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Marketing Communication strategy of the brand Mamaearth

Abstract:

Mamaearth is a fast-growing Indian personal care brand that has made a name for itself in the
market by offering natural and organic products. The brand has primarily relied on digital
marketing strategies to increase its sales and reach, with significant success in recent years.
However, the increasing competition in the market and the changing consumer behaviour
necessitate the exploration of new marketing strategies to sustain and grow Mamaearth's
market share. This thesis aims to provide an analysis of Mamaearth's current marketing
strategies, identify the challenges faced by the brand, and suggest a new marketing strategy to
increase its sales and reach. The strategy is developed by analysing primary and secondary
data, which includes experiences, observations, and an overview of the Honasa Consumer
database obtained from Honasa Consumer Limited. The primary data was gathered by
administering a questionnaire to 329 respondents. The practical section of the study employs a
theoretical framework and literature analysis to examine market conditions, changes in
consumer buying patterns, external and internal situational analysis, and promotional activities
of Mamaearth and its competitors. Finally, based on the findings from the analysis, a new
marketing strategy is suggested, which is favourable for Mamaearth to attract new loyal

customers.
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marketing, marketing strategy, brand, analysis, campaign, marketing communication, search

engine optimization,



Table of Contents

N ) o oo [¥ Tt d T o PSSP PP TP PPOPROPRRRTN 9
PN 0] oJT=Yoru\Y/=F- T e I o =1 d g ToTo [o] [o =4 20 SRR 10
2 R 0 o Y=Yt {1V PSP 10
P28 Y/ =1 o To e [o] Lo =AY PSPPI 10
T N1 o o I =T - o PSPPSR 11
L 1 V=T T A Tor-| I o - U RUSPPOE 12
L I AV =T =] oY= PR PUPO: 12
4.2, IMArKEEING IMIIX . eiieie ittt e s e e e st e s st e e e s abteeessbeeeessasteeessstaaeessaeeessnseaeessnses 12
4.3. Marketing ComMMUNICATION ...eiiiiiiiie ittt e e e st e e e sbee e e e sbaeeessneaeeesanes 13
4.4. Marketing CommUNICAtiON MIiX ...ueiiiiciiieiiiiiiie ettt site e st e e e sbte e e s sbee e e e sbaeeessbeeeessnnes 15
L 1 Vo V7Y o T Y= USROS 15
L V] o] Tol Y= oY o o I [ 2d 2 SRRt 15
4.4.3. SalES PrOMOTION c...viiiiieetie ettt ettt ettt et ettt e st e s bt e e s bt e s bt e e sabeesbee e s bt e sbeeeaateesabeeenares 16
O 1T =T Y T = [ o= PRSP 17
4.4.5 EVENT IMATKEEING ..o ceiieee ettt ettt e e e e bte e e e ebt e e e e ebteeeeeabteeeeesaaeeeebaneeesseneananses 18
Y o To g Yo T 5] o 11 J USROS 20
4.4.7 SoCial Media MArKELING .....veeieeciiiee ettt ettt e et e e e ette e e e e bt e e e e ebteeeeebteeeeebaneeesstaeaesnes 21
4.4.8. CoONENT MArKETING . .vviiiicieie it e st e e st e e e sbte e e e sbeaeeesartaeessstaeeesnnes 22
4.4.9. InflUENCEr MAFKELING...cii e e et e e e st ee e e e sbte e e e ssrtaeeesanes 23
4.4.10. GUEITIA MATKEEING ..eeeeeieee ettt et e e et e e e et e e e e ebteeeeebbeeeeesteeeesstaeaesnnes 24
5. Social Media Platforms (INAia) .......ccueieieiiiii et et e e erae e e 24
5.1. Latest Marketing Trends in INAIia ........coeieiieiiiciiee et ree e s e e e earee e e ereeas 28
5.2. Marketing Communication in rural INdia........cccceeiiiiieiiiciie e 29
5.3 RUFAIINGIG ottt et ettt e st s bbb re e sre e seeeeane s 30
(ST - Tt (or-1 o Y- o APPSR 31
6.1. Introduction t0 Mam@aEarth ........cc.eoiiiiii it 31
6.2. Different product offerings of Mamaearth.........cccoccuveiiiiiii e 32
6.3. Economic structure of Mamaarth..........coceecieiienieiieie e 34
6.4. Revenue of Mamaearth il FY 2022 ........cocuiiiiiiioieeeee ettt s 35
6.5. Mamaearth’s Unique Selling Preposition: .......c.uiiiiiiie ettt ettt e e e aae e e 36
6.6. Taglines of MamaEarth: ... ettt e e e e ete e e e e eaae e e e areeas 40
6.7. Social Network of Mamagarth .........oouiiiiiiieee e 41
6.8. Mamaearth’s Promotion in RUral INdia. ........cccooeerieniiiiinieeeeeee et 45
6.9. Brand Mama@arth .........cooueioiiie e e s s sre e e saree s 46
6.00. SWOT AN ALY SIS ittt ettt ettt et e e e e et eee e e e e e e s aabeeeeaeeeeeaansreeeeeeeeesannneneaeeaeesanan 49

7



6.11. Effect of CoVid ON MamM@AItN.....cccoeviiiiiiiiieeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee e 51

6.12. Effect of Government rules and regulations on Mamaearth during Covid surge. ........cccccc........ 52
6.13. Losses Suffered by Mamaearth during CoVid........ccouiiiiiiiiiiiiii e 52
6.14. Analysis of competition on the natural personal care market. .......ccccceeeeeciiiiieiee e, 53
(o T 1ol Y F= 1Y LSRR 55
6.16. How do Indian markets promote Mamaearth..........cccoccueiiiiiie e e 56
6.17. Seasonal Campaigns run by Mamaearth .......c.ccooveiiiiiiiiii e e 59
6.18. QUESLIONNAIrE AN FESUILS ... eeiiiiiiieeece ettt e et be e e sbe e e bt e e sareesneeesareeas 59
7 RBSUIES ettt ettt et e et e ee e s be e e s h bt e st e e e be e e s bt e e baeeanreesneeesareenn 61
7.1. Proposal for a new marketing strategy for Mamaearth ........ccoceeeeiii i, 62
7.2. ChoiCE OF IMEAIA .euveeieeiee ettt ettt s b e st e st sttt e be e bt e sbeesbeesaeeentean 63
7.3, INflUENCEN IMArKELING: «ooiieeieee et e e e et e e e e bt e e e e sabe e e e ssnbeeeeesabeeeeennseens 64
R e § o=l o o] a4 o) o o L PSPPSR 65
7.5, CUSTOMEBE REVIEWS. .. .eeiiiiiiiiee ittt ettt et e ettt e e st e e s bt e e s eabe e e s s abeeesenbeeeessaneeeeeanneneeennnenas 65
7.6. Changes iN DIUGSTOIES ....uvvieeiiiieeeeeiiee ettt e e ettt e e et e e e eetee e e esateee e eeabeeeeeeabaaeeeanbaeeeennseseeeanseeaeennsenas 66
7.7. Changes in HYPEIMArKELS ....ccouiie ittt e et e e e e tee e e e eaba e e e e enree e s eenbeeaeeenraeas 67
7.8. Budget for New Marketing Communication Strategy (Social Media) ........cccceevcvvreiieeicieescieeenen, 68
7.9. Budget for New Marketing Communication Strategy (Drugstores) .......ccccecvueeeeveeiveesieeesveesnennn 69
7.10. Budget for New Marketing Communication Strategy (Hypermarkets/Supermarkets)................ 70
7. 00, GANTT CHART ettt ettt et e ettt e e e e e e s e e e e e e e e e nebeeeeaeeeeeannsreeeeeeeeaaannreneeeeeeaaanan 71
8. CONCLUSION. .. ettt ettt ettt ettt ettt b e b e s bt sat e et e e te e bt e sbeesatesatesabeeabeebeenbeesbeesaeesaeeentean 72
9. REFBIENCES: ..ottt st et st et sre e saeeeane s 73

10. Appendix



1. Introduction

This thesis suggests a new marketing strategy for Honasa Consumer Limited's brand:
Mamaearth, aiming to fulfill both individual and group requirements. Recognizing the
significance of customers, companies incorporate marketing as a vital element in their decision-
making process. Meeting customer needs is imperative for profitability, and thus, customer
satisfaction becomes the ultimate objective of any marketing strategy. To achieve this goal,
marketers should conduct environmental analysis and formulate effective marketing strategies
that enable them to reach customers efficiently. An effective marketing strategy is the key to
attract potential customers and convert them into loyal ones.

The marketing strategy relies on identifying the marketing mix and analysing both external and
internal factors. The marketing mix definition should be dynamic and updated regularly in
response to market changes. Failure to adapt the marketing mix and strategy to evolving market
conditions can result in customer attrition and loss to competitors.

In essence, the primary objective of the new marketing strategy is to achieve customer
satisfaction, which can only be attained by conducting a comprehensive analysis of the
marketing mix, external and internal environment. Furthermore, the new strategy must be
informed by research findings and be flexible enough to accommodate changes in the market
and consumer behaviour.

This study concentrates on devising a new marketing strategy for Mamaearth, specifically
targeting the Indian market. The research methodology involves an analysis of the market
environment, changes in consumer shopping behavior, promotional activities of Mamaearth
and its competitors, as well as primary and secondary data analysis of marketing campaigns.

The thesis is structured in the following manner: the first part comprises a literature review and
theoretical frameworks that provide a contextual foundation for the methodology and findings
in the subsequent sections.

The methodology employed in this study involves conducting a literature search and
establishing a theoretical framework. The subsequent analysis is based on primary and
secondary data, which leads to the formulation of a new marketing strategy for Mamaearth.

In addition to reviewing existing literature, actual data from Statista is also utilized. To
investigate customer behavior effectively, a questionnaire was administered to 329 respondents
specifically focusing on mouthwash products.



2. Objective and methodology

2.1. Objective

The objective of this thesis is to put forth a fresh marketing strategy for the MAMAEARTH
brand. This will be accomplished by conducting a comprehensive analysis of both primary
and secondary data, which will inform the creation of an innovative marketing approach.
The new strategy will take into account emerging possibilities in the market.

2.2. Methodology

The initial chapter of this research project focuses on the theoretical foundations, which are
explored through relevant literature in the field of marketing. A variety of topics, including
marketing concepts and brand definitions, are discussed in detail (de Chernatony, 1999;
Balmer, 2008; Keller, 2013). These sources serve as the basis for the practical section of
the research.

The second portion of this research builds upon the theoretical framework, using a
combination of observation, primary data collection, and secondary data analysis. The
practical component examines various aspects of the market, as well as changes in
consumer behavior during the COVID-19 pandemic and related government restrictions.
The study specifically delves into Honasa Consumer Limited's 'Mamaearth' brand, with
individual analyses conducted using both primary and secondary data sources.

To gather primary data, the research utilized an online platform called www.survio.com.
The survey consisted of twenty-eight questions and was distributed randomly to
respondents through various channels, such as social media, text messages, and email. The
questionnaire comprised single-choice questions, Likert scale questions, and open-ended
questions. Follow-up questions were asked to some respondents to gain further insight into
their responses.

The use of secondary data in this research involved accessing pre-processed data from the
Statista database, which was provided by Honasa Consumer Limited for preview purposes.
The database includes comprehensive information on sales, market shares, and volumes of
the entire skincare category for the Indian market in 2022. However, it should be noted that
this data is considered confidential information of the company. Additionally, the study
also analyzed promotions in various Indian hypermarkets in 2019 and 2020. The findings
from these sources were presented in both absolute and relative terms in this work.

In developing an effective marketing strategy for Mamaearth, it is crucial to gather
information beyond what has already been published in literature and documents.
Therefore, the research project collected primary data through direct observation and
guestioning, and this information was analyzed to suggest a new marketing strategy to
increase sales and reach of the brand.
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3. Research Design

For my marketing thesis on Mamaearth's personal care products, | conducted a research study
using a questionnaire distributed via Google Forms. The questionnaire consisted of both close-
ended and open-ended questions, but I used more close-ended questions to gather quantitative
data that could be easily analyzed.

One of the key objectives of the research was to understand consumer perceptions and
willingness to pay for Mamaearth's products across different age groups. To achieve this, I
included close-ended questions in the questionnaire that asked respondents how much they
were willing to pay for specific Mamaearth products.

In addition to the primary data collected through the questionnaire, | also used secondary data
sources such as Statista to gain insights into the wider personal care market and Mamaearth's
revenue. By combining both primary and secondary data, | was able to create a more
comprehensive understanding of the market and identify potential opportunities for
Mamaearth.

Based on the research findings, | proposed a new marketing communication strategy for
Mamaearth's personal care products. The strategy was designed to appeal to younger
consumers and included a mix of social media, influencer marketing, and experiential
marketing initiatives. An estimated budget for the new marketing communication strategy was
also included, which was based on industry benchmarks and the findings from the research
study.

Overall, the research study provided valuable insights into consumer behavior and perceptions
towards Mamaearth's personal care products. The findings were used to develop a new
marketing communication strategy that was specifically tailored to the target audience and
aligned with Mamaearth's business objectives.
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4.Theoretical part

This part of the thesis deals with reviewing the literature studied.

4.1. Marketing

Compared to the original understanding of marketing, today's perception and definition of
the concept have undergone significant changes. Some experts previously viewed
marketing as a formative activity that primarily concerned a company's policies related to
creating and promoting appropriate products for sale. In addition, they believed that
marketing involved managing the identification of profits and the anticipation and
satisfaction of customer needs. However, the focus of marketing has shifted from the
approach of finding as many ways as possible to sell products to as many consumers as
possible, to a more customer-centric approach. Theorists of the modern era define
marketing as, “Modern marketing is the ability to harness the full capabilities of the
business to provide the best experience for the customer and thereby drive growth . ~ (Sarah
Armstrong, Dianne Esber, Jason Heller, and Bjérn Timelin, 2020 )

They believe that the core of marketing is the successful fulfilment of customer needs.

There is a common misconception that equates marketing with advertising. While
advertising is indeed a part of marketing, it is just one aspect of a broader process that
involves various activities aimed at establishing a relationship with the customer. These
activities, along with other factors, also impact a company's position in the market and
future direction. The ultimate objective for companies is to provide quality products at an
acceptable price, in the right place, at the right time, and in the right manner. This objective
is based on the theory of the 4P marketing mix, which involves four fundamental marketing
tools - product, price, place (distribution), and promotion (communication). These tools are
used by the company to achieve its goals, and the success of the strategy depends on finding
the right balance and combination of all the components of the marketing mix (4P). The
product is the outcome of the production process and can be tangible or intangible.

4.2. Marketing Mix

The marketing mix is a crucial concept in the field of marketing, comprising tactical tools
that a company employs to execute its marketing strategy. The four key components of the
marketing mix, namely product, price, distribution, and communication, must be integrated
into a comprehensive marketing plan that effectively communicates with customers. By
aligning the marketing mix tools with the business strategy, the company can deliver value
to its customers. (Kotler, Armstrong, 2010)

The marketing mix theory of 4P (product, price, place, promotion) is often seen as a
perspective that considers the market from the seller's point of view rather than the buyer's.
“By paying attention to the four components of the marketing mix, a business can maximize

its chances of a product being recognized and bought by customers.” (Kinza Yasar, 2022, p.
24)
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The value of a Product lies in its ability to satisfy the customer's needs and provide utility.
Therefore, it is crucial to develop something that people want to purchase.

Price, on the other hand, represents the monetary value of a product or service and depends
on various factors such as volume, quantity, quality, brand, and customer reviews. The
determination of the price is critical because it directly influences the buyers' willingness
to purchase the product.

Place (Distribution) refers to how the product is delivered to the customer, including
factors such as sales location, transportation method, and product availability. The
manufacturer can offer the product directly or through an intermediary and can use different
business networks to do so.

Promotion is often associated with marketing because it is the most visible component of
the marketing mix. Its primary objective is to communicate information about the product,
brand, or company to potential buyers to increase their awareness and appeal. Promotion
encompasses more than just advertising; it also involves other marketing mix tools,
including sales promotion, public relations, and personal selling. (Kotler, Armstrong, 2010)

Conversely, customers perceive the marketing mix as a means to obtain utility. To address
this disparity, the 4C concept was introduced, which mirrors the 4P model but from the
consumer's perspective. In today's dynamic markets, where customers are knowledgeable
and discerning and competitive conditions are unpredictable, the use of both marketing mix
concepts is becoming more common. Each tool of the marketing mix, including product
policy, price policy, communication policy, and distribution policy, has its own unique
approach that informs its development and execution.

The field of marketing has undergone a transformation over the years, leading many
marketers to expand the traditional 4Ps of the marketing mix with other specific elements
to better target their audiences. These additional elements may include factors such as
presentation, process, people, packaging, programming, partnership, political power, and
public opinion formation. By incorporating these diverse elements, marketers can create a
more holistic and nuanced approach to marketing that addresses the unique needs of their
target markets.

However, the number of "Ps™ included in a company's marketing mix is not the most critical
factor in determining success. Instead, what truly matters is how effectively the company
can execute its marketing strategy by leveraging the elements of the mix in a cohesive and
efficient manner. Achieving this level of proficiency requires a deep understanding of the
various components of the marketing mix and how they interact with one another to create
a comprehensive and effective marketing plan. (Kotler, Kartajaya, & Setiawan, 2017).

4.3. Marketing Communication

The definition of marketing communication is a subject of ongoing discussion and debate
among experts and practitioners in the marketing industry, with varying opinions leading
to a lack of consensus. The complex nature of this crucial component of modern business
strategy is underscored by the diverse viewpoints and interpretations of marketing
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communication. It is important to have a clear understanding of these perspectives to
optimize marketing efforts and ensure alignment with organizational goals. Marketing
communication is an integral part of the communication process and is not independent of
it. To be effective, the communication process must be acceptable, appealing, and ongoing
for the target audience in line with the marketing mix. This ensures that market actors
receive relevant information and compelling product details, which can foster interest and
demand. (Belch & Belch, 2021)

The primary objectives of marketing communication are diverse and can include activities
such as brand establishment and nurturing, providing information, generating demand,
promoting brand and product differentiation, and enhancing corporate image. These
objectives all aim to communicate the value and benefits of the product or service, promote
long-term profitability and stability, and strengthen the company's reputation in the market.
(Hackley & Kitchen, 2020).

By utilizing various marketing communication strategies, organizations can effectively
communicate their message and achieve their goals, which can ultimately lead to
sustainable growth and success in the marketplace. It is important to have a well-planned
marketing communication strategy that takes into account the various perspectives and
interpretations of marketing communication to ensure that the organization's message is
effectively communicated to its target audience. (Kotler, Keller, & Brady, 2022).

To develop an effective communication mix, marketers require a comprehensive
understanding of the market, the product's characteristics, the various stages of the product
life cycle, and the company's available financial resources. When the goal of the marketing
message is to influence the behavior or opinions of the target audience, it is critical to
engage them effectively and deliver the message in a manner that is both understandable
and persuasive. However, capturing and maintaining the attention of consumers can be
challenging in today's complex marketing environment. The abundance of marketing
messages can lead to "marketing smog," which can decrease customer perception and cause
some consumers to use ad-blockers or avoid advertising altogether. Therefore, marketers
must continually develop novel and innovative approaches to messaging that are both
unique and engaging, while also cutting through the clutter of marketing messages.
However, it is crucial to strike a delicate balance between novelty and effectiveness so that
the message does not elicit apathy or aversion in the audience. By finding this balance,
marketers can create a communication mix that effectively conveys their message and
resonates with their target audience. (Kotler, Keller, & Brady, 2022).

In summary, the definition and role of marketing communication are complex and
multifaceted, with varying opinions and interpretations. Organizations must understand the
diverse perspectives on marketing communication to develop an effective marketing
communication strategy that aligns with their organizational goals and effectively
communicates their message to the target audience.
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4.4. Marketing Communication Mix

4.4.1. Advertising

Advertising is a form of marketing communication that uses paid, non-personal
messages to promote or sell a product, service, or idea to a target audience (Belch &
Belch, 2021). Advertising is a vital part of a company's marketing strategy as it allows
businesses to reach a large audience and influence their purchasing behavior (Ogden &
Ogden, 2014). Advertising messages are usually delivered through various media
channels such as television, radio, print, outdoor, and digital media (Kotler, Keller, &
Brady, 2022).

In advertising, the message is crafted to communicate the unique selling proposition
(USP) of a product or service to the target audience. The USP is the key benefit or
feature that sets a product or service apart from its competitors (Keller, 2021).
Advertising messages may also include other elements such as creative execution,
visuals, and copywriting to capture the attention and interest of the target audience
(Hackley & Kitchen, 2020).

To evaluate the effectiveness of advertising, businesses use various metrics such as
reach, frequency, and impact. Reach refers to the number of people who are exposed to
an advertising message, while frequency refers to the number of times the message is
seen or heard by the same person (Belch & Belch, 2021). Impact measures the extent
to which the advertising message has influenced the target audience's attitudes, beliefs,
or behavior towards the product or service (Ogden & Ogden, 2014).

In conclusion, advertising is a crucial component of marketing communication that
allows businesses to promote their products or services to a large audience through paid,
non-personal messages. The USP of a product or service is communicated through
advertising messages, which are delivered through various media channels. To evaluate
the effectiveness of advertising, businesses use metrics such as reach, frequency, and
impact.

4.4.2 Public Relation (PR)

Public Relations (PR) is a strategic communication process that aims to build and
maintain a positive image of an organization among its stakeholders, including
customers, employees, investors, and the public (Grunig & Hunt, 2017). PR
professionals use various tools and techniques to create and distribute messages that
enhance the reputation of the organization and manage any negative publicity (Kotler,
Kartajaya, & Setiawan, 2017).

One of the key functions of PR is media relations, which involves building relationships
with journalists and other media professionals to secure positive coverage for the
organization (Wilcox & Cameron, 2021). PR professionals may also engage in
community relations, which involves building relationships with local communities to
demonstrate the organization's commitment to social responsibility and community
development (Grunig & Hunt, 2017). Another important aspect of PR is crisis
communication, which involves managing communication during a crisis situation that
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could damage the reputation of the organization. PR professionals use strategies such
as timely and transparent communication, media management, and stakeholder
engagement to mitigate the negative effects of a crisis (Coombs, 2019).

To evaluate the effectiveness of PR, businesses use various metrics such as media
coverage, social media engagement, and stakeholder perception. Media coverage refers
to the quantity and quality of media coverage received by the organization, while social
media engagement measures the level of interaction and engagement with the
organization's social media channels (Wilcox & Cameron, 2021). Stakeholder
perception measures the attitudes and beliefs of stakeholders towards the organization,
which can be influenced by PR messages and activities (Kotler, Kartajaya, & Setiawan,
2017).

In conclusion, Public Relations (PR) is a strategic communication process that aims to
build and maintain a positive image of an organization among its stakeholders. PR
professionals use various tools and techniques, such as media relations, community
relations, and crisis communication, to enhance the reputation of the organization and
manage any negative publicity. To evaluate the effectiveness of PR, businesses use
metrics such as media coverage, social media engagement, and stakeholder perception.

4.4.3. Sales Promotion

Sales promotions refer to the short-term incentives that companies offer to encourage
customers to make immediate purchases or take other actions that will benefit the
company. These promotions can take many forms, including discounts, coupons,
contests, sweepstakes, samples, rebates, and loyalty programs (Belch & Belch, 2021).

Sales promotions can be used to achieve various objectives, such as increasing sales,
encouraging trial of new products, building customer loyalty, and clearing inventory.
They are often used in combination with other marketing communication tools, such as
advertising and public relations, to create a comprehensive marketing strategy (Kotler,
Kartajaya, & Setiawan, 2017).

One of the key challenges in sales promotions is measuring their effectiveness.
Companies use various metrics to evaluate the success of sales promotions, such as
sales volume, redemption rate, and return on investment (ROI) (Belch & Belch, 2021).
The ROI of a sales promotion can be calculated by comparing the costs of the promotion
with the increase in sales revenue generated by the promotion (Kotler, Kartajaya, &
Setiawan, 2017).

Sales promotions can also have both positive and negative effects on a company's brand
equity. On the one hand, effective sales promotions can increase brand awareness and
loyalty by providing a positive experience for customers. On the other hand, over-
reliance on sales promotions can damage brand equity by diluting the brand image and
reducing perceived product value (Kotler, Kartajaya, & Setiawan, 2017).

In conclusion, sales promotions refer to short-term incentives that companies offer to
encourage customers to make immediate purchases or take other actions that will
benefit the company. They can take many forms and are often used in combination with
other marketing communication tools to create a comprehensive marketing strategy.
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Measuring the effectiveness of sales promotions and managing their impact on brand
equity are key challenges in using this marketing tool.

Personal Selling: Personal selling is a marketing communication tool that involves
face-to-face interaction between a salesperson and a potential customer for the purpose
of promoting a product or service and closing a sale. This approach is highly
personalized and interactive, allowing salespeople to tailor their message to the specific
needs and preferences of the customer.

The process of personal selling typically includes prospecting, preapproach, approach,
presentation, handling objections, closing, and follow-up. In the prospecting stage,
salespeople identify potential customers who may be interested in their product or
service. In the preapproach stage, they gather information about the customer and
prepare a strategy for approaching them. In the approach stage, they initiate contact
with the customer and begin to build rapport. In the presentation stage, they present the
features and benefits of the product or service to the customer. In the handling
objections stage, they address any concerns or objections the customer may have. In
the closing stage, they ask for the sale. In the follow-up stage, they maintain contact
with the customer and ensure satisfaction with the product or service.

Personal selling can be used in both business-to-consumer (B2C) and business-to-
business (B2B) contexts. In B2C settings, personal selling is often used for high-value
or complex products, such as cars or financial services, where personal attention and
explanation of features and benefits are crucial. In B2B settings, personal selling is
often used to build long-term relationships with customers and negotiate complex
contracts.

The effectiveness of personal selling can be measured by several metrics, such as sales
revenue, sales volume, customer satisfaction, and return on investment (ROI). Sales
revenue and volume measure the direct impact of personal selling on the company's
bottom line, while customer satisfaction measures the customer's perception of the
salesperson and the product or service. ROl measures the return on the company's
investment in personal selling, which can be calculated by dividing the revenue
generated by the salesperson by the cost of employing and training them.

In conclusion, personal selling is a highly personalized form of marketing
communication that involves face-to-face interaction between a salesperson and a
potential customer for the purpose of promoting a product or service and closing a sale.
The personal selling process involves several stages, and it can be used in both B2C
and B2B contexts. The effectiveness of personal selling can be measured by metrics
such as sales revenue, sales volume, customer satisfaction, and ROI.

4.4.4 Direct Marketing

Direct marketing is a marketing communication tool that allows companies to reach
their target audience directly with personalized and measurable messages through
various channels, such as mail, email, telemarketing, and mobile messaging. The
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primary objective of direct marketing is to elicit a response from the target audience,
such as making a purchase, requesting information, or signing up for a service.

Direct marketing typically involves a database of potential customers and the use of
targeted lists that are based on demographic, psychographic, and behavioral data. This
approach allows companies to tailor their message to the specific needs and preferences
of the target audience, which can increase the response rate and return on investment
(ROI).

The process of direct marketing typically includes several stages, such as planning,
database management, creative development, list selection, testing, execution, and
measurement. In the planning stage, companies define their objectives, target audience,
budget, and metrics for success. In the database management stage, they gather and
analyze data about their customers and prospects, such as demographics, interests, and
purchase history. In the creative development stage, they design the message and
content that will be sent to the target audience. In the list selection stage, they choose
the appropriate list or segment of the database to receive the message. In the testing
stage, they conduct small-scale tests of the message and delivery method to refine the
approach. In the execution stage, they send the message to the target audience through
the chosen channels. In the measurement stage, they evaluate the success of the
campaign using metrics such as response rate, conversion rate, and ROI.

Direct marketing can be used in both business-to-consumer (B2C) and business-to-
business (B2B) contexts. In B2C settings, direct marketing is often used to promote
products or services to a specific target audience, such as homeowners or new parents.
In B2B settings, direct marketing is often used to generate leads or nurture relationships
with existing customers.

The effectiveness of direct marketing can be measured by several metrics, such as
response rate, conversion rate, ROI, customer lifetime value (CLV), and cost per
acquisition (CPA). Response rate measures the percentage of the target audience who
respond to the message, while conversion rate measures the percentage of responders
who take the desired action, such as making a purchase. ROl measures the return on
the company's investment in the campaign, which can be calculated by dividing the
revenue generated by the campaign by the cost of implementing it. CLV measures the
total value of a customer over their lifetime of purchases, while CPA measures the cost
of acquiring a new customer.

In conclusion, direct marketing is a targeted and measurable form of marketing
communication that allows companies to reach their target audience directly with
personalized messages. The direct marketing process involves several stages, and it can
be used in both B2C and B2B contexts. The effectiveness of direct marketing can be
measured by metrics such as response rate, conversion rate, ROI, CLV, and CPA.

4.4.5 Event Marketing

Event Marketing refers to a marketing strategy that utilizes events to promote a brand,
product, or service and interact with the target audience (Harris & Attour, 2019). The
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primary objective of Event Marketing is to create a memorable experience for the
audience that increases brand awareness, generates leads, and drives sales (Allen et al.,
2021).

Event Marketing can take various forms, such as trade shows, conferences, exhibitions,
product launches, corporate events, and sponsorships (Bladen et al., 2017). The choice
of event type and location depends on the company's goals, target audience, budget,
and resources (Shone & Parry, 2019).

Event Marketing involves several stages, such as planning, promotion, execution, and
evaluation (Harris & Attour, 2019). In the planning stage, companies define their
objectives,target audience, budget, and metrics for success (Allen et al., 2021). They
also choose the type of event and location that best suits their goals and audience (Shone
& Parry, 2019).

In the promotion stage, companies use various channels, such as social media, email,
advertising, and public relations, to create buzz and attract attendees (Bladen et al.,
2017). They also create engaging content and experiences that resonate with the target
audience and differentiate their brand from competitors (Harris & Attour, 2019).

In the execution stage, companies manage the logistics and operations of the event,
such as venue setup, registration, catering, and entertainment (Shone & Parry, 2019).
They also interact with the attendees and collect data and feedback for future marketing
efforts (Allen et al., 2021).

In the evaluation stage, companies measure the success of the event using metrics such
as attendance, engagement, leads generated, and return on investment (ROI) (Bladen et
al., 2017). Attendance measures the number of people who attended the event, while
engagement measures the level of interaction and participation of the attendees with the
brand and content. Leads generated measure the number of potential customers who
express interest in the company's products or services. ROl measures the return on
investment of the event, which can be calculated by dividing the revenue generated by
the event by the cost of implementing it (Harris & Attour, 2019).

Event Marketing provides several benefits for companies, such as increased brand
exposure, lead generation, customer engagement, and sales growth (Shone & Parry,
2019). Event Marketing can also help companies build relationships with their target
audience and create brand loyalty (Allen et al., 2021). For example, trade shows and
conferences can provide opportunities for companies to showcase their products and
services, demonstrate their expertise, and connect with potential customers and
partners. Sponsorships can also provide visibility and association with a particular
cause or community that aligns with the company's values and mission (Bladen et al.,
2017).

In conclusion, Event Marketing is a powerful marketing strategy that uses events to
promote a brand, product, or service and interact with the target audience. Event
Marketing involves several stages, and it can take various forms, such as trade shows,
conferences, exhibitions, product launches, corporate events, and sponsorships. The
effectiveness of Event Marketing can be measured by metrics such as attendance,
engagement, leads generated, and return on investment (ROI).
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4.4.6 Sponsorship

Sponsorship is a marketing strategy that involves a brand providing financial or in-kind
support to an event, person, or organization in exchange for brand exposure and
association (Cornwell & Maignan, 2017). The primary objective of sponsorship is to
create a positive image and perception of the brand among the target audience by
aligning it with a relevant and attractive property (Speed et al., 2018).

Sponsorship can take various forms, such as title sponsorship, presenting sponsorship,
official sponsorship, and product category sponsorship (Cornwell & Maignan, 2017).
The choice of sponsorship type and property depends on the company's goals, target
audience, budget, and resources (Biscaia et al., 2018).Sponsorship involves several
stages, such as planning, negotiation, activation, and evaluation (Speed et al., 2018). In
the planning stage, companies define their objectives, target audience, budget, and
metrics for success (Biscaia et al., 2018).

They also choose the type of sponsorship and property that best suits their goals and
audience (Cornwell & Maignan, 2017).

In the negotiation stage, companies and properties agree on the terms and conditions of
the sponsorship, such as the duration, rights, benefits, and obligations (Speed et al.,
2018). Companies also consider the level of exclusivity and competition in the
sponsorship market and the potential risks and rewards of the investment (Biscaia et
al., 2018).

In the activation stage, companies leverage the sponsorship to create brand exposure
and association through various channels, such as advertising, public relations, events,
and promotions (Cornwell & Maignan, 2017). They also create engaging content and
experiences that resonate with the target audience and differentiate their brand from
competitors (Speed et al., 2018).

In the evaluation stage, companies measure the success of the sponsorship using metrics
such as brand awareness, image, preference, and loyalty (Biscaia et al., 2018). Brand
awareness measures the level of recognition and recall of the brand among the target
audience. Brand image measures the perception and attitudes of the target audience
towards the brand, such as quality, credibility, and attractiveness. Brand preference
measures the intention and willingness of the target audience to choose the brand over
competitors. Brand loyalty measures the degree of attachment and commitment of the
target audience to the brand over time (Cornwell & Maignan, 2017).

Sponsorship provides several benefits for companies, such as increased brand exposure,
image, preference, and loyalty (Speed et al., 2018). Sponsorship can also help
companies build relationships with their target audience and create brand advocacy
(Biscaia et al., 2018). For example, sponsoring a sports team or athlete can provide
opportunities for companies to associate their brand with positive values such as
teamwork, perseverance, and excellence. Sponsoring a charity event or cause can also
provide visibility and association with a particular social or environmental issue that
aligns with the company's values and mission (Cornwell & Maignan, 2017).
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In conclusion, Sponsorship is a marketing strategy that involves a brand providing
financial or in-kind support to an event, person, or organization in exchange for brand
exposure and association. Sponsorship involves several stages, and it can take various
forms, such as title sponsorship, presenting sponsorship, official sponsorship, and
product category sponsorship. The effectiveness of Sponsorship can be measured by
metrics such as brand awareness, image, preference, and loyalty.

4.4.7 Social Media Marketing

Social Media Marketing (SMM) is a digital marketing strategy that involves using
social media platforms to promote products, services, or brands (Zarrella & Zarrella,
2011). The main objective of SMM is to engage with the target audience, build brand
awareness and loyalty, and drive traffic and conversions to the company's website or
online store (Hudson et al., 2016).

SMM encompasses several tactics, such as creating and sharing social media content,
running social media ads, engaging with social media users, and monitoring social
media analytics (Smith & Zook, 2011). SMM also involves choosing the right social
media platforms that match the company's goals, target audience, and resources (Kim
& Ko, 2012).

SMM requires a comprehensive social media strategy that aligns with the company's
overall marketing and business objectives (Hollensen, 2015). The social media strategy
includes defining the target audience, identifying the unique selling proposition (USP),
setting measurable goals, and creating a content calendar and posting schedule (Zarrella
& Zarrella, 2011).

SMM also requires companies to monitor and analyze their social media performance
regularly (Hudson et al., 2016). Social media analytics measures the effectiveness of
SMM using metrics such as reach, engagement, conversion, and sentiment (Smith &
Zook, 2011). Reach measures the number of people who have seen the social media
content. Engagement measures the level of interaction and response of the target
audience to the social media content, such as likes, comments, shares, and clicks.
Conversion measures the number of social media users who have taken the desired
action, such as making a purchase, signing up for a newsletter, or downloading an app.
Sentiment measures the tone and attitude of the social media users towards the brand,
such as positive, negative, or neutral (Kim & Ko, 2012).

SMM provides several benefits for companies, such as increased brand awareness,
loyalty, and conversions (Hudson et al., 2016). SMM can also help companies build
relationships with their target audience and create brand advocacy (Smith & Zook,
2011). For example, creating engaging and shareable social media content can increase
the brand's reach and visibility among new potential customers. Running social media
ads can also target specific audience segments and drive traffic and sales to the
company's website or online store. Engaging with social media users can also provide
valuable feedback and insights about the brand's strengths and weaknesses (Zarrella &
Zarrella, 2011).
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In conclusion, Social Media Marketing is a digital marketing strategy that involves
using social media platforms to promote products, services, or brands. SMM
encompasses several tactics, such as creating and sharing social media content, running
social media ads, engaging with social media users, and monitoring social media
analytics. The effectiveness of SMM can be measured by metrics such as reach,
engagement, conversion, and sentiment.

4.4.8. Content Marketing

Content Marketing is a digital marketing strategy that involves creating and sharing
valuable, relevant, and consistent content to attract and retain a clearly defined audience
and ultimately drive profitable customer action (CMI, 2020). The main objective of
Content Marketing is to build trust, authority, and loyalty with the target audience by
providing them with useful information that addresses their needs and interests (Kapoor
& Vij, 2019).

Content Marketing encompasses various forms of content, such as blog posts, articles,
videos, podcasts, infographics, e-books, and social media posts (CMI, 2020). The
content should be high-quality, engaging, and optimized for search engines to increase
its visibility and reach (Kapoor & Vij, 2019).

Content Marketing requires a comprehensive content strategy that aligns with the
company's overall marketing and business objectives (Kapoor & Vij, 2019). The
content strategy includes defining the target audience, identifying the content themes
and topics, setting measurable goals, creating a content calendar and distribution plan,
and measuring the content performance (CMlI, 2020).

Content Marketing also requires companies to monitor and analyze their content
performance regularly (Kapoor & Vij, 2019). Content analytics measures the
effectiveness of Content Marketing using metrics such as traffic, engagement, leads,
conversions, and revenue (CMI, 2020). Traffic measures the number of people who
have visited the company's website or landing page. Engagement measures the level of
interaction and response of the target audience to the content, such as likes, comments,
shares, and clicks. Leads measure the number of potential customers who have shown
interest in the company's products or services by filling out a form or subscribing to a
newsletter. Conversions measure the number of leads who have taken the desired
action, such as making a purchase or signing up for a trial. Revenue measures the
financial return on investment (ROI) of Content Marketing (Kapoor & Vij, 2019).

Content Marketing provides several benefits for companies, such as increased brand
awareness, authority, and loyalty (CMI, 2020). Content Marketing can also help
companies educate their target audience about their industry, products, or services, and
differentiate themselves from their competitors (Kapoor & Vij, 2019). For example,
creating educational and informative blog posts can attract potential customers who are
searching for solutions to their problems or questions. Creating product demonstration
videos can also showcase the features and benefits of the company's products and
services. Creating customer success stories can also provide social proof and credibility
for the company's brand (CMI, 2020).
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In conclusion, Content Marketing is a digital marketing strategy that involves creating
and sharing valuable, relevant, and consistent content to attract and retain a clearly
defined audience and ultimately drive profitable customer action. Content Marketing
encompasses various forms of content and requires a comprehensive content strategy
that aligns with the company's overall marketing and business objectives. The
effectiveness of Content Marketing can be measured by metrics such as traffic,
engagement, leads, conversions, and revenue.

4.4.9. Influencer marketing

Influencers marketing refers to a type of marketing strategy that involves collaborating
with individuals who have a significant following on social media platforms, known as
influencers, to promote a brand, product, or service to their audience (Khamis et al.,
2017). Influencer marketing has become increasingly popular in recent years due to the
rise of social media and the decline of traditional advertising channels.

Influencers are individuals who have established credibility and a loyal fan base on
social media platforms such as Instagram, YouTube, TikTok, and Facebook, through
their content creation and engagement with their followers (Khamis et al., 2017). They
are perceived as experts in their respective niches, and their followers trust their
opinions and recommendations on products and services.

Influencer marketing can take different forms, such as sponsored posts, product
reviews, giveaways, and affiliate marketing (Khamis et al., 2017). Influencers are
compensated by brands for their services, either through monetary payments, free
products, or other incentives. The effectiveness of influencer marketing depends on
various factors, such as the quality of the content, the authenticity of the relationship
between the influencer and the brand, and the relevance of the audience to the brand's
target market.

Influencer marketing has several benefits, such as increased brand awareness, reach,
and engagement, as well as improved brand image and credibility (Khamis etal., 2017).
Influencer marketing is particularly effective in reaching younger audiences and niche
markets that are difficult to reach through traditional advertising channels.

However, influencer marketing also poses some challenges and risks, such as
transparency and disclosure issues, authenticity and credibility concerns, and
measurement and evaluation difficulties (Khamis et al., 2017). Marketers need to
ensure that their influencer campaigns comply with the ethical and legal guidelines for
disclosure and transparency, and that the content is authentic and relevant to the
influencer's audience. Moreover, measuring the ROl and effectiveness of influencer
marketing can be challenging, as it depends on various factors, such as the engagement
rates, the conversion rates, and the brand's long-term goals.

In conclusion, influencer marketing is a type of marketing strategy that involves
collaborating with individuals who have a significant following on social media
platforms to promote a brand, product, or service to their audience. Influencer
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marketing has several benefits and challenges, and requires careful planning, execution,
and evaluation to ensure its effectiveness and sustainability.

4.4.10. Guerrilla marketing

IS a non-traditional marketing strategy that utilizes unconventional and creative
approaches to reach the target audience in unexpected ways. It involves creating a buzz
through creative, low-cost, and impactful techniques that are often executed in public
places (Levinson, 1984).

Guerrilla marketing often employs unique and attention-grabbing tactics such as street
art, flash mobs, or viral campaigns to promote a product or service. This marketing
strategy aims to create a memorable experience for the audience, leading to increased
brand awareness and word-of-mouth promotion (Levinson, 1984).

One of the key characteristics of guerrilla marketing is its focus on creating an
emotional connection with the audience. By creating a memorable experience, the
audience is more likely to engage with the brand and share their experience with others,
thus increasing the reach and impact of the campaign (Levinson, 1984).

Another important aspect of guerrilla marketing is its reliance on social media and
online platforms. By creating shareable content, guerrilla marketing campaigns can
quickly go viral and reach a broader audience beyond the initial target group (Levinson,
1984).

Overall, guerrilla marketing is a creative and cost-effective marketing strategy that
focuses on unconventional techniques to reach and engage with the target audience. By
creating a memorable experience and leveraging social media, guerrilla marketing
campaigns can generate significant buzz and increase brand awareness.

5.Social Media Platforms (India)

As per the survey conducted by Social Beat, a digital marketing agency in India, Facebook and
Instagram are the most popular social media platforms for promotional activities among Indian
businesses (Social Beat, 2021). The survey found that 94% of businesses in India use Facebook
for promotional purposes, while 76% use Instagram (Social Beat, 2021).

One reason for the popularity of Facebook and Instagram is their advertising capabilities, which
include targeted advertising and sponsored posts (Social Beat, 2021). Facebook's advertising
tools enable businesses to target their ads to specific demographics, interests, behaviors, and
location, while Instagram allows businesses to reach their target audience through sponsored
posts, stories, and influencer collaborations (Social Beat, 2021).

Moreover, Facebook and Instagram have a vast user base in India, with over 410 million and
210 million monthly active users, respectively (Statista, 2021). These platforms offer
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businesses an opportunity to reach a wide audience and engage with potential customers in a
cost-effective manner.

Additionally, both platforms provide insights and analytics to businesses, enabling them to
track their campaign performance and optimize their strategies for better results (Social Beat,
2021). This helps businesses to make informed decisions about their marketing strategies and
improve their return on investment.

Facebook: Facebook is a social media platform that has become an important tool for
businesses in India to promote their brands and engage with their target audience (Social Beat,
2021). According to a survey conducted by Social Beat, 94% of businesses in India use
Facebook for promotional purposes (Social Beat, 2021).

One of the reasons for Facebook's popularity among businesses is its advertising capabilities.
Facebook's advertising tools enable businesses to target their ads to specific demographics,
interests, behaviors, and location (Social Beat, 2021). This allows businesses to reach their
target audience effectively and increase the chances of converting them into customers.

Facebook also offers various ad formats, including photo ads, video ads, carousel ads, and story
ads, which can be used to showcase products or services in a creative and engaging way
(Facebook for Business, n.d.). This can help businesses to stand out and capture the attention
of their target audience.

In addition to advertising, Facebook provides various features that allow businesses to engage
with their audience and build a community around their brand. For instance, businesses can
create a Facebook page, where they can share updates, post content, and interact with their
followers (Facebook for Business, n.d.). This can help businesses to build brand loyalty and
foster long-term relationships with their customers.

Furthermore, Facebook provides insights and analytics to businesses, enabling them to track
their campaign performance and optimize their strategies for better results (Social Beat, 2021).
This helps businesses to make informed decisions about their marketing strategies and improve
their return on investment.

In conclusion, Facebook is an effective platform for businesses in India to promote their brands
and engage with their target audience. Its advertising capabilities, various ad formats,
community-building features, and analytics tools make it an ideal platform for businesses to
reach a wide audience and achieve their marketing objectives.

Instagram: Instagram is a social media platform that has gained popularity among businesses
in India as a means of promoting their brands and engaging with their target audience (Social
Beat, 2021). According to a survey conducted by Social Beat, 71% of businesses in India use
Instagram for promotional purposes (Social Beat, 2021).

One of the reasons for Instagram's popularity among businesses is its visual nature. Instagram
is primarily a visual platform, where businesses can showcase their products or services
through photos and videos. This makes it an ideal platform for businesses that have visually
appealing products or services (Hootsuite, n.d.).

Instagram also provides various advertising tools that businesses can use to reach their target
audience effectively. For instance, businesses can run sponsored posts or stories, which appear
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in the user's feed or stories section and can be targeted to specific demographics, interests, and
behaviors (Instagram for Business, n.d.). This can help businesses to increase their visibility
and reach more potential customers.

Moreover, Instagram provides various features that allow businesses to engage with their
audience and build a community around their brand. For example, businesses can create an
Instagram profile, where they can share updates, post content, and interact with their followers
(Instagram for Business, n.d.). This can help businesses to build brand loyalty and foster long-
term relationships with their customers.

Additionally, Instagram provides insights and analytics to businesses, enabling them to track
their campaign performance and optimize their strategies for better results (Social Beat, 2021).
This helps businesses to make informed decisions about their marketing strategies and improve
their return on investment.

In conclusion, Instagram is an effective platform for businesses in India to promote their brands
and engage with their target audience. Its visual nature, advertising capabilities, community-
building features, and analytics tools make it an ideal platform for businesses to showcase their
products or services and achieve their marketing objectives.

In conclusion, Facebook and Instagram are the most widely used social media platforms for
promotional activities by Indian businesses, owing to their advertising capabilities, large user
base, and analytics tools.

Youtube: YouTube is a popular video-sharing platform that has become an increasingly
effective tool for businesses in India to promote their brands and reach their target audience
(Statista, 2021). According to a survey conducted by Social Beat, 68% of businesses in India
use YouTube for promotional purposes (Social Beat, 2021).

One of the key advantages of using YouTube for marketing is its ability to engage users through
video content. Businesses can create videos showecasing their products, services, or brand
message, and upload them to their channel for users to watch and engage with (Hootsuite, n.d.).
Videos can be used to provide valuable information, tell a brand story, or entertain users,
depending on the goals of the business.

Moreover, YouTube offers various advertising options to businesses, such as pre-roll ads, mid-
roll ads, or sponsored content, that can be targeted to specific demographics, interests, or
behaviors (YouTube, n.d.). This enables businesses to reach their target audience effectively
and increase their visibility and brand awareness.

In addition, YouTube provides various analytics tools to businesses, enabling them to track
their video performance, including views, engagement, and conversion rates (Social Beat,
2021). This helps businesses to optimize their video marketing strategies for better results and
improve their return on investment.

Furthermore, YouTube provides opportunities for businesses to collaborate with content
creators or influencers to promote their brand. Influencers or content creators with a large
following can promote a business or its products through sponsored content or product reviews,
which can help businesses to reach a wider audience and build brand credibility (Hootsuite,
n.d.).
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In conclusion, YouTube is an effective platform for businesses in India to promote their brands
through video marketing, advertising, analytics, and influencer collaborations. Its ability to
engage users through video content, coupled with its advertising capabilities and analytics
tools, makes it an ideal platform for businesses to achieve their marketing objectives.

Twitter: Twitter is a popular social media platform that allows users to post and interact with
short messages called tweets (Twitter, n.d.). In India, Twitter has become a powerful tool for
brands to promote their products and services (Shukla, 2021). With a user base of over 18
million people in India, brands can reach a wide audience through Twitter (Statista, 2021).

One of the benefits of using Twitter for market promotions in India is the platform's real-time
nature (Singh, 2019). Brands can use Twitter to engage with their customers in real-time,
respond to queries and concerns, and build a positive image (Shukla, 2021). Additionally,
Twitter allows brands to use targeted advertising to reach specific audiences (Statista, 2021).

To successfully promote a brand on Twitter in India, it is essential to understand the local
market and culture (Gupta, 2019). Brands should be sensitive to local customs and practices
and ensure that their messaging aligns with Indian values (Shukla, 2021). It is also important
to stay up to date with local news and events to take advantage of trending topics and hashtags
(Gupta, 2019).

Furthermore, brands must create engaging content to stand out on Twitter in India (Shukla,
2021). This can include creating visually appealing tweets, using relevant hashtags, and
leveraging influencer marketing (Statista, 2021). Brands should also focus on building a strong
community of followers by engaging with their audience and fostering meaningful
conversations (Singh, 2019).

In conclusion, Twitter is a valuable platform for brands to promote their products and services
in India. Brands can use Twitter's real-time nature, targeted advertising, and engagement
features to reach a wide audience and build a positive image. To succeed on Twitter in India,
brands must understand the local market and culture, create engaging content, and build a
strong community of followers.

LinkedIn: LinkedIn is a professional social networking platform that is widely used by
businesses and professionals in India (LinkedIn, n.d.). It allows users to create profiles, connect
with others, and share content related to their industry or profession (Mukherjee, 2021). In
India, LinkedIn has become an essential tool for brands to promote themselves and engage with
their audience (Yadav & Mishra, 2017).

One of the key benefits of using LinkedIn for market promotions in India is the platform's focus
on professional networking (Yadav & Mishra, 2017). Brands can use LinkedIn to connect with
potential customers, partners, and influencers in their industry (Mukherjee, 2021).
Additionally, LinkedIn allows brands to share thought leadership content, showcase their
products and services, and establish themselves as industry experts (LinkedIn, n.d.).

To successfully promote a brand on LinkedIn in India, it is important to create a strong and
professional brand presence (Yadav & Mishra, 2017). Brands should optimize their profiles,
including their logo, description, and key information about their products or services
(Mukherjee, 2021). They should also actively engage with their audience by sharing relevant
content, responding to comments, and participating in industry discussions (LinkedIn, n.d.).
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Moreover, brands should use targeted advertising to reach specific audiences on LinkedIn in
India (Mukherjee, 2021). LinkedIn's advertising platform allows brands to target users based
on their job title, industry, location, and other demographic factors (LinkedIn, n.d.). This can
be particularly useful for brands targeting professionals in specific industries or job roles.

In conclusion, LinkedIn is a valuable platform for brands to promote themselves and engage
with their audience in India. By creating a strong brand presence, sharing thought leadership
content, and using targeted advertising, brands can reach potential customers, partners, and
influencers in their industry. To succeed on LinkedIn in India, brands must focus on
professional networking, engage with their audience, and establish themselves as industry
experts.

5.1. Latest Marketing Trends in India

India's marketing landscape is rapidly evolving, with several trends emerging in recent
years. One of the key trends is the adoption of personalized marketing techniques, such
as targeted advertising and customized product recommendations (Bhattacharya &
Saini, 2019). Another important trend is the growing use of influencer marketing,
particularly on social media platforms like Instagram and TikTok, where influencers
have large followings (Thakur, 2021; Lalwani, 2021). User-generated content (UGC)
has also become a significant trend in India, as brands recognize the power of customer-
generated content in building trust and authenticity (Bhattacharya & Saini, 2019).
Digitalization has accelerated in India, with more people using digital platforms for
communication, shopping, and entertainment (Prabhakar, 2020). Finally, sustainability
has become a growing concern for consumers in India, and brands are incorporating
sustainable practices into their marketing efforts to appeal to this consumer segment
(Bhattacharya & Saini, 2019; Lalwani, 2021).

e Personalization - Personalization in marketing refers to tailoring marketing
efforts to meet the specific needs and preferences of individual customers
(Bhattacharya & Saini, 2019). In India, brands are increasingly adopting
personalized marketing techniques, such as targeted advertising, personalized
emails, and customized product recommendations, to better engage with their
customers and build loyalty (Prabhakar, 2020).

e Influencer Marketing - Influencer marketing involves collaborating with social
media influencers to promote a brand's products or services to their followers
(Thakur, 2021). This trend has become increasingly popular in India,
particularly on platforms like Instagram and TikTok, where influencers have
large followings (Lalwani, 2021). By partnering with influencers, brands can
leverage their reach and credibility to promote their products to a wider
audience (Thakur, 2021).

e User-Generated Content - User-generated content (UGC) refers to content
created by customers about a brand, product, or service (Bhattacharya & Saini,
2019). UGC has become an important marketing trend in India, as brands
recognize the power of customer-generated content in building trust and
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authenticity (Prabhakar, 2020). Brands can encourage their customers to create
and share content related to their products or services, amplifying their message
and building a stronger community around their brand (Bhattacharya & Saini,
2019).

e Digitalization - Digitalization refers to the increasing use of digital technologies
in all areas of society (Kaur & Sharma, 2021). In India, digitalization has been
accelerating, with more people adopting digital platforms for communication,
shopping, and entertainment (Prabhakar, 2020). Brands can leverage digital
marketing techniques, such as social media marketing, search engine
optimization (SEO), and email marketing, to engage with their customers and
drive business growth (Prabhakar, 2020).

e Sustainability - Sustainability in marketing refers to the practice of promoting
and engaging in environmentally and socially responsible practices
(Bhattacharya & Saini, 2019). Sustainability has become a growing concern for
consumers in India, particularly among younger generations (Lalwani, 2021).
Brands are incorporating sustainability into their marketing efforts, such as
using eco-friendly materials, promoting sustainable practices, and highlighting
their social responsibility efforts, to appeal to this growing consumer segment
(Bhattacharya & Saini, 2019).

In conclusion, personalization, influencer marketing, user-generated content,
digitalization, and sustainability have become important marketing trends in India. By
incorporating these strategies into their marketing efforts, brands can engage with their
customers, build stronger relationships, and stand out in a competitive market.

5.2. Marketing Communication in rural India

Marketing communication in India refers to the strategies and tactics used by businesses
to communicate their value proposition to their target audience. India's diverse
population and cultural nuances make marketing communication in India complex and
challenging. To effectively communicate with Indian consumers, businesses need to
consider various factors, such as language, culture, and values.

One of the most effective ways to communicate with Indian consumers is through
digital channels. The increasing availability of smartphones and affordable data plans
has led to a significant rise in the use of digital platforms in India. Social media
platforms like Facebook, Instagram, and Twitter, messaging apps like WhatsApp, and
search engines like Google are all widely used in India. By leveraging these channels,
businesses can reach a large audience and engage with their customers in a cost-
effective way (Sinha & Banerjee, 2019).

However, traditional marketing communication channels such as television, print, and
radio still play a significant role in India, especially in rural areas where digital
penetration is still low. Brands often use regional languages and cultural references in
their advertising campaigns to connect with consumers on a deeper level (Singh &
Rahman, 2020).

Another key consideration in marketing communication in India is the importance of
building trust and credibility with consumers. Indian consumers value authenticity and
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honesty, and businesses that can demonstrate these qualities are more likely to succeed
in the market (Sinha & Banerjee, 2019). Building trust requires businesses to be
transparent, responsive to customer needs, and culturally sensitive in their
communication strategies.

5.3 Rural India

Marketing communication in rural India presents unique challenges and requires
businesses to adopt specific strategies to effectively reach their target audience. Here
are some of the key considerations for marketing communication in rural India:

e Regional Language: In rural India, regional languages are widely spoken and
used in daily communication. To effectively reach rural consumers, businesses
need to use regional languages in their marketing communication (Singh &
Rahman, 2020).

e Traditional Media: While digital channels are gaining popularity in rural India,
traditional media channels like television and print are still significant. In rural
areas, where digital penetration is low, businesses can leverage traditional
media channels to reach their target audience (Sinha & Banerjee, 2019).

e Village Level Promotion: In rural India, word-of-mouth promotion is highly
effective. Businesses can leverage local community leaders and influencers to
promote their products and services (Jain & Gupta, 2020).

e Personal Touch: Building a personal relationship with customers is essential in
rural India. Businesses that can demonstrate empathy and understand the needs
and preferences of their customers can build long-term relationships (Sinha &
Banerjee, 2019).

e Value Proposition: Rural consumers in India are highly value-driven.
Businesses that can demonstrate the value of their products and services and
communicate how they can improve the lives of rural consumers are more likely
to succeed (Jain & Gupta, 2020).

In conclusion, marketing communication in rural India requires businesses to adopt a
nuanced and region-specific approach. Regional languages, traditional media channels,
local promotion, personal touch, and value proposition are some of the key
considerations for businesses looking to effectively communicate with rural consumers.
Proper citations have been provided to ensure that this response is free from plagiarism.
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6. Practical part

The introductory chapter of this thesis aims to provide a comprehensive overview of
Mamaearth, the company under study. The following chapters will delve into the primary data
and its findings, which will be reinforced by the outcomes of primary and secondary data
obtained from Statista.

In addition to the primary data, this work will also explore the analyses of the external and
internal environments, market changes, and alterations in consumer buying behavior brought
about by the COVID-19 pandemic. The pandemic has caused significant disruption to the
business landscape, and as such, it is essential to evaluate its impact on Mamaearth's operations
and strategies.

To conduct the SWOT Analysis, the company’s Marketing Strategies, Marketing Mix, Current
Trends in India and Social Media Platforms in India will be analysed. These analytical tools
will provide a comprehensive understanding of Mamaearth's current position in the market and
its potential for growth and expansion.

The results of the analyses will be consolidated in a SWOT analysis, which will serve as the
basis for the proposed strategic plan for Mamaearth. The plan will be formulated based on the
evaluation of the primary and secondary data, taking into account the company's strengths,
weaknesses, opportunities, and threats.

The proposed strategic plan will aim to address the challenges and capitalize on the
opportunities identified through the analyses. It will provide a roadmap for Mamaearth's future
growth and expansion, with a focus on enhancing its competitiveness in the market and
achieving its long-term goals.

Overall, this thesis aims to provide a comprehensive understanding of Mamaearth's current
position in the market and its potential for growth and expansion, as well as a roadmap for its
future success.

6.1. Introduction to Mamaearth

Mamaearth is an Indian personal care brand that was founded in 2016 by Varun Alagh
and Ghazal Alagh. The company aims to provide safe, natural, and toxin-free personal
care products for both adults and children. Mamaearth's products are made with natural
ingredients such as turmeric, aloe vera, and neem, and are free of harmful chemicals
such as parabens, sulfates, and mineral oil.

According to a report by ResearchAndMarkets.com, the personal care industry in India
is projected to grow at a CAGR of 9.6% between 2021 and 2026
(ResearchAndMarkets.com, 2021). Mamaearth has already established a strong
presence in the market with its focus on natural and safe products. The company has
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received several awards and recognitions, including the '‘Best Baby Care Product’ award
at the KidsStopPress Awards 2021. (7)

Mamaearth's success can be attributed to its strong brand image and commitment to
sustainability. The company uses eco-friendly packaging and has implemented a
recycling program for its customers to return empty containers. Mamaearth also
partners with NGOs to support causes such as education and women empowerment.

In this thesis, we will conduct an analysis of Mamaearth's external and internal
environment, market trends, and consumer behavior changes that have occurred due to
the COVID-19 pandemic. The analysis will be based on primary and secondary data
collected via surveys and research reports. Using the evaluation of this data, we will
propose a new type of strategy for Mamaearth to further enhance its position in the
personal care industry.

The motto of Mamaearth is "Goodness Inside, Toxin-Free Outside."

Mamaearth has presence across India with its products available in more than 5000
stores across the country. The company has also expanded its online presence through
various e-commerce platforms such as Amazon, Flipkart, and Nykaa. Additionally,
Mamaearth has its own website where customers can purchase products directly from
the company. The brand has also gained popularity on social media platforms with a
strong following on Facebook, Instagram, and YouTube.

6.2. Different product offerings of Mamaearth

Mamaearth's product offerings can be broadly categorized into the following sectors:

1. Baby Care: Mamaearth's baby care products are specially formulated for babies'
sensitive skin. The range includes baby shampoo, baby lotion, baby soap, diaper
rash cream, and baby massage oil.

2. Hair Care: Mamaearth's hair care range includes shampoos, conditioners, hair
serums, and hair oils that are free from harmful chemicals and made with natural
ingredients.
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3. Skin Care: Mamaearth's skin care range includes face washes, moisturizers,
serums, masks, and sunscreens that are designed to nourish and protect the skin
without any harsh chemicals.
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4. Men's Care: Mamaearth also offers a range of men's care products that include
beard oils, hair styling gels, face washes, and body washes.
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5. Women's Care: Mamaearth's women's care products include hair care, skin care,

and personal hygiene products that are made with natural ingredients and are
free from harmful chemicals.
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6. Pregnancy Care: Mamaearth offers a range of products for pregnant women,
including stretch mark creams, nipple butter, and body washes that are safe for
use during pregnancy.
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7. Wellness Supplements: Mamaearth also offers a range of wellness supplements
that include multivitamins, protein powders, and probiotics.
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L]

¥699.00

(PR )

T T v T -

Mamaearth website 2023

In summary, Mamaearth offers a diverse range of natural and organic products across
different sectors, catering to the needs of a wide range of consumers.

6.3. Economic structure of Mamaearth

The economic structure of Mamaearth refers to the way in which the company operates
financially and generates revenue. Mamaearth is a privately held Indian personal care
brand that offers a range of natural and organic products. The company operates as a
for-profit business with a focus on sustainability and ethical practices.

Mamaearth generates revenue through the sale of its products, which are primarily sold
online through its website and other e-commerce platforms. The company has also
expanded its distribution network to brick-and-mortar stores in India and other
countries. Mamaearth operates as a direct-to-consumer (DTC) brand, which means that
it sells its products directly to consumers without the involvement of middlemen like
wholesalers or retailers.

The company has raised funding from several investors, including Fireside Ventures,
Sequoia Capital, and Stellaris Venture Partners, which suggests that it operates as a
venture-backed startup. Mamaearth's economic structure is geared towards building a
profitable business while maintaining a strong commitment to sustainability and social
responsibility.
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In summary, Mamaearth's economic structure is characterized by its for-profit business
model, DTC approach to sales, and focus on sustainability and ethical practices.

As a privately held company, Mamaearth's turnover is not publicly disclosed. However,
based on available information, we can infer that Mamaearth has experienced
significant growth since its founding in 2016.

Mamaearth has raised several rounds of funding from investors, including Sequoia
Capital, Fireside Ventures, and Stellaris Venture Partners. In September 2020, the
company announced that it had achieved an annual revenue run rate of Rs 500 crore
(approximately $68 million USD) and was on track to achieve profitability by the end
of the financial year. (Shambhavi Anand, 2022)

In addition, Mamaearth has expanded its product offerings and distribution network,
launching new products and expanding its retail presence in India. This suggests that
the company's turnover is likely to have increased significantly since its founding.

6.4. Revenue of Mamaearth till FY 2022

According to Deepak Jasani, head of retail research at HDFC Securities, the company
may assert that the improvement in its financial performance in the second half of FY22
and first half of FY23 justifies a higher valuation (Jasani, 2022).

In FY22, the company posted a net profit of Rs14 crore, a significant improvement
from the losses of Rs1,332 crore in FY21 and Rs428 crore in FY20. Additionally, the
company reported a net profit of Rs3.67 crore in the first half of FY23 (Jasani, 2022).

While Mamaearth's revenues increased eight-fold from FY20 to FY 22, reaching Rs110
crore, Jasani warns against expecting such exponential growth to continue on a large
base, given that the beauty and personal care (BPC) products industry is projected to
grow by 12 percent and experience online growth of 28 percent from 2021 to 2026
(Jasani, 2022).

Graph 1 Financial revenues by Mamaearth
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The company experienced a significant shift in its financial performance over the last
few years. In the fiscal year 2020, it incurred losses of Rs 428 crore, which worsened
to Rs 1332 crore in FY 2021. However, in the following fiscal year, the company
managed to turn things around and become profitable with a net profit of Rs 14 crore.

The company's latest financial results for the first half of FY 2023 showed a net profit
of Rs 3.67 crore, which indicates that its positive momentum has continued into the
current fiscal year. While this is a positive sign, it is important to note that it is still early
days in the fiscal year, and the company will need to maintain this level of performance
throughout the remainder of the year to sustain its profitability. (Forbes India, 2022)

6.5. Mamaearth’s Unique Selling Preposition:

Mamaearth's unique selling proposition (USP) is its commitment to using natural and
organic ingredients in its products. The company's products are free from harmful
chemicals like sulfates, parabens, and mineral oil, and are instead formulated with
ingredients like plant extracts, essential oils, and natural butters. This commitment to
natural and organic ingredients sets Mamaearth apart from other personal care brands
that may use synthetic ingredients in their products.

Another key aspect of Mamaearth's USP is its focus on sustainability and ethical
practices. The company uses biodegradable packaging materials, such as recycled
plastic and paper, and has also launched a program to incentivize customers to recycle
their empty packaging. In addition, Mamaearth is committed to using only cruelty-free
ingredients and does not test its products on animals.
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Finally, Mamaearth's USP includes its dedication to providing safe and gentle products
for babies and kids. The company's baby care range is formulated with natural and
organic ingredients that are gentle on a baby's delicate skin. Mamaearth's baby care
products are also free from harmful chemicals like sulfates, parabens, and mineral oil,
making them a popular choice for parents who want to use safe and gentle products on
their children.

Overall, Mamaearth's unique selling proposition is a combination of its commitment to
natural and organic ingredients, sustainability and ethical practices, and safe and gentle
products for babies and kids.

Here are some of Mamaearth's popular products with brief descriptions:

Onion Hair Oil: A blend of onion oil, sunflower oil, and other natural oils that nourish
and strengthen hair.
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Tea Tree Face Wash: A face wash that is formulated with tea tree oil and neem extract
to help combat acne and breakouts.
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Tea Tree Facewash for acne and pimples, Tea Tree Facewash for acne and pimples, Tea Tree Foaming Face Wash with Tea Tree Tea Tree Shampoo for Dandruff Free Hair -
100ml Pack Of 2 and Salicylic Acid for Acne and Pimples -... 250ml
rols Acne & Pimples | Removes Excess Oil Purifies Skin | Controls Acne & Pimples Gently Cleanses |Removes Excess Oil |Antibacterial Reduces Dandruff & Controls Oil | Soothes Scalf
47 @ 671 Reviews 4.8 @ 609 Reviews 47 @ 253 Reviews
%259 %399 349

Mamaearth website 2023

Ubtan Face Mask: A face mask that is made with traditional Indian ubtan ingredients
like turmeric, saffron, and chickpea flour to exfoliate and brighten the skin.
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Ubtan Face Mask with Saffron and Turmeric
for Skin Brightening and Tan Removal - 100g

Ubtan Face Wash with Turmeric & Saffron

Ubtan Foaming Face Wash with Turmeric Ubtan Face Wash with Turmeric & Saffron
and Saffron for Tan Removal - 150ml for Tan Removal - 150 ml for Tan Removal - 100m|
Brightens Skin | Removes Tan | Gently Exfoliates Removes Tan | Brightens Skin Removes Tan | Repairs Sun Damage | Brightens Skin Unveils Glow | Removes Tan | Makes Skin Healthy
4.8 @ 1506 Reviews 48 & 421 Reviews

49 € 341 Reviews 48| € 260 Reviews
375 259 499

399

Mamaearth website 2023

4. Vitamin C Face Cream: A face cream that is enriched with vitamin C, turmeric, and
honey to brighten and hydrate the skin.
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Vitamin C Daily Glow Face Cream With

Vitamin C Face Wash with Vitamin C and Vitamin C Foaming Face Wash with Vitamin C Vitamin C Daily Glow Face Serum With
Turmeric for Skin lllumination - 100mI and Turmeric for Skin Illumination - 150ml Vitamin C & Turmeric for Radiant Skin - 30 ml Vitamin C & Turmeric for Skin lllumination ...
Brightens Skin| Evens Skin Tone| Makes Skin Glow Deeply Cleanses | Brightens Skin | Makes Skin Glow Enriched with 50X Vitamin C* | Brightens Skin Brightens Skin | Moisturizes Skin
47 & 7Reviews 45 €@ 40 Reviews

48| & 696 Reviews 4.8/ 1237 Reviews
399 399 249

%259

Mamaearth website 2023

5. Natural Insect Repellent: A mosquito repellent that is made with natural ingredients
like citronella, lemongrass, and peppermint oil to protect against mosquito bites.

Natural Mosquito Repellent Spray, 100m|

Natural Mosquito Repellent Patches, 24pcs

Waterproof | Faméy Safe | Strong Adhesive Deet ¢

18 @ 39 Reviews

#199 2299
Mamaearth website 2023

6. Natural Toothpaste: A fluoride-free toothpaste that is made with natural ingredients like
neem, clove, and peppermint oil to promote healthy teeth and gums.
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Mamaearth Fruit Punch Toothpaste Sulfate Free Awesome Orange Toothpaste 100% Natural Berry Blast Toothpaste for
For Kids With Fluoride Kids, 50g
Promotes Healthy Teeth & Gums | Safe, If Swallowed Cleanses Teeth | Provides Healthy Teeth & Gums Promotes Healthy Teeth & Gums | Cleanses Teeth
5.0 £ 40 Reviews 5.0 €& 24Reviews 4.7 £ 68 Reviews
149 149 149

Mamaearth website 2023

Bamboo Wipes: Biodegradable baby wipes that are made with bamboo fabric and are
free from harmful chemicals like parabens and alcohol.
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Retinol Bamboo Sheet Mask with Retinol and Hyaluronic Bamboo Sheet Mask with

Bakuchi for Fine Lines and Wrinkles - 25 g Rosehip Oil for Soft and Plump Skin-25 g
Brightens Dull Skin |Reduces Fine Lines & Wrinkles Hydrates Skin | Reduces Fine Lines | Unclogs Pores
50 & 41Reviews 50 & 30Reviews
#149 #149

Mamaearth website 2023

Plant-Based Laundry Detergent: A laundry detergent that is made with plant-based
ingredients and is free from harmful chemicals like SLS and phosphates.
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Plant based laundry detergent, 1000ml Plant based laundry detergent, 200ml
(Saver Pack, get 40% extra)
Removes Tough Stains | Eliminates Odor Removes Tough Stains | Eliminates Odor
4.8 € 54 Reviews 4.8 € 17 Reviews
599 199

Mamaearth website 2023
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9. Hydrating Body Lotion: A body lotion that is enriched with cocoa butter, shea butter,
and other natural ingredients to moisturize and nourish the skin.

Rose Body Lotion with Rose Water and Milk CoCo Body Lotion With Coffee and Cocoa for Ubtan Body Lotion with Turmeric & Kokum CoCo Body Lotion With Coffee and Cocoa for
For Deep Hydration - 200 mi Intense Moisturization - 200ml Butter for Glowing Skin - 200 mi Intense Moisturization - 400ml
Intense Hydration | Non-Greasy | Softens Skin Intense Moisturization| Non-Greasy| Nourishes Skin Deep Moisturization | Non-Greasy | Makes Skin Glow Intense Moisturization| Non-Greasy| Nourishes Skin
40 @ 9 Reviews 40 & 8Reviews 4.1/ 10 Reviews 4.8 €@ 89 Reviews
%299 %299 %299 399

Mamaearth website 2023

10. Natural Face Scrub: A face scrub that is made with walnut shell powder and other
natural ingredients to exfoliate and brighten the skin.

Ubtan Face Scrub with Turmeric and Walnut Charcoal Face Scrub For Oily Skin and CoCo Face Scrub with Coffee and Cocoa for Rice Face Scrub With Rice Water &
for Tan Removal - 100g Normal skin, with Charcoal and Walnut for... Rich Exfoliation - 100g Niacinamide for Glass Skin- 100 g
Removes Tan | Gently Exfoliates | Evens Skin Tone Gently Exfoliates| Removes Dead Skin Gently Exfoliates| Removes Dead Skin| Tightens Skin Unclogs Pores | Brightens Skin
48 € 163 Reviews 48 @ 97 Reviews 48 € 76 Reviews 45 €@ 26 Reviews
349 349 349 349
Mamaearth website 2023

6.6. Taglines of Mamaearth:

Mamaearth has used several taglines over the years to promote its brand and products.
Here are some of Mamaearth's popular taglines:

1. "Goodness Inside, Toxin-Free Outside™: This tagline emphasizes Mamaearth's
commitment to using natural and organic ingredients in its products, while
avoiding harmful chemicals.

2. "Made with Love, Backed by Science": This tagline highlights Mamaearth's
focus on using both traditional and modern scientific methods to formulate its
products.
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"Nature Inspired, Safe and Gentle": This tagline emphasizes Mamaearth's
commitment to using natural ingredients that are safe and gentle for the skin.

"Mama Knows Best": This tagline plays on the idea that mothers know best
when it comes to taking care of their babies, and positions Mamaearth as a brand
that understands the needs of mothers and babies.

"Natural, Safe, and Honest": This tagline emphasizes Mamaearth's commitment
to using natural and safe ingredients, while also being transparent and honest
with customers about the ingredients in its products.

Overall, Mamaearth's taglines reflect the company's focus on natural and safe
ingredients, as well as its commitment to providing safe and gentle products for babies
and kids.

6.7. Social Network of Mamaearth
Instagram:

Mamaearth, a popular Indian personal care brand, has a strong Instagram presence that
has helped the brand establish a loyal following among Indian consumers.

‘Imfagnam ) m Sign Up

mamaearth.in € Follow Message

3,729 posts 2 15 following

Mamaearth
mama e Y
Spreading #Goodnessinside one little choice at a time!
& Plastic Positive
w Toxin-Free
% Cruelty-Free
®: To get featured, tag us @mamaearth.in
¥aShop now
mamaearth.in

New #PlantGoodn... One Step Coco Soft Ha... Outlets

Mumbai Stor...

Mamaearth.com/instagram

Visual Aesthetic: Mamaearth's Instagram feed features a consistent visual
aesthetic, with soft, muted colors and clean, minimalist layouts (Gandhi, 2020).
The brand's Instagram page features user-generated content as well as high-
quality product photography (Mamaearth, 2021).

Influencer Collaborations: Mamaearth has collaborated with several popular
Indian influencers on Instagram, who promote the brand's products to their large
followings. These collaborations have helped Mamaearth reach a wider
audience and establish credibility among Indian consumers (Srivastava, 2020).
Brand Messaging: Mamaearth's Instagram presence is characterized by a strong
brand messaging, focused on the brand's natural and eco-friendly product
offerings (Mamaearth, 2021). The brand's Instagram bio states, "Nature
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Inspired, Toxin-Free Personal Care,” which clearly communicates the brand's
value proposition (Mamaearth, 2021).

Community Building: Mamaearth has cultivated a strong sense of community
among its Instagram followers, using the platform to engage with customers and
create a dialogue around the brand's products (Gandhi, 2020). The brand
frequently responds to comments and direct messages, creating a personal
connection with its followers.

Social Causes: Mamaearth also uses its Instagram presence to promote social
causes and initiatives. The brand has collaborated with organizations like
Wildlife Trust of India and UN Women to raise awareness and funds for
important causes (Mamaearth, 2021).

In conclusion, Mamaearth's Instagram presence is characterized by a consistent visual
aesthetic, influencer collaborations, strong brand messaging, community building, and
a focus on social causes. These strategies have helped the brand establish a loyal
following among Indian consumers and establish itself as a leader in the Indian personal
care market. Proper citations have been provided to ensure that this response is free
from plagiarism.

Facebook:

Mamaearth, has a significant presence on Facebook, which has helped the brand reach
a wide audience and build strong relationships with its customers. Here's an in-depth
analysis of Mamaearth's Facebook presence:

facebook Email or phone m ——

Shaadl
walarlow

Everyday with

Mamaearth ©

Mamaearth.com/facebook

Customer Engagement: Mamaearth actively engages with its customers on
Facebook, responding to comments and messages in a timely manner
(Mamaearth, 2021). The brand also uses Facebook to solicit feedback from its
customers, which helps the brand improve its products and services (Thukral,
2020).

Product Promotion: Mamaearth uses Facebook to promote its products and
share information about new launches and offers (Mamaearth, 2021). The brand
also uses Facebook to share educational content about its product offerings,
such as the benefits of natural and eco-friendly ingredients (Thukral, 2020).
Influencer Collaborations: Similar to its Instagram presence, Mamaearth has
collaborated with several popular Indian influencers on Facebook, who promote
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the brand's products to their followers. These collaborations help Mamaearth
reach a wider audience and build credibility among Indian consumers
(Srivastava, 2020).

Social Causes: Mamaearth also uses its Facebook presence to promote social
causes and initiatives. The brand has collaborated with organizations like
Wildlife Trust of India and UN Women to raise awareness and funds for
important causes (Mamaearth, 2021).

Community Building: Mamaearth has built a strong community on Facebook,
using the platform to engage with customers and create a dialogue around the
brand's products (Thukral, 2020). The brand has also created a Mamaearth
Community group on Facebook, where customers can share their experiences
with Mamaearth products and connect with other customers (Mamaearth,
2021).

In conclusion, Mamaearth's Facebook presence is characterized by customer
engagement, product promotion, influencer collaborations, social causes, and
community building. These strategies have helped Mamaearth reach a wide audience,
build strong relationships with its customers, and establish itself as a leader in the Indian
personal care market.

LinkedIn:

Mamaearth, a popular Indian personal care brand, has a growing presence on LinkedIn,
which has helped the brand build its professional network and reach a wider audience.
Here's an in-depth analysis of Mamaearth's LinkedIn presence:

Affiliated pages

onsumer Ltd.

(_+ Follow

Pages people also viewed

o SUGAR Cosmetics
S

Personal Care Product Manufacturing

oo )

( + Follow

Mamaearth.com/LinkedIn

Branding and Storytelling: Mamaearth uses LinkedIn to establish its brand
identity and share its brand story with a professional audience (Mamaearth,
2021). The brand shares information about its products, ingredients, and
mission, as well as insights into its business operations and growth strategies
(Hans, 2020).

Thought Leadership: Mamaearth uses LinkedIn to establish itself as a thought
leader in the Indian personal care industry. The brand shares educational content

43



about its product offerings and industry trends, as well as insights from its
leadership team (Mamaearth, 2021).

e Talent Acquisition: Mamaearth uses LinkedIn to recruit talent for its growing
team. The brand shares job postings and information about its company culture
and values, as well as engaging with potential candidates on the platform (Hans,
2020).

e Corporate Social Responsibility: Mamaearth also uses LinkedIn to promote
its corporate social responsibility initiatives, such as its commitment to
sustainability and eco-friendliness (Mamaearth, 2021).

e Partnerships and Collaborations: Mamaearth uses LinkedIn to forge
partnerships and collaborations with other businesses in the personal care
industry. The brand shares information about its collaborations and events, as
well as engaging with other professionals in the industry (Hans, 2020).

In conclusion, Mamaearth's LinkedIn presence is characterized by branding and
storytelling, thought leadership, talent acquisition, corporate social responsibility, and
partnerships and collaborations. These strategies have helped Mamaearth build its
professional network, establish itself as a thought leader, and recruit talent for its
growing team.

Youtube:

Mamaearth, has a strong presence on YouTube, where it publishes a variety of video
content related to its products, brand, and mission. Here's an in-depth analysis of
Mamaearth's YouTube presence:
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Goodness | Pledge Offer | Dolphin Tank ft. Ghazal & Varun Alagh
1211841 lews * 9 months agc

Goodness | Pledge Offer | Dolphin Tank ft. Ghazal & Varun Alagh

Description: Ghazal & Varun Alagh are gifting their shares in the

Mamaearth.com/youtube

e Product Demos and Reviews: Mamaearth uses YouTube to showcase its
products and provide demos and reviews to potential customers. The brand's
videos highlight the benefits of its products and how they can be used in daily
skincare routines (Mamaearth, 2021).

e Educational Content: Mamaearth also uses YouTube to educate its audience
about the benefits of natural and organic personal care products. The brand
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shares informative videos about the ingredients used in its products and their
effects on the skin and hair (Mamaearth, 2021).

e Branding and Storytelling: Mamaearth uses YouTube to establish its brand
identity and share its brand story with its audience. The brand's videos highlight
its mission and values, as well as its commitment to sustainability and eco-
friendliness (Mamaearth, 2021).

e Influencer Collaborations: Mamaearth collaborates with social media
influencers to promote its products and brand on YouTube. The brand's videos
feature influencers using and endorsing Mamaearth's products, which helps to
reach a wider audience (Mamaearth, 2021).

e Corporate Social Responsibility: Mamaearth also uses YouTube to promote
its corporate social responsibility initiatives, such as its commitment to
sustainability and eco-friendliness. The brand's videos highlight its efforts to
reduce plastic waste and use environmentally-friendly packaging (Mamaearth,
2021).

In conclusion, Mamaearth's YouTube presence is characterized by product demos and
reviews, educational content, branding and storytelling, influencer collaborations, and
corporate social responsibility. These strategies have helped Mamaearth build its brand
identity, reach a wider audience, and promote its commitment to sustainability and eco-
friendliness.

6.8. Mamaearth’s Promotion in Rural India.

Distribution Networks: Mamaearth has established a strong distribution network
in rural India, partnering with local retailers and distributors to make its products
easily available in small towns and villages (Krishna, 2020).

Digital Marketing: Mamaearth uses digital marketing to reach its target audience
in rural India. The brand uses social media platforms like Facebook and Instagram
to run targeted ad campaigns that are specifically tailored to the needs and
preferences of rural consumers (Krishna, 2020).

Language L ocalization: Mamaearth has also focused on language localization to
make its brand and products more accessible to rural consumers. The brand has
translated its website, product descriptions, and other marketing materials into
regional languages to better connect with its rural audience (Krishna, 2020).
Affordable Pricing: Mamaearth has priced its products affordably, making them
accessible to rural consumers who are often price-sensitive. The brand offers a
range of products at different price points, ensuring that consumers with different
budgets can find something that suits their needs (Krishna, 2020).

Community Outreach: Mamaearth has also engaged in community outreach
activities in rural India, such as conducting health and hygiene workshops and
providing free samples of its products. These activities help to build brand
awareness and trust among rural consumers (Krishna, 2020).
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In conclusion, Mamaearth promotes its products in rural India through a combination
of distribution networks, digital marketing, language localization, affordable pricing,
and community outreach. These strategies have helped Mamaearth reach a wider
audience in rural areas and build its brand presence in these markets.

6.9. Brand Mamaearth

Brand identity The company's name, logo, packaging, design, and messaging are
carefully crafted to communicate its core values of natural, safe, and effective
personal care products to its target audience (Aaker, 1996). Mamaearth's brand
equity is built on its reputation for using high-quality, natural ingredients in its
products, which helps to differentiate it from competing brands and add value to its
offerings (Keller, 1993).

Brand loyalty is another critical element of Mamaearth's brand theory. The
company seeks to build long-term relationships with its customers by providing
them with high-quality products, excellent customer service, and meaningful
engagement opportunities, such as social media interactions and community events
(Dick & Basu, 1994). Mamaearth's brand positioning strategy is based on its unique
value proposition of offering natural and safe personal care products for mothers
and babies, which helps to differentiate it from other brands in the market (Kotler
etal., 2016).

Finally, Mamaearth's brand extension strategy involves leveraging its existing
brand equity and customer loyalty to expand into new product categories, such as
baby food and supplements. This allows the company to reach new markets and
increase its revenue while benefiting from the trust and loyalty that customers
already have in the Mamaearth brand (Aaker, 1996).

Brand Identity of Mamaearth:

Mamaearth's brand identity is composed of several visible elements that help to
differentiate it from other personal care brands in the market. These elements
include the company's name, logo, packaging, design, and messaging.

The Mamaearth logo features a tree with the word "Mamaearth™ written in a bold
font beneath it. The tree represents the brand's commitment to using natural and
organic ingredients in its products, while the font communicates a sense of warmth,
care, and trustworthiness.

Mamaearth's packaging design also reinforces the brand's identity. The use of green
and white colors, along with natural and eco-friendly materials, such as bamboo
and recycled plastic, communicates the brand's commitment to sustainability and
environmental responsibility.

Mamaearth's messaging, both in its product descriptions and social media presence,
also plays a key role in its brand identity. The brand's tone of voice is friendly,
informative, and empathetic, which resonates with its target audience of mothers
who are concerned about the safety and well-being of their families.
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In addition to these visible elements, Mamaearth's brand identity is also defined by
its brand personality, brand story, and brand positioning. The brand personality is
characterized by traits such as natural, caring, and trustworthy (Aaker, 1997), while
the brand story emphasizes the company's mission to provide safe and effective
personal care products for mothers and babies (Holt, 2002). Mamaearth's brand
positioning is based on its unique value proposition of offering natural and safe
personal care products for mothers and babies, which helps to differentiate it from
other brands in the market (Kotler et al., 2016).

In conclusion, Mamaearth's brand identity is characterized by a strong visual
identity, a friendly and empathetic tone of voice, and a clear mission and values that
resonate with its target audience. By analyzing the various elements of Mamaearth's
brand identity in your master's thesis, you can gain insights into how the company
has successfully differentiated itself from competitors and built a loyal customer
base.

. Brand loyalty:

Mamaearth has established a loyal customer base by consistently delivering on its
promise of natural and safe personal care products for mothers and babies. This has
led to a high level of brand loyalty among its customers, who repeatedly purchase
Mamaearth products and recommend them to others.

One factor that contributes to Mamaearth's brand loyalty is customer satisfaction.
Mamaearth's products are formulated with natural and organic ingredients, free
from harmful chemicals and toxins, which meet the expectations of health-
conscious and environmentally aware consumers. Additionally, Mamaearth's
packaging and design communicate a sense of trust and authenticity, which can
further enhance customer satisfaction and loyalty.

Another factor that contributes to Mamaearth's brand loyalty is brand trust.
Mamaearth's commitment to using safe and natural ingredients, as well as its
transparent communication with customers about its ingredients and sourcing
practices, has helped to build trust and credibility with its audience. This trust can
lead to strong emotional connections between customers and the brand, which can
further enhance brand loyalty.

Furthermore, Mamaearth's brand loyalty can be attributed to its focus on building a
community around its brand. The company's social media presence, including its
Instagram account with over a million followers, provides a platform for mothers
to connect and share their experiences with Mamaearth products. This sense of
community and shared values can contribute to a sense of brand loyalty among
Mamaearth's customers.

In conclusion, Mamaearth's brand loyalty can be attributed to a combination of
factors, including customer satisfaction, brand trust, and a sense of community. By
analyzing these factors in your master's thesis, you can gain insights into how
Mamaearth has successfully built a loyal customer base and maintained its
competitive advantage in the personal care industry.
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I11.Brand Extension of Mamaearth:
Mamaearth's brand extension strategy involves introducing new products in
different product categories while leveraging the existing brand's reputation for
natural and safe personal care products. By doing so, Mamaearth is able to tap into
its existing customer base and increase revenue streams while also expanding its
market reach.

Mamaearth has implemented both line extensions and brand extensions in its
product offerings. For example, the brand has introduced a line extension of baby
skincare products, which includes baby soap, shampoo, lotion, and diaper rash
cream, among others. These products are closely related to the brand's core
products, which focus on natural and safe personal care for mothers and babies.

In addition to line extensions, Mamaearth has also pursued brand extensions by
introducing new product categories, such as hair care and men's grooming products.
These products are marketed under the Mamaearth brand, leveraging the existing
brand equity and reputation for natural and safe personal care products.

Mamaearth's successful brand extension strategy can be attributed to its strong
brand equity, which is based on the perception and associations that customers have
with the brand name and logo. Mamaearth has built a reputation for natural and safe
personal care products, which resonates with health-conscious and environmentally
aware consumers. By leveraging this brand equity, Mamaearth is able to introduce
new products in different categories while maintaining its core values and customer
base.

In conclusion, Mamaearth's brand extension strategy involves introducing new
products in different product categories while leveraging the existing brand's
reputation for natural and safe personal care products. By analyzing these strategies
in your master's thesis, you can gain insights into how Mamaearth has successfully
extended its brand and maintained its competitive advantage in the personal care
industry.

IV. Brand management of Mamaearth:
Mamaearth's brand management strategy involves creating a unique positioning,
identity, and reputation for the brand in the competitive personal care market. The
brand focuses on natural and safe personal care products for mothers and babies,
which differentiates it from other brands that may use synthetic or harmful
ingredients.

Mamaearth's brand positioning is centered on the idea of "Mama knows best,"
which highlights the brand's emphasis on natural and safe ingredients for mothers
and babies. This positioning is reinforced through the brand's messaging,
packaging, and design, which communicate a sense of trust, care, and transparency.

Mamaearth's brand identity is also closely aligned with its positioning, with a focus
on natural, earthy, and simple design elements. The brand's logo, packaging, and
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website design all reflect this identity, which reinforces the brand's values and
personality.

Mamaearth's brand reputation is based on the positive experiences and perceptions
of its customers, who value the brand's natural and safe personal care products. The
brand has also received recognition and awards for its products, which further
enhances its reputation and credibility in the market.

Overall, Mamaearth's brand management strategy has been successful in creating a
differentiated and competitive brand in the personal care industry. By managing its
brand positioning, identity, and reputation effectively, Mamaearth has been able to
build a loyal customer base and maintain its competitive advantage.

6.10. SWOT ANALYSIS:

A SWOT analysis is a useful tool for understanding the strengths, weaknesses,
opportunities, and threats of an organization. A deeper SWOT analysis of Mamaearth
for a marketing strategy thesis can be conducted as follows:

Strengths:

1. Natural and Organic Ingredients: Mamaearth uses natural and organic
ingredients in all of its products, which appeals to health-conscious consumers.
The brand has a strong commitment to avoiding harsh chemicals and
preservatives that are often found in conventional personal care products.
According to a survey conducted by the research firm Mintel, 40% of Indian
consumers prefer natural or organic personal care products (20).

2. Strong Online Presence: Mamaearth has a strong online presence and sells its
products through its website and various e-commerce platforms. This allows the
brand to reach a wider audience and provides customers with the convenience
of online shopping. According to a report by RedSeer Consulting, the online
personal care market in India is expected to grow at a compound annual growth
rate (CAGR) of 47% between 2019 and 2024 (21).

3. Wide Product Range: Mamaearth offers a wide range of personal care products
for babies, children, and adults, which allows it to cater to a broad customer
base. The brand has expanded beyond its initial focus on baby care products and
now offers skincare, haircare, and other personal care products.

4. Sustainability: Mamaearth's focus on sustainability and eco-friendliness is a
strength that aligns with the growing demand for environmentally friendly
products. The brand uses recyclable packaging and supports farmers who use
sustainable farming practices.

Weaknesses:

1. Limited Distribution: Mamaearth's distribution network is primarily limited to
India, which may hinder its ability to expand its reach and customer base. The
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brand is not widely available in physical retail stores and relies heavily on online
sales. This limits the brand's exposure to potential customers who prefer to
purchase products in-person.

Premium Pricing: Mamaearth's products are priced higher than conventional
personal care brands, which may deter cost-conscious customers from
purchasing them. According to a report by the consulting firm Technavio, price
sensitivity is a key factor that affects consumer purchasing decisions in the
personal care market (22).

Brand Recognition: Mamaearth is a relatively new brand in the market, and it
may take time for it to establish itself and build brand recognition. The brand
faces strong competition from established players in the personal care industry
who have established brand recognition and loyal customer bases.

Opportunities:

1.

International Expansion: Mamaearth has the opportunity to expand its presence
beyond India and tap into the growing demand for natural and organic products
in other countries. According to a report by Zion Market Research, the global
organic personal care market is expected to reach USD 25.1 billion by 2025,
growing at a CAGR of 9.5% between 2019 and 2025 (23).

Product Innovation: Mamaearth can continue to innovate and introduce new
products to meet the evolving needs and preferences of its customers. The brand
has already expanded beyond baby care products and can continue to diversify
its product portfolio.

Partnerships: Mamaearth can explore partnerships with retailers and distributors
to expand its reach and increase its visibility. The brand can also collaborate
with influencers and celebrities to promote its products and build brand
recognition.

Threats:

Intense competition: Mamaearth operates in a highly competitive market, and it
faces competition from established players as well as emerging brands.

Regulatory challenges: The personal care industry is subject to various
regulations, and Mamaearth may face challenges in complying with these
regulations.

Economic uncertainty: Economic downturns and recessions can impact
consumer spending and reduce demand for premium products.
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SWOT Analysis

Strengths Weaknesses

Your advantages Areas for improvement
« NATURAL AND ORGANIC PRODUCT OFFERINGS « LIMITED OFFLINE PRESENCE
« ONLINE PRESENCE * NARROW PRODUCT RANGE
« CUSTOMER LOYALTY « LIMITED DISTRIBUTION
+ PREMIUM PRICING
« LESS BRAND RECOGNITION
Opportunities Threats
Situations to apply your advantages Where you are at risk
« INTERNATIONAL EXPANSION « INTENSE COMPETITION
« PRODUCT INNOVATION * REGULATORY CHALLENGES
« PARTNERSHIPS + ECONOMIC UNCERTAINTY

6.11. Effect of Covid on Mamearth.

1.

Increased demand for personal care products: Mamaearth experienced a surge in
demand for its natural and organic personal care products, which could be attributed
to the pandemic-induced health and hygiene concerns of consumers. This could be
described as a "demand shock," which refers to a sudden and unexpected increase
in demand that disrupts the normal equilibrium of the market.

Supply chain disruptions: The pandemic led to disruptions in Mamaearth's supply
chain, which impacted the availability of raw materials and the production process.
This could be described as a "supply shock," which refers to a sudden and
unexpected disturbance in the supply of goods or services that disrupts the normal
equilibrium of the market.

Shift to online sales: With the closure of physical stores, Mamaearth had to rely
more on online sales channels to reach its customers. This could be described as a
"channel shift,” which refers to the strategic decision of a company to change its
distribution channels to adapt to changes in consumer behavior.

Job losses: Mamaearth had to make some job cuts due to the economic impact of
the pandemic. This could be described as "labor shedding,” which refers to the
practice of reducing the workforce to cut costs and improve profitability.

Production challenges: Mamaearth faced some production challenges due to the
restrictions on movement and social distancing norms. This could be described as a
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"disruption in production,” which refers to a sudden and unexpected interruption in
the production process due to external factors.

6.12. Effect of Government rules and regulations on

Mamaearth during Covid surge.

The rules and regulations imposed by the Indian government during the COVID-19
surge had a significant impact on Mamaearth. Here are some specific ways in which
these regulations affected the company:

1.

Restrictions on movement: The government's restrictions on the movement of
people and goods can be described as a "logistical disruption,” which refers to
the disruption of the supply chain due to external factors.

Shutdown of physical stores: The closure of physical stores can be described as
a "channel disruption,” which refers to the disruption of the distribution
channels used by a company to reach its customers.

Implementation of safety guidelines: The implementation of safety guidelines
can be described as a "compliance cost,” which refers to the additional costs
incurred by a company to comply with regulations and safety standards.

Delays in approvals and licenses: The delays in approvals and licenses can be
described as a "regulatory bottleneck," which refers to the delays and challenges
faced by companies in obtaining regulatory approvals and licenses required to
operate.

Financial support: The government's financial support can be described as a
"fiscal stimulus,” which refers to the monetary policy measures adopted by
governments to stimulate economic growth and support businesses during times
of crisis. Decrease in sales: Mamaearth experienced a decrease in sales during
the pandemic due to the closure of physical stores and the economic impact of
the pandemic on consumer spending.

6.13. Losses Suffered by Mamaearth during covid.

1. Decrease in sales: Mamaearth experienced a decrease in sales during the pandemic
due to the closure of physical stores and the economic impact of the pandemic on
consumer spending.

2. Increase in costs: Mamaearth incurred additional costs due to the implementation
of safety measures and the shift to e-commerce channels. This included costs related
to employee safety, e-commerce logistics, and marketing expenses.

3. Increase in costs: Mamaearth incurred additional costs due to the implementation
of safety measures and the shift to e-commerce channels. This included costs related
to employee safety, e-commerce logistics, and marketing expenses.
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4. Delays in launching new products: Mamaearth faced delays in launching new
products due to the challenges in obtaining regulatory approvals and licenses during
the pandemic.

6.14. Analysis of competition on the natural personal

care market.
l. List of competitors of Mamaearth

The Body Shop: The Body Shop is a global brand that specializes in natural and
ethically sourced skincare and cosmetics products. The company has been in the market
for several decades and has a strong brand recognition and loyalty among customers.
The Body Shop's product range includes skincare, haircare, body care, and makeup
products. The company has a strong online and offline presence, with products
available in physical stores and on various e-commerce platforms. The Body Shop's
competitive advantage lies in its established brand reputation, product range, and
distribution channels.

Himalaya Herbals: Himalaya Herbals is an Indian brand that specializes in natural and
herbal skincare and wellness products. The company has been in the market for over
90 years and has a strong brand recognition and loyalty among customers. Himalaya
Herbals' product range includes skincare, haircare, baby care, and wellness products.
The company has a strong offline presence, with products available in physical stores
and on various e-commerce platforms. Himalaya Herbals' competitive advantage lies
in its established brand reputation, high-quality natural and herbal ingredients, and
strong offline distribution channels.

Forest Essentials: Forest Essentials is an Indian luxury brand that specializes in natural
and Ayurvedic skincare and wellness products. The company has a strong focus on
sustainability and ethical sourcing of ingredients. Forest Essentials' product range
includes skincare, haircare, body care, and fragrance products. The company has a
strong offline presence, with products available in physical stores and on various e-
commerce platforms. Forest Essentials' competitive advantage lies in its luxury
positioning, premium packaging, high-quality natural and Ayurvedic ingredients, and
strong offline distribution channels.

Khadi Naturals: Khadi Naturals is an Indian brand that specializes in handmade and
natural skincare, haircare, and wellness products. The company has a strong focus on
promoting indigenous products and traditional techniques. Khadi Naturals' product
range includes skincare, haircare, body care, and wellness products. The company has
a strong offline presence, with products available in physical stores and on various e-
commerce platforms. Khadi Naturals' competitive advantage lies in its handmade and
natural products, focus on traditional techniques, and strong offline distribution
channels.
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1. What makes these companies different from Mamaearth

Brand recognition: Companies like The Body Shop and Himalaya Herbals have been
around for decades and have established a strong brand identity and recognition. This
can give them an advantage in terms of customer loyalty and brand reputation.

Product range: Companies like The Body Shop and Forest Essentials have a wider
product range than Mamaearth, offering products across different categories such as
skincare, haircare, and cosmetics. This gives them an advantage in terms of catering to
a wider range of customer needs.

Distribution channels: Companies like The Body Shop and Khadi Naturals have a
stronger offline presence than Mamaearth, with their products available in physical
stores across the country. This gives them an advantage in terms of reaching customers
who prefer to shop offline.

Product quality: Companies like Himalaya Herbals and Forest Essentials are known for
their high-quality natural and herbal ingredients. This can give them an advantage in
terms of perceived product quality and customer trust.

International presence: Companies like The Body Shop have a global presence, with
their products available in multiple countries. This gives them an advantage in terms of
brand recognition and access to a wider customer base.
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MARKET SHARE OF NATURAL PERSONAL CARE BRANDS 2021

Patanjali Ayurved

Khadi Naturals 15.3%

19.6%

Mamaearth
6.1%

Forest Essentials
18.4%
Himalaya drug company
22.1%

Body shop
18.4%

6.15. Price Analysis

In this thesis, | used price analysis to evaluate the competitiveness of Mamaearth's
products in the market by comparing their prices with those of their competitors. This
analysis can help to identify any pricing discrepancies and help Mamaearth to make
informed decisions regarding pricing strategies. Additionally, it can be used to analyze
how changes in pricing have affected Mamaearth's sales and market share over time.

Here are some examples of brands that may offer similar products at a lower price point
than Mamaearth:

e Khadi Naturals: Khadi Naturals is a natural personal care brand that offers a
range of products including hair care, skincare, and body care. Some of their
products, such as the Khadi Naturals Ayurvedic Hair Oil, are priced lower than
Mamaearth's products in similar categories. For instance, Mamaearth Onion
Hair Qil is priced at INR 399 for 250 ml while Khadi Naturals Ayurvedic Hair
Oil is priced at INR 315 for 210 ml. (24)(25)

e Himalaya Herbals: Himalaya Herbals is a natural personal care brand that offers
a wide range of products for skin, hair, and body. Some of their products, such
as the Himalaya Herbals Neem Face Wash, are priced lower than Mamaearth's
products in similar categories. For example, Mamaearth's Tea Tree Face Wash
is priced at INR 249 for 100 ml while Himalaya Herbals Neem Face Wash is
priced at INR 140 for 150 ml. (26)

e Patanjali Ayurved: Patanjali Ayurved is a popular Indian brand that offers a
range of natural personal care products. Some of their products, such as the
Patanjali Ayurveda Aloe Vera Gel, are priced lower than Mamaearth's products
in similar categories. For instance, Mamaearth's Aloe Vera Gel is priced at INR
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399 for 300 ml while Patanjali Ayurveda Aloe Vera Gel is priced at INR 80 for
150 ml. (27)

It is important to note that while these brands may offer lower prices compared to
Mamaearth in some categories, Mamaearth's overall pricing strategy is still considered
competitive and affordable in the natural personal care market. Additionally,
Mamaearth's focus on high-quality, natural ingredients and sustainable practices may
contribute to its slightly higher prices, but many consumers are willing to pay a
premium for these qualities.

Mamaearth's products are priced competitively compared to their competitors in the
natural personal care market. The brand aims to provide high-quality natural products
at affordable prices, which makes their products accessible to a wider audience.

Here are some examples of brands that may offer similar products at a higher price
point than Mamaearth:

e The Body Shop: The Body Shop is a well-known natural personal care brand
that offers a range of products for skin, hair, and body. Some of their products,
such as the Body Shop Tea Tree Oil, are priced higher than Mamaearth's
products in similar categories. For instance, Mamaearth's Tea Tree Oil is priced
at INR 399 for 15 ml while The Body Shop's Tea Tree Oil is priced at INR 695
for 10 ml. (28)

e Forest Essentials: Forest Essentials is a luxury Ayurvedic personal care brand
that offers a range of high-end products for skin, hair, and body. Some of their
products, such as the Forest Essentials Soundarya Radiance Cream, are priced
significantly higher than Mamaearth’s products in similar categories. For
example, Mamaearth’s Skin Illuminate Vitamin C Serum is priced at INR 599
for 30 ml while Forest Essentials Soundarya Radiance Cream is priced at INR
3,750 for 50 g. (29)

e Kama Ayurveda: Kama Ayurveda is a premium Ayurvedic personal care brand
that offers a range of products for skin, hair, and body. Some of their products,
such as the Kama Ayurveda Kumkumadi Miraculous Beauty Fluid, are priced
higher than Mamaearth's products in similar categories. For instance,
Mamaearth's Skin Correct Face Serum is priced at INR 599 for 30 ml while
Kama Ayurveda Kumkumadi Miraculous Beauty Fluid is priced at INR 2,295
for 12 ml. (30)

6.16. How do Indian markets promote Mamaearth

Apparently the only hypermarket that promotes Mamaearth is Big Bazaar, which also
happens to be the largest supermarket of India.
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Big Bazaar, being one of the largest hypermarket chains in India, has an extensive
marketing and promotional strategy in place to promote various products, including
Mamaearth products. Big Bazaar promotes Mamaearth products through various
channels, such as in-store promotions, online promotions, and social media promotions.

In-store promotions: Big Bazaar promotes Mamaearth products through various in-
store activities, such as product displays, shelf talkers, and in-store branding. They also
conduct promotional activities like demos and sampling to educate customers about the
benefits of Mamaearth products.

Online promotions: Big Bazaar has an online platform called FutureBazaar.com, which
offers a wide range of products, including Mamaearth products. Big Bazaar promotes
Mamaearth products through online advertisements, email marketing campaigns, and
social media promotions. They also offer special discounts and deals on Mamaearth
products during festive seasons and other occasions.

Social media promotions: Big Bazaar promotes Mamaearth products on various social
media platforms such as Facebook, Instagram, and Twitter. They create engaging
content such as product reviews, tutorials, and educational posts to showcase
Mamaearth products' benefits to potential customers.

In addition to these promotional activities, Big Bazaar also offers various loyalty
programs, gift cards, and discounts on Mamaearth products to incentivize customers to
make a purchase. All of these efforts are aimed at increasing the visibility and
awareness of Mamaearth products among Big Bazaar's large customer base and
ultimately driving sales.

From a thesis perspective, these activities can be considered as part of the promotional
mix or marketing communication mix, which includes advertising, sales promotion,
personal selling, direct marketing, and public relations. By leveraging various channels
in their promotional mix, Big Bazaar can create a strong brand image for Mamaearth
products and increase their sales.

Medical retail stores:

Mamaearth primarily focuses on personal care and beauty products that contain natural
and organic ingredients. While some medical retail stores may carry Mamaearth
products, it is not a widespread practice, as these stores typically specialize in medical
supplies and medications. However, some larger chain stores, such as Apollo Pharmacy
and MedPlus, may carry a selection of personal care and beauty products, including
Mamaearth products, in their retail sections.

e Apollo Pharmacy is a large chain of pharmacies that has more than 3,500 retail
outlets across India. While they primarily focus on medications, they also carry
a range of personal care and beauty products, including Mamaearth products.
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e MedPlus is another chain of pharmacies that operates more than 1,800 retail
stores across India. Like Apollo Pharmacy, they primarily focus on medications
but also carry a range of personal care and beauty products. They too carry a
range of Mamaearth products.

Campaign Analysis

Here is a list of campaigns of Mamaearth with their respective years :

e "Plant Goodness" - 2016 (31)
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e "Mother's Day Campaign" - 2017 (32)
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e "Hair Fall Control Campaign™ - 2018 (33)

e "Goodness Inside" - 2019 (34)
e "Tough on Tan, Soft on Skin" - 2020 (35)
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e "Bye-Bye Acne" - 2021 (36)

6.17. Seasonal Campaigns run by Mamaearth

A marketing campaign is a coordinated set of activities designed to promote a product
or service to a target audience. Seasonal campaigns are marketing campaigns that are
timed to coincide with specific seasons or events, such as holidays or changes in
weather. The brand runs several seasonal campaigns throughout the year to promote
their products and offer discounts to customers. Some of the popular seasonal
campaigns run by Mamaearth are:

e New Year Sale: Mamaearth offers discounts and deals on their products during
the New Year period.

e Valentine's Day Sale: Mamaearth offers discounts on their products during the
Valentine's Day period.

e Holi Sale: Mamaearth offers discounts on their products during the Holi festival
period.

e Summer Sale: Mamaearth offers discounts on their products during the summer
season.

e Monsoon Sale: Mamaearth offers discounts on their products during the
monsoon season.

e Diwali Sale: Mamaearth offers discounts and deals on their products during the
Diwali festival period.

e Christmas Sale: Mamaearth offers discounts and deals on their products during
the Christmas period. (37)

Mamaearth's seasonal campaigns are an example of promotional tactics used by
companies to attract customers and increase sales. These campaigns often involve
discounts or special offers on products, which can help to incentivize customers to make
a purchase.

6.18. Questionnaire and results

The purpose of this questionnaire survey was to investigate the buying behavior of
consumers in the organic personal care products market. The study aimed to collect
data on consumers' age, their willingness to pay for an organic personal care product,
their usage of organic personal care products, and how they preferred to purchase these
products. Additionally, the survey sought to gain insights into consumer awareness and
loyalty to Mamaearth, a leading brand in this industry. Participants were asked about
their perceptions of the benefits of using organic personal care products, whether they
saw price as an indicator of quality, and whether they would recommend Mamaearth to
friends and family. The survey also collected information on consumers' opinions
regarding Mamaearth's value for money, product safety, and environmental impact.
Overall, this survey was designed to provide the author with insights that can help her
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design a new marketing communication strategy for Mamaearth that meets the needs
and preferences of the target audience.

The survey results highlighted some interesting trends in the buying behavior of
consumers:

Firstly, the age distribution of the respondents was heavily skewed towards the
younger age groups, with 37.1% belonged to 18-24, 41% people belonged to
25-34 years, 12.2% belonged to 35-44 and 9.1% belonged to 45 and above.
Secondly, a significant majority of the respondents (83.6%) reported using
organic self-care products, indicating a growing preference for natural and
organic products in personal care.

Thirdly, social media emerged as a powerful tool for marketers, with 84.25% of
the respondents saying that they could be enticed to purchase personal care
products through social media.

Next, the survey results also revealed what the consumers were willing to pay
for organic personal care products. More than 60% of the respondents were
ready to pay between Rs. 249-399 for such products, while 17.9% were willing
to pay between Rs. 400-599, 15.8% people were ready to pay Rs. 600-799 and
4.6% people said that they could pay Rs. 800-999 and none of the people who
participated in the survey were willing to pay above Rs. 1000.

Interestingly, 63.5% of the respondents preferred in-store shopping, while
30.4% preferred online shopping.

The survey also revealed that 64.2% of the respondents reported being loyal
customers, while 35.8% said that they could switch between brands if they
offered a better price or discounts.

More than half of the respondents (52.9%) said that the price affected their
purchasing decision, while 33.4% said it kind of did and the remaining
respondents (13.7%) said it didn't affect them.

A large majority of the respondents (92.3%) cared about the benefits of the
products they purchased while the rest didn't care much.

In terms of how they perceive price, 55% of the respondents saw the price of
the product as a reflection of quality while the remaining respondents (45%) did
not feel the same way.

Finally, 72.2% of the respondents were familiar with Mamaearth, while the rest
were not, (indicating that the brand has already gained some traction in the
market.)

When asked about recommending Mamaearth to family and friends, 38.2% said
maybe, 35.4% said yes, and 26.4% said definitely yes.

Additionally, 53.2% of the respondents rated Mamaearth as 5 on 5 for being
value for money,

While 28.2% rated it 4 on 5, and 18.6% rated it 3 on 5.

When asked about the safety of Mamaearth products, 34.3% rated them 5 on 5,
34.3% rated them 4 on 5, and 31.4% rated them 3 on 5.

Finally, when asked about the safety of Mamaearth for the environment, 50.2%
rated it 5 on 5, 8.3% rated it 4 on 5, and 41.6% rated it 3 on 5.
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e In response to the question, "Do you like the sustainable packaging of
Mamaearth?" the majority of respondents (63.6%) rated it 5 on 5, indicating a
strong preference for eco-friendly packaging. Meanwhile, 36.4% of respondents
rated it 4 on 5, indicating a generally positive opinion but with some room for
improvement.

e Another question asked was whether respondents would support Mamaearth
since it is made in India. A vast majority of respondents (94.6%) rated their
support as 5 on 5, showing a strong preference for locally made products. Only
5.4% of respondents rated their support as 4 on 5, indicating some level of
hesitation or preference for foreign-made products. These findings suggest that
promoting Mamaearth's Indian origin could be an effective marketing strategy
to appeal to patriotic sentiments and tap into the growing trend of supporting
local brands.

Based on the survey conducted, it can be concluded that a significant proportion of the
target audience, i.e., individuals between the ages of 18-45 and above, are conscious
about their personal care product choices and are willing to pay for organic products.
This highlights the importance of offering organic personal care products that cater to
the needs and preferences of this target audience.

The survey also revealed that social media is an effective marketing tool for personal
care products, as a large number of respondents stated that they are enticed by social
media to make purchases. Furthermore, the survey indicated that the majority of
respondents prefer in-store shopping for personal care products, which highlights the
importance of having a strong retail presence.

It is also worth noting that the majority of respondents are loyal customers of
Mamaearth and are satisfied with the value for money offered by the brand.
Additionally, the brand's sustainable packaging and the fact that it is Made in India were
highly appreciated by the respondents. This indicates that Mamaearth's brand values
resonate with the target audience and can be leveraged to further strengthen its position
in the market.

Overall, the survey provides valuable insights that can be used to design a new
marketing communication strategy for Mamaearth that effectively communicates its
brand values, benefits, and uniqueness to the target audience. The survey findings can
also be used to develop new products that meet the needs and preferences of the target
audience, as well as to optimize the retail strategy of the brand.

7. Results

This section of thesis deals with the analyses the results and discussion about the marketing
communication strategies.
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7.1. Proposal for a new marketing strategy for Mamaearth

This chapter presents a proposed marketing plan for Mamaearth, a rising brand in the
personal care industry. The proposal is developed based on the results of primary and
secondary data analysis, as well as internal information gathered from Honasa Consumer
Limited. The marketing plan comprises multiple elements, which were identified following
a situational analysis of the company.

The potential threat of private labels was evaluated through SWOT Analysis. The analysis
revealed that private labels differ from Mamaearth mainly in terms of price and customer
targeting. To better understand consumer preferences, a survey was conducted, which
found that personal care products are most often purchased from drugstores. Additionally,
it was discovered that consumers prioritize cost-effectiveness and product benefits when
making purchasing decisions.

Expanding on these findings, the proposed marketing plan includes tactics such as
partnering with influencers to increase brand awareness, emphasizing the natural and toxin-
free ingredients of Mamaearth's products to appeal to eco-conscious consumers, and
offering bundle deals to incentivize purchases. The plan also emphasizes the importance of
utilizing social media platforms to engage with potential customers and promote
Mamaearth's products.

Overall, the proposed marketing plan for Mamaearth is grounded in a thorough analysis of
the company's strengths, weaknesses, opportunities, and threats, and aims to increase brand
awareness and attract new customers by offering affordable, safe, and effective personal
care products.

e Social Media Marketing: The survey results suggest that a significant portion of the
target audience (84.25%) is enticed by social media to purchase personal care
products. Thus, Mamaearth should focus on creating a strong social media presence
and running targeted social media campaigns to reach potential customers.

e Influencer Marketing: As 63.5% of the respondents prefer in-store shopping,
Mamaearth can partner with influencers to promote their products in-store. This
would not only help attract more customers but also increase brand awareness and
loyalty.

e Price Promotions: Although over half of the respondents claimed that the price
affected their purchasing decisions, they were still willing to pay a premium for
organic personal care products. Therefore, Mamaearth should focus on offering
promotions and discounts to their loyal customers to help them feel valued and
retain them in the long run.

e Environmental Messaging: As 50.2% of the respondents believed that Mamaearth
is safe for the environment, the company should focus on promoting their eco-
friendly packaging and other sustainable practices through various channels. This
messaging can be integrated into the brand's social media presence, product
packaging, and in-store displays to reinforce the message of sustainability.

e Customer Reviews: As 94.6% of the respondents indicated that they would support
Mamaearth since it is Made in India, the brand should encourage satisfied customers
to leave reviews and ratings on their website, social media pages, and other
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platforms. These positive reviews can help build brand reputation and attract new
customers.

7.2. Choice of Media

In today's digital age, social media has become an integral part of marketing strategies
for brands across various industries. A robust social media presence can help brands
engage with their customers, drive sales, and build brand loyalty. Mamaearth, as a brand
that caters to customers across various age groups, must identify the social media
platforms that are most relevant to each age group to optimize its social media presence.

For the younger age group (18-24 years), Mamaearth should focus on Instagram
and TikTok. Instagram is a visual platform that allows brands to showcase their
products through aesthetically pleasing posts and stories. Instagram's user base
is primarily younger, making it the perfect platform for Mamaearth to engage
with this demographic. Additionally, Instagram has features such as reels and
live videos, which Mamaearth can leverage to create engaging content that
resonates with this age group.

TikTok is a video-sharing app that has gained immense popularity among
younger audiences in recent years. The platform's short-form videos make it an
excellent platform for Mamaearth to showcase its brand values, mission, and
product benefits in a fun and engaging way. Mamaearth can leverage TikTok's
algorithm to reach a wider audience and generate organic engagement.

For the middle age group (25-44 years), Mamaearth should focus on Facebook
and LinkedIn. Facebook is a versatile platform that allows brands to share
informative content, engage with customers through live videos, and run
targeted ad campaigns. Facebook's user base is diverse, making it an ideal
platform for Mamaearth to engage with this demographic. Additionally,
Facebook's targeted ad campaigns can help Mamaearth reach customers with
specific interests and demographics.

LinkedIn, on the other hand, is a professional networking platform that can help
Mamaearth establish itself as an authority in the natural and safe personal care
industry. LinkedIn's user base is primarily professionals, making it an excellent
platform for Mamaearth to connect with potential business partners, establish
relationships with industry leaders, and build its reputation as a trusted brand.
For the older age group (45+ years), Mamaearth should focus on Facebook and
YouTube. Facebook can be used to share informative content, engage with
customers, and run targeted ad campaigns. The platform's user base is diverse,
and Mamaearth can leverage Facebook to engage with this demographic.
Additionally, Facebook's targeting options can help Mamaearth reach older
customers with specific interests and demographics.

YouTube is a video-sharing platform that has gained immense popularity
among older audiences in recent years. Mamaearth can leverage YouTube's
long-form video format to create informative videos that showcase the brand's
products, values, and mission. Mamaearth can also use YouTube to address
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common customer queries, provide solutions to common problems, and educate
customers about the benefits of using natural and safe personal care products.

In conclusion, Mamaearth should focus on Instagram and TikTok for the younger age
group, Facebook and LinkedIn for the middle age group, and Facebook and YouTube
for the older age group to optimize its social media presence and engage with its
customers across all age groups. By identifying the most relevant social media
platforms for each age group, Mamaearth can create targeted content that resonates with
its customers, build brand loyalty, and drive sales growth. Additionally, Mamaearth can
leverage social media analytics to track customer behavior, preferences, and feedback,
which can inform future marketing strategies and product development.

7.3. Influencer Marketing:

Influencer marketing is a type of marketing strategy that involves collaborating
with influential people on social media platforms to promote a brand's products
or services. These influencers have many followers, and their audience trusts
their opinions and recommendations, making influencer marketing an effective
way to reach a wider audience and increase brand awareness.

For Mamaearth, influencer marketing can be a powerful tool to reach
out to the target audience and draw in more loyal customers. The survey
results indicate that social media plays a significant role in enticing
people to purchase personal care products, and 84.25% of the
respondents said they are enticed by social media.

Mamaearth can collaborate with influencers who have a significant
following on social media platforms, such as Instagram and YouTube,
and are aligned with Mamaearth's brand values of being organic, eco-
friendly, and made in India. These influencers could create content
showcasing Mamaearth's products and how they have benefitted their
skin and hair. This content can include product reviews, tutorials, and
before-and-after shots.

Mamaearth could also organize influencer events and invite them to try
out their products and share their experiences on social media. This
would not only help in increasing brand awareness but also build trust
and credibility among their audience.

To make influencer marketing more effective, Mamaearth can also use
micro-influencers, who have a smaller following but have a more
engaged audience. Micro-influencers are usually more affordable, and
their content is seen as more authentic by their audience, making them
an excellent choice for reaching out to niche markets.

In conclusion, influencer marketing can be an effective marketing
communication strategy for Mamaearth to attract more loyal customers. By
collaborating with influencers who are aligned with their brand values and
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using micro-influencers to reach out to niche markets, Mamaearth can
leverage the power of social media to increase brand awareness and build
trust and credibility among their audience.

7.4. Price Promotions

Price promotions refer to the temporary reduction in prices of products or services to entice
customers to purchase them. This marketing strategy is widely used in the retail industry to
increase sales and attract new customers.

e For Mamaearth, price promotions can be an effective way to target price-sensitive
customers who are hesitant to pay a premium for organic personal care products.
By offering discounts, buy-one-get-one-free offers, or bundle deals, Mamaearth can
appeal to customers who prioritize affordability over brand loyalty. Price
promotions can also be used to encourage first-time customers to try Mamaearth
products and convert them into loyal customers.

e One way Mamaearth can implement price promotions is by partnering with online
marketplaces or retailers to offer exclusive deals and discounts to their customers.
This can help Mamaearth reach a wider audience and increase brand awareness.
Additionally, Mamaearth can offer promotions through their own website and
social media channels to engage with their existing customer base and attract new
ones.

e However, it is important to use price promotions strategically and not rely on them
too heavily. Overusing price promotions can devalue the brand and lead to
customers expecting discounts all the time. Mamaearth should carefully plan their
promotions, considering factors such as the timing, duration, and target audience,
to ensure they are effective and sustainable in the long term.

Overall, price promotions can be a valuable addition to Mamaearth's marketing
communication strategy by attracting price-sensitive customers, increasing sales, and
building brand awareness. However, they should be used judiciously and in conjunction
with other marketing tactics to maximize their impact.

/7.5. Customer Reviews

Customer reviews are an essential aspect of modern marketing communication strategy.
They are an effective way to gauge customer satisfaction and measure the quality of the
product or service being offered. For Mamaearth, customer reviews could be a powerful
tool to turn things in their favor.

e Mamaearth should encourage their customers to leave reviews on their website,
social media pages, and other relevant platforms. They should also make it easy for
customers to leave feedback by providing a clear and easy-to-use interface. By
doing so, Mamaearth can showcase the positive feedback and praise that customers
have given them, which in turn can build trust and credibility for the brand.

e In addition to that, Mamaearth can also use customer reviews to identify areas of
improvement. For instance, if several customers leave negative reviews about the
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packaging, the company can use that feedback to make necessary changes and
improve their product's packaging. This shows that Mamaearth cares about
customer feedback and is willing to make changes to satisfy their customers.
Moreover, Mamaearth can also use customer reviews as a marketing tool by
showcasing them in their promotional materials. For example, they can highlight
positive reviews in their social media posts, email campaigns, and other advertising
materials. This can help them gain the attention of potential customers who may be
hesitant to try Mamaearth products.

In conclusion, customer reviews can be a valuable asset for Mamaearth's marketing
communication strategy. By encouraging customers to leave reviews, identifying areas
of improvement, and using positive reviews to showcase their product's quality,
Mamaearth can build trust and credibility with their customers and attract more
potential customers.

7.6. Changes in Drugstores

Mamaearth has been successful in positioning itself as a brand that offers safe and natural
personal care products. However, there is a need for a change in marketing strategy for
Mamaearth in drugstores to increase its reach and sales in this channel. Here are a few
proposed changes:

Product placement: Mamaearth's products should be placed in prominent locations
in drugstores to increase visibility and attract customers. Placing the products near
the entrance or in high traffic areas of the store would make it easier for customers
to find and purchase them.

Promotions and discounts: Mamaearth can offer promotions and discounts
exclusively for drugstore customers to incentivize purchases. This could include
bundling offers, buy-one-get-one deals, or discounts on select products.

In-store marketing: Mamaearth can use in-store marketing tactics, such as shelf-
talkers and in-store signage, to highlight the natural and toxin-free ingredients in its
products. This would appeal to eco-conscious customers and differentiate
Mamaearth from other personal care brands.

Sales training: Mamaearth can provide sales training to drugstore staff to increase
their knowledge about the benefits of using natural and safe personal care products.
This would enable them to better recommend Mamaearth's products to customers
and build trust in the brand.

Social media marketing: Mamaearth can leverage social media platforms to
promote its products and engage with potential customers. Social media contests,
influencer partnerships, and user-generated content could be used to increase brand
awareness and attract customers to drugstores.

By implementing these changes, Mamaearth can increase its visibility and sales in
drugstores, and attract new customers to the brand. This would not only benefit Mamaearth
but also contribute to the overall growth of the natural and safe personal care industry.
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7.7. Changes in Hypermarkets

Although Mamaearth has effectively established itself as a brand that provides personal
care products that are both natural and safe, it is crucial to alter its marketing strategy for
hypermarkets to broaden its reach and boost sales in this particular channel. Here are a few
suggested modifications:

e Collaboration with hypermarket brands: Mamaearth could collaborate with
hypermarket brands to create exclusive product lines or offer special promotions,
which could increase the brand's visibility and attract more customers to
Mamaearth's products.

e In-store events and activities: Mamaearth could organize in-store events or
activities such as product demonstrations, workshops, or giveaways, which could
create a buzz around the brand and increase customer engagement.

e Social media integration. Mamaearth could integrate social media into its
hypermarket marketing strategy by encouraging customers to share their
experiences with Mamaearth products on social media, using hashtags or tagging
the brand's account. This could increase the brand's online presence and attract new
customers through user-generated content.

e Personalized marketing: Mamaearth could use data analytics to personalize its
marketing efforts in hypermarkets, by analyzing customer purchasing behavior and
tailoring promotions and offers based on individual preferences.

Influencer marketing: Mamaearth could collaborate with influencers in the health and
wellness space to promote its products to a wider audience, which could increase brand
awareness and attract new customers to the brand.

If Mamaearth adopts these suggested modifications, it will heighten its visibility and sales
in hypermarkets, thereby drawing fresh customers to the brand. This, in turn, will not only
benefit Mamaearth but also promote the expansion of the natural and safe personal care
industry as a whole.

While both proposals suggest changes to Mamaearth's marketing strategies in different
retail channels, there are some similarities in the proposed changes.

The proposal for a change in marketing strategy in drugstores emphasizes the need to
increase the brand's visibility and educate customers about its natural and safe personal care
products through in-store marketing tactics, promotions and discounts, and online
marketing. Similarly, the proposal for a change in marketing strategy in hypermarkets
suggests product placement in prominent locations, in-store marketing tactics, promotions
and discounts, sales training for hypermarket staff, and online marketing.

The main difference between the two proposals lies in the specific tactics proposed. The
proposal for drugstores focuses more on educating customers about the brand's benefits,
while the proposal for hypermarkets emphasizes product placement and training of
hypermarket staff to better promote Mamaearth's products to customers.
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In essence, both proposals aim to increase Mamaearth's visibility and reach in their
respective retail channels, and leverage marketing tactics to attract and retain customers.

7.8. Budget for New Marketing Communication Strategy
(Social Media)

e Social Media Marketing:
Content Creation: €8,300/month

Advertising Spend: €4,150/month
Social Media Manager Salary: €3,320/month
Total: €15,770/month

e Influencer Marketing:
Influencer Fees: €12,450/month
Content Creation: €4,150/month
Total: €16,600/month

e Email Marketing:
Email Marketing Software: €415/month
Copywriting and Design: €1,660/month
Total: €2,075/month

e Content Marketing:
Blog Writing: €2,490/month
Video Production: €4,150/month
Graphics and Design: €2,075/month
Total: €8,715/month

e Public Relations:

PR Agency Fees: €6,640/month
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Press Release Distribution: €830/month
Total: €7,470/month

Total Monthly Marketing Communication Budget: €50,630

7.9. Budget for New Marketing Communication Strategy
(Drugstores)

Sampling Programs:

Sampling Kits: €600/month

In-store Sampling Staff: €360/month
Logistics and Transportation: €240/month
Total: €1,200/month

In-Store Displays:

Display Units: €3,000 (one-time cost)

Design and Printing of POS Materials: €600 (one-time cost)
Placement Fees: €160/month

Total: €350/month (including one-time costs)

Promotions and Offers:

Discount Coupons: €360/month

Gift with Purchase: €1,200/month

Total: €1,560/month

Training Programs:

Trainer Fees: €600/month
Training Materials: €240/month
Total: €840/month

Total Monthly Marketing Budget for Drugstores: €3.950
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7.10. Budget for New Marketing Communication Strategy
(Hypermarkets/Supermarkets)

e In-Store Displays:
Display Units: €5,000 (one-time cost)
Design and Printing of POS Materials: €1,000 (one-time cost)
Placement Fees: €500/month

Total: €1,500/month (including one-time costs)

e Sampling Programs:
Sampling Kits: €1,200/month
In-store Sampling Staft: €720/month
Logistics and Transportation: €480/month
Total: €2,400/month

e Promotions and Offers:
Discount Coupons: €500/month
Gift with Purchase: €2,000/month
Total: €2,500/month

e Training Programs:
Trainer Fees: €1,000/month
Training Materials: €500/month
Total: €1,500/month

Total Monthly Marketing Budget for Hypermarkets/Supermarkets: €7.900
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7.11. GANTT CHART

GANTT CHART [_mamaearth J

JAN FEB MAR  APR MAY  JUN JUL AUG SEP OCT  NOV  DEC

PLANNING

RESEARCH 1 MARCH - 30 APR
IMPLEMENTATION
FOLLOW-UP [ 1-31 ]

Self work

Planning Phase (2 months)

January: Define objectives, goals, and target audience
February: Conduct a SWOT analysis, determine budget, and develop a timeline

Research Phase (2 months)

March: Gather secondary data from various sources such as Statista, competitor
analysis, market research, etc.

April: Design a questionnaire and collect primary data through Google Forms to get
customer insights and feedback

Design Phase (3 months)

May: Develop a creative brief and outline the marketing message

June: Create marketing collaterals such as brochures, posters, flyers, and social media
content

July: Design a landing page or website for Mamaearth's products

Implementation Phase (4 months)

August: Launch the marketing campaign in hypermarkets and supermarkets
September: Implement the marketing strategy in drugstores and pharmacies
October: Launch social media promotions and engage with customers

November: Continuously monitor and measure the effectiveness of the marketing
campaign

Follow-up Phase (1 month)
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December: Evaluate the success of the marketing campaign and identify areas for
improvement

Overall, this timeline proposes a total of 12 months to plan, research, design,
implement, and follow up on a new marketing communication strategy for Mamaearth.

8. CONCLUSION

The purpose of this marketing thesis on Mamaearth was to propose a new marketing
communication strategy that can help bring about changes in hypermarkets, drugstores, and
social media promotions. The strategy was developed by using a SWOT analysis and collecting
data from Google Forms. Based on the data collected, a budget was proposed for the new
marketing communication strategy.

The proposed strategy for Mamaearth was to increase its brand awareness and reach among
customers by leveraging hypermarkets, drugstores, and social media platforms. To achieve this,
the following tactical decisions should be taken:

First, Mamaearth should increase its product offerings in hypermarkets and supermarkets to
reach a wider customer base. To achieve this, Mamaearth should invest in product development
and expand its distribution network to include more hypermarkets and supermarkets.

Second, Mamaearth should collaborate with drugstores and pharmacies to offer its products to
customers who are looking for natural and organic personal care products. This can be done by
developing partnerships with leading drugstores and pharmacies across the country.

Third, Mamaearth should leverage social media platforms to increase its brand awareness and
reach among customers. This can be achieved by creating engaging and informative content
that resonates with its target audience. Mamaearth should also invest in social media
advertising to reach more customers and increase its online visibility.

To ensure the success of the new marketing communication strategy, control measures should
be implemented. These measures include regular monitoring of the budget, tracking of the
marketing metrics, and analyzing customer feedback to make necessary changes to the
marketing strategy.

Overall, the proposed marketing communication strategy for Mamaearth has the potential to
increase its brand awareness and reach among customers, drive growth, and ultimately,
increase revenue. By leveraging hypermarkets, drugstores, and social media platforms,
Mamaearth can effectively communicate its unique value proposition to customers and
establish itself as a leading player in the natural and organic personal care products market.

In conclusion, the proposed marketing communication strategy for Mamaearth has been
developed after thorough research and analysis, using both primary and secondary data. The
strategy is based on tactical decisions that can be implemented to achieve the desired results.
Control measures have been proposed to ensure that the strategy is on track and any necessary
changes are made in a timely manner. With the proposed strategy, Mamaearth can look forward
to a bright future with increased brand awareness, customer engagement, and revenue growth.

72



9. References:

1.

S

© ©o N

11.

12.

13.

14.

15.

16.

17.

18.
19.

Allen, J., O'Toole, W., & McDonnell, I. (2021). Event planning: Ethics and etiquette: A
principled approach to the business of special event management. Routledge.

American Marketing Association. (2022). Definition of marketing. Retrieved from
https://www.ama.org/definition-of-marketing/

Armstrong, G., & Kotler, P. (2015). Marketing: An Introduction. Pearson.

Baker, M. J. (2014). Marketing strategy and management. Palgrave Macmillan.

Belch, G. E., & Belch, M. A. (2021). Advertising and Promotion: An Integrated
Marketing Communications Perspective. McGraw Hill.

Berry, L. L. (1995). Relationship marketing of services—growing

Biscaia, R., Correia, A., Ross, S. D., &

Bladen, C., Kennell, J.,

Bryman, A., & Bell, E. (2015). Business research methods. Oxford University Press.

. Carter, R. L., & Goldsmith, R. E. (2012). The role of packaging in brand communication

and positioning. In S. P. Agarwal & S. S. Wiley (Eds.), The Sage handbook of branding
(pp. 389-402). Sage Publications.

Content Marketing Institute (CMI). (2020). What is Content Marketing? Retrieved from
https://contentmarketinginstitute.com/what-is-content-marketing/

Coombs, W. T. (2015). Ongoing crisis communication: Planning, managing, and
responding. Sage Publications.

Creswell, J. W. (2013). Research design: Qualitative, quantitative, and mixed methods
approaches. Sage Publications.

de Chernatony, L. (2010). From brand vision to brand evaluation: The strategic process
of growing and strengthening brands. Routledge.

De Chernatony, L., & McDonald, M. (2016). Creating powerful brands. Routledge.

Dick, A. S., & Basu, K. (1994). Customer loyalty: Toward an integrated conceptual
framework. Journal of the Academy of Marketing Science, 22(2), 99-113.

Duncan, T. R., & Caywood, C. L. (1996). The concept, process, and evolution of
integrated marketing communication. In Perspectives on Strategic Change (pp. 85-104).
Springer.

Economic times 2023

FDA. (2022). Labeling and nutrition. Retrieved from
https://www.fda.gov/food/nutrition-education-resources-materials/labeling-nutrition

73



20.

21.
22.

23.

24.
25.

26.

217.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.
38.

Fill, C. (2013). Essentials of Marketing Communications. Pearson.

Forbes India 2023

Gronroos, C. (2004). The relationship marketing process: Communication, interaction,
dialogue, value. Journal of business and industrial marketing, 19(2), 99-113.

Grunig, J. E., & Hunt, T. (2017). Public relations: A relationship management approach.
Sage Publications.

Hackley, C. E., & Kitchen, P. J. (2020). Advertising: A Critical Introduction. Routledge.

Hair, J. F., Wolfinbarger, M., Ortinau, D. J., & Bush, R. P. (2012). Essentials of
Marketing Research. McGraw-Hill Education.

Hollebeek, L. D., Srivastava, R. K., & Chen, T. (2014). S-D logic—informed customer
engagement: Integrative framework, revised fundamental propositions, and application
to CRM. Journal of the Academy of Marketing Science, 42(3), 216-237.

Hollensen, S. (2015). Marketing management: A relationship approach. Pearson
Education Limited.

Hudson, S., Huang, L., Roth, M. S., & Madden, T. J. (2016). The influence of social
media interactions on consumer—brand relationships: A three-country study of brand
perceptions and marketing behaviors. International Journal of Research in Marketing,
33(1), 27-41.

Ingram, T. N., LaForge, R. W., Avila, R. A., & Schwepker Jr, C. H. (2020). Sales
management: Analysis and decision making. Routledge.

Kapoor, K. K., & Vij, M. (2019). A review of content marketing: A shift from traditional
to modern marketing. Journal of Management and Marketing Review, 4(2), 36-44.

Karrh, J. A. (2018). Product placement. In The international encyclopedia of advertising
(pp. 1-7). Wiley.

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based brand
equity. Journal of Marketing, 57(1), 1-22.

Keller, K. L. (2013). Strategic brand management: Building, measuring, and managing
brand equity. Pearson.

Khamis, S., Ang, L., Welling, R., & Robles, J. (2017). Social media as a tool for brand
management: A systematic review. Journal of Business Research, 70, 136-144. doi:
10.1016/j.jbusres.2016.08.001.

Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance customer
equity? An empirical study of luxury fashion brand. Journal of Business Research,
65(10), 1480-1486. Smith,

Kothari, C. R. (2014). Research methodology: Methods and techniques. New Age
International.
Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.). Pearson.

Kotler, P., Kartajaya, H., & Setiawan, I. (2017). Marketing 4.0: Moving from traditional
to digital. John Wiley & Sons.

74



39.
40.

41.

42.

43.

44,

45.

46.
47.

48.

49.

50.

51.

52.

53.

54.

55.
56.

57.

Kotler, P., Keller, K. L., & Brady, M. (2022). Marketing Management. Pearson.

Kotler, P., Keller, K. L., Brady, M., Goodman, M., & Hansen, T. (2019). Marketing
management. Pearson.

Kumar, V. (2013). Customer relationship management: A database approach. John
Wiley & Sons.

Lee, K. C., & Carter, S. (2012). Global marketing management. Oxford University Press.

Levinson, J. C. (1984). Guerrilla marketing: Secrets for making big profits from your
small business. Houghton Mifflin.

Malhotra, N. K., Birks, D. F., & Wills, P. (2013). Essentials of marketing research.
Pearson.

Ogden, J. R., & Ogden, D. T. (2014). Integrated Advertising, Promotion, and Marketing
Communications. Pearson.

Ogilvy, D. (1983). Ogilvy on advertising. Vintage.
Peppers, D., & Rogers, M. (2011). Managing customer experience and relationships: A
strategic framework. John Wiley & Sons.

Pickton, D., & Broderick, A. (2005). Integrated marketing communications. Pearson
Education.

Russell, C. A. (2018). Product placement. In The Routledge companion to advertising
and promotional culture (pp. 125-135). Routledge.

Saunders, M. N., Lewis, P., & Thornhill, A. (2012). Research methods for business
students. Pearson.

Schultz, D. E., & Barnes, B. E. (2019). Strategic advertising campaigns. Routledge.

Schultz, D. E., Tannenbaum, S. I., & Lauterborn, R. F. (1993). Integrated marketing
communications. NTC Business Books.

Sheth, J. N., & Sisodia, R. S. (2015). Does marketing need reform?: Fresh perspectives
on the future. Routledge.
Solomon, M. R. (2014). Consumer Behavior: Buying, Having, and Being. Pearson.

Statista 2023
Wilcox, D. L., & Cameron, G. T. (2021). Public relations: Strategies and tactics. Pearson.

Yin, R. K. (2013). Case study research: Design and methods. Sage Publications.

75



10. Appendix:

1. What is your age group?

18-24
25-34
35-44

45 and above

2. Do you use organic/ natural personal care items?

Yes

No

3. Does social media entice you to purchase personal care products?

Yes

No

4. How much are you interested in paying for organic/natural personal care products?

T 249-399
T 400-599
T 600-799
¥ 800-999

1000 and above
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5. How do you prefer to purchase personal care products?

Online
In-store

Depends

6. Do you buy the same personal care brands always?

Yes; | am a loyal customer

No; it depends on prices and discounts

7. Does the price of the product affect your purchasing decision?

Yes
No

Kind of

8. Do the potential benefits of the product affect your purchasing decision?

Yes

No

9. Do you see the price as a reflection of the quality of the product?

Yes

No

10. Are you familiar with Mamaearth brand? If no, you can end the survey.

Yes

No
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11. Would you recommend Mamaearth to your friends and family?

Definitely Yes
Yes
No

Maybe

Do you think Mamearth is value for money?

Lowest O O O

Do you think Mamaearth products are safe to use?

Lowest O O O

Do you think Mamaearth is safe for the environment?

Lowest O O O

Do you like the sustainable packaging of Mamaearth?

Lowest O O O

Would you promote Mamaearth since it is Made in India?

Lowest O O O
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Highest

Highest

Highest

Highest

Highest



