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ABSTRACT
The study of this project is a study on various marketing strategies and its impact on retaining customers in meythoma international and this is solely an internal analysis of the company. The project aims at analyzing the level depending on the marketing level and the major causes for retaining the customers. The project work is based on primary data. The primary data was collected from the questionnaire prepared and circulated to the employees. The analysis of data was done using chart analysis, percentage analysis. This study gives me the clear picture of the various factors that is involved in determining the efficiency of retaining the customers. Finally, it has given me lot of opportunities to know the overall business knowledge of the employees.
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INTRODUCTION
Marketing position involves showcasing a company during a very positive light, showing why clients can purchase product and drawing in a targeted audience to contemplate product and services. promoting is that the action or business of promoting and transaction product or services, alongside analysis and advertising. “Marketing is the management process responsible for identifying, anticipating and satisfying customer requirements with efficiency and profitable.” promoting is the process by that individual and organization acquire what they need and what they have through creating and exchanging price with other. The selling mix is also an important tool to help understand what the merchandise or the service will provide and also the way to came upon for a flourishing product offering. the marketing mix is most commonly dead through the 4P’s of marketing: Product, Price, Place and Promotion. Product- the merchandise is either a tangible good or an intangible service that' seem to satisfy a selected consumer would love or demand. All product logical product life cycle and it' vital for marketers to understand those problems that the product is creating an endeavour to solve. The benefits offered by the product and everybody its choices need to be compelled to be understood and also the distinctive transaction proposition of the merchandise have to be compelled to be studied. Price- value covers the actual amount the highest user is expected to amass a product. However ever, a product is priced it directly have a sway on how it sells. This is often coupled to what the perceived worth of the 
merchandise is to the consumer rather than An objective accounting of the product on offers. Value may additionally have an effect on the distribution plans, value chain costs and makeup’s and also the approach competition price a rival product. Place- the situation strategy can facilitate assess what channels is that the most suited to a product. But a product is accessed by the user put together should complement the rest of the merchandise strategy. Promotion- The marketing communication ways that and techniques all represent the promotion heading. These would possibly embrace advertising, sales promotion, special offers and public relation. it' necessary for it to be applicable for the product, the price and also the high user it's being marketed to. it' necessary to the differentiated between marketing and promotion.
LITERATURE REVIEW
Research done by Gupta et al. (2004) found that a one per cent increase in client retention had nearly 5 times additional impact on firm price than a 1 per cent modification in discount rate or value of capital. As a results of these researches, the business case for marketers to concentrate on the management of customer retention became more clearly established. thanks to this, there's a growing recognition currently that customers, like products, have a life-cycle that firms will conceive to manage, and that they is acquired, maintained and mature in value over time. Freeland (2003) points out that clients climb a worth way or value ladder from suspect, prospect and first-time customer, to majority customer and ultimately to partner or advocate status. In response to those changes there has been a brand new stress on defensive marketing that focuses on holding on to existing customers and obtaining additional custom from them (higher share of customer”), in distinction to activities which concentrate on winning new customers. one in every of the explanations for the good quality of customer retention is that the recognition that losing a customer means that after all over one sale: It means losing the whole stream of purchases that this client would create over a period of patronage (Kotler and Keller,2006). 
Novo (2006) describes client lifetime price (LTV) because the gift value of the stream of future profits expected over the customers’ lifetime purchases. firms will scrutinize their investments in terms of value per sale, rate of customer retention and also conversion of prospects. LTV is additionally used as a convenient yardstick of performance, however, it's attended become a touch an excessive amount of of a ‘holy grail’ for corporate, selling and sales executives, to the extent that entire conferences and seminars are often dedicated to serving to optimize it (Romano & Fermata, 2003). It’s vital to retain clients, however not at the price of alternative essential selling activities. Swing customers into key classes helps to clarify analysis and acts because the basis for marketing activities designed to boost customer period value. Whereas the 
importance of conniving the client period value decides the retention ways can't be questioned, some writers are of the read that measure the lifetime value will generally be sophisticated because it involves plenty of analytical forecasting. Theologiser et al (2003) argue that ‘calculating client lifetime value is problematic as a result of it involves prognostication what amounts of what product customers can render the longer term years, and what the sales, administration and provision prices are going to be. as a result of profits in future years are more and more less valuable (because of inflation) and fewer certain, a reduction rate should be applied. the upper the discount rate, the less valuable future profits will be measure Social selling The often-unanswerable prediction is whether or not on-line marketing campaigns will be effective within the short and long terms on-line marketing is tough to execute with success and measure adequately the search for reliable metrics means that some marketers can regress from implementing on-line techniques that draw solely short-run attention to tactics that give prospect identification and capture of behavioral data. Roberts &Micken (2015) explained that society has veteran a cost-effective shift, driven by digital technology. Roberts &Micken (2015) cited Dean et al. (2012) discoveries of a 4.7% gross domestic product contribution to the us (U.S.)economy in 2010. The noted growth in 2010 is anticipated to continue at over 10% per year.
Piñeiro-Otero & Martínez-Rolán (2016) expressed that digital selling has become innovative phenomena. The new strategy helps organizations reach their selling goals through establishing a link between customization and mass distribution. There are a substantial variety of professionals that hold to the ideology of McCarthy that views marketing utilizing the 4P model: product, place, promotion and price. The normal marketing strategy employed by McCarthy may be a powerful, credible and widely-recognized foundational strategy however leaves no role to the consumer. Smith (2011) cited net World Stats (2010), which noted that the world’s internet user population was projected to exceed two billion by 2010. With the speedy advancement of technology in society, the adoption of digital marketing strategy is additional vital than ever. Armitage (2015) explained that digital stratagem ought to be the cornerstone of a company “go to” market strategy. These thoughts are echoed by González Romo, García-Medina & Plaza Romero (2017), that explained that new technologies have forced firms to rethink selling strategies. The authors continuing to clarify that the implementation of technology into marketing would facilitate marketing professionals reach a younger audience that heavily use mobile devices on an everyday basis. The views of Slade (2016) relating to a link between the implementation of innovative technology and marketing strategy concurred Armitage (2015) and González Romo, García-Medina & Plaza Romero (2017), by proving insight that technology is chop-chop developing and can take businesses out of there comfort zone. A marketing strategy that uses technology to enhance an organization’s ability to obtain more exposure starts with a sound strategy. Longo (2016) concurred with these thoughts by expressing that strategy in digital marketing must be prioritized. The President of Adventured Holding Inc., Esther Dylan, explained that the internet is not just an additional sales or advertising method, but has become a tool that has essentially revamped the way that an organization does business. The President of Adventured continued to express that digitalization is projected to have exponential growth in the future (PatrutiuBaltes, 2016).
COMPANY PROFILE
Meythoma International- the name stands or describes itself for Merkku Thodarchi Malai. The brand Meythoma International clearly defines that it deals with the product produced from Western Ghats. We completely deal with only Green Cardamom and Black Peppers from Western Region. The products are only purchased from Kerela region and they are processed and packed according to the client needs and delivered. Meythoma International maintains the Quality standards to a level of 100%. We also maintain a high level of customer satisfaction while delivering all our products irrespective of quantity requested. Each of our clients are considered as an asset for us and we take all necessary steps to retain our clients for a long lasting business relationship. 
We make sure that, The products are delivered at the right time, Ensuring the feedbacks from the clients are implemented at each stage, Regular feedbacks and follow ups to understand the Client needs and satisfaction level are maintained high at all stages. Meythoma International works with the motive to deliver high standard quality products to all our Clients and no compromises on the same at any stage. 
PEPPERS 
Black Pepper commonly recognized as KING OF SPICES. It is considered valuable by the traders from ancient times itself. This is also very familiar and popularized among the traders as Black Gold. Nowadays black pepper is found as essential ingredients in the entire kitchen that adds the main spice to the taste buds. Black pepper is produced from the still- green, unripe drupes of the pepper plant. The drupes are cleansed in boiling water and then dried. During the boiling process, the heat ruptures the cell walls around the pepper which speeds the work of browning enzymes that is required for the peppers to dry. 
Drying process is done either by direct sun or by machines for several days during which the skin around the seed shrinks and darkens, finally turning to a thin -wrinkled black layer. The final product is the Black Peppercorn. 
There are few states which does not do not boiling process and gets the berries or pepper separated by hand and then sun-dried which does not involve the boiling method. 
In Meythoma 
We are the most promising Suppliers and Exporters of Quality Black Peppers. We deliver our clients the finest of natural and organic peppers. The products are directly collected from the Kerala farmers and no artificial or flavoured colors are added. The collected peppers are thoroughly washed and dried, allowing the moisture content to retain at a minimal level. These peppers sourced from the farmers are categorized according to the size and graded in the following categories,  Extra Bold Premium, Bold Standard, Mini Bold, Bulk. The product is finely packed according to each grade and reaches the customer according to the requirements of them. Each grade has its own pungent quality. 
No compromises are done at any stage in while delivering the Black Peppers with 100% quality and quantity as more than 550 grams/litre peppers are delivered which directly propose to the quality and quantity grading to a high level. 
CARDAMOM 
Cardamom commonly known as THE QUEEN OF SPICES. This spice has a rich aroma with flavours of sweet floral notes, camphor, lemon, mint and a hint of pepper. Cardamom is the dried seed pod of an herbaceous perennial plant from the ginger family and is native to India, Bhutan and Nepal. Source of cardamom is the branching perennial herbaceous plant that usually grows to a height of 3m. It is usually grown in forest areas as it requires shade. The flowers develop in groups of two or three and into oblong green capsules. If a cardamom capsule is ripe, it can be separated from the stem without applying force. A well ripe capsule has black seeds inside whereas a immature capsule has white seeds. The first stage is to remove dust and dirt using a bamboo leaf or palm. Nowadays machines are used in place but considered cost effective. Then the crop needs to be washed in water and sometimes soaked in sodium bicarbonate to retain the colour in cardamom. After the cleaning of the produce, drying the soaked cardamom is the considered important. If the product is not dried properly then possibly it might lead to mould growth which cannot be processed further. Also the sale value is affected than the normal sale price. The drying process to be done in such a way that the color of the cardamom is retained and the drying temperature is usually maintained at 50C. 
Packaging 
Polythene not used as the aroma of cardamom diffuses through it. Sealing can be done over the flame of a candle. Also, usage of sealing machine will speed up the process. Should be kept in low temperature and humidity and pests free environment. The place of storage should be shady and dry. 
In Meythoma 
We are the most promising Suppliers and Exporters of Quality Green Cardamom. The Cardamoms sourced from Kerala farmers are categorized according to the following varieties and packed accordingly to reach to our Clients. 
PROCESSING OF BLACK PEPPER 
'It is important that the spikes are harvested at the same stage of maturity as this ensures a more uniform final product.'
HARVESTING 
By definition, processing does not include harvesting. However one cannot produce a good product from badly harvested materials. The pepper spike should be harvested when one or more of the berries start going red. The berries should be hard to the touch. It is important that the spikes are harvested at the same stage of maturity as this ensures a more uniform final product. 
FERMENTATION 
After harvesting the pepper, berries can be fermented by laying them out in the sun. This allows an enzymatic reaction to proceed in which phenolic compounds are oxidized ensuring that the final product has a good black colour. The length of time that pepper is fermented varies . 
THRESHING 
The berries can be detached from the spike by hand, by trampling the spikes underfoot, or beating them with sticks. The larger pieces of the spike stem can then be picked out and smaller pieces removed using a winnowing basket. In some countries, threshing does not take place until after final drying. 
WASHING 
The berries should next be washed in clean, cold water. Berries which float are not suitable for culinary use anti should be dried separately. There is a market for these berries for oil distillation. 
BLANCHING 
Blanching is considered to increase the rate at which berries dry and also speed up the enzymatic reaction that produces the final desired black color. Blanching is carried out by immersing the berries in hot, but not boiling, water for up to 10 minutes until their color changes to a dark green. It is important that the pepper is not left in the water for more than 10 minutes as volatile flavour components can be lost and the enzymes responsible for the color changes may be deactivated. A simple method of blanching involves placing the berries in a cloth sack attached to a stick. The sack can then be immersed and removed from the hot water with relative ease. Blanching is not essential but is commonly practiced in few regions. 
DRYING 
Drying is perhaps the most important step in the processing of pepper. It is advisable that the pepper is dried as quickly as possible because in the hot, humid climates where it is grown, mould growth can be rapid. Even a trace of mould can reduce the value of the pepper by 50 per cent. Sun drying is the most common method of drying pepper for the small-scale producer. This involves placing the pepper in thin layers on clean mats. Obviously, the thinner the layer of the pepper on the mat, the faster the drying rate. The mats should be placed in the sun, away from excessive sources of dust and dirt like roads. Unfortunately, this practice is not always followed, and pepper is often laid out near roads and so contaminated during drying. Animals and birds should be kept away from the drying pepper as these are another source of contamination. It is essential that someone is nearby to cover the pepper if there is sudden rain and to rake it over every 3 to 4 hours. The pepper should be dried to a moisture content (wet basis) of 12 per cent which can take anything from 5 to 12 days in the sun. Determining the point of adequate drying is critical. A method used to tell if it is dry enough, is to put ones hand into a heap of pepper, and if the pepper sticks to the hairs of the hand, it is sufficiently dry. Over - drying results in the loss of volatile flavour components and, of course, weight or yield which reduces the return to the farmer.  Artificial driers operating at temperatures below 80°C, which avoids loss of volatile flavourcomponents, can be used, but unfortunately there are not many small; low-cost systems suitable for the small- scale producer. This is an area which deserves attention. Many small do not have an electricity supply, so forced air dryers are impracticable. 
GRINDING 
Secondary processing by grinding is a means of adding value to the product. However, it is fraught with difficulties. With a whole product, it is easy to assess its quality, whereas with a ground product it is very hard. The consumers' fear of adulteration and the use of low quality produce is often justified. Because of this, there is often consumer resistance to ground pepper which can only be overcome by consistently producing a good product and an established brand image. Those considering entering the ground spice market will need to carry out market research to find out the degree of fineness (e.g. from 'cracked' to 'fine ground') the consumers want, popular pack size etc. The grinding mills should be set so that they produce the desired ground product. For small-scale production, manual hand grinders with which an experienced operator can grind 20kg in an 8 hour day are available in most countries. However, this is hard and boring work. A treadle or bicycle wheel could easily be attached which would make the work easier and increase the throughput to 30kg. 
For larger units, motorized horizontal plate mills, vertical plate mills or hammer mills can be used.  
PROCESSING OF CARDAMOM 
Cardamom is a valuable spice that is obtained from the seeds of a perennial plant (Elettaria cardamomum). Cardamom originates from the coastal area of India. It is now grown in Guatemala, Tanzania, Sri Lanka, El Salvador, Vietnam, Laos and Cambodia. India is the main exporter of dried cardamom. Cardamom must be dried before it is stored and sold for market. 
This brief outlines the important steps that should be taken pre- harvest and post-harvest to ensure that the dried cardamom is of top quality for the market. 
Cardamom production 
The Cardamom bush grows to a height of about 3m. It grows best in a warm humid place where there is plenty of rain and rich soil. It can grow at altitudes up to 1370m above sea level. The bush requires shade and is usually grown under natural forest cover. The tree produces flowers after it is 2-3 years old. The first crop of seed capsules is harvested in the third year after planting. In India, the tree flowers in April/May and continues until July/August. The seed capsules are harvested at 30 to 40 day intervals. 
Harvesting 
Harvesting at the correct stage of maturity is essential to produce high quality cardamom capsules. The fruits should only be harvested once they are fully ripe and mature. In some places, farmers harvest the crop before it is fully ripe because they worry 
that it will be taken by thieves. If the crop is picked when it is mature, the higher yields and higher value of the final product may offset the losses due to theft. A ripe capsule has black seeds inside. An immature capsule has white seeds. When a cardamom capsule is ripe it can be easily removed from the stem of the plant without too much force. The harvester should start harvesting at the base of each stem and move up the stem, taking off any capsules that easily fall off without pulling. The capsules that do not fall off easily should be left on the plant to ripen. 
Cleaning 
The crop should be cleaned before processing. The first stage is to remove dust and dirt using a winnowing basket. This can be made locally from bamboo, palm or other leaves. A worker who is used to doing this can clean up to 100kg of cardamom in an eight hour day. Small machines are available for cleaning, but they are often not cost effective. 
After winnowing the capsules are washed in clean water. Two or three large plastic buckets (15 litre capacity) are sufficient for small  amounts but for large quantities, it may be better to use a sink with a drainage hole. Only water that is safe to drink should be used. It should be changed regularly to prevent contamination. 
After washing, the stalks are removed from the cardamom capsules by hand. The capsules can be soaked in a solution of sodium bicarbonate (2-5%) for ten minutes to help retain the green colour. This is an optional step. A 2% solution of sodium bicarbonate is prepared by dissolving 20g (about 4 tea spoons) of sodium bicarbonate in 1 litre of water. 
Drying 
This is the most important part of the process as it affects the quality of the final product. It is important to dry the cardamom capsules as soon after harvest as possible to prevent the loss of flavour. It is also important that the drying process is as short as possible so that mould does not grow on the capsules and the bright green colour is retained. The drying temperature should not be above 50°C as this affects the colour and delicate flavour of the final product. In most places, cardamom capsules with a good green colour can be sold for a premium price. 
The moisture content of a fresh cardamom capsule is about 85%. This needs to be reduced to 10% in the dried product so the cardamom capsules can be stored. If the drying period is too long mould can start to grow on the cardamom. There are several options available to the small- scale processor, depending upon the size of the business and the local weather conditions at the time of processing. Each method has different advantages and disadvantages
Sun drying. 
Traditionally, cardamom capsules are spread on a concrete floor to dry using the natural heat from the sun. The capsules should be placed away from direct sunlight to preserve the green colour (strong sunlight will make the colour fade). This is the simplest and cheapest method, but does not produce the highest quality product. It is only successful in places where the climate is dry and hot. During the monsoon season for example, drying will be interrupted by rainfall which can cause mould to grow on the capsules. During drying, the capsules may be contaminated by dirt and dust from their surroundings. 
Solar drying. 
The use of a solar dryer should improve the quality of the dried capsules as it is a cleaner, more controlled environment. However, it is not a popular choice as the green colour is lost during drying. The solar dryer is really only useful in dry hot sunny climates. The capsules should be placed in the dryer, out of direct sunlight, and dried until they have a final moisture content of 10%. In places with high humidity the solar dryer can only be used together with an extractor fan to remove the humid air. 
Wood-fired dryer. 
In India, cardamom capsules are traditionally dried in curing houses, using wood to provide the heat. This method puts a huge demand on firewood. The smoke from the fire can give the capsules an unpleasant smoked flavour. The processor must ensure that the capsules closest to the heat source are not burnt or scorched. Cardamom capsules dried by this method are not of the highest quality. 
Electric or gas dryer. 
An electric or gas-fired dryer is an improvement over the use of a wood-fuelled fire and is the best choice for drying large quantities of cardamom, especially in places where there is rainfall during the drying season. It is the most expensive of all options but does produce the highest quality product. It is important that the drying temperature does not exceed 50°C. A range of dryers of different sizes are available depending upon the individual choice and budget. 
Humidity-controlled drying. 
A drying chamber has been developed that helps to reduce colour loss and to produce high quality pods. The cardamom capsules are placed in the drying chamber, which is at a temperature of 50°C. During the first two hours of drying, the humidity builds up within the chamber. This allows the cardamoms to „cook‟ and at the same time destroys the enzymes that break down the chlorophyll (chlorophyll gives the pods their green colour). No light is allowed into the drying chamber. After two hours the humid air is blown out of the chamber and the humidity reduced. The capsules are left in the chamber to dry until they have a final moisture content of 10%. 
The use of biomass gasifies 
Electricity and liquefied petroleum gas (LPG) are clean and convenient fuels for drying, but are not cheap or easily available in villages. Firewood, stubble and dry leaves are readily available in villages, but they are smoky and can contaminate the dried product. A gasifier is a device that has been developed by TERI (The Tata Energy Research Institute in India) for use in the drying of cardamom. The gasified uses briquettes that are made from firewood and other types of biomass and turns them into a gas that burns with a clean smokeless flame. The main advantages of using a gasified is that it is more efficient in terms of the amount of fuel used. Biomass that burns in an open fire loses about two thirds of its energy as smoke. This system therefore uses less fuel and produces a higher quality dried cardamom. The gasified for drying cardamom, developed by TERI, can be made locally using recycled oil drums. 
Grading 
Cardamom is graded by color and size. The deeper the green color and the larger the capsule size, the higher the grade. All grading is done by hand. The Indian grading system for cardamom capsules separates them into different types: 
• lleppey Green Cardamom 
• Coorg Green Cardamom 
• Mixed Cardamom 
Empty and malformed capsules: Capsules which have no seeds or are scanty filled with seeds. To measure this, 100 capsules are selected at random from the sample, opened and the number of empty and malformed capsules are counted. 
Immature and shriveled capsules: Capsules which are not fully developed. 
Black and splits: The former includes capsules that have a visible blackish color and the latter include those which are open at the corners for more than half the length. 
Color: Cardamom are packed separately according to the color: deep green, green, light green and pale brownish. If 95% of the cardamoms correspond to one of the color groups, the relevant color of the cardamom should be indicated on the Agmark labels. When the cardamoms are not of any one uniform color, the color is not indicated on the label. 
AGN: Cardamom that does not conform to any of the grades from AGEB to AGL is packaged under the grade AGN (Non-specified) 
Unclipped capsules: Capsules in which the tips have not been trimmed. 
CGN: Cardamom that does not conform to any of the grades from CGEB to CG4 is packaged under the grade CGN (Non-specified). Coorg cardamom is segregated according to color: 1 – golden to light cream; 2 – cream; 3 – light green to green; 4 – brownish. Where the cardamom are of no uniform color, there is no mention of color on the label. 
Grinding 
Cardamom capsules are usually sold whole. Grinding can be a method of adding value to a product. However, it is not advisable to grind spices. After grinding, spices are more vulnerable to spoilage. The flavor and aroma compounds are not stable and will quickly disappear from ground products. The storage life of ground spices is much less than for the whole spices. It is very difficult for the consumer to judge the quality of a ground spice. It is also very easy for unscrupulous processors to contaminate the ground spice by adding other material. Therefore most consumers, from wholesalers to individual customers, prefer to buy whole spices. 
Packaging 
Cardamom capsules can be packaged in polythene bags of various sizes according to the market demand. The bags should be sealed to prevent moisture entering. Sealing machines can be used to seal the bags. Attractive labels should be applied to the products. The label needs to contain all relevant product and legal information – the name of the product, brand name (if appropriate), details of the manufacturer (name and address), date of manufacture, expiry date, weight of the contents, added ingredients (if relevant) plus any other information that the country of origin and of import may require (a barcode, producer code and packer code are all extra information that is required. 
Storage 
Dried cardamom capsules must be stored in moisture-proof containers away from direct sunlight. For long term bulk storage, polythene-lined gunny bags (strong sacks made from jute fibres) inside wooden boxes are used. The polythene bags help to preserve the green colour of the pods. It is essential that the capsules are fully dry before they are placed in the gunny bags for storage. Any moisture within the bags will cause the capsules to rot. The stored cardamoms should be inspected regularly for signs of spoilage or moisture. If they have absorbed moisture, they should be re- dried to a moisture content of 10%. The storage room should be clean, dry, cool and free from pests. Mosquito netting should be fitted on the windows to prevent pests and insects from entering the room. Strong smelling foods, detergents and paints should not be stored in the same room as they will spoil the delicate aroma and flavour of the cardamom. 
STATEMENT OF THE PROBLEM
The  major  problem  faced in meythoma is insufficient  promotion  and  advertisement. This far lagging behind in promotion and  advertising of its product as compared to the other sector. Generally, the promotion is only through  exhibitions  and  fairs  with  limited  outlets.  Hence,  the  customer purchases only when available and switches to the other competing product when it is unavailable. Therefore, this sector needs a continuous promotion and regular advertising campaign to have a durable and effective impact of the products  on  the  customer. This is famous for the production of the finest quality of product. But  the  quality  and  standardization  of  the  product  is  not regularly mentioned. Hence a procedure is needed for checking the quality standards of the products like durability, shrinking etc., so that the customer is assured about this. Also, the fields of marketing of  products, which are mostly, exist. There are few challenges for meythoma because of changing  market  environment  like  globalization,  industrialization  and mechanization. Timely intervention is required for a bright future. So, these are the main issues facing in the industry.  That is why the marketing  strategies of product,  price  place,  and  promotion  crucial  factors  that  needs  
	 
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	a) 20-25 yrs
	18
	45

	2
	b) 26-30 yrs
	10
	25

	3
	c) 31-35 yrs
	6
	15

	4
	d) More than 35
	6
	15

	 
	TOTAL
	40
	100


 to  be examined to determine their effect and relationships with customer retention. The variables concerned are marketing strategies and customer retention for industry. Few researches have been done on marketing strategies and customer retention individually.  There is a need to link the gap between these two  variables.  This research  study  will attempt  to  address  the gap  and identify  the  marketing  strategies  element  and  its  effect  on  customer retention for industry. In other words,  the study  will attempt to identify  and  link  the  cause  and  effect  of  marketing  strategies  between customer retention for industry.
SOURCES OF DATA 
Primary data collection is necessary once a researcher cannot notice the information required in secondary sources. 3 basic suggests that of obtaining primary data are observation, surveys, and experiments. The selection is influenced by the character of the matter and by the supply of time. For this analysis study form was the primary data supply that could be applied.








DATA ANALYSIS AND INTERPRETATION
TABLE 4.1
INTERPRETATION
	 
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	a.Male
	21
	52.5

	2
	b.Female
	19
	47.5

	 
	TOTAL
	40
	100


 Around 45% of the respondents are 20-25 years of age and the remaining 15% are more than 35 years.
TABLE 4.3
INTERPRETATION
Around 52.5% of the respondents are male and the remaining 47.5% are female

TABLE 4.2
	
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	 Less than 2 lakhs
	16
	40

	2
	b) 2.01 -3 lakhs
	8
	20

	3
	c) 3-4 lakhs
	6
	15

	4
	d) More than 4 lakhs
	10
	25

	
	Total
	40
	100


INTERPRETATION
Around 40% of the respondents are less than 2 lakhs and the remaining 15% are 3-4 lakhs.
	
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	a) Less than a year
	16
	40

	2
	b) 1-2 years
	6
	15

	3
	c) 2-3 years
	9
	22.5

	4
	d) More than 3 years
	9
	22.5

	5
	TOTAL
	40
	100




TABLE 4.4
INTERPRETATION
Around 40% of the respondents are working less than a year and the remaining 15% are 1-2 years of experience.

TABLE 4.5
	
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	a) Promotion
	18
	33.3

	2
	b) Awareness of the brand
	9
	45

	3
	c) Reachability
	4
	22.5

	4
	d) Business making
	9
	10

	 
	TOTAL
	40
	100


INTERPRETATION
Around 45% of the respondents are creating awareness on the brand and the remaining 10% are business making.

TABLE 4.6
	Particulars
	No of Respondent
	Percentage of Respondent

	a. Yes
	40
	100

	b. No
	0
	0

	TOTAL
	40
	100



INTERPRETATION
Around 100% of the respondents are agreed that they provide the best products and services among other competitors present in the market.


TABLE 4.7
	
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	a. Yes
	40
	100

	2
	b. No
	0
	0

	 
	TOTAL
	40
	100



INTERPRETATION
Around 100% of the respondents complete the entire products and services.


TABLE 4.8
	
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	a. Yes
	40
	100

	2
	b. No
	0
	0

	 
	TOTAL
	40
	100



INTERPRETATION
Around 100% of the respondents are providing customized services.

TABLE 4.9
	
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	a. Yes
	28
	70

	2
	b. No
	1
	2.5

	 
	c. Maybe
	11
	27.5

	
	TOTAL
	40
	100



INTERPRETATION
Around 70% of the respondents are having personal contact with their clients, and the remaining 2.5% are not.
TABLE 4.10
	
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	a. Yes
	34
	85

	2
	b. No
	0
	0

	 
	c. Maybe
	6
	15

	
	TOTAL
	40
	100


INTERPRETATION
Around 85% of the respondents actively work on the negative impacts and the remaining 15% are maybe.

TABLE 4.11
	
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	a. Yes
	31
	77.5

	2
	b. No
	2
	5

	 3
	c. SOMETIMES
	7
	17.5

	
	TOTAL
	40
	100



INTERPRETATION
Around 77.5% of the respondents have taken steps to find customers’ needs and wants and the remaining 5% are not.
	
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	a. Telemarketing
	14
	35

	2
	b. Social media marketing
	6
	15

	3
	c. Business to Business
	9
	22.5

	4
	d. Alliance Marketing
	3
	7.5

	5
	e. Digital Marketing
	8
	20

	
	TOTAL
	40
	100



TABLE 4.12
	
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	a. Existing customer
	12
	30

	2
	b. Loyal customer
	16
	40

	 3
	c. Privileged customer
	10
	25

	4
	d. None of the above
	2
	5

	
	TOTAL
	40
	100


INTERPRETATION
Around 40% of the respondents are loyal customers and the remaining 5% are none of the above

TABLE 4.13
INTERPRETATION
Around 35% of the  respondents are telemarketing and the remaining 7.5% are alliance marketing.

TABLE 4.14
	
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	a. Yes
	34
	85

	2
	B.NO
	6
	15

	
	TOTAL
	40
	100


INTERPRETATION
Around 85% of the respondents are referred clients from existing customers and the remaining 15% are not.

	
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	
a. Not at all
	4
	10

	2
	b. Slightly
	4
	10

	3
	c. Moderately
	18
	45

	4
	d. Very Extremely
	14
	35

	
	TOTAL
	40
	100


	
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	a. Very Dissatisfied
	1
	2.5

	2
	b. Dissatisfied
	1
	2.5

	3
	c. Neutral
	1
	2.5

	4
	d. Satisfied
	13
	32.5

	5
	e. Very Satisfied
	24
	60

	
	TOTAL
	40
	100


TABLE 4.15
INTERPRETATION
Around 45% of the respondents are moderately convenient with products and services and the remaining 10% are not at all.

TABLE 4.16
	
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	a. Yes
	39
	97.5

	2
	B.NO
	1
	2.5

	
	TOTAL
	40
	100


INTERPRETATION
Around 97.5% of the respondents are using the right software to serve customers and the remaining 2.5% are not.

TABLE 4.17

INTERPRETATION
Around 60% of the respondents are satisfied with the company’s products and services and the remaining 2.5% are dissatisfied.

TABLE 4.18
	
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	a. Unsatisfied
	1
	2.5

	2
	b. Poor
	0
	0

	3
	c. Fair
	1
	2.5

	4
	d. Good
	10
	25

	5
	e. Excellent
	28
	70

	
	TOTAL
	40
	100



INTERPRETATION
Around 70% of the respondents are excellent with the quality of products and service according to the customers and the remaining 2.5% are unsatisfied.

TABLE 4.19
	
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	a. Not at all
	2
	5

	2
	b. Slightly
	0
	0

	3
	c. Moderately
	5
	12.5

	4
	d. Very
	4
	10

	5
	e. Extremely
	29
	72.5

	
	TOTAL
	40
	100



INTERPRETATION
Around 72.5% of the respondents are extremely satisfied with the trust on company and the remaining 5% are not at all.

TABLE 4.20
	
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	a. Yes
	26
	65

	2
	b. No
	0
	0

	 
	c. SOMETIMES
	14
	35

	
	TOTAL
	40
	100



INTERPRETATION
Around 65% of the respondents are having two-way communication and the remaining 35% are sometimes.

TABLE 4.21
	
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	a. Yes
	37
	92.5

	2
	b. No
	3
	7.5

	
	TOTAL
	40
	100



INTERPRETATION
Around 92.5% of the respondents are regular customers and the remaining 7.5% are not.


TABLE 4.22
	
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	a. Yes
	32
	80

	2
	b. No
	8
	20

	
	TOTAL
	40
	100



INTERPRETATION
Around 80% of the respondents are getting business from digital marketing and the remaining 20% are not.



	
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	a. Repeated customer
	16
	40

	2
	b. New reference from existing customer
	10
	25

	3
	c. Positive reviews
	14
	35

	3
	TOTAL
	40
	100


TABLE 4.23
	
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	a. Less than 20%
	19
	47.5

	2
	b.21%-35%
	6
	15

	3
	c.36%-51%
	14
	35

	
	TOTAL
	40
	100



INTERPRETATION
Around 47.5% of the respondents are less than 20%  accessing with some percentage of business from digital marketing and the remaining 15% are 21%-35%


TABLE 4.24
INTERPRETATION
Around 40% of the respondents are accessing repeated customer and the remaining 35% are positive reviews.

TABLE 4.25
	
	Particulars
	No of Respondent
	Percentage of Respondent

	1
	a) Strongly Agree
	27
	67.5

	2
	b) Agree
	11
	27.5

	3
	c) Neutral
	0
	0

	4
	d) Disagree
	1
	2.5

	5
	e) Strongly disagree
	1
	2.5

	
	TOTAL
	40
	100


INTERPRETATION
Around 67.5% of the respondents are strongly agreed with the strategies for business growth and the remaining 2.5% are strongly disagreed.

STATISTICAL TOOLS
CHI-SQUARE ANALYSIS[image: ]
[image: ]
ANOVA

[image: ]CORRELATION 
[image: ]SUMMARY OF FINDINGS
1. Around 45% of the respondents are 20-25 years of age and the remaining 15% are more than 35 years.
2. Around 52.5% of the respondents are male and the remaining 47.5% are female
3. Around 40% of the respondents are less than 2 lakhs and the remaining 15% are 3-4 lakhs.
4. Around 40% of the respondents are working less than a year and the remaining 15% are 1-2 years of experience.
5. Around 45% of the respondents are creating awareness on the brand and the remaining 10% are business making.
6. Around 100% of the respondents are agreed that they provide the best products and services among other competitors present in the market.
7. Around 100% of the respondents complete the entire products and services.
8. Around 100% of the respondents are providing customized services.
9. Around 70% of the respondents are having personal contact with their clients, and the remaining 2.5% are not.
10. Around 85% of the respondents actively work on the negative impacts and the remaining 15% are maybe.
11. Around 77.5% of the respondents have taken steps to find customers’ needs and wants and the remaining 5% are not.
12. Around 40% of the respondents are loyal customers and the remaining 5% are none of the above
13. Around 35% of the  respondents are telemarketing and the remaining 7.5% are alliance marketing.
14. Around 85% of the respondents are referred clients from existing customers and the remaining 15% are not.
15. Around 45% of the respondents are moderately convenient with products and services and the remaining 10% are not at all.
16. Around 97.5% of the respondents are using the right software to serve customers and the remaining 2.5% are not.
17. Around 60% of the respondents are satisfied with the company’s products and services and the remaining 2.5% are dissatisfied.
18. Around 70% of the respondents are excellent with the quality of products and service according to the customers and the remaining 2.5% are unsatisfied.
19. Around 72.5% of the respondents are extremely satisfied with the trust on company and the remaining 5% are not at all.
20. Around 65% of the respondents are having two-way communication and the remaining 35% are sometimes.
21. Around 92.5% of the respondents are regular customers and the remaining 7.5% are not.
22. Around 80% of the respondents are getting business from digital marketing and the remaining 20% are not.
23. Around 47.5% of the respondents are less than 20%  accessing with some percentage of business from digital marketing and the remaining 15% are 21%-35%
24. Around 40% of the respondents are accessing repeated customer and the remaining 35% are positive reviews.
25. Around 67.5% of the respondents are strongly agreed with the strategies for business growth and the remaining 2.5% are strongly disagreed.
CONCLUSION
Marketing is that the human process by that individual and organization get what they have and what they need through making and exchanging price with other. The marketing combine may be a crucial tool to assist perceives what the merchandise or the service can give and the way to arrange for a palm product offering. These was an on the spot link between producer and consumer. Selling has emerged as new specialised activity at the side of production. 
Competition represent just one face within the setting in the trafficker operates. The marketing environment consists of the task environment and also the broad environment. The task environment includes the immediate actors concerned in producing, distribution, and promoting the offering. The broad setting consists of six components: sociology environment, economic environment, natural environment, technological environment, political–legal environment and social-cultural environment.
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ANNEXURE
1) Your Age
a) 20-25 yrs
b) 26-30 yrs
c) 31-35 yrs
d) More than 35
2) Gender
a) Male
b) Female
3) Income level
a) Less than 2 lakhs
b) 2.01 -3 lakhs
c) 3-4 lakhs
d) More than 4 lakhs
4) Year of experience
a) Less than a year
b) 1-2 years
c) 2-3 years
d) More than 3 years
5) According to you marketing is
a) Promotion
b) Awareness of the brand
c) Reachability
d) Business making
6) Do you think that you provide the best product and service among other competitor’s present in the market? 
                a. Yes
                b. No 
7) Do you offer complete product or services before the deadline? 
                 a. Yes
                 b. No
 8) Do you provides customized services? 
                  a. Yes
                  b. No
9) Do you keeps a personal contact with all your clients? 
                    a. Yes
                    b. No
                    c. Maybe
10) Do you actively works on the negative feedback received from the    customer? 
                 a. Yes
                 b. No 
                 c. Maybe 
11) Do you take any steps to find the customer’s needs and wants?
              a. Yes 
                b. No 
                c. Sometimes
12) Do you offer facilities of instalment payment? 
               a. Existing customer
               b. Loyal customer
               c. Privileged customer
               d. None of the above 
13) Which marketing strategies do you mostly prefer?
             a. Telemarketing 
             b. Social media marketing 
             c. Business to Business 
             d. Alliance Marketing 
             e. Digital Marketing
 14) Do you get referenced clients from your existing customer?
             a. Yes
               b. No 
15) According to you how convenient is the product/ services? 
               a. Not at all
              b. Slightly 
              c. Moderately
             d. Very Extremely 
16) Do you the company uses the right software to serve the customer? 
              a. Yes
              b. No 

17) How satisfied are your customers with the company’s product and service? 
         a. Very Dissatisfied 
         b. Dissatisfied 
         c. Neutral 
         d. Satisfied
         e. Very Satisfied
18) How is the quality of the product/service according to the customers? 
             a. Unsatisfied 
             b. Poor 
             c. Fair 
             d. Good
             e. Excellent 
19) How much do your customer trust your company? 
            a. Not at all 
            b. Slightly 
            c. Moderately 
            d. Very e. Extremely
 20) Do your company provides two-way communication? 
             a. Yes 
             b. No 
             c. Sometimes
 21) Do have a regular customer? 
             a. Yes 
             b. No
22) Do you get more business from digital marketing?
a. yes  
b. No
23) How much percentage of business is required from digital marketing?
           a. Less than 20%
             b.21%-35%
             c.36%-51%
24) How do you gage the services as a company?
              a. Repeated customer
              b. New reference from existing customer
              c. Positive reviews
25) Is your marketing team strategies support for your business growth?
a) Strongly Agree
b) Agree
c) Neutral
d) Disagree
e) Strongly disagree
a) 20-25 yrs	b) 26-30 yrs	c) 31-35 yrs	d) More than 35	18	10	6	6	a) 20-25 yrs	b) 26-30 yrs	c) 31-35 yrs	d) More than 35	45	25	15	15	a.Male	b.Female	21	19	a.Male	b.Female	52.5	47.5	 Less than 2 lakhs	b) 2.01 -3 lakhs	c) 3-4 lakhs	d) More than 4 lakhs	16	8	6	10	 Less than 2 lakhs	b) 2.01 -3 lakhs	c) 3-4 lakhs	d) More than 4 lakhs	40	20	15	25	a) Less than a year	b) 1-2 years	c) 2-3 years	d) More than 3 years	16	6	9	9	a) Less than a year	b) 1-2 years	c) 2-3 years	d) More than 3 years	40	15	22.5	22.5	a) Promotion	b) Awareness of the brand	c) Reachability	d) Business making	18	9	4	9	a) Promotion	b) Awareness of the brand	c) Reachability	d) Business making	33.300000000000004	45	22.5	10	22.5	
a. Yes	b. No	40	0	
a. Yes	b. No	100	0	



a. Yes	b. No	40	0	
a. Yes	b. No	100	0	



a. Yes	b. No	40	0	
a. Yes	b. No	100	0	



a. Yes	b. No	c. Maybe	28	1	11	
a. Yes	b. No	c. Maybe	70	2.5	27.5	



a. Yes	b. No	c. Maybe	34	0	6	
a. Yes	b. No	c. Maybe	85	0	15	



a. Yes	b. No	c. SOMETIMES	31	2	7	
a. Yes	b. No	c. SOMETIMES	85	0	15	


No of Respondent	
a. Existing customer	b. Loyal customer	c. Privileged customer	d. None of the above	1	2	12	16	10	2	Percentage of Respondent	
a. Existing customer	b. Loyal customer	c. Privileged customer	d. None of the above	1	2	30	40	25	5	



a. Telemarketing	b. Social media marketing	c. Business to Business	d. Alliance Marketing	e. Digital Marketing	14	6	9	3	8	
a. Telemarketing	b. Social media marketing	c. Business to Business	d. Alliance Marketing	e. Digital Marketing	35	15	22.5	7.5	20	



a. Yes

	B.NO	34	6	
a. Yes

	B.NO	85	15	




a. Not at all
	b. Slightly	c. Moderately	d. Very Extremely	4	4	18	14	

a. Not at all
	b. Slightly	c. Moderately	d. Very Extremely	10	10	45	35	



a. Yes

	B.NO	39	1	
a. Yes

	B.NO	97.5	2.5	



a. Very Dissatisfied	b. Dissatisfied	c. Neutral	d. Satisfied	e. Very Satisfied	1	1	1	13	24	
a. Very Dissatisfied	b. Dissatisfied	c. Neutral	d. Satisfied	e. Very Satisfied	2.5	2.5	2.5	32.5	60	



a. Unsatisfied	b. Poor	c. Fair	d. Good	e. Excellent	1	0	1	10	28	
a. Unsatisfied	b. Poor	c. Fair	d. Good	e. Excellent	2.5	0	2.5	25	70	



a. Not at all	b. Slightly	c. Moderately	d. Very	e. Extremely	2	0	5	4	29	
a. Not at all	b. Slightly	c. Moderately	d. Very	e. Extremely	5	0	12.5	10	72.5	



a. Yes	b. No	c. SOMETIMES	26	0	14	
a. Yes	b. No	c. SOMETIMES	65	0	35	



a. Yes	b. No	37	3	
a. Yes	b. No	92.5	7.5	



a. Yes	b. No	32	8	
a. Yes	b. No	80	20	



a. Less than 20%	b.21%-35%	c.36%-51%	19	6	14	
a. Less than 20%	b.21%-35%	c.36%-51%	47.5	15	35	



a. Repeated customer	b. New reference from existing customer	c. Positive reviews	16	10	14	
a. Repeated customer	b. New reference from existing customer	c. Positive reviews	40	25	35	



a) Strongly Agree	b) Agree	c) Neutral	d) Disagree	e) Strongly disagree	27	11	0	1	1	
a) Strongly Agree	b) Agree	c) Neutral	d) Disagree	e) Strongly disagree	67.5	27.5	0	2.5	2.5	
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