels of products. They include augmented product, actual product and core 

Marketing Mix – Price: 
This is the 2nd p which is simply the amount paid by a consumer for the product. It is 
the amount that a firm will charge a customer for offering the product to him. This is 
another very crucial step whereby if the pricing of certain item is too low, the general 
trend of the consumers that the item is of sub-standard quality, shows on the sale. 
Alternatively, if the pricing of an item is too high, very few people would be 
interested with the product since the price tag shocks them off. However, it is also 
hard to decide on the pricing strategy as at times some of the consumers tends to 
believe that if a product charges high it has to be good. 

Marketing Mix – Place: 
This is the 3rd p that also contributes very much to the marketing mix. Place is the 
location where an item can be bought and it focuses more on the availability of an 
item at the desired place and time. This strategy becomes an obligation as the items 
have to be available to the consumers when they want them.  
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• Marketing Mix – Promotion: 
This is the 4th p that involves publicizing of the product. Promotion has four different 
elements: public relation, advertising, sales promotion and personal selling. 
Promotion is better started before the product is introduced in the market since it 
increases the interest of the customers and gets him eager to find out what the item is. 
Promotion also determines the positioning of the item as well as the segmentation 
targeting. The right way of promoting affects all the above three variables, the 
product, price and place. If there are effective promotions the distribution points 
might go up, the price might increase due to increasing brand equity of the item and 
get the support to introduce other products.  

• Marketing Mix – People or Personnel: 
To incorporate people as the part of the marketing mix is also very essential. They are 
the ones who make the products and services a success along with that they are the 
ones who have the strength to tarnish the product’s image. This is mostly applied if 
the product offered is a service. 

• Marketing Mix – Performance: 
This is another very crucial factor as it entails the performance of the business. Here 
the financial and strategic goals are being dealt with. Additionally, it is seen whether 
these goals are realistic and achievable or not. The financial performance metrics are 
seen and appropriated in this section too. 

• Marketing Mix – Process: 
This is refers to the process and methods of offering a service. For instance, the 
method of handling sales, processing of orders and after-sale service can be very 
important elements of the marketing mix. It is good to have a detailed knowledge of 
whether the services are useful to the consumers.  
 
10. Research Design And Methodology: 
The following research design and methodology will be used to carry out the research. 
The present paper is primarily related with primary data source. A questionnaire has 
been prepared and information gathered from 50 customers in Yashodhan garment. A 
survey method of research is conducted for collecting primary data. In addition 
secondary data has been collected through Books, Articles, Journals and websites.etc 
Simple random method of sampling is applied for the study. The scope is concern 
withA Study of marketing Mix with special reference to Yashodhan Garment Ltd., 
Ghanwad. The following table shows that analysis and interpretation of the collected 
primary and secondary data. 
 
Table No.1 Gender of customer 

Following table shows the gender of customer: 

Sr. No. Attributes Frequency Percentage 
1 Male 35 70% 

2 Female 15 30% 

 Total 50 100% 
(Source: Primary Data) 
Interpretation: 

From the above table it is observed that 70 customers are male and 30 customers are 
female customers purchase the product. Graph No: Gender of customer 
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Following graph shows the gender of customer.

 

 

 

 

 

Table No. 2 Age Group:

Following table shows the age group.

Sr. No.
1. 

2. 

3. 

4. 

5. 

6. 

 
(Source: Primary Data)

Interpretation : 

From the above table it is observed that 10% customer having age group of 05 to 10, 
15% customer are of 11 to 15 years and 16 to 
21 to 25 years, maximum number of customer i.e. 25% customer having age group of 
26 to 30 years. Age groups of 31 to 35 years are 15%.

Following graph shows the different age profile
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Following graph shows the gender of customer. 

Group:  

Following table shows the age group. 

Sr. No. Attributes Frequency Percentage
05 to 10 years 5 10%

11 to 15 years 8 15%

16 to 20 years 7 15%

21 to 25 years 10 20%

26 to 30 years 13 25%

31 to 35 years 7 15%

Total 50 100%
Primary Data) 

From the above table it is observed that 10% customer having age group of 05 to 10, 
15% customer are of 11 to 15 years and 16 to 20 years are same, 20% customer are of 
21 to 25 years, maximum number of customer i.e. 25% customer having age group of 
26 to 30 years. Age groups of 31 to 35 years are 15%. 

Following graph shows the different age profile 

5 to 10, 

10%

11 to 15, 15%

16 to 20, 15%

21 to 25, 20%

26 to 30, 25%

31 to 

35, 15%

age Group
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Percentage 
10% 

15% 

15% 

20% 

25% 

15% 

100% 

From the above table it is observed that 10% customer having age group of 05 to 10, 
20 years are same, 20% customer are of 

21 to 25 years, maximum number of customer i.e. 25% customer having age group of 

 

5 to 10

11 to 15

16 to 20

21 to 25

26 to 30

31 to 35
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Table No. 3 Preference of custom

Following table shows the purchasing pattern of Garment Product

Sr. No. 
1. Shirt

2. Pant

3. Trousers

4. Jacket

5. Ladies Top

 Total
                   (Source: Primary Data)

Interpretation: 

The above table shows that the 30% customers purchase shirts, 20% are purchases 
pant, 22% customers are purchases trousers, 18% customers are purchases jackets and 
10% are purchase ladies tops. So, the researcher has b
customers’ preferences to shirts

Following graph shows Preference of 

Table No. 4 Problem for during using product
Following table shows some 

Sr. No. 
1. 

2. 

 
                    (Source: primary data)
Interpretation: 
From the above table some type of problems are face during using the product of 
garment total 90% customer are use very well but 10% good finishing touch,  look of 
product 

trousers, 22%
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Table No. 3 Preference of customer to Garment Product: 

Following table shows the purchasing pattern of Garment Product 

Attributes Frequency Percentage
Shirt 15 30%

Pant 10 20%

Trousers 11 22%

Jacket 8 18%

Ladies Top 6 10%

Total 50 100%
Primary Data) 

The above table shows that the 30% customers purchase shirts, 20% are purchases 
pant, 22% customers are purchases trousers, 18% customers are purchases jackets and 
10% are purchase ladies tops. So, the researcher has been concluded that many 
customers’ preferences to shirts 

Following graph shows Preference of customers: 

Table No. 4 Problem for during using product 
Following table shows some problems: 

Attributes Frequency Percentage
No 45 90%

Yes 05 10%

Total 50 100%
primary data)  

From the above table some type of problems are face during using the product of 
garment total 90% customer are use very well but 10% good finishing touch,  look of 

shirt , 30%

pant, 20%

trousers, 22%

jacket, 18%

ladies top,

10%

Preference
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Percentage 
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100% 

The above table shows that the 30% customers purchase shirts, 20% are purchases 
pant, 22% customers are purchases trousers, 18% customers are purchases jackets and 

een concluded that many 
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From the above table some type of problems are face during using the product of 
garment total 90% customer are use very well but 10% good finishing touch,  look of 

shirt 

pant

trousers

jacket

ladies top
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Problem for during using product
Following graph shows problem for during using 

Table No. 5 Expectation from garment about product

Following table shows the customer expectations from Garment:
Sr. No. 

1. 

2. 

3. 

4. 

 
                 (Source: Primary Data)

Interpretation: 
Most of the customers 15 want to good quality and innovation of product. 10 
customer wants to new techniques and low cost.

Table No. 6 Availability of the 

This table shows the availability of the product
 
 
 
 
 
                
(Source: Primary Data)

100%

Low cost, 10

Innpvative 

products, 15

Sr. No. 

1. 

2. 

 

Lokavishkar International E-Journal, ISSN 2277-727X, Vol-II, Issue-II, Apr

                                                      I S S N 2 2 7 7 - 7 2 7 X 

for during using product 
Following graph shows problem for during using product: 

Table No. 5 Expectation from garment about product: 

Following table shows the customer expectations from Garment: 
Attributes Frequency

New Techniques 10 

Good quality 15 

Low Cost 10 

Innovative Product 15 

Total 50 
(Source: Primary Data) 

Most of the customers 15 want to good quality and innovation of product. 10 
customer wants to new techniques and low cost. 

Table No. 6 Availability of the product: 

This table shows the availability of the product 

Primary Data) 

0%

50%

100%

No
Yes

90%

10%

product 

New 

techniques, 10

Good quality, 15
Low cost, 10

Innpvative 

products, 15

frequency

New techniques

Good quality

Low cost

Innpvative products

Attributes Frequency Percentage

Yes 50 100%

No 00 00%

Total 50 100%
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Most of the customers 15 want to good quality and innovation of product. 10 

 

New techniques

Good quality

Low cost

Innpvative products

Percentage 

100% 

00% 
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Interpretation: 

From the above table it is observed that the availability of product is 100%. The 
supply of product is very good so the major regular having Yashodhan Garment.

Graph showing availability of the product

Table No. 7 Price of the 

 Following table shows the price 
purchasing the product.

Data) 

Interpretation: 

The above table shows the likeness of customer about price. 10% customers 
price is low also same 10% those price is high. 80% customers 
affordable. So this table shows accuracy of price with comparing the product quality.

Following g

 

0%

100%

0%

20%

40%

60%

80%

Sr. No. Attributes
1. Low 

2. High 

3. Affordable

 Total 
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table it is observed that the availability of product is 100%. The 
supply of product is very good so the major regular having Yashodhan Garment.

Graph showing availability of the product 

Table No. 7 Price of the product:  

Following table shows the price of the product which is comfortable for customer for 
purchasing the product. 

 

 

 

 
           (Source:

The above table shows the likeness of customer about price. 10% customers 
price is low also same 10% those price is high. 80% customers 
affordable. So this table shows accuracy of price with comparing the product quality.

Following graph shows price of the product: 

0%

100%

Yes
No

100%

0%

Availability

Low
High

Affordable

10%
10%

80%
Price

Attributes  Frequency Percentage 
5 10% 

5 10% 

Affordable 40 80% 

 50 100% 
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table it is observed that the availability of product is 100%. The 
supply of product is very good so the major regular having Yashodhan Garment. 

 

of the product which is comfortable for customer for 

Source: Primary 

The above table shows the likeness of customer about price. 10% customers that the 
price is low also same 10% those price is high. 80% customers that priceare 
affordable. So this table shows accuracy of price with comparing the product quality. 
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Table No. 8 Satisfaction from promotion schemes:

Following table shows the promotion schemes mostly like customers.
 

 

 

(Source: Primary Data)

Interpretation: 

The above table shows the 90% customers are satisfied from the promotion scheme 
but 10% customers want more promotion of the product.

Following graph shows selection criteria of product

 

Table No. 9 Effective Media for product 

Following table shows the effective media which is useful for advertisement of 
product. 

Sr. No. 
1. 

2. 

3. 

4. 

 
                  (Source: Primary Data)

Interpretation: 
From the above table shows that effective media for advertising of the product. 
Mostly 40% customers attracted form Radio and 30% customers attracted from TV. 
20% customers are attracted from 
others so the radio and TV add is very effectively media for advertising.
Following graph shows effective media for product advertisement:

50%

100%

Sr. No.

1.

2.
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Table No. 8 Satisfaction from promotion schemes: 

Following table shows the promotion schemes mostly like customers.

Data) 

The above table shows the 90% customers are satisfied from the promotion scheme 
but 10% customers want more promotion of the product. 

Following graph shows selection criteria of product 

Table No. 9 Effective Media for product Advertisement: 

Following table shows the effective media which is useful for advertisement of 

Attributes Frequency Percentage
TV 15 30%

Radio 20 40%

News paper 10 20%

Others 5 10%

Total 50 100%
(Source: Primary Data) 

From the above table shows that effective media for advertising of the product. 
Mostly 40% customers attracted form Radio and 30% customers attracted from TV. 
20% customers are attracted from Newspaper and only 10% customers attracted from 
others so the radio and TV add is very effectively media for advertising.
Following graph shows effective media for product advertisement:

0%

50%

100%

Yes
No

Schemes

Sr. No. Attributes  Frequency Percentage

1. Yes 45 90% 

2. No 5 10% 
 Total 50 100% 
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Following table shows the promotion schemes mostly like customers. 

The above table shows the 90% customers are satisfied from the promotion scheme 

 

Following table shows the effective media which is useful for advertisement of 

Percentage 
30% 

40% 

20% 

10% 

100% 

From the above table shows that effective media for advertising of the product. 
Mostly 40% customers attracted form Radio and 30% customers attracted from TV. 

and only 10% customers attracted from 
others so the radio and TV add is very effectively media for advertising. 
Following graph shows effective media for product advertisement: 

Percentage 
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11. Findings And Suggestions:
General Findings: 
1. A Garment has look for
2. The price of product should less than competitors.
3. Good finishing touch of products.
4. Use good quality raw material
 
Specific Findings: 
1. Majorly the users are from the age groups 26to 30. It means they are 

and they take their own decision for purchasing.
(Refer Table No.4.2.2.)

2. Most of the customers give more preference to the shirt compare than other 
product. 
(Refer Table No.4.2.3.)

3. Large numbers of the customers gets attracted to the products 
quality. 
(Refer Table No.4.2.5.)

4. Majority of the customers having 
(Refer Table No. 4.2.4.)

5. Majority in the market the availability of the product is 100% which is effective 
for the business. (Refer Table No. 4

6. Mostly customers having affordable prices which are also beneficial for the 
maintenance relationship to the customer. (Refer Table No. 4.2.7.)

7. The customer purchases the product from whole sellers, agents and from retailer 
etc. 

Suggestions: 
As per different finding from agent and customers there are several suggestions which 
are as follows:- 
1. Attractive look of shirt, top, pant
2. Organization have to know about the effective marketing mix of other product of 

competitors 
3. Organization have to develop ef
4.  Organization have to maintain quality of product because customer are satisfied 

with quality 
5. Good finishing touch of products, if organization gives any motivation to retailers 

or agents then it will give more business to

News 

paper, 20%
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Findings And Suggestions: 

A Garment has look for good quality of products like other competitors.
The price of product should less than competitors. 
Good finishing touch of products. 
Use good quality raw material 

Majorly the users are from the age groups 26to 30. It means they are 
and they take their own decision for purchasing. 
(Refer Table No.4.2.2.) 
Most of the customers give more preference to the shirt compare than other 

(Refer Table No.4.2.3.) 
Large numbers of the customers gets attracted to the products 

(Refer Table No.4.2.5.) 
Majority of the customers having no problem using the product.
(Refer Table No. 4.2.4.) 
Majority in the market the availability of the product is 100% which is effective 
for the business. (Refer Table No. 4.2.6.)   
Mostly customers having affordable prices which are also beneficial for the 
maintenance relationship to the customer. (Refer Table No. 4.2.7.)
The customer purchases the product from whole sellers, agents and from retailer 

different finding from agent and customers there are several suggestions which 

Attractive look of shirt, top, pant 
Organization have to know about the effective marketing mix of other product of 

Organization have to develop effective packaging of the products
Organization have to maintain quality of product because customer are satisfied 

Good finishing touch of products, if organization gives any motivation to retailers 
or agents then it will give more business to the organization. 

TV, 30%

Radio, 40%

Others, 10%

Advertisement
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good quality of products like other competitors. 

Majorly the users are from the age groups 26to 30. It means they are good earners 

Most of the customers give more preference to the shirt compare than other 

Large numbers of the customers gets attracted to the products because of their 

problem using the product. 

Majority in the market the availability of the product is 100% which is effective 

Mostly customers having affordable prices which are also beneficial for the 
maintenance relationship to the customer. (Refer Table No. 4.2.7.) 
The customer purchases the product from whole sellers, agents and from retailer 

different finding from agent and customers there are several suggestions which 

Organization have to know about the effective marketing mix of other product of 

fective packaging of the products 
Organization have to maintain quality of product because customer are satisfied 

Good finishing touch of products, if organization gives any motivation to retailers 

TV

Radio

News paper

Others
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12. Conclusion: 
After performing the study of marketing mix and its effectiveness it can be concluded 
that the marketing mix effectively impact on business it helpful for growth of 
organization also it help to make awareness and to educate the organization have to 
know more about the effective marketing mix. 
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