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ABSTRACT: This study examines the impact of product, price, place, and promotion strategies on the performance of
manufacturing units, with a focus on understanding how marketing mix elements contribute to organizational growth
and competitiveness. The primary objective of the research is to analyse the relationship between marketing strategies
and manufacturing unit performance in terms of sales growth, customer satisfaction, market share, and profitability.
The study adopts a descriptive and analytical research design using both primary and secondary data sources. Primary
data were collected through structured questionnaires distributed to employees, managers, and customers associated
with manufacturing units, while secondary data were gathered from company reports, journals, and industry
publications. Statistical tools such as percentage analysis, correlation, and regression analysis were used to interpret the
collected data and identify the influence of each marketing mix component on organizational performance. The
findings reveal that product quality and innovation significantly influence customer satisfaction and brand loyalty,
while competitive pricing strategies play a major role in attracting and retaining customers. Efficient distribution and
availability of products were also found to improve operational performance and market reach. Promotional strategies,
including advertising, sales promotion, and digital marketing, positively affected customer awareness and sales
performance. The study concludes that an effective combination of product, price, place, and promotion strategies
enhances the overall efficiency and profitability of manufacturing units. The research highlights the importance of
adopting customer-oriented marketing practices and continuous innovation to sustain competitive advantage in the
manufacturing sector. The study provides valuable insights for managers, researchers, and policymakers in designing
effective marketing strategies that support long-term business success and industrial development.

KEYWORDS: Marketing Mix, Product Strategy, Pricing Strategy, Distribution Strategy, Promotional Strategy,
Manufacturing Unit Performance, Customer Satisfaction, Sales Growth, Market Share, Profitability, Competitive
Advantage, Industrial Marketing.

L. INTRODUCTION

In today’s highly competitive business environment, manufacturing units are increasingly focusing on effective
marketing strategies to sustain growth, improve profitability, and maintain customer satisfaction. Marketing plays a
significant role in connecting manufacturers with customers by ensuring that the right products are delivered at the right
price, through suitable distribution channels, and supported by effective promotional activities. The concept of the
marketing mix, commonly referred to as the 4Ps of marketing—Product, Price, Place, and Promotion—has become an
essential framework for organizations seeking to achieve competitive advantage and long-term business success. For
manufacturing units, the proper implementation of these strategies not only influences customer purchasing decisions
but also directly affects operational efficiency, market share, and overall organizational performance.

The manufacturing sector is one of the major contributors to economic development, employment generation, and
industrial growth. In recent years, rapid technological advancements, globalization, changing customer preferences, and
increased market competition have significantly transformed the way manufacturing firms operate. Customers today
demand high-quality products, competitive pricing, easy product availability, and strong promotional communication.
As a result, manufacturing organizations are required to continuously adapt and improve their marketing strategies to
meet evolving customer expectations and market conditions. Among the various components of the marketing mix,
product strategy is considered one of the most critical factors affecting manufacturing performance. Product strategy
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includes decisions related to product quality, design, innovation, branding, packaging, and product variety.
Manufacturing firms that focus on producing high-quality and innovative products are more likely to attract customers,
build brand loyalty, and achieve higher customer satisfaction. Product differentiation also helps organizations create a
unique identity in the market and gain a competitive advantage over rivals. Therefore, an effective product strategy
contributes significantly to sales growth and market expansion.

Objectives of the Study

1. To examine the impact of product strategy on manufacturing unit performance.

To analyse the influence of pricing strategy on customer satisfaction and profitability.

To evaluate the role of place or distribution strategy in improving market reach and operational efficiency.
To study the effect of promotional strategy on sales growth and customer awareness.

To identify the relationship between marketing mix strategies and overall manufacturing unit performance.

nhkwh

II. REVIEW OF LITERATURE

1. Rajan Saxena (2010) Rajan Saxena studied the importance of marketing mix strategies in industrial organizations.
The research focused on product quality and promotional activities in manufacturing firms. The study found that
quality products increase customer satisfaction and improve sales performance. Promotional strategies were also
identified as important factors influencing customer awareness and market demand. The study suggested that
manufacturing firms must continuously adapt their marketing strategies according to changing market conditions.

2. V. S. Ramaswamy (2011)V. S. Ramaswamy analysed pricing and distribution strategies in manufacturing industries.
The study examined how pricing policies affect organizational profitability and customer attraction. It found that
effective pricing methods improve competitiveness and market performance. Strong distribution networks were
identified as essential for operational efficiency and product availability. The research concluded that pricing and
distribution strategies significantly influence manufacturing unit performance.

3. S. H. Kazmi (2011)S. H. Kazmi studied integrated promotional strategies in industrial organizations. The research
mainly focused on advertising and sales promotion activities in manufacturing firms. The findings showed that
promotional strategies improve brand awareness and customer loyalty. Effective promotional communication positively
influenced customer purchasing decisions and sales growth. The study concluded that promotion plays an important
role in organizational performance.

4. Philip Kotler (2012)Philip Kotler explained the significance of the marketing mix in achieving organizational
success. The study focused on product, price, place, and promotion strategies in business organizations. It highlighted
that effective marketing practices improve competitive advantage and profitability. Customer-oriented marketing
strategies were identified as essential for business sustainability. The study emphasized the need for continuous
innovation in marketing activities.

5. K. Aswathappa (2012) K. Aswathappa examined marketing practices in industrial firms with special reference to
product innovation and distribution systems. The study found that efficient distribution improves operational
performance and customer satisfaction. Product innovation was identified as a key factor supporting market expansion
and competitive advantage. The research highlighted the importance of marketing strategies in organizational growth.
The study concluded that effective marketing practices improve industrial performance.
I11. DATA ANALYSIS AND INTERPRETATION
1. Demographic Profile of Respondents
Table 1: Gender of Respondents

Gender Number of Respondents = Percentage

Male 78 65%
Female 42 35%
Total 120 100%

IJIRSET©2026 | AnI1SO 9001:2008 Certified Journal | 8408



http://www.ijirset.com/

ﬂ:\‘igﬁ International Journal of Innovative Research of
[FII;:XJ=j Science, Engineering and Technology (IJIRSET)

Impact
Factor

91935

|www.ijirset.com |A Monthly, Peer Reviewed & Refereed Journal| e-ISSN: 2319-8753| p-ISSN: 2347-6710|

Volume 15, Issue 5, May 2026
|DOI: 10.15680/IJIRSET.2026.1505150|

Interpretation

200 200%
, = — =

Male Female Total

mmm Number of Respondents

= Percentage

The above table shows that 65% of the respondents are male and 35% are female. It indicates that the majority of
respondents working in manufacturing units are male employees.

Table 2: Age Group of Respondents

Age Group Respondents Percentage
Below 25 Years 20 17%

25-35 Years 48 40%

3645 Years 32 27%
Above 45 Years 20 16%

Total 120 100%

Interpretation
The table shows that 40% of respondents belong to the age group of 25-35 years. This indicates that most respondents
are young professionals actively involved in manufacturing operations and marketing activities.

150 120%
100%
100 80%
60%
50 40%
20%
0 0%

Below 25-35 36-45 Above Total
25Years Years Years 45 Years

N Respondents === Percentage

Table 3: Educational Qualification

Qualification Respondents Percentage
Diploma 18 15%
Undergraduate 42 35%
Postgraduate 50 42%
Others 10 8%

Total 120 100%

Interpretation
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The table indicates that 42% of respondents are postgraduates, followed by 35% undergraduates. This shows that the
respondents possess adequate educational qualifications to understand marketing strategies and organizational
performance.

2. Analysis of Product Strategy

Table 4: Opinion on Product Quality

Opinion Respondents Percentage
Strongly Agree 52 43%
Agree 40 33%
Neutral 16 13%
Disagree 8 7%
Strongly Disagree 4 4%
Total 120 100%
Interpretation
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The table shows that 76% of respondents either strongly agree or agree that product quality significantly influences
manufacturing unit performance. This indicates that quality products improve customer satisfaction and organizational
growth.

Link with Objective
The result supports the objective of studying the impact of product strategy on manufacturing performance.

Table 5: Product Innovation and Customer Satisfaction
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Response Respondents Percentage
Strongly Agree 48 40%
Agree 44 37%
Neutral 14 12%
Disagree 9 7%
Strongly Disagree 5 4%
Total 120 100%
Interpretation
150 150%
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The findings reveal that 77% of respondents believe product innovation improves customer satisfaction. Innovative
products help organizations attract customers and remain competitive in the market.

3. Analysis of Pricing Strategy

Table 6: Pricing Strategy and Customer Attraction

Opinion Respondents Percentage
Strongly Agree 46 38%

Agree 42 35%
Neutral 15 13%
Disagree 10 8%
Strongly Disagree 7 6%

Total 120 100%

Interpretation

The table indicates that 73% of respondents agree that pricing strategy plays an important role in attracting customers.
Competitive pricing helps manufacturing firms improve market share and profitability.

Link with Objective

The findings are related to the objective of analysing the influence of pricing strategy on customer satisfaction and
profitability.

Table 7: Reasonable Pricing Improves Sales

Response Respondents = Percentage
Strongly Agree 50 42%

Agree 38 32%
Neutral 14 12%
Disagree 10 8%
Strongly Disagree 8 6%
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Total 120 100%

Interpretation
The findings show that 74% of respondents believe reasonable pricing improves sales performance. Effective pricing
strategies help organizations attract and retain customers.

4. Analysis of Place (Distribution) Strategy

Table 8: Distribution Efficiency and Market Reach

Opinion Respondents Percentage
Strongly Agree 44 37%

Agree 46 38%
Neutral 12 10%
Disagree 10 8%
Strongly Disagree 8 7%

Total 120 100%

Interpretation

The table shows that 75% of respondents agree that efficient distribution systems improve market reach and product
availability. Proper place strategies help manufacturing firms increase operational efficiency.

Link with Objective
The result supports the objective of evaluating the role of distribution strategy in improving market reach.

Table 9: Distribution Network and Customer Convenience

Response Respondents Percentage
Strongly Agree 47 39%

Agree 41 34%
Neutral 15 13%
Disagree 9 7%
Strongly Disagree 8 7%

Total 120 100%

Interpretation
The findings indicate that 73% of respondents believe strong distribution networks improve customer convenience and
satisfaction. Effective distribution channels ensure timely product delivery.

5. Analysis of Promotional Strategy

Table 10: Promotion and Brand Awareness

Opinion Respondents = Percentage
Strongly Agree 54 45%

Agree 36 30%
Neutral 14 12%
Disagree 9 8%
Strongly Disagree 7 5%

Total 120 100%

Interpretation
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The table reveals that 75% of respondents agree that promotional activities improve brand awareness and customer
engagement. Advertising and digital marketing positively influence sales performance.

Link with Objective

The result supports the objective of studying the effect of promotional strategy on customer awareness and sales
growth.

Table 11: Digital Marketing Improves Sales

Response Respondents Percentage
Strongly Agree 51 43%

Agree 39 32%
Neutral 13 11%
Disagree 10 8%
Strongly Disagree 7 6%

Total 120 100%

Interpretation
The findings indicate that 75% of respondents believe digital marketing and online promotion improve organizational
sales. Digital promotional strategies help firms increase customer reach and competitiveness.

6. Correlation Analysis

Table 12: Correlation between Marketing Mix Strategies and Manufacturing Unit Performance

Variables Correlation Value (r)
Product Strategy and Performance 0.82
Pricing Strategy and Performance 0.76
Place Strategy and Performance 0.71

Promotion Strategy and Performance 0.79

Interpretation

The correlation analysis shows a positive relationship between marketing mix strategies and manufacturing unit
performance. Product strategy has the highest correlation value of 0.82, indicating a strong relationship with
organizational performance. Promotion strategy also shows a strong positive relationship.

Hypothesis Link
The findings support Hypothesis HS which states that there is a significant relationship between marketing mix
strategies and manufacturing unit performance.

7. Regression Analysis

Table 13: Regression Analysis Results

Variables Regression Coefficient = Significance
Product Strategy 0.41 Significant
Pricing Strategy 0.29 Significant
Place Strategy 0.24 Significant
Promotion Strategy 0.36 Significant

Interpretation
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The regression analysis indicates that all marketing mix elements significantly influence manufacturing unit
performance. Product strategy has the highest regression coefficient value, showing that product quality and innovation
contribute most to organizational growth.

Link with Objectives
The findings indicate that all four marketing mix strategies positively affect customer satisfaction, profitability, and
market performance.

8. Chi-Square Analysis
Table 14: Chi-Square Test between Product Strategy and Organizational Performance

Calculated Value Table Value Result
18.62 9.49 Significant

Interpretation

Since the calculated Chi-square value is greater than the table value, the relationship between product strategy and
organizational performance is significant. This indicates that product quality and innovation strongly influence
manufacturing unit performance.

Overall Findings of the Study

1. Product quality and innovation significantly improve customer satisfaction and organizational performance.

2. Competitive pricing strategies help manufacturing firms attract customers and improve profitability.

3. Efficient distribution systems increase market reach and customer convenience.

4. Promotional strategies such as advertising and digital marketing improve brand awareness and sales performance.
5. Product strategy has the strongest impact on manufacturing unit performance compared to other marketing mix
elements.

IV. RESULTS AND DISCUSSION

The present study titled “Impact of Product, Price, Place, and Promotion Strategies on Manufacturing Unit
Performance” examined how marketing mix strategies influence organizational performance in manufacturing
industries. The findings of the study clearly indicate that all four marketing mix elements—product, price, place, and
promotion—have a significant positive impact on manufacturing unit performance. The statistical analysis, including
percentage analysis, correlation analysis, regression analysis, and chi-square tests, confirmed that effective marketing
strategies improve customer satisfaction, profitability, market share, and operational efficiency.

One of the major findings of the study is that product strategy has the strongest influence on manufacturing unit
performance. The analysis revealed that product quality, innovation, and branding significantly improve customer
satisfaction and organizational growth. Most respondents agreed that customers prefer high-quality and innovative
products, which ultimately increase sales and brand loyalty. This finding is consistent with the studies conducted by S.
A. Shereka (2013) and Amit Patel (2023), who concluded that product quality and differentiation positively influence
customer satisfaction and profitability. The present study further highlights that manufacturing firms must continuously
innovate products to meet changing customer expectations and maintain competitiveness.

The study also found that pricing strategy significantly affects customer attraction, customer retention, and
profitability. Competitive and reasonable pricing methods help organizations increase market share and improve
customer trust. Respondents strongly agreed that proper pricing policies influence purchasing decisions and sales
performance. These findings support the research conducted by Gary Armstrong (2015) and Nandan Sharma (2017),
which emphasized the importance of flexible and customer-oriented pricing strategies in competitive markets.
However, the present study additionally reveals that manufacturing firms should balance pricing with product quality to
achieve long-term sustainability.

Another important finding is related to place or distribution strategy. The study revealed that efficient distribution
systems improve market reach, operational efficiency, and customer convenience. Timely product delivery and
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effective supply chain management positively influence customer satisfaction and business performance. This finding is
similar to the studies conducted by V. S. Ramaswamy (2011) and P. C. Jain (2018), who reported that strong
distribution networks are essential for organizational growth. The present study highlights that modern manufacturing
firms must strengthen both physical and digital distribution channels to improve accessibility and customer service.

V. CONCLUSION AND SUGGESTIONS

The present study titled “Impact of Product, Price, Place, and Promotion Strategies on Manufacturing Unit
Performance” examined the influence of marketing mix strategies on the performance of manufacturing units. The
study found that all four marketing mix elements—product, price, place, and promotion—have a significant positive
impact on organizational performance, customer satisfaction, profitability, and market growth. Among the four
variables, product strategy was identified as the most influential factor affecting manufacturing unit performance.
Product quality, innovation, and branding were found to improve customer loyalty and sales growth. Pricing strategy
also played a major role in attracting customers and improving profitability through competitive and customer-oriented
pricing methods. The study further revealed that efficient distribution systems increase market reach, operational
efficiency, and customer convenience. Promotional strategies such as advertising, sales promotion, and digital
marketing significantly improved customer awareness and sales performance. The statistical analysis confirmed that
there is a strong positive relationship between marketing mix strategies and manufacturing unit performance. The
findings indicate that manufacturing firms adopting integrated marketing strategies achieve better competitiveness and
long-term sustainability in the market.

Suggestions and Recommendations

1. Manufacturing firms should focus on continuous product innovation and quality improvement to satisfy customer
expectations.

2. Organizations should adopt flexible and competitive pricing strategies to improve customer attraction and
profitability.

3. Efficient distribution and supply chain management systems should be strengthened to improve market reach and
operational efficiency.

4. Manufacturing units should invest more in digital marketing and online promotional activities to increase customer
engagement and brand awareness.

5. Managers should regularly evaluate marketing strategies according to changing customer preferences and market
conditions.

6. Small and medium manufacturing industries should adopt modern marketing technologies to improve
competitiveness and business sustainability.
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