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Abstract: India's Al surveillance market stands at a critical inflection point: a regulatory shift restricting Chinese surveillance equipment
under MeitY/STQC certification, the rise of edge Al hardware, and the proliferation of B2B digital marketplaces converge to create an
unprecedented strategic opportunity. This paper presents an integrated research framework synthesising two foundational contributions —
the 10Ps of New Age Marketing (Gujar, 2024, 2025) and the IndoAl Camera eMarketplace Strategy Framework (2026) — into a unified,
academically grounded model for designing and scaling India's first Certified Outcome Product marketplace for Al cameras. The paper
establishes that the conventional 7Ps marketing mix is structurally inadequate for Al-embedded, compliance-driven, multi-buyer hardware
products. The proposed architecture extends the marketing mix to 10Ps — incorporating Personalization, Platforms, and Performance
Analytics — and then operationalises these through the DUAL Framework (Decode, Unlock, Authenticate, Layer) specifically designed for
dual-buyer contexts where a layman decision-maker (school principal, factory owner) and a technical evaluator (IT manager, procurement
officer) must both be served simultaneously on the same product listing. Using the Growth Hacking AARRR loop as the operational engine,
the paper maps buyer personas, purchase psychology, compliance architecture, and UX principles to the 10Ps pillars. It introduces the AIRI
(Al Readiness Index) score as a platform trust mechanism and the Appization/NeurHub™ model as an analogy for platform network effects in
edge Al. The paper further introduces the concept of 'Data Threshold Awareness' as an 11th meta-principle — warning against premature
growth hacking in pre-data phases — and provides IndoAl's implementation roadmap as a live case study. The findings offer marketers,
platform designers, and Al hardware manufacturers a replicable strategic blueprint applicable across Indian enterprise markets.

Key Words: Al Camera Marketplace, 10Ps Framework, Marketing Mix 3.0, Certified Outcome Product, DUAL Framework, Growth
Hacking, EdgeBox, IndoAl, Appization™, AIRI Score, MeitY/STOQC Compliance, Platform Economics, Personalization, Performance
Analytics, Edge Al

I. INTRODUCTION

Marketing is intrinsically a function of time and technological context 212! (Kotler & Keller, 2016; Gujar, 2025). The
digital economy is based on the use of digital technologies B! and this 21st-century digital economy has compelled continuous
adaptation of marketing frameworks to new modes of value creation and delivery ©. From McCarthy's ¥ foundational 4Ps
(Product, Price, Place, Promotion) for tangible goods to Booms and Bitner's 1 7Ps incorporating People, Process and Physical
Evidence for service markets, each evolution has reflected deeper shifts in economic structure and consumer behaviour B4, Digital
technologies have advanced more rapidly than any innovation in our history ©4,

The current paradigm of artificial intelligence (Al) is a good candidate for groundbreaking technological disruption [P,
Today, the integration of Artificial Intelligence, big data and digital platforms has created a disruption of unprecedented scale and
velocity [ — what Schwab (2016) [**1 characterised as the Fourth Industrial Revolution's inflection point “1. It is characterized
by a fusion of technologies 12,

Within this landscape, the author finds that India's Al camera and surveillance market presents a uniquely complex
marketing challenge: the product simultaneously demands technical depth for procurement engineers and emotional simplicity for
non-technical decision-makers. The regulatory environment — particularly the April 2026 MeitY/STQC certification mandates
restricting Chinese surveillance equipment 31 — has further transformed this from a hardware commodity market into a trust-
architecture-dependent, compliance-first ecosystem.

This paper contributes to marketing theory and practice in three ways. First, it validates and extends the 10Ps Framework
(Guijar, 2024, 2025) Pl which augments the traditional 7Ps with Personalization, Platforms and Performance Analytics —
specifically in the context of Al hardware marketplaces. Second, it introduces the DUAL Framework as an operational architecture
for designing product pages, buyer journeys and taxonomy systems that simultaneously serve both layman and technical buyers.
Third, it demonstrates through the IndoAl Camera eMarketplace as a live case study 1“2 how platform economics, compliance trust
layers [*°1, and growth hacking mechanisms interact to create compounding network effects 6121 in the Indian B2B Al market.
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1.1 Research Problem

The central research problem this paper addresses is: How should an Al camera marketplace in India be designed[55] to
serve simultaneously a non-technical buyer seeking assurance-based outcomes and a technical buyer requiring specification depth
and compliance verification — while simultaneously achieving the platform network effects necessary for sustainable growth?

This problem has three sub-dimensions that existing marketing literature does not adequately address:

« The dual-buyer architecture problem: No existing marketing mix model explicitly addresses products where the primary
decision-maker and the technical evaluator are different people with fundamentally different information needs.

» The compliance-as-marketing problem: In post-April 2026 India, regulatory compliance (BIS, STQC, NDAA, DPDP) is not
merely a procurement requirement — it is the primary emotional trust signal for institutional buyers. No existing framework
positions compliance as a marketing variable.

» The platform-cold-start problem: Marketplace platforms require sufficient data volume to activate personalization and
performance analytics (the growth flywheel), yet the hardware sale cycle is longer and lower-frequency than FMCG. The 'Data
Threshold Awareness' principle P! must be operationalised differently.

1.11 Scope and Significance

The scope of this research encompasses: the Indian Al surveillance hardware market (EdgeBox, Al cameras, ANPR
systems, industrial vision systems); the IndoAl e Marketplace platform architecture; the application of the 10Ps Framework to
B2B hardware-as-platform products; and the DUAL Framework's operationalisation across buyer personas, UX design, taxonomy
and compliance architecture. The significance extends to any Indian manufacturer operating in the post-Chinese-CCTV-ban
landscape, government procurement agencies and digital platform designers serving dual-sophistication buyer bases.

IL,THEORETICAL FRAMEWORK AND LITERATURE REVIEW

11.1 Evolution of the Marketing Mix: From 4Ps to 10Ps

The evolution of marketing thought reflects broader shifts in economic structure and consumer behaviour P54, McCarthy's
181 (1960) 4Ps — Product, Price, Place, Promotion — provided a foundational framework for tangible goods marketing in an era
of mass production. Booms and Bitner [ (1981) extended this to 7Ps by adding People, Process, and Physical Evidence to address
the intangible and experiential dimensions of services.

The digital revolution rendered even the 7Ps insufficient B4, Scholars proposed various extensions: Constantinides
(2006) 71 proposed 4Ss for web marketing; Pehlivan et al. (2014) [*81 added Participation for social media contexts; Lim (2021)
461 proposed a 10Ps typology for integrated care contexts. Gujar (2024, 2025) 4121 synthesised these trajectories and introduced
the 10Ps of New Age Marketing, extending the mix with three digitally-native pillars:

Phase Year Elements Added Primary Context Key References
Classical 4Ps 1960 Product, Price, Place, Tangible goods / McCarthy (1960) [5]
Promotion mass production

Service 7Ps 1981 | + People, Process, Physical Intangible services Booms & Bitner (1981)
Evidence economy [6]
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Phase Year Elements Added Primary Context Key References
Web & Social | 2006- Scope, Site, Synergy, Early digital & Constantinides (2006)
14 Participation social media [17]; Pehlivan et al.
(2014) [18]
New-Age 10Ps | 2024— + Personalization, Al, Q-Commerce, Guijar (2024, 2025)
25 Platforms, Performance Growth Hacking [2][14] — Present Study
Analytics, Productivity

Table 1: Evolution of the Marketing Mix Framework

The three new Ps identified by Gujar (2024, 2025) 12 represent the strategic 'what' of modern marketing in Al-first

environments:

» Personalization (Al-tailored engagements): The use of Al and data analytics to deliver uniquely tailored customer experiences
— recognizing individuals rather than segments ¥ — moving beyond a tactical tool to a core strategic imperative.

« Platforms (digital infrastructures as battlegrounds): The recognition that digital platform ecosystems — rather than traditional
channels — are the primary arenas for engagement, value co-creation, and market dominance 2% (Parker et al., 2016).

« Performance Analytics (real-time metrics for iterative refinement): The continuous, real-time measurement and optimisation
of marketing activities based on data metrics, forming the feedback loop that enables agile adaptation [,

I1.11 Growth Hacking as the Operational Engine

While the 10Ps Framework provides the strategic 'what," Growth Hacking provides the operational 'how' (Gujar, 2025 2I;
Bohnsack & Liesner 2%, 2019; Scuotto et al., 2025 ), Pioneered by Ellis 22 (2010) and popularised by digitally native firms —
Dropbox, Airbnb, Meta, LinkedIn, PayPal — Growth Hacking integrates rapid experimentation, A/B testing, viral loops, and data-
driven iteration to achieve exponential growth ¥, Ellis and Brown I (2017) describe Growth Hacking as the intersection of
product management, marketing analytics, and technology.

The AARRR (Acquisition, Activation, Retention, Referral, Revenue) pirate metrics loop (Croll & Yoskovitz, 2013) 24
serves as the operational flywheel when the three new Ps interact: Personalization improves Activation and Retention; Platform
data fuels Acquisition and Referral; Performance Analytics measures Revenue and feeds the next experiment (Gujar, 2025 [21),

However, Gujar (2025) ™ critically observes the 'cold-start paradox' inherent in Growth Hacking: the methodology is
100% data-dependent. A minimum viable data threshold of 50,000-100,000 engaged users plus 6-12 months of behavioural logs
is required before the growth flywheel activates. In pre-data phases, traditional levers — partnerships, sales outreach, community
building, offline channels — must carry growth. This insight, which Gujar (2025) terms 'Data Threshold Awareness' (the 11th
meta-principle), is critically relevant to the IndoAl camera marketplace, whose B2B hardware sale cycles generate lower data
frequency than consumer e-commerce.

11111 Platform Economics and Network Effects

Parker et al. (2016) % demonstrate how digital platforms create value through network effects — the value of a platform
depends on the number of buyers, sellers, and users leveraging it (Varga et al., 2023 1), In platform economies, network effects
drive scalability and competitiveness 21, altering marketing's role from communication to experience orchestration.

The IndoAl 'Appization' model (Gujar & Rathore, 2024) 21 explicitly applies platform economics to edge Al hardware —
positioning the camera not as a static recording device but as a platform that gains value through the accumulation of Al model
developers, enterprise buyers, integration partners and government procurement channels. This 'NeurHub™' layer functions
analogously to Google Play for edge Al: developers upload models, earn revenue share and enterprises discover vetted solutions
with live AIRI[52] accuracy scores.

This creates a specific type of multi-sided market (Rochet & Tirole, 2003) [28112°]: hardware buyers on one side, Al model
developers on the other, with IndoAl as the platform orchestrator. Network effects operate both horizontally (more cameras —
more data — better models — more cameras sold) and vertically (more Al models — more use cases — higher willingness to pay
— premium pricing power).

1.1V Al, Compliance and the Trust Architecture in B2B Markets

Literature on Al marketing (Wedel & Kannan, 2016 B; Kumar et al., 2024 Bl increasingly recognises Al as a
transformative enabler of marketing effectiveness 3. In B2B contexts, however, Al's role extends beyond personalisation to
product capability itself — firms that effectively leverage Al receive greater stock returns than their industry peers (2, effectively
leverage customer data, and enhance marketing strategies: the Al algorithms embedded in cameras (PPE detection, ANPR, fire
and smoke detection, facial recognition, intrusion detection) constitute the core product differentiation, not merely marketing
intelligence.

Critically, India's regulatory environment has transformed compliance from a procurement checkbox into a primary
emotional trust signal. The April 2026 MeitY/STQC certification mandate 1471 DPDP (Digital Personal Data Protection) Rules
2025, NDAA 8889 compliance requirements for government procurement, and the GeM (Government eMarketplace) procurement
framework together constitute what this paper terms a '‘Compliance Trust Architecture’ — a stacked set of certifications that
simultaneously reduce procurement risk and serve as marketing credentials signalling quality and sovereignty.
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This phenomenon aligns with Bhattacharya and Sen's B4l (2003) identification of 'institutional credibility’ as a purchase
driver in B2B markets, and extends it: in India's post-Chinese-CCTV-ban market, compliance badges function as the primary
'Physical Evidence' (P7 in the 7Ps) and simultaneously as 'Personalization’ signals (P8 in the 10Ps) that tell each buyer archetype:
"This product is safe for your specific institutional context.’

11.VV Dual-Buyer Architecture: The Conceptual Gap

Existing marketing literature adequately addresses B2B buying committees (Johnston & Bonoma, 1981) [, technology
adoption models (Rogers, 1962 B¢l; Davis, 1989 1), and consumer decision-making frameworks (Lemon & Verhoef, 2016 [451),
However, no existing framework explicitly addresses the simultaneous dual-buyer design challenge: a product listing that must
convert both a non-technical principal (school administrator in Nagpur) and a technical evaluator (IT manager in Mumbai) using
a single product page architecture.

This gap is particularly acute for Al surveillance cameras because:

(a) the product has genuine technical complexity (resolution, NPU TOPS, connectivity protocols, Al model compatibility) relevant
to technical buyers;

(b) the final purchase authorisation almost always resides with a non-technical decision-maker who responds to outcome
assurances rather than specifications; and

(c) the compliance architecture (BIS, STQC, NDAA) must be simultaneously legible to both audiences — as a technical validation
criterion for procurement and as an emotional safety signal for the layman.

This paper addresses this gap through the DUAL Framework (Section 4).

I11.THE 10PS FRAME WORK APPLIED TO THE Al CAMERA MARKETPLACE
This section maps all 10Ps of New Age Marketing (Gujar, 2024, 2025) 14121 to the IndoAl Camera eMarketplace context
2 demonstrating how each pillar transforms from a generic digital marketing construct into a specific, operationalisable strategy
for Al hardware platform design.

10Ps Element Classic Definition IndoAl Marketplace Growth Hacking
Instantiation Mechanism
Product Dynamic, Al-evolving Cameras as platform: EdgeBox | PLG via freemium Al model
offerings [44] "what we + NeurHub™ Al models as trials; AIRI score as viral
make" to "what customers modular upgrades trust signal
actually need"
Price Algorithmic, behaviour- Three-tier (Essential / Real-time elasticity tests;
based pricing Professional / Intelligence); government tender dynamic
GeM dynamic pricing; Al model guotes
subscription tiers
Place Omni-channel, API- eMarketplace + GeM + channel API-led guerrilla
embedded distribution partners; OTA delivery of Al partnerships with system
model updates integrators; Tier-2 city digital
access
Promotion Al-orchestrated micro- Compliance-led content (STQC Referral loops via installer
targeting ban impact, Make-in-India); networks; case study virality
AEQO/GEOQO/SEO for government in vertical sectors
queries
People Augmented human-Al Solutions engineers + Al model Cross-functional growth
teams developers + compliance squads for rapid experiment
consultants deployment
Process Automated CDP-driven Outcome-first navigation; Scalable automated
workflows Solution Packs as primary onboarding; 1-click
SKUs; automated onboarding compliance certificate
with AIRI badge display verification
Physical Digital trust signals for AIRI score badge; Social proof hacks via
Evidence 'Aha’ moments BIS/STQC/NDAA compliance | 'School in Nagpur chose this'
badges; sector-specific case use-case reviews

study unboxing videos

Personalization Behavioural/predictive Buyer-type entry (‘Who are you | Intent-based clusters; hyper-
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10Ps Element Classic Definition IndoAl Marketplace Growth Hacking
Instantiation Mechanism
tailoring shopping for?"); dynamic retargeting by sector
product page serving layman vs. (hospital vs. factory vs.
technical content government)
Platforms Multi-sided ecosystems NeurHub™ as Google Play for API-led developer
for network effects edge Al; multi-sided market onboarding; marketplace
(hardware buyers + Al creates viral developer/buyer
developers + integrators) loops
Performance Real-time metrics with Al AIRI benchmark dashboards; AJB culture for marketplace
Analytics attribution false-positive rates; model layout; conversion rate by
accuracy trends; subscription entry path as master KPI
renewal cohort analysis

Table 2: 10Ps Framework Mapped to IndoAl Camera Marketplace

I111.1 The Product P: Camera as Platform

The most fundamental conceptual contribution of this paper to product theory is the reclassification of the Al camera from
a hardware commaodity to a 'Certified Outcome Product' — a new product category with characteristics drawn from both consumer
electronics (like mobile handsets) and enterprise software (like Saa$S platforms) 4. The camera hardware is the hardware substrate;
the Al models (deployed via NeurHub™[49]) constitute the product's intelligence layer; the compliance certifications constitute
its trust architecture; and the cumulative data generated by deployments constitutes its long-term network value.

This maps precisely to Gujar's (2025) @ 'Product (Dynamic Evolution)' dimension in the 10Ps table: 'Dynamic, Al-
evolving offerings with modular upgrades and co-creation.' The IndoAl EdgeBox explicitly instantiates this through OTA (Over-
The-Air) model updates — a school that purchased an EdgeBox in 2025 for basic surveillance can, in 2026, download a fire
detection model without purchasing new hardware. This creates a recurring revenue stream and platform lock-in analogous to the
App Store model 271,

11111 The Platform P: Appization™ as Google Play for Edge Al

The Platform dimension is where IndoAl's strategy most clearly transcends conventional B2B hardware marketing. The
NeurHub™ marketplace — described in Gujar and Rathore (2024) ?") as 'Appization™ (@ NeurHub™' — creates a multi-sided
platform ecosystem where:
» Hardware buyers (government, SMEs, enterprises) discover and purchase cameras and Al models
» Al model developers upload, certify, and monetise edge Al applications
« Integration partners access APIs to embed camera intelligence into existing ERP, VMS, and SCADA systems
 Cloud/edge Al service providers offer managed deployment infrastructure

This architecture directly generates the network effects 251261 that Gujar (2025) @ identifies as central to the Platform P:
'API-led growth; marketplaces create viral developer/user loops.' By Q2 2026, IndoAl expects to onboard more than 100 third-
party developers, creating cross-sell opportunities across the IndoAl product suite.

I11.111 The Personalization P: Dual-Layer Buyer Experience

The Personalization P is operationalised at two layers in the IndoAl marketplace 81, At the macro-journey layer, the marketplace
implements a buyer-type entry system — "Who are you shopping for?" — that routes users into different experience paths: the
Outcome Path (for layman buyers: 'Protect my school’) and the Specification Path (for technical buyers: '4AMP Al cameras with
ONVIF). This mirrors the Growth Hacking personalization principle described by Gujar (2025) ?: 'Behavioural/predictive
tailoring across touchpoints; hyper-retargeting boosts conversions 20-35%.' [*°]

At the product-page layer, the Personalization P manifests as the Dual-Face product listing (Section 4.1): the same product page
simultaneously presents technical specifications for the IT manager and plain-language outcome statements for the school
principal. This is the marketplace's core UX innovation and is the foundation of the DUAL Framework.

1.1V The Performance Analytics P: The Marketplace Intelligence Engine

Performance Analytics in the IndoAl context goes beyond conventional marketing dashboards B, The marketplace
generates three distinct categories of performance data: commercial data (conversion rates by entry path, CAC by buyer archetype,
LTV by sector); technical data (AIRI benchmark scores[52], model accuracy trends, false-positive rates, camera uptime patterns);
and ecosystem data (developer upload velocity, APl call volumes, subscription renewal cohorts). The integration of these three
data streams creates what Gujar (2025) 2! terms the 'Growth Flywheel': personalisation improves activation through causal
inference (¢1; platform data fuels acquisition; performance analytics measures revenue and feeds the next experiment. The 'one
metric that matters' for the IndoAl marketplace, consistent with Gujar's (2025) emphasis on AARRR pirate metrics 4, is
'Conversion Rate by Entry Path' — measuring what percentage of layman buyers who enter via 'Protect my school' versus technical
buyers entering via specification search complete a purchase. This single KPI validates whether the DUAL Framework is working.
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IV.THE DUAL FRAMEWORK: OPERATING ARCHITECTURE FOR THE CAMERA MARKETPLACE

Every decision in the IndoAl Camera Marketplace — from navigation design to search algorithm to product page layout
to seller onboarding[49] — must simultaneously serve two fundamentally different buyer types. The DUAL Framework provides
the operating principles for achieving this:

IV.1 D — Decode Every Spec
For every technical specification, the marketplace provides a plain-language outcome statement specific to the buyer's
environment. This principle addresses the most significant friction point identified in the research: non-technical buyers abandon

product pages when confronted by unexplained technical specifications. The Spec Translation Layer pairs each technical parameter
with its human meaning:

Technical Spec What It Means What It Means (Layman) Buyer Decision Impact
(Technical)
4MP | 8MP 2688x%1520 / 3840%x2160 | Can clearly read a face or number School principal: 'l can
Resolution pixel sensor array plate from 10—20 metres identify intruders'
0.001 Lux low- Sensor sensitivity at Works perfectly in a completely Factory owner: 'No need for
light near-darkness dark corridor or parking lot extra lighting'
IP67 Dust-tight; withstands Fully outdoor-safe in Indian Institution: 'Low
Weatherproof water jets monsoon conditions maintenance and
replacement cost'
4 TOPS NPU 4 Trillion Can run face recognition AND Government: ‘No cloud
Operations/Second number plate detection dependency; data stays on-
neural processing simultaneously in real time site'
ONVIF Profile Open Network Video Works with any existing VMS IT manager: 'Plugs into our
SIT Interface Forum software — no vendor lock-in existing system'
interoperability
NDAA §889 US National Defense No Huawei, Hikvision, Dahua, or | Government: 'Eligible for all
Compliant Authorization Act ZTE components anywhere in central and state
supply chain supply chain procurement’
BIS/STQC Bureau of Indian ‘Made and tested in India' — All buyers: 'Government
Certified Standards / MeitY eligible post-April 2026 ban approved; not a banned
certification compliance product'

Table 3: Specification Translation Layer — Decoding Technical Specs for Layman Buyers

IV.11 U — Unlock with Outcomes
All navigation, categorisation, and search in the IndoAl marketplace starts with outcomes and environments — not hardware types.
A buyer thinks in problems, not products. This principle drives the six-category OUTCOME x ENVIRONMENT taxonomy:
Safety & Protection Cameras — schools, hospitals, elderly care homes, residential societies
« Industrial & Compliance Cameras — manufacturing plants, warehouses, chemical facilities, construction sites
» Business Intelligence Cameras — retail stores, hotels, banks, airports
» Smart City & Public Infrastructure — traffic surveillance, police command centres, railways
* Home & Small Business Cameras — individual homes, small shops, rental properties
Al Intelligence Cameras — any environment needing real-time Al; NeurHub™ model-compatible; AIRI certified

This taxonomy is explicitly designed as a buyer's taxonomy, not a manufacturer's taxonomy. Research shows that
hardware-type organisation (bullet cameras, dome cameras, PTZ cameras) serves purchasing managers who already know what
they want, but fails the 70%-+ of institutional buyers who begin their journey from a problem statement.

IV.111 A — Authenticate with Trust Layers

The Authentication principle reflects the paper's core theoretical contribution regarding compliance-as-marketing: in
India's post-April 2026 regulatory environment 23147 compliance certifications are not merely procurement requirements — they
are the primary emotional trust architecture that converts institutional buyers.

Certification Issuing Body Technical Meaning Layman Signal Target Buyer
Segment
BIS/STQC MeitY / Indian manufacturing '‘Made in India; not All institutional
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Certification Issuing Body Technical Meaning Layman Signal Target Buyer
Segment
STQC India and quality standards a banned import' buyers post-
compliance April 2026
NDAA 8889 US DoD No restricted Chinese ‘Safe for Central/State
derived component vendors in government Govt; PSUs;
standard supply chain procurement’ Defence
ISO 27001 BSI/TUV/ Information security "Your data is BFSI; Hospitals;
Lloyd's management system protected and Data Centres
certification private'
DPDP Rules MeitY / Data Digital Personal Data ‘We follow India's Schools;
2025 Protection Protection compliance privacy law for Hospitals; Retail
Board your footage'
AIRI Score IndoAl Lab Al performance: "This camera's Al All Al camera
(Gold/Platinum) Benchmark accuracy, false-positive actually works as buyers
rate, inference latency claimed'
CE/FCC EU/US International ‘Globally accepted Export-facing
regulators electromagnetic and quality standard' buyers; MNCs
safety compliance

The AIRI (Al Readiness Index)[52] score warrants particular attention as a novel contribution to Al hardware marketing.
Unlike commaodity hardware certifications, the AIRI score measures what is most relevant for the IndoAl product proposition:
actual Al performance under real-world Indian deployment conditions (lighting variability, monsoon environments, crowded
scenes). Cameras voluntarily submitting to AIRI lab benchmarking receive the AIRI badge — a visible trust differentiator
commanding premium pricing and preferred marketplace placement, creating a commercial incentive for manufacturers to submit

Table 4: Compliance Trust Architecture — Certifications as Marketing Credentials

genuine performance data rather than inflated specification sheets.

IV.IV L — Layer the Complexity

Progressive disclosure ensures the layman sees simplicity first and can access depth; the expert can dive straight into
specifications. The implementation principle is that the product page architecture mirrors the layering of a well-designed mobile
handset listing: headline outcome ('Protect your school with AI surveillance') — key trust signals (AIRI Gold, BIS Certified,
STQC) — solution pack recommendation ('School Safety Pack — 8 cameras + EdgeBox + 1-year NeurHub™ Basic') —
expandable technical specifications — compliance documentation download. Neither buyer is forced into the other's journey.

V. BUYER PERSONA ARCHITECTURE: SIX JOURNEYS, ONE MARKETPLACE

Buyer personasare a powerful tool for understanding and delivering personalised customer service in a
dynamic digital environment[53][54]. The most critical insight for marketplace design is the absence of a single buyer archetype
1441451 Research identifies six fundamentally different buyer personas for the IndoAl Camera Marketplace, each with different

motivations, vocabulary, fears, and decision criteria. Designing for an 'average buyer' fails all six.

Persona Archetype Primary Key Fear Decision Design
Motivation Language Priority
School Non- Child safety, Installing Outcome: 'Will Solution Pack
Principal Technical parental trust something it protect my + Compliance
Layman illegal or non- students?" Badge
compliant
Factory Semi- Worker safety Regulatory ROI: 'Will this Compliance-
Owner / Technical compliance, penalty; pass the HSE first listing +
Manager Layman insurance, audit system failure inspection?' Case Studies
readiness during audit
Retail Chain Semi- Loss Budget over- Data: 'What's Business
Manager Technical prevention, run; poor ROI the ROl in Intelligence
Buyer footfall rupees?" framing +
analytics, staff Analytics
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Persona Archetype Primary Key Fear Decision Design
Motivation Language Priority
efficiency demo
IT Manager Technical System Integration Specs: 'ONVIF? Technical data
/CTO Expert integration, failure; vendor RTSP? MQTT? sheet + API
specs lock-in SDK access + AIRI
compliance, availability?' raw data
vendor
reliability
Government Process- GeM Non-compliant Process: 'Is it on Compliance-
Procurement Driven compliance, procurement GeM? STQC first with GeM
Officer Expert NDAA/STQC attracting certified?' listing
mandates, audit inquiry verification
trail
Al Technical SDK quality, Poor NPU Ecosystem: Developer
Developer / Expert / NeurHub™ performance; '‘What's the portal + AIRI
Integrator Builder revenue share, closed TOPS? benchmark +
edge ecosystem NeurHub™ revenue model
performance revenue model?'

Table 5: Six Buyer Personas — Motivations, Fear and Design Implications

This persona architecture directly operationalises the Personalization P 8191 from the 10Ps Framework. Rather than a
single product page serving all buyers equally poorly, the DUAL Framework routes each persona through a journey calibrated to
their vocabulary, fears, and decision criteria — while maintaining a single canonical product listing that satisfies the full
compliance and specification requirements of the technical buyer.

VI.GROWTH HACKING STRATEGY AND AARRR LOOP FOR CAMERA MARKETPLACE

V1.1 The Growth Flywheel Architecture

Growth Hacking in the IndoAl marketplace context must be adapted to B2B hardware's longer purchase cycles and lower
transaction frequency compared with Q-Commerce or consumer SaaS P, However, the AARRR (Acquisition, Activation,
Retention, Referral, Revenue) flywheel structure identified by Gujar (2025) I remains the operational framework, with specific

adaptations:

AARRR Consumer IndoAl Camera 10Ps Pillar KPI
Stage Analogy Marketplace
Acquisition App download / GeM discovery + SEO Platforms + Qualified leads
first visit 'post-STQC ban cameras' Performance from institutional
+ Govt tender alerts Analytics buyers
Activation First order / 'Aha’ = first EdgeBox Personalization + Time to first
'Aha’ moment deployment + NeurHub™ Product successful Al
model working model deployment
Retention Repeat order / OTA model updates; new Platforms + Model download
DAU Al model discovery; AIRI Personalization frequency per
benchmark improvements device; AIRI score
improvement rate
Referral Friend invite / System integrators bring Platforms + Channel partner
K-factor 5-50 client deployments; People sourced revenue %;
developer referrals; case developer-referred
study virality buyers
Revenue Purchase / Hardware sale + Al model Performance LTV:CAC ratio by
subscription subscriptions + AIRI Analytics + Price buyer segment;
certification fees + subscription
developer revenue share renewal rate
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VL11 Data Threshold Awareness: The 11th Meta-Principle Applied

Guijar's (2025) [ critical observation — that Growth Hacking is 100% data-dependent, creating a cold-start paradox for
pre-data ventures — has specific implications for the IndoAl marketplace. The minimum viable data threshold of 50,000-100,000
engaged users required for the growth flywheel to activate is substantially harder to achieve in B2B hardware than in consumer
Q-commerce (81, because a single institutional buyer may represent one transaction per year rather than 20+ per month.

The strategic implication is a phased approach that Gujar (2025) [ terms the 'two-era’ strategy: Pre-Data Era (traditional
levers: channel partnerships with system integrators, government tender relationships, direct enterprise sales, offline pilot
deployments with AIRI certification as proof of concept) and Post-Data Era (pure Growth Hacking: personalisation algorithms
1381 A/B-tested marketplace layouts, automated upselling of Al model subscriptions, developer ecosystem viral loops). The IndoAl
marketplace's Q2 2026 target of 100+ third-party developers represents a critical threshold event: developer ecosystem data volume
enables the Platforms P to activate the growth flywheel.

VLI IndoAl vs. Competitive Landscape: Platform Battlegrounds
The IndoAl camera marketplace operates against a transformed competitive landscape following the April 2026

MeitY/STQC certification mandates 23147, The strategic battlegrounds for each of the three new Ps are:

* Personalization battleground: IndoAl's DUAL Framework (outcome-first navigation + compliance translation + sector-specific
solution packs) versus generic hardware listings on Amazon Business or IndiaMART. IndoAl's advantage: Al-powered
recommendation of NeurHub™ models creates an upsell personalisation loop P8Il%1 unavailable to pure-hardware distributors.

» Platforms battleground: NeurHub™ developer ecosystem [?7 versus vertically integrated manufacturers (Bosch, Axis, Sony)
who offer proprietary app stores. IndoAl's advantage: Open API architecture + revenue share model attracts Indian Al developers
building for Indian deployment conditions (crowded scenes, variable lighting, multilingual ANPR).

« Performance Analytics battleground: AIRI score as independent Al performance benchmark versus manufacturers' self-reported
specifications. IndoAl's advantage: Third-party AIRI certification creates credibility B4 that self-reported benchmarks cannot
achieve; AIRI becomes an industry standard over time.

VII.THE CERTIFIED OUTCOME PRODUCT: A NEW PRODUCT CATEGORY

Based on the synthesis of the 10Ps Framework Il DUAL Architecture, buyer persona analysis, and platform economics
(2012810291 this paper formally introduces the 'Certified Outcome Product’ as a new product category classification distinct from
FMCG, industrial hardware ™3, consumer electronics, or enterprise software.

A Certified Outcome Product is defined as: a hardware product embedded with Al intelligence that derives its primary
market value not from hardware specifications alone, but from the combination of (a) certified Al performance (AIRI score), (b)
regulatory compliance architecture (BIS, STQC, NDAA, DPDP), (c) platform expandability (NeurHub™ model compatibility),
and (d) outcome specificity (safety, compliance, business intelligence, or public infrastructure).

Dimension Classification Implication for Marketplace Design
Purchase Driver Assurance + Outcome (not aspiration, not Lead with safety outcomes, compliance
pure ROI) guarantees, not features or price
Decision Maker Usually non-technical (principal, owner, Design for layman as primary buyer;
manager) expert as secondary but equally served
Trust Compliance-dependent (certifications = Make compliance visible, legible, and
Architecture quality proxy) emotionally resonant — not buried in
footnotes
Ecosystem Platform product — gains value from Al Show Al compatibility and future
Value models, not hardware alone expandability on every listing
SKU Strategy Solution packs over components — like Lead with pre-configured Solution Packs;
telecom bundles expert customisation is secondary
Post-Purchase Service relationship, not one-time Onboarding, health checks, model updates,
transaction warranty reminders — lifecycle
management
Closest Mobile handset marketplace — but sells Use handset marketplace UX patterns with
Analogue on assurance, not identity safety-trust emotional overlay
Value Network intelligence — every new camera Communicate cumulative intelligence
Compounding makes the entire network smarter benefit; AIRI score improvement with
ecosystem scale

Table 7: Certified Outcome Product — Classification and Marketplace Design Implications
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This classification has significant implications beyond IndoAl. Any Al hardware product in India that simultaneously
embeds intelligent processing capability, operates within a regulated compliance framework 31471 and functions as a platform
node (rather than a standalone device) qualifies as a Certified Outcome Product — including smart industrial sensors, Al-powered
fire suppression systems, healthcare diagnostic devices, and intelligent traffic management hardware. The DUAL Framework and
10Ps mapping provided in this paper constitute a replicable design blueprint for any such product's marketplace architecture.

VII1.DISCUSSION: THEORETICAL & PRACTICAL CONTRIBUTIONS
VIIL.1 Contribution to Marketing Theory

This paper makes four theoretical contributions. First, it validates the 10Ps Framework (Gujar, 2024, 2025) 4121 in the
specific context of Al hardware marketplaces, demonstrating that Personalization, Platforms, and Performance Analytics are not
merely useful additions to the traditional mix but structurally necessary for products whose value is co-created through platform
interactions rather than delivered through linear value chains B9,

Second, it introduces the Certified Outcome Product as a new product category classification with defined characteristics,
purchase psychology, and marketplace design implications. This extends existing B2B product classification literature (Jackson &
Cooper, 1988 3 Kotler & Armstrong, 2018 [*4I) by establishing a hybrid category relevant to the fourth industrial revolution's
Al-embedded hardware landscape.

Third, the DUAL Framework provides the first operationalised architecture for designing product pages, buyer journeys,
and catalogue taxonomy that simultaneously serves both non-technical layman decision-makers 5 and technical expert evaluators
— addressing the conceptual gap identified in Section 2.5.

Fourth, the application of 'Data Threshold Awareness' (Gujar, 2025) ? to B2B hardware demonstrates that the cold-start
paradox is more severe in low-frequency, high-value purchase categories, and provides a phased two-era strategy (traditional levers
pre-data; growth hacking post-data) as the resolution.

VLI Practical Contributions for Indian Al Hardware Manufacturers

For practitioners, the paper provides four actionable contributions. First, a ready-to-implement product taxonomy and six-
persona buyer architecture 2 that any Indian Al hardware manufacturer can adapt. Second, the Compliance Trust Architecture
table (Table 4) providing a hierarchical framework for communicating regulatory compliance %1471 as marketing credential rather
than procurement burden. Third, the AARRR adaptation for B2B hardware (Table 6) providing a phased growth hacking strategy
(21501 calibrated to hardware sale cycles. Fourth, the implementation priority roadmap (Table 8) providing a 90-day sequenced
action plan validated against layman conversion and technical confidence metrics.

VI 111 Limitations and Future Research

The paper has three primary limitations. First, the IndoAl case study # is a single-firm strategic framework; broader
validation across other Indian Al hardware manufacturers would strengthen generalisability. Second, the AIRI score metric, while
conceptually rigorous, requires independent empirical validation of its correlation with actual field deployment performance.
Third, the Data Threshold Awareness thresholds (50,000—-100,000 engaged users; 6-12 months of logs) ! are derived from Q-
Commerce and consumer SaaS contexts; B2B hardware may require different threshold models given higher transaction value and
lower frequency.
Future research should examine: (a) empirical validation of the DUAL Framework's impact on conversion rates through A/B
testing at scale 81; (b) the platform network effects 251261 generated by NeurHub™ developer ecosystem growth; and (c) the long-
term LTV:CAC dynamics of Certified Outcome Products compared to conventional B2B hardware #3144,

IX.CONCLUSION

The marketing mix has evolved from 4Ps to 7Ps to the contemporary 10Ps U6l not because academics enjoy adding
letters, but because value creation itself has fundamentally changed (Gujar, 2025 1), For India's Al camera market — reshaped
by the April 2026 MeitY/STQC certification mandates 31471, the rise of edge Al hardware, and the maturation of platform-based
commerce P28 __ the traditional 7Ps are architecturally insufficient.

This paper has demonstrated that the Al camera, when properly understood, is neither a hardware commodity nor a pure
software platform — it is a Certified Outcome Product: a new product category whose market value is co-created through certified
Al performance (AIRI), regulatory compliance architecture, platform expandability (NeurHub™ [P7) and outcome specificity.
Designing a marketplace for this product category requires the 10Ps Framework 2114l as the strategic operating model, the DUAL
Framework as the UX and taxonomy architecture, and the Growth Hacking AARRR loop 4l — modulated by Data Threshold
Awareness — as the growth engine.

The resulting framework — DUAL x 10Ps x Growth Hacking — provides IndoAl Technologies #? and, by extension,
any Indian Al hardware manufacturer operating in the post-Chinese-CCTV-ban landscape, with a replicable, academically
grounded blueprint for building marketplaces where a school principal in Nagpur and a CTO in Mumbai can both find exactly
what they need, understand exactly why they should trust it, and buy with confidence from the same platform.

The compounding intelligence principle that underlies the IndoAl platform — where every new camera installation makes
the entire network smarter and more valuable 6151 s ultimately a statement about the future of Al hardware marketing in
India: the winner is not the company that sells the most cameras, but the company that builds the most trusted, most intelligent,
most open platform. That is a marketing problem. That is a 10Ps problem. And it is now, with this framework, a solvable one.
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