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ABSTRACT

The project involves overall learning of Business

environment for a start up in educational sector with primary focus on Business development, to ultimately increase the overall market share and hence the revenues for the company.

The project is divided in to various stages:
  a) Understanding the product at Edumentor and analyze the competitors and their product present in the market.
  b) Developing promotional strategies for EAST DELHI zone.
  c) Development of Ramprastha and Karkardumba centre and reach the targets of enrolments for these centers.
  d) Conduct a research by collecting the data from the enrolled students, to measure the effects of various marketing activities done by the organization.

The basic objective of all this study is to learn and understand the role of different marketing activities applied by the company. Since this study would be covering all the marketing activities applied by the company and the outputs generated from each of them. Thus it will help in better advising to the company’s clients about their resource allocation to various activities and there by generating higher revenues in the coming years. 

The Stage I is completed. In stage I, I studied about the undergraduate management programs, various coaching products and analyzed them with respect to the products present in the market.

The Stage II the development of promotional strategy is completed by the end of board exams for year 2010, with minute continuous changes from time to time responding to competitor actions.

The Stage III the development activity for Ramprastha centre is being going on, with selling part continuing to achieve maximum admissions.

The Stage 

IV involves the overall study of the promotional strategies, and suggests which tools of promotions suits best for edumentor educational services.

                                      

INTRODUCTION

Edumentor educational services were initially known as Foqal was started in the year 2006 by Mr. Vikas Jain with 35 students. In the second year of its operation the company was renamed as ‘Mentor’ classes. In 2007 the student strength increased to 300.

The company was again renamed as ‘EduMENTOR’ in the third year of its operation because the name Mentor had already been registered by some other organisation. Again the company showed an exponential growth as the number of students increased to 900 and in the year 2009 the no of students increased to 2000.

Over these years Edumentor has been able to carve a niche for itself in this competitive industry because of its focus on product quality and delivery. 

In the year 2010 the company targets to be the number one player in this industry for which a target of 4000 enrolments has been set. For this purpose a marketing strategy has been planned and executed, the company has around 70 MBA students working with it to achieve this target. The company has also expanded its reach in and around Delhi and NCR with 21 centres. 

The core team comprises of alumni of Shaheed Sukhdev College of Business Studies and leading MBA institutes which is an asset and an effective marketing tool to influence prospective students to enrol since the institute is run by them who know ‘how it is done, as they have done it already ‘.

Scope of Project:-

The objective of the project includes, the organizational

Development at Edumentor Educational Services. EduMentor has just entered this market of educational services, so the basic aim of this project is Business Development that is generating business for them by attracting students to the newly launched programs. This would include structuring of the entire business so as to increase the efficiency of the work done at EduMentor. 
The project would enable EduMentor in Business development of the educational packages by reaching to the maximum number of students. Also it aims at developing promotional strategies (by keeping in mind the requirements of target audience and moves taken by the competitors) to increase conversion of students into these programs. The project will also help in measuring the students preferences for EduMentor educational package and how best EduMentor can come up with an educational package that meets the need/expectation of students based on the survey that will be done.

METHODOLOGY: 

  * In order to fulfill the above objectives a descriptive study is taken up for which data is collected from the websites of the various institutes, the records of the company, news paper etc. and surveys respectively.
  * Activities like mystery shopping, ghost calls etc is used to understand the strategies and offerings of competitors.
  * With comprehensive data the overall promotional strategy is developed taking into consideration the constant moves taken by competitor
  * As a part of promotional strategy followed by EduMentor various activities like Board center activity and Bank center activity is conducted throughout East Delhi Zone(allotted to me) in order

to reach the target audience. 
  * Individual counseling of parents and students will be done in order to generate sales.

LIMITATIONS OF THE STUDY

The collection of data regarding the competitors was a very difficult task since there is not much data about education sector available. Therefore, collection of data is one of the limitations. Some students don’t take the questionnaire seriously and this would be a huge drawback while analyzing the results of the questionnaire. The sample size that I have chosen is around 100, so there are chances that it may not be a true representative of the complete population.

STAGE 1- PRODUCT AT EDUMENTOR
EduMentor was established with the goal of providing specialized coaching to the students who seek admission in BBS / BBA / BBE. At EduMENTOR the core competency lies more in mentoring the students to the right path of education than merely preparing them to achieve the best results.
The product mainly encompasses management courses at the under graduate level. The three major courses which are offered are BBA, BBE and BBS. Providing coaching for these three courses forms the product for edu mentor along with mentoring students for the same.
All the courses are three full- time professional degree courses. A  BBA/BBS degree provides adequate learning of managerial skills and knowledge of business activities to the students. However, BBE (bachelor of business economics) is a management degree which lays emphasis not only on the management skills but also helps the students to get adequate knowledge about the economy and its functioning.
All the three courses have been designed so as to groom

professionals for future, rather than mere academicians or ‘degree holder’ the course has kept in consideration the needs f the industry , so that students are job ready after their graduation unlike in the traditional sources where they are required to undertake additional professional courses to find a job. The approach to learning is a very practical one, complete with industry case studies, role plays and a lot of industry interaction.
Edumentor provides coaching for undergraduate management courses. The primary being:-
  1) BBS (University of Delhi)
  2) BBA (I.P. University, Symbiosis Pune, Christ Bangalore etc.
  3) BBE(University of Delhi)

BBS:-BACHLOR OF BUSINESS STUDIES
It is the prime pitch made by Edumentor; the company pitches itself to be the only specialist institute for its entrance coaching.
BBS is a professional degree which has been designed on the same pattern as MBA programs. The subjects for the course are taken up from the curriculum of best ranking MBA colleges in India. During the two years or 4 semesters of BBS, students study the basics of all functions of management namely finance, marketing, human resource and specialize in one of these in the final year.   
BBS is an outstanding general management program, the curriculum for BBS is rigorous, flexible, and continually enriched with the latest developments in management theory and practice. The academic calendar is based on six semesters - each six months in duration   , followed by the University examinations.
The Bachelor of Business Studies program enables graduates to think conceptually and adapt to change. In particular, the program is designed

to:
  * Develop intellectual and interpersonal skills
  * Emphasize the broad economic, financial and managerial dimensions of dynamic business environment
  * Facilitate the integration of academic knowledge and practical work experience
  * Foster a high degree of professional competence in a specialist area
  * Produce innovative and creative graduates
  * Produce graduates who are motivated to continue life long learning and who cope effectively with change.
Graduates of the Bachelor of Business Studies degree can look forward to a broad range of career opportunities in the dynamic and competitive environment of today's business world. 

BBA
BBA aims at transforming a student into a corporate personality. This course with its intensive syllabus and a wide range of value addition modules enables the student to aspire for higher studies in premium business schools and India and abroad. Being a professional course it ensures a healthy balance between theoretical foundation and practical exposure to the present day business world.
A quality BBA program offers more skill enhancement and practical knowledge than usual degree courses. Like an MBA program, learning through case studies, group activities, project writing, presentations, summer internship, etc. form an integral part of a BBA program. BBA graduates have an edge over others and are sought after by the industry owing to the exposure the course offers to operational environment in the field of Business.
Most of the BBA programs require a candidate to pass in Class 12 / HSC examination. Some of the institutes may demand minimum marks of 50% in class 12 as an eligibility

to pursue the program. However, students who have appeared their H.S.C examination and awaiting their results are also eligible to take these tests.
BBE
Economists study the optimum use of financial resources for the success of an organization to increase productivity. They study production, distribution and consumption of good and services on the application of economic policy in particular area such as finance, labour, agriculture, energy and health.
As a BBE graduate one is expected to gain the necessary conceptual abilities, analytical skills and knowledge to equip one for a variety of professional career opportunities in industry, commerce or government service. In BBE the student verifies and reports how something is put into practice. As well as in the 'ability' as in the 'activity' the deepening of 'knowledge' is the core factor. The students have to acquire an insight in the different functions that can be distinguished in a company, such as production, logistics, finance, marketing, informatics, control, etc. Future business economists are to be educated to deal with company problems in an integral way.

PRODUCTS OFFERED BY EDUMENTOR: 
  1. COACHING FOR BBA/BBS/BBE/BFIA: Edumentor as an institute is offering only one product i.e. coaching for BBA (Bachelor of business administration)/BBS (bachelor of business studies)/BBE (Bachelor of business economics) since the coaching goes the same for all. 
  2. MOCK TEST SERIES: Apart from the coaching, the institute also provides mock tests series to students who are interested in giving only the mock tests. 
  3. STUDY MATERIAL: Also, the institute provides its study material 

to students who are not willing to take up classes due to some reason or the other but are interested in giving the exam for BBA/BBS.

This product is working good since there are many students who have taken up the coaching for LAW/HM/CPT etc. but have kept BBA as there back up option so instead of joining the classes they go in only for the mock test series or the course material.

ANALYZING THE COMPETITOR:-
The next major step in the project was to analyze the competitor, their strategies, keeping a track over their actions and responding to them.
Competitor analysis in marketing and strategic management is an assessment of the strengths and weaknesses of current and potential competitors. This analysis provides both an offensive and defensive strategic context through which to identify opportunities and threats. Competitor profiling coalesces all of the relevant sources of competitor analysis into one framework in the support of efficient and effective strategy formulation, implementation, monitoring and adjustment. 
Given that competitor analysis is an essential component of corporate strategy, it is argued that most firms do not conduct this type of analysis systematically enough. Instead, many enterprises operate on what is called “informal impressions, conjectures, and intuition gained through the tidbits of information about competitors every manager continually receives.” As a result, traditional environmental scanning places many firms at risk of dangerous competitive blind spots due to a lack of robust competitor analysis.
Almost everyone in business understands the principle of trying to offer something better than what their

competitors are offering.
The undergraduate management studies market is new in origin, majorly dominated by CAT (MBA entrance exam) preparation institutes with no major specialist institute preparing just for management entrance exam.

The major players can be listed as:-
IMS
EduMENTOR
T.I.M.E
CARRIER LAUNCHER
ALCHEMIST
PRATHAM
With lot other small players operating in small vicinities and unorganized tuition centers.

MARKET LEADER ANALYSIS:-
The market leader for undergraduate management coaching is I.M.S. in Delhi with maximum number of enrolments in various consecutive years, so I analyzed the strategies used by the leader so as to understand the need of the market and develop the strategies for EduMENTOR.
IMS is a national level player backed with strong finances and structured pattern of operations. Since IMS has been in this business for last 25 years and it has its well established centers all over India. This is the major reason of its strong foundation.
The strategies can be understood under the following heads:-
Product:-
The main product of IMS is CAT (MBA entrance test) coaching. It also caters to various undergraduate entrance exam coaching with various products in its portfolio. 
The undergraduate coaching product ‘Max-Prep’ comprises:-
  * BBA/BBA/BBE entrance coaching
  * CLAT : LAW entrance coaching
  * Hotel Management
  * Journalism
  * Media
  * Fashion
The study material of all the products is same with some specific sections added according to specific entrance test.

PLACE:-
IMS has its centers across all the major cities of the country; in Delhi also it has a strong distribution

channel.
The centers are located all over Delhi making it a more accessible option for the target audience. It also has its centers spread in all major adjoining NCR region, with a centre each in NOIDA, Gurgaon, Gaziabad, Faridabad. The centers are all located at prime locations providing it a higher visibility over the competitors.

PRICE:-
The price of IMS is slightly higher as compared to the other players present in the market. It reflects that IMS charges a premium on its price in lieu of its brand value and the market holding.
The price of IMS varies from one zone to another depending on the demographic factors (mainly income) depending on affordability of the product at the place.
The pricing strategy forms the main part of competitor analysis as some segments of the market are price sensitive and respond sharply to the price variations in the market. The price for coaching in Delhi is kept at Rs.10, 500 by IMS.

PROMOTION:-
IMS being a national level player enjoys high brand awareness in Delhi and NCR region. The agenda of promotion for the company is to make the audience aware of the product offerings and remind them about them being the market leader.
Being a major player of the industry it enjoys high financial resource back up and the study of their promotional strategies portray that they conduct Capital intensive promotions using mass marketing tools, mainly above the line marketing strategies such as :-
  1) News paper ads:- used throughout the season, with varying intensity and updated offerings with respect to change in market conditions.
  2) Radio ads:- used mainly during the opening of the season to create an

informational wave.
  3) Internet ads:- (Contextual ads, banners on different websites, sponsorship ads)
  4) Mobile ads :- (bulk SMS) 

IMS also uses some below the line marketing strategies which they have evolved responding to the action of smaller local players where the financial resources are scarce, so employ Labor intensive promotional strategies like direct mail, sales promotion, outdoor publicity etc. 
The overall analysis of the competitor helps in better understanding of the market conditions. In services industry like ours one has to keep track on every competitor move so as to respond to their action as the industry is sensitive to changes in price and product feature. Hence, a complete track of competitor is vital for survival in coaching industry.

CAREER LAUNCHER: Career Launcher India Limited CL is an education service provider in Asia with presence in over 130 locations across India, Middle East and the United States. CL provides test-prep education to enable school and college students gain admission to professional courses. It is also actively involved in the field of mainstream education, mainly through its growing network of play schools and secondary schools

PROFFESIONAL TUTORIALS: The institute started way back in 1993 and is more than 15 years old now. The institute was started by Mr. Sandeep manudhane, an IIT Delhi graduate. 

ALCHEMIST: This institute had started its operations as for providing coaching for CAT level examinations initially. This is the first time that the institute has diversified into providing coaching for BBA/BBS/BBE.

PRATHAM: This is the first year for this institute. Started

by Mr. Abhinav Bhatia, who is a pass out from Shaheed Sukhdev College. This is the first year of operation of the institute .The institute has more than 150 students enrolled. The institute has got financial backing from Jaypee group which is why it was able to do the advertising activities since finance was not a problem for the organization.

T.I.M.E: Triumphant institute of management studies, popularly known as T.I.M.E was started way back in 1992 in Hyderabad by 3 management graduates, 2 from IIM-A and one of them from XLRI, Jamshedpur. The institute now has its centers in about 92 cities, and has around 186 centers. The institute provides coaching for international tests such as GRE/GMAT/TOEFL etc.   Last year the organization had a turnover of about Rs. 200 crores. 

UNORGANIZED PLAYERS: There are unorganized players in every area of Delhi who have in the market for more than 10 years or so and therefore, even being unorganized players they are giving a lot of competition to Edumentor like H.I.T.S, NES.I.O.C.M, and GYAN KUNJ INSTITUTE. Since there prices for the package were very less for the whole course whereas Edumentor charged Rs. 10,500. So having a competitive price and a strong positioning, they give a lot of competition


SWOT ANALYSIS OF EDUMENTOR:

STRENGTHS: 
  * The fact that this institute was formed by pass outs of the Shaheed Sukhdev College they can capitalize on this thing.

  * Edumentor business model itself is a very big strength since it does not has to keep permanent employees when not required. Also, since the market for BBA/BBS is active only for 3 months at the most, so keeping the employees rest

of the whole is a waste of money for them. So having this kind of a business model is strength for the institute.

  * The fact that all MBA interns are counselors and center managers whereas rests of the institutes have non-MBA’S for this purpose. They can exploit the expertise of the MBA and create a brand value in the eyes of the customer.

  WEAKNESSES:

  * The institute has no financial backing from any of the private equity firms so the amount of money they can spend is limited which acts a major weakness for them.

  * The fact that this was the first time they had expanded in all parts of Delhi, and other institutes already had their centers since long time. So this is a weakness for them since other brands have already created a position for themselves in the minds of the people.

  * The other organizations have a website thorough which they communicate everything, but since the financial budget of Edumentor is limited they don’t have the website for this purpose. So the amount of satisfaction would reduce for the students.

  * The organization being a small/medium scale organization is an unstructured organization leading to chaos at times whereas other players have been in the industry for a long period of time and have the finances also. So they are pretty much structured, therefore, it is a weakness for Edumentor.

  * The fact that the institute is serving to a niche market i.e. BBA/BBS/BBE market. So students who go in for other option might not consider Edumentor as an option.

      OPPURTUNIUTY:

  * The number of students appearing for BBA/BBS/BBE this is would be around 30,000+, so there a

huge market to be tapped.

  * The faculty at Edumentor is either a pass out from Shaheed Sukhdev College or MBA’S from IIM, MDI, IIFT, and FMS. So they can capitalize on this.

  * The fact that there are only a few players in the market which are established so it is the right time to register a name in the minds of people.

  * As mentioned earlier that every institute has to show constant results and the fact that Edumentor has had excellent result year also (37 out of 81 students at Shaheed Sukhdev College were from Edumentor). So they can capitalize on this also.

  * The institute can approach a private equity firm for the purpose of financial funding since the amount of growth they have shown is excellent. So getting a PE firm would help them get rid of the financial problem they would be facing.

  * The company can go in for coaching of other courses like HM (hotel management), law, and journalism thereby increasing the base they can serve.

  * 

  * 
  * THREATS:

  * The players who have been in the industry from the past 25-30 years have registered themselves in the minds of the students/ parents and it would be really difficult for them to create a brand name for them.

  * The fact that other institutes have got financial backing from various private equity players and Edumentor does not have a financial backing; this can be a weakness for them.

  * The institute has taken a lot of government school students but if the institute is not able to deliver the result then it can be a big threat for them since in order to survive in this industry you have to give constant results.

  * More and more

institutes which only catered to MBA students are providing this product now posing a threat for Edumentor. 

There are many unorganized players in the market which give stiff competition to Edumentor at few locations so even unorganized education centers give a strong competition to Edumentor when seen at Delhi & NCR level.

STAGE 2 
DEVELOPING PROMOTIONAL STRATEGY FOR EDUMENTOR

Understanding the company, its product and analysis of the competitors gave a comprehensive knowledge about the market and the industry. The major work that I was assigned was then to understand the company objectives, its target audience, company constraints and then to decide a comprehensive marketing strategy for the EAST DELHI which would help company to increase its brand awareness in limited resource environment and to ultimately reach the desired objectives.

Introduction:-
Promotion involves disseminating information about a product, product line, brand, or company. It forms one of the four key aspects of the marketing mix. Advertising and promotions is basically to bring a service to the attention of potential and current customers. They are best carried out by implementing advertising and promotions plan. The goals of the plan should depend very much on the overall goals and strategies of the organization, and the results of the marketing analysis, including the positioning statement.

Deciding on promotional plan:-
The plan usually includes what target markets has to be reached, what features and benefits have to be conveyed to them, how will it be conveyed it to them. Also, some factors which need to be considered are - who is responsible

to carry the various activities in the plan and how much money is budgeted for this effort. Successful advertising depends very much on knowing the preferred methods and styles of communications of the target markets that you want to reach with your ads. A media plan and calendar can be very useful, which specifies what advertising methods are used and when. 
For each service we first consider all the media which are available for promotion like TV, radio, newsletters, classifieds, displays/signs, posters, word of mouth, press releases, direct mail, special events, brochures, neighborhood newsletters, etc. and then decide which suits the organization. The practicality of the media which is to be used in terms of access and 

affordability (i.e. the amount spent on advertising which is based on the revenue expected from the product or service, that is, the sales forecast) also plays a very important role in choosing the promotion media.
A lot can found about the customers preferences just by conducting some basic market research methods. We also first need to know what the available promotional ways are so that we can choose the most effective media for the firm. Following gives a brief description of the important media available for the promotions: 
Brochure, Direct mail, E-mail messages, Magazines, Newsletters, Newspapers, Online discussion groups and chat groups, Posters and bulletin boards, Radio announcements, Telemarketing, Television ads, Web pages

The steps involved in developing strategies for Edumentor can be enumerated as:-
  * STEP 1:Understanding company objective
  * STEP 2:Understanding STP
  * STEP 3:Analysing

competitor promotional strategy
  * STEP   4:Methods suggested

OBJECTIVE
The major objective of the company for conducting promotions this year was:-
  * Attract the target audience directly, in cost effective manner
  * Create Brand Awareness for the company in new markets
  * Create competitive advantage (comparing competitors)
  * Create exact positioning for companies in the mind of target audience
  * Reminding the audience in the existing market
  * And ultimately to generate sales

SEGMENTATION AT EDUMENTOR
Edumentor defines its segment on the basis of Demographic Variables, primarily considering the factors age, education and income. The management coaching is to be provided at undergraduate level, so the students need to be segmented on basis of their educational specialization in 10+2 i.e. Science, Commerce, and Arts etc.
Also the students are segmented on basis of their schooling background (i.e. Government and Private schools) which helps to classify two different segments which have to be targeted with different pricing strategies for both
TARGETTING AT EDUMENTOR
Considering the constraints of finances, time and other factors, Edumentor decides its target audience to be students of Class 12th which comprises of commerce students who are interested in management courses, that is, mainly people who do not expect a percentage beyond 90%. 
Out of all the segments discussed Edumentor targets both Government and Private school students with the same product but with different pricing strategies. Private school students are more aware about their future and are willing to pay a premium price for high quality,

but govt. school students have less resources, they do not know much about the available professional courses, so its hard to convince those students to join the coaching institute. Thus charging a price suitable for them helps to increase in the market coverage for the company.
POSITIONING AT EDUMENTOR
The market has a stiff competition as a large number of coaching institutes have been mushrooming in the city at different locations. Many players have positioning in terms of Quality-Prices modal, others on basis of faculty and so on, but no player in the market specifically focuses on management coaching at undergraduate level. This forms as the core advantage of the product and the service provided at Edumentor. Hence the company decided to position itself as the “Only specialist institute for management coaching at undergraduate level” along with providing the best possible attributes like faculty, product, and vision aiming in the same direction. Understanding STP for the company helps to channelize the resources which may be finances, time or human resource in one direction.

ANALYZING COMPETITOR PROMOTIONAL STRATEGIES
The next major step is analyzing the strategies used by competitors, considering both National level and Local players, which would help in:-
  * Develop an overall Promotional strategy keeping in view competitor moves
  * Helps in breaking the clutter(making differentiator in the promotional strategies)
  * Learning from the mistakes without committing them
The major strategies adopted by competitors are:
Most of the players are national level player enjoying high brand awareness in Delhi and NCR region. The

agenda of promotion for the company is to make the audience aware of the product offerings and remind them about them being the market leader.
Being a major player of the industry it enjoys high financial resource back up and the study of their promotional strategies portray that they conduct Capital intensive promotions using mass marketing tools, mainly above the line marketing strategies such as :-
  1) News paper ads:- used throughout the season, with varying intensity and updated offerings with respect to change in market conditions.
  2) Radio ads:- used mainly during the opening of the season to create an informational wave.
  3) Internet ads:- (Contextual ads, banners on different websites, sponsorship ads)
  4) Mobile ads :- (bulk SMS) 

The local players in the market are restricted to promotions at particular locations which are near to their centers mainly using Labor intensive strategies such as flier distribution, local cable networks and attachments to news papers, but the drawback of this strategy is that it gives relatively a cheap image of the organization.

Methods suggested
The overall study of all these factors provides a comprehensive knowledge regarding the market segments, requirement of target audience and the constraints of the company. The study also provides a complete SWOT analysis of all the players available in the market, which is very useful for suggesting these methods:
So a strategy had to be developed wherein the target audience could be attracted directly in the most cost effective measure and conveying the message clear to the audience.
Direct mail: 
Mails were sent directly to the customers

(children giving board examinations) highly customized (like school counseling data has records of most of the students, clearing indicating their interests after class 12 and their strong and week subjects, so the mails were customized as per the requirement of those students) giving them tips regarding boards and information about form details of entrance exams with an immediate calling helpline to generate response. 
Magazines (booklet distribution) 
Magazines distribution in form of sample papers and informational booklets formed the basic and the most important promotional activity for the company can get quite expensive. The distribution was done in two main promotional activities of the companies:
Bank centre activity:-
An outdoor promotional campaign involving the distribution of material and collection of data in the banks where BBA/BBS/BBE forms are sold.
The activity helped the organization to hit a very refined crowd, directly the target audience without waste of efforts and resources.
Board Centre activity:- 
The board center activity is one of the major business development and promotional activity of EduMentor. The activity was designed in such a way that maximum number of target audience can be covered in the limited span of time. It was a six day activity in which we were supposed to cover maximum number of schools in our assigned zones (East Zone in my case), which were the centers of class XII board examination. The work schedule of the activity includes:
Information Booklet distribution to students and parents
Counseling of parents 
Database collection of both parents and students
          
        Activity

brief:-
            Schools Covered:- 400, Banks covered:-30
            Target Audience: 70000-80000 students
            Area of coverage:- Delhi and NCR region

  1) Posters and bulletin boards: Posters can be very powerful when placed where the customers will actually notice them. Hence various posters were placed near the school vicinities, coaching centers, outside banks and University areas

  2) Telemarketing: The use of telemarketing is on the rise as the response rate in comparison to other promotional tools is very high. 
All the work done during the outdoor publicity lead to collection of huge student data, the dedicated telesales were planned to convert this data into the final sales enrolment. Counseling script with all basic information were designed so to make the work mode accurate and accountable.

All the promotional activities were designed keeping one thing clear in the mind that the ultimate motive of every activity was to create response, generate enrolments and hence increasing the revenue and brand awareness for the company.

BUSINESS DEVELOPMENT FOR EAST DELHI REGION
By the year 2009 Edumentor became one of the most prominent undergraduate management preparation brands in Delhi. It showed around 100% growth from the previous year and gained place in top 4 companies in the sector.
The business development was conducted in two phases:
Board Centre Activity
Bank Centre Activity
Board Center Activity
The board center activity is one of the major business development and promotional activity of EduMentor. The activity was designed in such a way that maximum number of target audience can be covered

in the limited span of time. It was a six day activity in which we were supposed to cover maximum number of schools in our assigned zones, which were the centers of class XII board examination. The work schedule of the activity includes:
  * Information Booklet distribution to students and parents
  * Counseling of parents 
  * Database collection of both parents and students
The days on which the activity was performed were the days on which CBSE (Central Board of Secondary Education) had scheduled class XII board examination for commerce stream. The prime reason for targeting only the days of commerce stream examination was that, majority of the students going for the preparation of BBS/BBA/BBE entrance coaching is from this stream. Although there are students from other streams also, like science and humanities who also prepare for this test, and comes under our target market. But because of the financial constraints of the company this activity could not be extended for the days of examination of all other stream students. So, in order to cover this lost market, two out of the scheduled six days were targeted and were made the most important days of the whole activity. These were the days on which all the students of all the streams have common subject examination i.e. English and Maths.

The days decided for the activity were 4, 10, 18, 22, 25 and 29 of March. The examination scheduled for these days were Business studies, English, Economics, Maths, Information Practices and Accounts respectively.
I was appointed to look after the whole board center activity of EAST DELHI Zone. For the successful completion of the activity

I have to hire and train a team of around 150 associates with the help of 25 managers. I planned to cover a maximum of 100 schools. For this I divided the activity in four phases.

Phase 1 – Finding out the board centers
The first phase of the board activity was to find out the class XII board exam centers of all the private and government schools in my zone. For this, I with my team of 25 managers divided my zone into sub-zones. Every manager was assigned a sub-zone and was asked to visit every private and government school of that area and get the relevant information about board exam center of each school. In order to check the authenticity of the information given by the manager I called up every school and re-confirmed their board centers. This re-confirmation call was necessary because any wrong information about the board center can lead to a disaster on the day of the activity. At the end of phase 1, I had a list of 89 board centers. The list, thus generated had the following information.
  * Name of the school (board center)
  * Total no. of schools coming for the examination in a particular center. (Eg. One , two ,three etc.)
  * Strength of the students at a particular center.

Phase 2 – Hiring and Training of associates
The second phase of the activity was the hiring and training of 150 associates. These associates were required to distribute the information booklet, collect the database of student/parents and do the counseling of parents.
The hiring and training of associates was done a week before the start of the activity. While hiring a associate we need to rate them on 3 parameters: Firstly the associate represents

edu mentor at each of the schools, so they should be presentable. Secondly, they have to do a part of counseling of the parents and students, so they should have good communication skills, Thirdly, they should be very active since they have to distribute the entire information booklets in the second half of the activity.
This phase of the activity was the toughest one. This was because it was very difficult for us to find out such a huge no. of good quality people.

Hunting – In this, me and my team of managers got down on road and searched for the associates. In order to find such associates, we shortlisted some of the areas in our zone where we can find the maximum youth. For this, we targeted institutes like NIIT, Aptech and colleges of Delhi University. At these locations we were able to find many youth who were interested to work for us for the scheduled six days of the activity. We invited people for the training program and offered them a certificate apart from their salary after the completion of the activity.
Associate References – Another source we used for the team building was associate reference. In this, we asked our selected associates to give us the references of their friends and relatives who can be interested in working for the six days of the activity. In order to generate a good result from this source, we offered the associates extra incentive for every referral selected. The move proved to be advantageous and team building exercise caught pace.
After the training of the associates, we rate them on a scale of 3. The associates are given grades A, B and C as per their communication skill and ability to distribute

information booklet. The best person gets A grade and the worst is given a C grade.
Person with grade A and B is made to do the counseling and database collection outside the board center and C grade associates are made to distribute the booklet.

Phase 3 – Performing the Activity

As discussed before, the activity was scheduled to be performed on six days. Although the task performed on each day was the same but the scale and the intensity of the activity was different. Like, activity done on 4, 10, 18 and 29 was on a huge level than the activity performed on the last other two days.

4th March
This was the first day of activity. On this day we planned to cover around 50 big private schools.
In order to make the days activity successful we placed our A grade associates (the associates who were rated good on all the three mentioned parameters) in these centers and made the remaining B and C grade associate to accompany them so that they can get the actual look of the activity. This strategy was followed keeping in mind the last days of the activity when we plan to scale up our operation, as it will make our B and C grade associate more familiar and experienced with the activity. 

10th March
On this day we scaled up our operation and we covered around 65 schools in EAST DELHI. This time apart from the big private schools we also covered some government schools. One of the major changes we did in this activity as compare to the last activity was in the content of information booklet. 
On the first day, we distributed the booklet which contained all the relevant information about BBA/BBS/BBE courses and about EduMentor. But the problem

with this booklet was that many students threw it away as they found the matter irrelevant to them. So, for the activity of 10th and 18th we came out with a new booklet which contained a Sample Paper of Economics and Maths. As students had their Economics exam on 18 and maths on 22 so this change helped a lot in increasing the volume of distribution, as more students were ready to take the sample paper with them and it also increased the retention rate of those sample paper.

18th March
This was the second day when we have all the commerce students coming for the economics exam. so we targeted on the maximum no of board centers and collected huge database by increasing the no of associates at every centre.

22 and 25 March
These two were not so important days. As maths and information practices is a common subject for other streams also, so we focused more on the distributing part rather than collection of data. We conducted the activity only for the second half, thus saving a lot of money.

29 March
This day was scheduled as the last day of the Board Center Activity. On this day we had accounts exam. It was the most important day for our activity as students after board exams plan to join various institutes. On this day, we distributed a 64 pages BBA booklet which contained all the relevant information about the courses. It had a huge response as parents and students were snatching away the booklets from our associates.

Phase 4 – Database Checking
The final phase of the Board Center Activity was the database checking. In the six days of activity we collected a database of around 40000 students. So the biggest challenge after

each day of activity was to call on the collected databases and check for its authenticity. This was an important part of the activity because we cannot always rely on the work done by the associates. 
So, it was made sure that after each day of activity we have to check the databases. During the checking process if we find the work of any associate not satisfactory, then we fired that person before the next activity. This process helped in creating a fear in the mind of the associate, which led to authentic work in the later stages.
During the database calling, apart from checking the databases we worked upon one more strategy of multiplying the database. We followed the Snowball Technique. In this, when we called on the databases to check the authenticity, we asked the person whom we have called for references. We collected the name and number of 3 to 4 of his friends. So ultimately our database multiplied to three to four times.

  

COST BENEFIT ANALYSIS OF BOARD CENTRE ACTIVITY

There were around 800 enrolments out of 1300 enrolments in east Delhi region, through board centre activity.

REVENUE GENERATED
If we take the average fees per student to be around 9500, so the revenue generated is:
800 * 9500= 76,00000

COST INCURRED

SAMPLE PAPER COST- Rs 1800000 (8 * 225000)
The sample papers were distributed as;
Business studies- 30000
English- 40000
Economics- 40000
Maths- 30000
Information practices- 25000
Accounts- 60000

LABOUR COST- Rs 439200
ASSOCIATES- There were 160 associates who worked for 6 days and they were paid 1800 for that activity.
Rs 288000 (160 * 1800)

MANAGERS-There were 25 managers who worked

for one month and were paid 4000 for that.
Rs 100000 (25 * 4000)

QUALITY MANAGERS-There were 8 quality managers, who worked for one month and were paid 5000 for that.
Rs 40000 (8 * 5000)

REFRENCES COST-The reference cost for one associate was 100 and for one manager was Rs500.So the total reference amount was;
Rs 11200

MISCELLENIOUS COST – There were travel expenses, phone expenses and other small expenses, which add up to around:
Rs 20000

TOTAL COST INCURRED-Rs 2259200

PROFIT: REVENUE-TOTAL COST

7600000-2259200 = Rs 5340800

Thus looking at the cost benefit analysis of board centre activity, it has generated a profit of around Rs 5340800 for the east Delhi zone and similar results were seen in other zones also.

Bank Center Activity
Bank Center activity was the second big business development and promotional strategy which I conducted. Bank Activity was a unique strategy which the company followed as none of competitors was performing this. In this activity, we targeted all the branches of the banks where the entrance exam forms of BBA/BBS/BBE are available, because of which we get the direct reach to the target market.
The entrance examination form of Guru Gobind Singh Indraprastha University, Delhi for the BBA course were available at the bank branches till 21st April’10. I selected around 5 managers from each zone of Delhi for performing the activity in their respective zones.
All the 20 managers selected were allotted one branch for performing the work. They were made to do two main tasks there. They were:
  1. Collection of database of students/parents buying the form.
  2. Counseling of parents/students

about BBA and EduMentor.

The databases collected from this activity were very refined and filtered database. This was because the people coming there to buy forms were our direct target audience as they were appearing for the entrance exam. So it was very clear that these people require coaching for the exam, so we tapped this opportunity completely. The biggest advantage we had in this was that there was no competitor who was targeting at this segment which worked in our favour.
After collection of the databases, a rigorous process of tele-calling was followed in order to convert this perspective customer. 
The data collected from board center activities was put to use by means of cold calling where in the counselor had to speak to unknown students. Now, in this task one had to customize his sales pitch for every student/ parent since some of them were from government schools, some from Delhi’s top schools. So again, they had to start generally with something which interested the students and then go on to giving them information about our institute, our past result. The task of cold calling was not to directly enroll the students; the task was to get the students come to the center for a demo class or for a counseling session. Cold calling generally helped at the time when one has to start with new batches since centers do not have a lot of students coming directly for enrolments. 

STAGE 3- RESULTS AT RAMPRASTHA CENTRE

The development activity of Ramprastha centre is an ongoing process and the results up till now are:
The Ramprastha centre is fully operational with three batches already running.
The centre has enrolled 127

enrolments, including 9 back outs. This is a large number of enrolments when we compare it to the previous year which has just 76 enrolments. 
The major reason for such a no of enrolments was the student’s satisfaction and they spread a good word of mouth about Ramprastha centre. Regular mentoring of students was done which helped them a lot in the preparation.

REVENUE GENERATED AT RAMPRASTHA CENTRE
                Rs 1121000


STAGE 4-OVERALL STUDY OF PROMOTIONAL STRATEGIES
Edu mentor has used different promotional strategies to gain the maximum market share. At the time of filling the enrolment forms, students have to tick the option, that how did they get to know about edu mentor? The options are friends, tuition centre, board centre (schools), newspaper add, television add, teacher reference, others.
Method:
A question with exhaustive list of promotional tools was put in the enrolment form (refer Annexure 1) to know which form of communication affected the conversion of the customer for EduMentor.
A random sample of 100 enrolment form were taken and analyzed for understanding the best promotional that worked for the company the current operational year. 
RESULTS:
The overall result portrayed that maximum enrolments were reached by board centre activity at schools, in which direct response could be generated. The results are:-

This data show that board centre activity has the maximum reach and most important promotional tool for Edu mentor educational services. More than 50 percent of the enrolments are through it only.
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ANNEXURE 1( ENROLLMENT FORM)
| | | | | | | | | | | | | | | |     A BBS/ IIM ALUMNI BODY |
| | | | | | | | | | | | | | | | CREATING NEXT GENERATION PROFESSIONALS |
| | | | | | | | | | | | | | | | | | | | | | | | |
REGISTRATION FORM | |   |   |   |   |   |   |
| | | | | | | | | | | | | | | | | | |   | | | | |   |
( Please write clearly in BLOCK LETTERS ) | | | | | | | | |   | Paste passport size photograph here |   |
| | | | | | | | | | | | | | | | | | |   | |   |
| | | | | | | | | | | | | | | | | | |   | |   |
NAME: | | |   |   |   |   |   |   |   |   |   |   |   |   |   | | |   | |   |
| | | | | | | | | | | | | | | | | | |   | |   |
| | | | | | | | | | | | | | | | | | |   | |   |
| | | | | | | | | | | | | | | | | | |   | | | | |   |
MALE |   |   | | FEMALE |   |   | | | | | | | | | |   |   |   |   |   |   |
| | | | | | | | | | | | | | | | | | | | | | | | |
SCHOOL: | |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |
| | | | | | | | | | | | | | | | | | | | | | | | |
| | | | | | | | | | | | | | | | | | | | | 

| | | |
CLASS : | | | XII |   | | | XI |   | | | | | | | | | | | | | | |
| | | | | | | | | | | | | | | | | | | | | | | | |
ADDRESS: | |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |
| | | | | | | | | | | | | | | | | | | | | | | | |
| | | |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |
| | | | | | | | | | | | | | | | | | | | | | | | |
LANDLINE: | |   |   |   |   |   |   |   | | MOBILE: |   |   |   |   |   |   |   |   |   |   |
| | | | | | | | | | | | | | | | | | | | | | | | |
E-MAIL: | |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |   |
| | | | | | | | | | | | | | | | | | | | | | | | |
| | | | | | | | | | | | | | | | | | | | | | | | |
Registration Fee is required to be deposited along with registration form and will be adjusted against tuition fee |
| | | | | | | | | | | | | | | | | | | | | | | | |
FEE PAID: | |   |   |   |   |   |   |   | | | | | | | | | | | | | | |
| | | | | | | | | | | | | | | |   |   |   |   |   |   |   |   |   |
MODE OF PAYMENT : | |   | CASH | | |   | CHEQUE | Bank: | |   |   |   |   |   |   |
| | | | | | | | | | | | | | | | Branch: | |   |   |   |   |   |   |
| | | | | | | | | | | | | | | | Cheque No.: |   |   |   |   |   |   |
| | | | | | | | | | | | | | | | Dated: | |   |   |   |   |   | 

  |
| | | | | | | | | | | | | | | |   |   |   |   |   |   |   |   |   |
How did you get to know about EduMENTOR? | | | | | | | | | | | |
| | | | | | | | | | | | | | | | | | | | | | | | |
Friends | |   | | | School |   | | | Banner |   | | | Newspaper |   | | | | | |
| | | | | | | | | | | | | | | | | | | | | | | | |
Tuition Center |   | | | Parents |   | | | Others |   |   ( Specify ) |   |   |   |   |   |   |   |   |
| | | | | | | | | | | | | | | | | | | | | | | | |
| | | | | | | | | | | | | | | | | | | | | | | | |
Please refer friends who could be interested in the course | | | | | | | | |
| | | | | | | | | | | | | | | | | | | | | | | | |
Name |   |   |   |   |   | | |
| | | | | | | |
Phone |   |   |   |   |   | | |
| | | | | | | |
| | | | | | | | | | | | | | | | | | | | | | | | |
| | | | | | | | | | | | | | | | | | | | | | | | |
PLACE: |   |   |   |   |   |   | | | | | SIGNATURE: |   |
DATE: |   |   |   |   |   |   | | | | | | | | | |
(Note: Fee once paid is non-refundable under any circumstances) | | | | | | | | | | | |

ANNEXURE 2

LIST OF SCHOOLS COVERED BY ME DURING BOARD CENTRE ACTIVITY

  1. EAST DELHI AND GHAZIABAD

Hillwoods Academy |
Vivekanand D Block Anand Vihar |
Asn   |
Soumarvilla Vasundhara Enclave |
Dav Shrestha Vihar |
Ahlcon     Public |
Vivekanand B Block Anand Vihar |
Dav Mausam Vihar           

        |
Ryan International Mayur Phase 3 |
St Mary Phase 3   |
Preet Public |
Dav Dayanand Vihar |
Dps, Inderapuram |
Rskv Chander Nagar, Krishna Nagar |
Bharat National Public School |
Bal Bharti Brijvihar |
Ratan Devi Arya Kanya Vidyalaya |
Govt Sarvodya Kanya Vidyalaya No 3 |
Dav Chander Nagar |
National Public School |
Govt Girls Sr. Sec School, Gonda |
Hansraj Smarak |
Govt Sarvodya Kanya Vidyalaya Vivek Vihar |
Sidharth International Loni Road |
Govt Girls Sr Sec School B Block Nandnagri |
Govt Sarvodya Kanya Vidyalaya Rani Garden |
Govt Girls Sr Sec School - Kailash Nagar |
Greenfield Public School |
Govt Girls Sr. Sec School, Yamuna Vihar( B) |
Govt School, 13 Block Geeta Colony |
|
Rajkiya Shahshiksha |
SKV No.1 , Yamuna Vihar C Block |
Rajkiya Sarvodhaya Bal Vidhyala, East Vinod Nagar |
Sarvodaya Kanya Vidhyala 2 , Yamuna Vihar , C Block |
Rajkiya Prathibha Vikas , Yamuna Vihar (B) |
Arwachin Vivek Vihar |
DPS Vasundhra |
St. Marks Harsh Nagar |
Greenway Public School   |
Bal Mandir |
St. Lawrence Geeta Colony |
DAV Rajender Nagar |
St Andrews Patparganj |
Dav Loni Road |
Pratibha Vikas Surajmal Vihar |
Bal Bhavan Public School MV-2 |
Chms Sarvodya Bal Vidyalaya - Rajgarh Cly, Gandhi Nagar |
Govt Girls Sr Sec School Kiran Vihar |
Sant Eknath Mandir School |
Govt Coed Sec School Block 2, Geeta Colony |
New Oxford Near Arwachin School |
Govt Girls Sr Sec School Krishna Nagar |
National Victor |
Sarvodaya Bal Vidhyala , Mandavali |
Rajkiya Prathiba Vikas, Gandhi Nagar |
Nutan Vidyamandir |
Universal Public School |
Kv Agcr |
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