Strategic Marketing Internship at Miduty — 1

Integrating Field, Feedback & Digital Insights
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Miduty is a leading Indian nutraceutical brand offering Founders Low product visibility at retail stores.
science-backed supplements that blend nature and wellness. Brand unawareness among local distributors.

Its key products—like Liver Detox, B12 & Folate, and | HR Depariment | Inconsistent staff training and digital content
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To become the most trusted name in preventive wellness by
combining nature and science to improve everyday health.
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OBJECTIVE

To gain hands-on experience in marketing, sales, and Fig: 2 June Marketplace Split ((33.18cr)
customer strategy within the nutraceutical industry through
fieldwork, feedback analysis, and digital engagement.

LEARNINGS DURING INTERNSHIP

* Implement regular training for retail and MR teams.
» Use CRM tools for tracking MR—doctor follow-ups.
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* Ensure consistent branding across online and offline 5% 6% 7% 10% using strong digital online growth.
platforms. . presence. . Train reps to support doctor
= Amazon = Fllpkart = Nykaa *  Build trust through engagement.
doctor partnerships. *  Align messaging with
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marketing, and CRM reviews

¢ Applied STP, 4Ps, and CRM concepts in real T
2. B2B Marketing &|2. Used during distributor and marketing scenarios. o
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