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Abstract: This abstract provides an overview of the study focused on examining the marketing strategies
employed by Raymond Ltd for achieving business growth. Raymond Ltd, a prominent Indian textile and
apparel company, has been an influential player in the industry for decades. The objective of this research
is to investigate the marketing strategies utilized by Raymond Ltd and evaluate their effectiveness in driving
business growth. The study adopts a qualitative approach, utilizing a combination of primary and
secondary data sources. Primary data is gathered through interviews and surveys conducted with key
executives and employees from Raymond Ltd, providing insights into the company's marketing practices.
Secondary data is obtained from relevant literature, industry reports, and company publications, aiding in
the contextualization and analysis of the findings. The research will focus on various marketing dimensions,
including brand positioning, target market segmentation, product development, pricing strategies,
distribution channels, and promotional activities. By examining these areas, the study aims to identify the
key marketing strategies employed by Raymond Ltd and assess their impact on business growth. The
analysis of the collected data will be carried out using thematic coding techniques and content analysis.
The findings will be presented through descriptive statistics, charts, and qualitative narratives. The
research will evaluate the strengths and weaknesses of the marketing strategies used by Raymond Ltd,
examining their alignment with market trends, customer preferences, and competitive dynamics. The
implications of the study will contribute to the understanding of effective marketing strategies employed by
companies in the textile and apparel industry for business growth. The findings can provide valuable
insights and recommendations to Raymond Ltd and other organizations operating in similar markets,
enabling them to refine their marketing approaches and enhance their competitive advantage.
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