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Dairying has been a part of agriculture for thousands of years, but historically, it was 
usually done on a small scale on mixed farms. Millions of small, marginal farmers 
and landless agriculture laborers are playing vital role in marketing success of the 
dairy. Milk is recognized as the most valuable and nutritious food of mankind. It is an 
important part of balanced and easily digestible diet. Milk has the ingredients of rich 
diet necessary for the children, agreed, seek the nursing and the expectant mothers. 
Most of the rural people especially women make their livelihood by rearing milk 
animals and by supplying milk to the co-operatives. Keeping this in view 
developments has been made and to improve the rural economy and to enhance the 
personal income of the stake holders in rural area. 
Mixed elements of marketing and corporate image as independent variables and 
awareness of brand, perceived quality, and loyalty to brand as dependent variables 
were applied in the model; all variables are effective on value equity of brand. After 
literature review, results will be discussed within the frame of research hypotheses 
and finally significance of the relation between independent and dependent variables 
will be mentioned through the research model. 
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1. INTRODUCTION: 
Dairy industry is of crucial importance to India. The country is the world’s largest 
milk producer, accounting for more than 13% of worlds total milk production. It is the 
world’s largest consumer of dairy products, consuming almost 100% of its own milk 
production. Dairy products are a major source of cheap and nutritious food to millions 
of people in India and the only acceptable source of animal protein for large 
vegetarian segment of Indian population, particularly among the landless, small and 
marginal farmers and women. Dairying has been considered as one of the activities 
aimed at alleviating the poverty  
In the wake of liberalization policy, private dairies have also entered into the field of 
dairying, the cattle population in India is approximately 15 % of the total cattle 
population in the world. India stood no. 1 position in milk production 
 

2. REVIEW OF LITERATURE: 
Pricing and payment has policies, delivery facilities and promotional and motivating 
techniques (Henderson, 1971). Mixture of effective marketing should feature four 
traits: compatibility with customers’ needs, optimum combination of elements, 
commensurability with the firm’s resources, and creation of competitive advantage. 
Decisions about Marketing-Mix to be made based on customers’ demand. Marketing-
Mixes are: product, price, and promotion, place (Kotler, 2001). 
The brand equity has profound effects on consumers’ positive behavior with regards 
to the product. For example, they are more willing to spend more money on the 
product and more willing to believe the product (Keller, 2008). 

Abstract 
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3. OBJECTIVES OF THE STUDY: 

1. To Study the Concepts of Marketing Mix. 
2. To Study the existing Marketing Mix of product. 
3. To Study the effectiveness of Marketing Mix. 
4. To Study the Customer expectation of Marketing Mix. 
 

4. METHODOLOGY ADOPTED: 
The present study is primarily related with primary data source. A questionnaire has 
been prepared and information gathered from 100 customers in vita city while 
designing questionnaire due to consideration is given for customer expectation and 
marketing mix in that city. A questionnaire consists of 35 questions; a survey method 
of research is conducted for collecting primary data in addition secondary data has 
been collected through Books, Journals, and websites. 
         In the vita city 100 customers are selected for the present study because the 
large no of customers are in Viraj industry, but each and every customers are not easy 
for select the study .The Simple random sampling method are applied for the study. 
Hence 100 customers were selected for the present study . The geographical scope of 
the study is limited to vita city, Tal-Khanapur, Dist-Sangli. Conceptual scope is 
limited to concept of Marketing mix, customer Satisfaction etc, and analytical scope is 
limited to using various statistical tool like rank etc, 
 

5. CONCEPTS: 
Marketing Mix 
A planned mix of the controllable elements of a product's marketing plan commonly 
termed as 4Ps: product, price, place, and promotion. 
 

6. SIGNIFICANCE OF THE STUDY: 
This study is help organization to understand the effectiveness of marketing mix for 
development the new strategy marketing research play an important role so this study 
is very necessary in the organization as well as research. India is a developing country 
and marching towards developed country therefore need arises to develop dairy 
industry of the country by providing them social and economical status. 
 

7. ELEMENTS OF MARKETING MIX: 
The marketing mix is a business tool used in marketing and by marketing 
professionals. The marketing mix is often crucial when determining a product or 
brand's offering, and is often synonymous with the Four P’s: price, product, 
promotion, and place; in service marketing, however, the four Ps have been expanded 
to the Seven P’s or Eight P’s to address the different nature of services. 
History 
The term marketing mix was coined in an article written by Neil Borden called “The 
Concept of the Marketing Mix.” He started teaching the term after he learned about it 
from an associate, James Culliton, who in 1948 described the role of the marketing 
manager as a "mixer of ingredients"; one who sometimes follows recipes prepared by 
others, sometimes prepares his own recipe as he goes along, sometimes adapts a 
recipe from immediately available ingredients, and at other times invents new 
ingredients no one else has tried.  
Four Ps: the producer-oriented model: 
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The marketer E. Jerome McCarthy proposed a four Ps classification in 1960, which 
has since been used by marketers throughout the world.  

• Product - A product is seen as an item that satisfies what a consumer needs or wants. 
It is a tangible good or an intangible service. Intangible products are service based 
like the tourism industry, the hotel industry and the financial industry. Tangible 
products are those that have an independent physical existence. Typical examples of 
mass-produced, tangible objects are the motor car and the disposable razor. A less 
obvious but ubiquitous mass-produced service is a computer operating system.  
Every product is subject to a life-cycle including a growth phase followed by a 
maturity phase and finally an eventual period of decline as sales falls. Marketers must 
do careful research on how long the life cycle of the product they are marketing is 
likely to be and focus their attention on different challenges that arise as the product 
moves through each stage.  

• Price – The price is the amount a customer pays for the product. The price is very 
important as it determines the company's profit and hence, survival. Adjusting the 
price has a profound impact on the marketing strategy, and depending on the price 
elasticity of the product, often it will affect the demand and sales as well. The 
marketer should set a price that complements the other elements of the marketing mix.  
When setting a price, the marketer must be aware of the customer perceived value for 
the product. Three basic pricing strategies are: market skimming pricing, market 
penetration pricing and neutral pricing. The 'reference value' (where the consumer 
refers to the prices of competing products) and the 'differential value' (the consumer's 
view of this product's attributes versus the attributes of other products) must be taken 
into account.  

• Promotion - represents all of the methods of communication that a marketer may use 
to provide information to different parties about the product. Promotion comprises 
elements such as: advertising, public relations, personal selling and sales promotion.[1] 
Advertising covers any communication that is paid for, from cinema commercials, 
radio and Internet advertisements through print media and billboards. Public relations 
is where the communication is not directly paid for and includes press releases, 
sponsorship deals, exhibitions, conferences, seminars or trade fairs and events. Word-
of-mouth is any apparently informal communication about the product by ordinary 
individuals, satisfied customers or people specifically engaged to create word of 
mouth momentum. Sales staff often plays an important role in word of mouth and 
public relations (see 'product' above).  

• Place - refers to providing the product at a place which is convenient for consumers to 
access. Place is synonymous with distribution. Various strategies such as intensive 
distribution, selective distribution, exclusive distribution and franchising can be used 
by the marketer to complement the other aspects of the marketing mix.  
The seven Ps is an additional marketing model that refers to the already mentioned 
four Ps, plus 'Physical evidence', 'People', and 'Process'. 'Physical evidence' refers to 
elements within the store -- the store front, the uniforms employees wear, signboards, 
etc. 'People' refers to the employees of the organization with whom customers come 
into contact. 'Process' refers to the processes and systems within the organization that 
affects its marketing process.[4] These latter three factors are not cited nearly as often 
as the first four outlined in depth above. 
 
Table No. 1: Summary of Marketing Mix Decisions 

Product Price Place Promotion 
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Functionality 
Appearance 
Quality 
Packaging 
Brand 
Warranty 
Service/Support 

List price 
Discounts 
Allowances 
Financing 
Leasing options 

Channel members 
Channel motivation 
Market coverage 
Locations 
Logistics 
Service levels 

Advertising 
Personal selling 
Public relations 
Message 
Media 
Budget 

• People 
People are an essential ingredient in service provision; recruiting and training the right 
staff is required to create a competitive advantage. Customers make judgments about 
service provision and delivery based on the people representing your organisation. 
This is because people are one of the few elements of the service that customers can 
see and interact with. The praise received by the volunteers (games makers) for the 
London 2012 Olympics and Paralympics demonstrates the powerful effect people can 
create during service delivery.  
Staff requires appropriate interpersonal skills, aptititude, and service knowledge in 
order to deliver a quality service. In the UK many organisations apply for the 
"Investors in People" Accreditation to demonstrate that they train their staff to 
prescribed standards and best practices.  
Figure No. 1: Extended Marketing Mix 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

• Process 
This element of the marketing mix looks at the systems used to deliver the service. 
Imagine you walk into Burger King and order a Whopper Meal and you get it 
delivered within 2 minutes. What was the process that allowed you to obtain an 
efficient service delivery? Banks that send out Credit Cards automatically when their 
customers’ old one has expired again require an efficient process to identify expiry 
dates and renewal. An efficient service that replaces old credit cards will foster 
consumer loyalty and confidence in the company. All services need to be underpinned 
by clearly defined and efficient processes.  
This will avoid confusion and promote a consistent service. In other words processes 
mean that everybody knows what to do and how to do it.  
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• Physical Evidence (Physical Environment): Particularly relevant to retailers 
operating out of shops. This element of the marketing mix will distinguish a company 
from its competitors. Physical evidence can be used to charge a premium price for a 
service and establish a positive experience. For example all hotels provide a bed to 
sleep on but one of the things affecting the price charged, is the condition of the room 
(physical evidence) holding the bed. Customers will make judgments about the 
organisation based on the physical evidence. For example if you walk into a restaurant 
you expect a clean and friendly environment, if the restaurant is smelly or dirty, 
customers are likely to walk out. This is before they have even received the service. 
 
DATA ANALYSIS: 
Table No.-1 Classification of customer according to the Gender 

Sr. No. Particulars Percentage 

1 Male 43 

3 female 57 

 Total 100 
It is found that most of the customers are 57 as a female and 43 of male customers’ .it 
observed that 57% Female customers majority taken decision of the milk and other 
products. 
Table No.-2 Classification of customer according to the Income 

Sr. No. Particulars Percentage 

1 Up to 5000 20 

2 5001-15000 45 

3 15001-25000 30 

4 Above 25000 05 

 Total 100 
It is Shows that the Income of the employee 20% of the customers are having income 
Up to 5000 .45% of the customer are having income Rs 5001-15000.30% of the 
customers are having income Rs 15001-25000.it observed that the majority customers 
having income between 5001-15000. 
Table No.-3 Classification of customer according to how long customer purchase 
Viraj Milk. 

Sr. No. Particulars Percentage 

1 Up to 1 Year 55 

2 1-2 Years 35 

3 2-3 Years 10 

4 More than 3 Years -- 

 Total 100 
It is indicate that 55% customers purchase Viraj Milk from 1 year, 35% customers 
purchase Viraj Milk from1- 2 years. 10% customers purchase Viraj Milk from 2-3 
years. There is no any customers purchase above three years because three years is the 
business nature is small. 
Table No.-4 Classification According to the preferred various brand of viraj 
Milk. 
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Sr. No. Particulars Percentage 

1 Milk 75 

2 Milk Powder 06 

3 Shrikhand 10 

4 Basundi 03 

5 Lassi 04 

6 Curd/Dhahi 02 

 Total 100 
 
It shows that 75%customers are purchase the Viraj. 6% customers are purchase the 
Viraj Milk powder. 10% customers are purchase the Viraj Shrikhand. 03% customers 
are purchase the Viraj Basundi. 04% customers are purchase the Viraj Lassi. 02% 
customers are purchase the Viraj Curd/Dhahi. 
Table No.-5 Classification of customers According to the satisfaction with the 
price of product 

Sr. No. Particulars Percentage 

1 Yes 36 

2 No 64 

 Total 100 
 
It shows that the satisfaction with the price of the product 36% are satisfy with 
price.64%are not satisfy the price .It is observed that the majority of customers are not 
satisfy the price of product. 
Table No.-6 Classification of customers According to easy availability of product 

Sr. No. Particulars Percentage 

1 Male 95 

3 female 05 

 Total 100 
 
It is found that the product is available at 95% in the market and 5%are opinion is 
product not get easy available in the market. 
Table No.-7 Classification of customers According to Service provided by Viraj 
dairy 

Sr. No. Particulars Percentage 

1 Poor 15 

2 Average 45 

3 Good 30 

 Total 100 
 
It indicates that the rating by the customer for the service provided by the organized 
15% customers’ opinion that service is poor. 45%service is Average and d30%Good 
Findings:  
• It is find that most of the respondent are in a Female. 
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• It is seen that 45% respondent are income range 5001-15000. 
• Majority of the customer are purchase Viraj Milk Up to 1 Year 
•  Milk is more available product in Viraj industry. 
• It is observed that 95% product is easily available. 
• The performance of the Viraj industry is good. 

 
Suggestions: 
• Marketing facilities for the sale of products of SHG may be created. 
• There should be more facilities for technical trainings and employment . 
• There should be better understanding and cooperation among the owner and 

customers. 
• Majority of the respondent are not satisfy about the price of product. 
• Other related multivariate product more and more provide to the respondent. 

 
Conclusions: 
The study was undertaken the Marketing mix in Viraj industry in vita city. District-
sangli. It is found that income of the customer is increased up the range of 5001-
15000.  Mostly customers are not satisfied about the price of product, and the opinion 
about the customer denotes that the other multivariate products are not providing 
within a time. We may conclude that the marketing mix will be success on the behalf 
of good administration and modern techniques will be providing towards customer 
satisfaction. Afterwards this industry will become a very bright goodwill. 
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