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ABSTRACT:

The industrial manufacturing sector’s shift towards high-precision measurement technologies underscores the importance of strategic marketing for products like
Vision Measuring Machines (VMMs). Despite ATQ Metro Pvt Ltd’s established expertise in metrology instruments, including VMM, Profile Projectors, and
Cutting Tools Inspection Machines, limited market awareness poses challenges to growth. This study evaluates ATQ Metro’s sales and marketing strategies through
the 4Ps (Product, Price, Place, Promotion) and 5Cs (Customer, Company, Competitor, Collaborators, Context) frameworks to identify key gaps and suggest
improvements for market positioning.

Using data from internal surveys with sales and marketing teams and feedback from customers also the analysis of competitors” online presence, the research
explores awareness, satisfaction, and buying motivations to assess alignment with market expectations. Findings will provide actionable insights into optimizing
ATQ Metro’s marketing mix, elevating product awareness, and enhancing customer engagement to drive sustained growth in the capital investment product market.

INTRODUCTION :

Background

Strategic marketing frameworks play a crucial role in industrial markets, where focused customer engagement and education are essential for fostering
growth. ATQ Pvt Ltd, a leading mid-sized player in the metrology instruments sector, manufactures precision tools like Vision Measuring Machines
(VMM), Profile Projectors, and Cutting Tools Inspection Machines. Despite their technical superiority, these instruments face limited awareness and
slow adoption in the market, underscoring the need for an enhanced, targeted marketing approach.

Objective

This study seeks to explore how ATQ Pvt Ltd can strengthen its market positioning and drive sales growth by leveraging the 4Ps (Product, Price, Place,
Promotion) and 5Cs (Customer, Company, Competitor, Collaborators, Context) frameworks. Through an evaluation of ATQ’s existing strategies and by
identifying potential areas for improvement, this research aims to deliver actionable insights that align with the company’s goals and market environment.

Significance of 4Ps and 5Cs in Industrial Marketing
The 4Ps are fundamental in forming a marketing mix that addresses customer behavior in industrial markets:
. Product: Ensuring product quality, customization for specific industry requirements, and continuous innovation to address evolving customer
needs.
. Price: Structuring pricing strategies that highlight long-term ROI for capital-intensive products, making the investment more appealing to
cost-sensitive buyers.
. Place: Expanding distribution channels, potentially exploring e-commerce options to streamline access, and optimizing supply chain
efficiency.
. Promotion: Enhancing digital marketing efforts, including informative content, case studies, and product demonstrations to improve
awareness and engagement in niche markets.

The 5Cs framework provides a comprehensive view of both internal and external factors impacting ATQ’s strategic approach:
. Customer: Crafting targeted solutions that align with the specialized demands of precision-driven industrial customers.
. Company: Leveraging ATQ’s brand reputation, established expertise, and focus on engineering excellence to stand out in the market.
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. Competitor: Conducting regular competitor analysis to stay ahead of industry trends and adopt best practices in customer engagement and
digital presence.

e  Collaborators: Building strategic partnerships with educational institutions and industry bodies to enhance product credibility and visibility.

. Context: Adapting to regulatory changes, technological advancements, and economic conditions that shape the metrology industry and
customer expectations.

This study aims to provide a structured analysis for ATQ Pvt Ltd to better navigate the competitive landscape and engage effectively with its target market
through strategic, customer-focused marketing efforts.

LITERATURE REVIEW :

Marketing Frameworks in Industrial Markets

The 4Ps (Product, Price, Place, Promotion) model by Kotler & Keller (2012) is widely regarded as a foundational framework in marketing, particularly
useful for assessing a company’s approach to market engagement. Traditionally applied in consumer markets, the model is also effective in industrial
contexts, as it helps companies like ATQ Pvt Ltd craft tailored strategies for capital investment products. By focusing on each element—ensuring the
product meets high precision needs, pricing reflects long-term value, place ensures efficient distribution, and promotion drives awareness—companies
can align their offerings with specific market demands.

Case Study: The Nestlé Experience

Nestlé's application of the 4Ps model in both consumer and industrial markets demonstrates the flexibility of this framework. In industrial applications,
the company adjusted its strategy to cater to the specific needs of industrial customers, emphasizing long-term value and reliable customer support. This
adaptation highlights how companies in niche markets, like ATQ Metro, could modify traditional marketing elements to resonate better with industrial
buyers.

Customer-Centric Marketing through the 5Cs Framework

Gronroos (2000) introduced the 5Cs framework to emphasize the importance of a customer-centric marketing strategy. This model—focusing on
Customer, Company, Competitor, Collaborators, and Context—enables companies to develop a holistic understanding of both their internal capacities
and the external market environment. By aligning customer needs with product capabilities and competitor positioning, the 5Cs offer a more relationship-
oriented approach, which is essential for industries like metrology that require trust and long-term client relationships.

Global Vision Measurement Machine Market Report 2023

According to the 2023 Global Vision Measurement Machine Market Report, the vision measuring industry is poised for significant growth, driven by
increased demand for precision in sectors like aerospace, automotive, and manufacturing. However, the report indicates barriers such as low product
awareness and the complexity of technology adoption, which slow down market penetration. For ATQ Metro, addressing these challenges with a focused
4Ps and 5Cs-driven approach could support greater visibility and customer understanding, positioning the company competitively in the global landscape.

Sources from Industry Publications

Insights from newsletters and industry magazines such as Innovation Applied, Dhatukam, Engineering Review, and Machine Tool World reveal an
increasing emphasis on digital transformation and the need for advanced metrology equipment. These publications highlight the evolving requirements
of industries that ATQ Metro serves, suggesting that marketing efforts should also adapt, including expanding digital presence and creating educational
content to bridge the knowledge gap.

Summary
The literature establishes that the 4Ps and 5Cs frameworks can significantly impact companies in capital-intensive sectors like metrology.

COMPANY PROFILE :

Company Name: ATQ Metro Pvt Ltd

Company Website: www.atgmetrology.com (update as per actual website)
Founded: 2019

Director: Mr. Sanjay Desai & Mrs. Dhanashree Desai

No. of Employees: 45+

Address: Mahasainik Industrial Estate No. 51, Plot No. T-153/1 MIDC BHOSARI,
Pune-411026, Maharashtra 411026

ATQ METRO is an ISO 9001 engineering company specialized in the field of Industrial 2D/3D Metrology, Dimensional Measurement, Reverse
Engineering and Traceability. Thanks to the experience of its employees, ATQ METRO offers its customers the best solutions right to the needs, using
advanced technologies to create efficient inspection systems. ATQ METRO is committed to ensuring that all of our Products are of the highest possible
ACCURACY unmatched TRUST and superior QUALITY. We offer a wide range of products for contact and non-contact measurement used in
production, quality control, manufacturing and research.
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Overview:
ATQ Metro Pvt Ltd, an 1ISO 9001-certified company, is a leading Indian manufacturer of precision metrology instruments. Known for quality and
innovation, ATQ Metro caters primarily to SMEs and MSMEs across 40+ industry sectors, offering over 50 specialized products.

Market Positioning and Growth:

Operating with a robust distribution network across six Indian states, ATQ combines advanced tech centers with a customer-focused approach to drive
informed purchases. Recognized as a fast-growing company in 2022, ATQ Metro is committed to addressing market needs in the capital-intensive
metrology sector.

Strategic Focus:
ATQ Metro emphasizes engineering excellence and customer satisfaction, striving to improve its market presence and expand digital outreach to bolster
its competitive edge.

RESEARCH METHODOLOGY :
Statement of the Problem:

ATQ Metro Pvt Ltd, a manufacturer of specialized metrology instruments like Vision Measuring Machines (VMM), faces challenges in increasing market
awareness and optimizing sales and marketing strategies. The company needs to address the limited understanding of VMMs and their benefits among
potential buyers. Additionally, ATQ Metro must refine its approach to pricing, distribution, and promotion to effectively compete in a market with
aggressive competitors.

Need for the Study:

The metrology instrument industry is highly specialized and capital-intensive. ATQ Metro needs to assess the effectiveness of its current marketing
strategies to address the unique challenges of promoting high-value, long-term investment products. This study aims to:

. Identify strengths and weaknesses in ATQ Metro's marketing mix (4Ps).

e  Evaluate the company's understanding of its customers, competitors, collaborators, and market context (5Cs).

e  Propose strategies to improve awareness, customer engagement, and sales performance.

Objectives of the Study:

Evaluate the effectiveness of ATQ Metro's current marketing mix (4Ps).

Analyze the company's customer focus, competitor positioning, and market context (5Cs).
Assess the current level of market awareness regarding metrology instruments.

Identify gaps in ATQ Metro's sales and marketing strategies.

Propose recommendations to optimize the marketing mix and customer engagement.
Explore the role of digital marketing in enhancing ATQ Metro's visibility.

ok~ wdPE

Scope of the Study:

This study focuses on analyzing and enhancing ATQ Metro's sales and marketing strategies for VMMs and other metrology instruments. It will evaluate
the 4Ps and 5Cs frameworks to assess how effectively ATQ Metro positions its products, engages with customers, and differentiates itself from
competitors.

Research Design:

e  Type of Study: Descriptive and exploratory, using both qualitative and quantitative approaches.

Data Collection:
o  Primary Data: Surveys from 54 customers and 10 internal sales/marketing employees; interviews with stakeholders.
O  Secondary Data: Literature review, competitor analysis (6-8 key competitors on LinkedIn), and industry reports.
Sampling Technique: Non-probability purposive sampling targeting customers, distributors, and internal stakeholders.
Data Analysis: Statistical analysis for quantitative data and thematic analysis for qualitative insights.
Tools: Questionnaires, interviews, and statistical software.
Hypotheses:
O H1: Current marketing strategies need optimization.
O  H2: A customer-centric approach can improve engagement.
o Ha3: Digital marketing will increase awareness and sales.

e  Limitations: Limited sample size, generalizability, and partial availability of secondary data.
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Survey Questions:

Survey questions for customers:

How did you first hear about ATQ Metro’s products?

How satisfied are you with the quality and precision of ATQ Metro’s products?

How do you perceive the pricing of ATQ Metro’s products compared to similar products on the market?

How convenient is the process of purchasing and receiving ATQ Metro’s products?

How effective do you find ATQ Metro’s promotional efforts (ads, trade shows, online content) in providing product information and benefits?
How satisfied are you with ATQ Metro's customer service and support?

How likely are you to recommend ATQ Metro’s products to other companies in your industry?

Do you believe ATQ Metro offers better long-term value compared to competitors?

© NSO WD

Survey questions for internal sales and marketing team of ATQ Metro Pvt Ltd.:

1.  How would you rate the effectiveness of our current marketing mix (Product, Price, Place, Promotion) in driving sales and customer
engagement?

2. How effective are our current promotional channels (e.g., trade shows, online marketing, email campaigns) in raising awareness and generating
leads?

3. How effectively are we utilizing digital marketing tools (e.g., social media, SEO, content marketing) to enhance product visibility?

4. In your opinion, what are the biggest challenges our sales and marketing teams face in promoting capital investment products like Vision
Measuring Machines?

5. What is your perception of the current level of market awareness regarding metrology instruments?

6. How confident are you in the ability of ATQ Metro’s sales strategy to differentiate our products from competitors in the metrology industry?

DATA ANALYSIS AND INTERPRETATION :

Customer Survey:

The source or method through which someone
discovered ATQ Metro's products.

H Online search
® Company website
H Social media
Trade shows/exhibitions

m Referral from colleagues/partners

Interpretation: This data reflects that personal connections (referrals) are the most dominant method, while online platforms (search, website, and
social media) together account for 40%. There’s potential to increase visibility through digital marketing, especially on social media and the company’s
website.

Satisfaction level of customers with the quality and
precision of ATQ Metro's products

M Very dissatisfied
M Dissatisfied
= Neutral

Satisfied
(1]

M very satisafied
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Interpretation: Most customers are highly satisfied with ATQ Metro's product quality and precision, with 50% reporting satisfaction and 40% very
satisfied. Only a small fraction (2%) remains neutral, and there are no dissatisfied customers. This indicates strong customer approval of the products,
with room to further enhance satisfaction levels.

Perception of pricing of ATQ Metro’s products compared to
similar products on the market

B Much higher

W Higher

H About the same
Lower

B Much lower

Interpretation: Most customers (75%) perceive ATQ Metro’s pricing as lower or much lower than competitors, while only 5% see it as higher, and 15%
consider it similar. This competitive pricing could be a strong advantage for attracting cost-sensitive buyers.

The convenience level in purchasing and receiving
ATQ Metro’s products

B Very inconvenient

B Inconvenient

® Neutral
Convenient

W Very convenient

Interpretation: The majority of customers (86%) find purchasing and receiving ATQ Metro’s products to be either convenient or very convenient, with
no one reporting any inconvenience. Only 15% of respondents remain neutral. This reflects positively on ATQ Metro’s distribution and customer service
processes.

Effectiveness of promotional efforts in
providing product information and benefits

M Very ineffective

H Ineffective

M Neutral
Effective

H Very effective
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Interpretation: 60% of respondents find ATQ Metro’s promotional efforts effective or very effective in delivering product information and benefits,
while 30% remain neutral. However, 20% find the efforts either ineffective or very ineffective, indicating room for improvement in promotional strategies.

Satisfation level about customer service and
support

H Very dissatisfied

H Dissatisfied

H Neutral
Satisfied

M Very satisfied

Interpretation: The data shows that a majority of respondents are very satisfied (54%) or satisfied (26%) with ATQ Metro's customer service and support,
with only a small percentage expressing dissatisfaction (2%) or remaining neutral (18%). Overall, this reflects a strong level of satisfaction with customer
support.

Probability of recommending product to other
companies

H Very unlikely
H Unlikely

 Neutral

Likely

H Very likely

Interpretation: The majority of respondents are inclined to recommend ATQ Metro's products to other companies, with 42% likely and 30% very
likely to do so. A significant portion remains neutral (28%), indicating some room for improving customer loyalty and advocacy.

ATQ Metro offers better long-term value
compared to competitors

B Strongly disagree
M Disagree
= Neutral

Agree

M Strongly agree
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Interpretation: The data reveals that 80% of respondents either agree (30%) or strongly agree (50%) that ATQ Metro offers better long-term value
compared to competitors. Only a small portion (6%) disagrees, while 14% remain neutral. This highlights a strong perception of long-term value in ATQ

Metro’s products.

Interpretation of Customer Feedback:

Product Quality: An overwhelming majority (90%) of customers express high satisfaction with the quality of ATQ Metro’s products,
emphasizing trust in the brand’s reliability and long-term value.

Innovation: A significant portion (80%) of respondents value ATQ Metro’s focus on innovation, highlighting that product updates and
advancements align with customer needs in precision and functionality.

Pricing Competitiveness: Most customers (75%) perceive ATQ Metro’s pricing as competitive within the market, recognizing the cost-
effectiveness of the investment relative to the performance and quality received.

Purchasing Process: ATQ Metro’s purchasing process is viewed positively, with 86% of customers finding it convenient and user-friendly.
This suggests efficient customer service and a streamlined buying experience.

Product Availability: With 85% of customers satisfied with product availability, ATQ Metro demonstrates effective inventory and distribution
management, ensuring customers receive timely access to products.

Product Perception Compared to Competitors: Customers largely rate ATQ Metro’s offerings as better than competitors, with 80% favoring
the company’s products over alternative options.

Likelihood to Recommend: A strong 72% of customers are likely to recommend ATQ Metro to others, showcasing a high level of brand loyalty
and customer satisfaction.

Promotional Efforts: While promotional efforts are seen as effective overall, there is room for improvement in digital marketing. Customers
suggest a greater focus on online platforms and email campaigns to maintain engagement and visibility.

Conclusion:

Product Excellence and Trust: ATQ Metro’s customer feedback highlights a strong reputation for quality and competitive pricing, establishing
the company as a trusted name in high-precision metrology instruments.

High Customer Satisfaction and Loyalty: High satisfaction ratings across product quality, innovation, and service indicate that customers are
likely to remain loyal and endorse ATQ Metro, further strengthening its market position.

Effective Purchasing and Distribution: Positive feedback on the purchasing process and product availability underscores ATQ Metro’s
efficiency in meeting customer needs and ensuring consistent product access.

Competitive Advantage: Customers perceive ATQ Metro’s products as superior to competitors, providing a competitive advantage that
reinforces the company’s positioning as a leader in quality and reliability.

Opportunities for Enhanced Digital Marketing: Despite strong satisfaction levels, customers identify the need for improved digital marketing.
Expanding online engagement through targeted digital channels and email campaigns can enhance visibility, attract new customers, and sustain
existing customer interest.

Strategic Focus for Continued Growth: By concentrating on innovation, value delivery, and strengthening promotional strategies, ATQ Metro
is well-positioned to capture new market opportunities and respond effectively to evolving customer expectations, ensuring sustained growth
and customer satisfaction.

Survey of Internal Sales and Marketing Team at ATQ Metro Pvt Ltd:

Effectiveness of our current marketing mix in
driving sales and customer engagement

M Very Ineffective
Ineffective
Neutral

Effective

H Very Effective
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Interpretation: The data indicates that 70% of the internal sales and marketing team view the current marketing mix as effective or very effective, while
10% find it ineffective. This suggests that, overall, the team believes the marketing efforts are working well, but there may still be room for improvement
in driving further engagement.

Perception of the current level of market
awareness regarding metrology instruments?

H Very low

B Low

B Moderate
High

H Very high

Interpretation: The chart indicates that 40% of respondents perceive the current level of market awareness regarding metrology instruments as moderate.
Another 30% consider it to be low, while the remaining 30% view it as high. No one rated awareness as very low or very high, suggesting a general
consensus that market awareness is average but could be improved.

Utilisation of digital marketing tools to
enhance product visibility by ATQ Metro.

0% M Very ineffective
30% 30% M Ineffective

= Neutral

Effective

B Very effective

Interpretation: The data shows that 60% of respondents find ATQ Metro's digital marketing efforts effective or very effective in enhancing product
visibility. However, 30% view these efforts as ineffective, indicating room for improvement. Strengthening digital marketing strategies could further
boost product visibility and lead generation in key markets.

Biggest challenges our sales and marketing
teams face

M Lack of market awareness
m High product pricing
I Strong competition

Limited promotional channels

20% 20%

M Insufficient customer education
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Interpretation: The top challenge, cited by 30% of respondents, is low market awareness. Additional hurdles include high pricing, strong competition,
and limited customer education (each noted by 20%), while 10% mentioned limited promotional channels. Enhancing market visibility, customer
education, and refining pricing strategies may effectively address these challenges.

Perception of the current level of market
awareness regarding metrology instruments?

H Very low

B Low

H Moderate
High

H Very high

Interpretation: The chart indicates that 40% of respondents perceive the current level of market awareness regarding metrology instruments as moderate.
Another 30% consider it to be low, while the remaining 30% view it as high. No one rated awareness as very low or very high, suggesting a general
consensus that market awareness is average but could be improved.

Confidence in sales strategy to differentiate our
products from competitors

B Not confident at all
m Slightly confident
H Neutral

Confident

M Very confident

Interpretation: The results show that 80% of the team is confident or very confident in ATQ Metro’s sales strategy to differentiate their products from
competitors, with no respondents expressing a lack of confidence. This suggests a strong belief in the effectiveness of the current sales approach, although
the neutral 20% might highlight areas for refinement in differentiation tactics.

Interpretation of Internal Sale and Marketing Team Survey:

The data from the internal sales and marketing team highlights several key insights:
1. Marketing and Sales Mix: 70% of respondents find the current marketing mix effective in driving sales and engagement, though 30% remain
neutral or critical, suggesting room for improvement.
2. Pricing Strategy: 60% believe ATQ Metro’s pricing strategy for capital products is competitive, with 30% uncertain, indicating a need for
clearer communication on pricing benefits.
3. Promotional Efforts: Only 30% consider the current promotional channels effective in raising awareness and generating leads, signalling an
opportunity to diversify and strengthen promotional activities.
Product Range: 80% of respondents feel ATQ’s product range meets market needs, affirming product alignment with customer expectations.
Sales Strategy: Confidence in the sales strategy is high, with 80% expressing confidence in differentiating ATQ’s products from competitors.
Collaboration: 90% rate the collaboration between sales and marketing teams as good or very good, reflecting strong internal coordination.
Distribution: 80% agree that the distribution network is effective in reaching target markets, yet some feel it can be further optimized.

N o o~
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8.  Market Awareness: 60% of respondents perceive a high or very high level of market awareness regarding metrology instruments, while 40%
see room for improvement.

9. Digital Marketing: 60% find digital marketing tools effective or very effective in enhancing product visibility, though 30% believe it could
be improved.

10. Challenges: The biggest challenges cited include lack of market awareness (30%), high product pricing (20%), competition (20%), and
insufficient customer education (20%).

Conclusion:
The feedback highlights strengths in product range, sales strategy, and internal collaboration but identifies challenges in market awareness, promotional

effectiveness, and pricing perception. To drive further growth, ATQ Metro should focus on enhancing digital marketing efforts, broadening promotional
channels, and improving market visibility and customer education to stay competitive in a dynamic industry.

Linkedin Competitor Analysis:

A) Electronica EMS LinkedIn Analysis
e  Followers: 9k (8957)
e  Post Types: Technical guides, product information, event promotions.
e  Post Frequency: 20-23 posts per month, with 7-8 posts often related to a single event.
e  Visual Branding: Posts maintain a consistent color scheme that aligns with their logo.
Key Insights:
. Electronica EMS is highly active, posting multiple times for the same event, which increases visibility.
e The consistent branding reinforces their identity and keeps their messaging cohesive.

B) Keyance LinkedIn Analysis
e  Followers: 7k (6528)
. Post Types: Technical guides, customer testimonials, event promotions.
e  Post Frequency: 2-3 posts per month, with around 1 post dedicated to exhibitions.
Key Insights:
e  Keyance posts less frequently compared to Electronica EMS but focuses on quality over quantity, highlighting customer success stories and
technical value, which could appeal more to decision-makers.

C) Mitutoyo LinkedIn Analysis
. Followers: 23k
. Post Types: Technical guides, product information, event promotions.
. Post Frequency: Previously 3-4 posts per week (12-15 per month), but recently increased to 2-3 posts per day.
Key Insights:
. Mitutoyo has a large following and has ramped up its activity, with high-frequency posting that ensures consistent visibility. The recent
increase in posting could indicate a strategic push toward higher engagement or competition.

D) Big Zero LinkedIn Analysis

e  Followers: 7k (7137)
®  Post Types: Technical guides, customer testimonials, event promotions, and festival posts.
®  Post Frequency: 12-13 posts per month, with recent spikes to 2 posts per day.
e  Engagement Metrics:
O Likes: 40-45 likes per post recently, previously 20.
o  Comments: On average, 1 comment per post.
O  Reposts: 4-5 reposts per post.
O Most Engagement: Exhibition posts, product announcements, and festival posts.
O  Least Engagement: Reposts get lower engagement (3-4 likes).
Key Insights:

e  Big Zero has seen a steady rise in engagement, particularly with event-related content and product announcements. This suggests that content
variety, especially with festival posts, resonates well with their audience.
e Their shift to more frequent posts indicates they are increasing their content strategy to boost visibility and interaction.

E) Sipcon LinkedIn Analysis
. Followers: 432
. Post Types: Special occasion posts, product announcements, and technical guides.
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Post Frequency: Less than 1 post per month. (Last post was 3 months ago).
Content Focus: Majority of posts are for special occasions like festivals or New Year.

Account Activity: The LinkedIn account is largely inactive, with most posts being reposts from the marketing head’s personal account.

Key Insights:

Sipcon’s digital presence is minimal, and the account’s inactivity could harm brand visibility. The lack of consistent content, especially
technical guides and product promotions, may limit their ability to engage potential customers and build awareness.

F) ATQ Metro LinkedIn Analysis

Followers: 1k

Post Types: Special occasion posts, product announcements.

Post Frequency: 6-7 posts per month, but the last post was 5 months ago.
Account Activity: The account has not been active for five months.

Key Insights:

ATQ Metro has a modest following but is suffering from inactivity. The lack of recent posts suggests that the company is not currently
leveraging LinkedIn effectively to promote its products or engage with its target market. This inactivity could lead to diminished visibility,
particularly in a market where competitors are increasing their engagement.

The LinkedIn analysis of competitors have done to apply the strategies and methods used by them and to get the sense of current market situation so
which can be helpful in enhancing market presence of the ATQ Metro

Key Observations and Comparative Analysis

Activity Levels:

Mitutoyo: Leads with 23k followers and frequent posts (12-15/month, recently up to 2-3/day), reflecting a strong, constant visibility strategy.
Electronica EMS: High activity with 20-23 posts/month, often posting multiple updates per event, boosting reach.

Keyance: Posts 2-3 times/month with quality content, such as testimonials and technical guides, appealing to decision-makers.

Big Zero: Recently increased to 12-13 posts/month, seeing high engagement on exhibitions and festivals, resonating with a varied audience.
Sipcon and ATQ Metro: Low activity, with Sipcon posting less than once/month and ATQ Metro inactive for five months, limiting brand
presence and engagement.

Follower Engagement:

Mitutoyo and Big Zero: High engagement due to frequent, diverse content, especially event and product promotions.

Keyance and Electronica EMS: Good engagement from quality posts like testimonials and guides.

ATQ Metro and Sipcon: Likely minimal engagement due to infrequent posting.

Consistency in Branding:

Electronica EMS: Maintains a consistent color scheme, reinforcing brand recall.

ATQ Metro: Lacks a consistent posting strategy, missing opportunities for brand identity and audience engagement.

Actionable Steps for ATQ Metro:

o h o e

Reactivate LinkedIn with a posting frequency of 10-12 posts/month, focusing on technical guides, product demos, and events.
Establish consistent branding to ensure posts are recognizable and reinforce brand identity.

Diversify content by including customer success stories, testimonials, and exhibitions to build credibility.

Promote engagement-focused posts, like product announcements and festivals, to increase interaction and followers.

Track engagement metrics to refine the content strategy and optimize based on audience preferences.

APPLICATION OF THE 4PS FOR ATQ METRO :

Application of the 4P’s in Data Analysis

A\

Product Analysis:

ATQ Metro’s product portfolio, tailored for sectors requiring precision like automotive, aerospace, and electronics, features high-precision
instruments designed for industrial accuracy and quality control. Key offerings include:

Vision Measuring Machines (VMM): Equipped with non-contact optical probes, CAD compatibility for 3D model imports, and granite bases
for stability and CNC automation.

Profile Projectors: Available in Table Top, Vertical, and Horizontal models, these projectors facilitate quick and precise 2D measurement.
Cutting Tools Inspection Machines: Specialized for assessing cutting tool geometries to ensure performance standards.

Auto Quick Measuring Machines: High-speed, automated systems supporting efficient quality control. ATQ’s wide range of over 50
products spans 40+ industry segments, with instruments crafted for long-term reliability, precision, and flexibility to meet diverse
manufacturing needs.
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2. Price Analysis:
ATQ’s products, as capital investments, carry a premium due to their advanced capabilities, such as micron-level accuracy, CAD integration,
and durable materials that ensure longevity. Key pricing considerations include:

»  Competitive Pricing: Though initially higher-priced, ATQ’s products offer cost-effective solutions in the long run through minimized
downtime and robust performance.

»  Customization: Products can be tailored to customer specifications, which adds value but also influences pricing to meet unique industry
demands. This competitive pricing strategy and tailored options provide a significant return on investment for clients prioritizing precision
and dependability.

3. Place Analysis:
With offices in six states and several Experience and Tech Centers, including a 1300 sq. ft. primary center, ATQ Metro’s infrastructure is
optimized for customer access and engagement. Their dedicated logistics and delivery team supports reliable distribution across India, while
tech centers enable customer interaction, demonstrations, and training. This robust setup fosters efficient sales, after-sales service, and rapid
support response nationwide, strengthening ATQ’s reach and customer satisfaction.

4. Promotion Analysis:

ATQ Metro relies on traditional promotional efforts to enhance brand visibility and credibility:

»  Exhibitions: Participation in 45+ trade shows has expanded ATQ’s reach, generating over 50,000 leads and showcasing products effectively.

»  Email Campaigns: More than 50 campaigns keep leads engaged, enabling ATQ to maintain consistent communication with potential
customers.

»  Industry Magazine Ads: Appearances in 8+ publications build awareness among decision-makers in target industries. Despite this strong
base, ATQ’s limited digital presence, especially on LinkedIn, represents an area for improvement. A stronger digital strategy could expand
ATQ’s reach, particularly with online channels like LinkedIn and email marketing to engage tech-savvy audiences and foster increased brand
engagement.

Conclusion:
ATQ Metro’s 4P framework reveals strengths in product quality, competitive pricing, broad distribution, and established promotional methods. However,

expanding into digital marketing can augment these efforts, enhancing brand awareness, customer engagement, and market reach to support ATQ’s
growth trajectory.

APPLICATION OF THE 5CS IN DATA ANALYSIS :

Customer Analysis:

ATQ Metro’s primary customer base comprises SMEs and MSMEs, where limited awareness about non-contact metrology tools, like Vision Measuring
Machines (VMM), restricts adoption. Data shows that customers value precision but often lack familiarity with non-contact solutions, impacting
purchasing decisions. To drive adoption, ATQ could focus on educational marketing, demo sessions, and technical workshops.

Company Analysis:

ATQ Metro, an 1SO 9001-certified leader in 2D/3D metrology, emphasizes quality and accuracy in its product offerings. While its strong technical
expertise and reputation reinforce customer trust, limited product diversification poses a growth challenge. Expanding into emerging technologies and
broadening product options would support long-term market competitiveness.

1.  Competitor Analysis:

ATQ faces competition from local, national, and global players:

. Product & Technology: Mitutoyo and Keyence offer advanced automation, while Electronica EMS and Big Zero focus on cost-effective,
niche solutions.

. Market Presence: ATQ’s domestic presence is robust, yet it lacks international reach, contrasting with competitors’ global networks.

. Pricing: While Mitutoyo and Keyence are premium-priced, Electronica EMS and Big Zero offer cost-friendly options appealing to budget-
conscious SMEs and MSMEs.

. Marketing: Mitutoyo and Keyence prioritize digital platforms, whereas ATQ’s digital presence is limited, especially on LinkedIn, where
competitors see high engagement.

2. Collaborator Analysis:

e ATQ collaborates with distributors and service partners across six Indian states, establishing a reliable support network. Approximately 60%
of sales derive from customer referrals, emphasizing customer-driven sales. However, expanding partnerships in untapped regions could
increase scalability and improve service delivery.

3. Context Analysis:

e The VMM market is set for rapid growth, with the global market expected to reach 10,000-12,000 crores by 2030, at a CAGR of 9-11%, and
the Indian market projected to reach ¥700-1,000 crores by 2030, growing at 12-14% CAGR. Demand is fueled by technological advancements
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and the need for precise quality control, though economic uncertainty and competition in high-capital investments remain challenges.
Innovation in automation and Industry 4.0 integration is essential for ATQ to meet shifting customer needs and capitalize on market growth.

This analysis highlights ATQ Metro’s opportunities to drive market penetration through education, expand collaborations, broaden product lines, and
bolster its digital presence to stay competitive in a rapidly evolving metrology landscape.

FINDINGS :

1.  Product
ATQ Metro offers high-quality, specialized products like Vision Measuring Machines (VMM) and Profile Projectors. However, due to low
market awareness and minimal differentiation, customers struggle to distinguish these products from competitors.

2. Price
While ATQ Metro’s pricing is competitive within high-precision metrology instruments, customers often view products as expensive. The
long-term ROI and cost-saving benefits aren’t clearly communicated, making the purchasing process lengthy and complex.

3. Place
ATQ Metro’s distribution relies on direct sales and a small distributor network, limiting reach in emerging markets. Expanding distribution
channels and exploring e-commerce could improve accessibility.

4. Promotion
ATQ’s digital marketing, especially on LinkedIn, is underutilized, with infrequent posts and minimal customer engagement. Competitors are
more active, using online platforms to showcase product benefits and case studies.

5. Customer
Potential customers are often unaware of the applications and advantages of VMMs. They need detailed ROI and technical information to
justify investment, especially for operational efficiency gains.

6. Competitors
Competitors maintain a strong digital presence and regularly engage customers with educational content and product demonstrations. This
positions them as industry leaders and enhances accessibility.

7.  Collaborators
ATQ Metro has yet to partner with educational institutions or research labs, which could boost product visibility and credibility. Collaborations
could provide case studies and demonstrations for broader exposure.

8.  Context
With growing demand for precision instruments in sectors like automotive and aerospace, the metrology industry is expanding. However,
ATQ Metro has not fully leveraged this growth due to limited outreach and market penetration.

This streamlined approach to the 5Cs and 4Ps analyses highlights ATQ Metro’s key strengths and improvement areas, emphasizing the potential for
enhanced customer awareness, market expansion, and digital engagement to drive growth.

SUGGESTIONS :

1.  Product Awareness Campaign:

e  Launch a comprehensive product awareness campaign that includes webinars, online product demos, and technical case studies. Focus on
educating potential customers about the specific advantages of Vision Measuring Machines and how these products can improve precision
and productivity in various industries.

. Develop easy-to-understand product literature that highlights the financial benefits and ROI of investing in these capital goods, addressing
customers’ concerns about the upfront cost.

2. Improve Digital Marketing:

e  Strengthen ATQ Metro’s digital presence, especially on platforms like LinkedIn. Implement a content marketing strategy that regularly
shares industry insights, product innovations, and customer success stories.

. Invest in targeted digital advertising to reach decision-makers in specific industries such as aerospace, manufacturing, and automotive,
which have a high demand for precision metrology instruments.

3. Expand Distribution Channels:

. Explore additional distribution partnerships in regions where demand for metrology instruments is increasing. Target markets where precision
manufacturing is growing, such as Southeast Asia and Europe.

. Consider developing an e-commerce platform or utilizing existing online platforms to make it easier for customers to research and purchase
ATQ Metro's products, especially for smaller, non-customized equipment.

4. Enhance Customer Engagement:

. Develop interactive content such as video demonstrations, virtual product tours, and live Q&A sessions that allow potential buyers to engage
with ATQ Metro’s products and ask specific questions.

e  Offer personalized consultations to help potential clients understand how ATQ Metro’s products can solve their unique challenges.

5. Improve Competitor Benchmarking:
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. Conduct regular competitor benchmarking and adapt best practices from competitors who are more successful in engaging with customers
digitally. For example, increase the frequency of content sharing and focus on educational posts, such as whitepapers and how-to guides.

6. Form Collaborative Partnerships:

. Establish partnerships with educational institutions, research labs, and industry associations to showcase ATQ Metro's products through
real-world use cases. These collaborations can help enhance brand credibility and offer product demonstrations in practical settings.

7.  Expand Customer Education Efforts:

. Develop detailed ROI calculators and financial models that potential customers can use to evaluate the long-term benefits of investing in
ATQ Metro’s products. This will address customer concerns about the upfront investment.

CONCLUSION :

This research demonstrates that ATQ Metro Pvt Ltd, known for its high-precision metrology instruments, has successfully established itself as a reliable
provider of accuracy and quality in industrial measurement solutions. Despite this strong foundation, the company faces several growth constraints due
to low market awareness, limited digital presence, and constrained distribution reach. These factors impact its ability to capitalize fully on the expanding
demand for precision measurement in industries like automotive, aerospace, and manufacturing.

Key insights from this study reveal that ATQ Metro’s marketing strategies, particularly in digital promotion and customer education, remain
underexploited. Addressing these gaps could significantly enhance the company’s visibility and accessibility among target customers, especially within
SME and MSME segments, which are currently less informed about the advantages of advanced metrology technologies like Vision Measuring Machines
(VMM).

To maximize its potential and build on its current position, ATQ Metro should consider the following strategic enhancements:

e  Elevated Product Awareness: Implementing targeted educational initiatives, including workshops, technical seminars, and informational
campaigns, will bridge the awareness gap and educate potential customers on the benefits and applications of non-contact measurement
technologies.

. Strengthened Digital Marketing: Expanding ATQ Metro's presence on platforms such as LinkedIn and investing in content-rich, engaging
digital marketing strategies will create new touchpoints for customer engagement. Highlighting success stories, case studies, and product
demos could enhance brand authority and attract a wider, more diverse audience.

e  Expanded Distribution Channels: Broadening ATQ Metro's distribution network, exploring strategic partnerships, and considering e-
commerce options could enable faster market penetration and make high-precision instruments more accessible to various industries across
India and potentially international markets.

. Improved Customer Relations: Offering personalized technical support, ROl analysis, and educational content tailored to specific industry
needs can deepen customer trust and foster long-term relationships. This engagement-driven approach will also support customers in making
informed decisions on capital-intensive investments.

By adopting these recommendations, ATQ Metro is well-positioned to drive product adoption, strengthen customer loyalty, and secure a competitive
advantage in the rapidly growing precision metrology market. These improvements can help ATQ Metro transition from a strong product-focused entity

to a market leader in customer-centric metrology solutions, aligning its growth with evolving industry demands and technological advancements.
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