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EXECUTIVE SUMMARY

This research paper investigates the impact of marketing strategies on the
growth of Tata Coffee Limited in the context of both rural and urban markets
within the Kodagu district. The study aims to comprehend the factors
influencing price, product strategies, promotional schemes, brand reputation,
and ease of availability on sales, identify potential economic advantages, and
propose strategies to enhance Tata Coffee Limited’s market presence in the
region. The research reveals that the market awareness consumers in urban areas
of Kodagu district are better informed about Tata Coffee Limited's products and
marketing strategies than in rural areas. Information dissemination occurs
through advertising channels and occasional governmental initiatives. Despite
market awareness, the paper identifies that the growth of Tata Coffee Limited in
rural and urban markets varies significantly. This divergence is attributed to
differing consumer preferences, purchasing power, and market dynamics. This
research highlights the significance of tailored marketing strategies for the
growth of Tata Coffee Limited in both rural and urban markets within the

Kodagu district.



