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Abstract—This study investigates the role of strategic
marketing and sales optimization in enhancing
performance within the dairy industry, with a focused
application to the Raipur market. The research aims to
identify key marketing practices and sales strategies that
influence consumer behavior and drive growth in a
competitive dairy landscape. A mixed-method approach,
including surveys, interviews, and market analysis, was
employed to gather data from consumers, retailers, and
industry professionals. The study examines factors such
as product positioning, promotional activities,
distribution networks, and pricing strategies. Findings
reveal that region-specific branding, digital marketing
integration, and efficient supply chain management
significantly contribute to improved sales performance
and customer engagement. The study also highlights the
importance of understanding local consumer preferences
and retailer dynamics in semi-urban markets. Based on
the insights gathered, the paper provides practical
recommendations to help dairy companies align their
strategies with market demands and achieve long-term
sustainability.
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L INTRODUCTION

This study presents an in-depth analysis of strategic
marketing and sales optimization within the dairy
industry, focusing specifically on the Raipur market.
The dairy sector, a vital component of India's
agribusiness, is evolving rapidly due to changing
consumer preferences, increasing competition, and
advancements in distribution and promotional
technologies. In such a dynamic environment, the
ability of dairy firms to align their marketing and
sales efforts with market demands plays a crucial role
in sustaining growth and profitability.

The importance of this research lies in its attempt to
bridge the gap between traditional dairy marketing
methods and modern sales optimization strategies
tailored for tier-2 cities like Raipur. While major
urban centers have been extensively studied, regional
markets remain underexplored, despite offering
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significant potential for expansion. This study
focuses on identifying factors that influence
consumer purchase decisions, evaluating the
effectiveness of current marketing practices, and
analyzing sales strategies that can improve
performance and customer engagement.

To achieve these objectives, the study employs a
mixed-method research design involving primary
data collection through surveys and interviews, and
secondary analysis of industry reports. The findings
are expected to offer actionable insights for dairy
enterprises, enabling them to craft region-specific
strategies that optimize both marketing reach and
sales efficiency

Definition of Strategic Marketing

Strategic Marketing can be defined as the strategy of
developing, communicating, and delivering value to
customers. It does so while achieving organizational
objectives. It involves developing a well-structured
plan that connects market research, segmentation,
targeting, and positioning. It effectively allocates
resources and shapes marketing efforts.

Key Components of Strategic Marketing:

Setting yourself
apart

Choosing Making your
your target offer just right

Key
componenls
Understanding of Strategic Thinking ahead
the market Mqueting

1L NEED FOR THE STUDY

* Addressing Knowledge Gaps in Tier-2 Markets

While strategic marketing and sales optimization are
well-researched in metropolitan dairy markets, there
is limited insight into how these approaches translate

ICONIC RESEARCH AND ENGINEERING JOURNALS 621



© MAY 2026 | IRE Journals | Volume 9 Issue 11 | ISSN: 2456-8880
DOI: https://doi.org/10.64388/IREV9I11-1717532

to tier-2 cities such as Raipur. This study fills that
void by examining local consumer behaviors,
distribution constraints, and competitive dynamics
unique to Raipur’s dairy sector.

* Supporting Regional Dairy Growth

Dairy firms operating in Raipur face distinct
challenges—variable  cold-chain  infrastructure,
fragmented retail networks, and price-sensitive
consumers—that national strategies often overlook.
By focusing on region-specific data, this research
offers tailored recommendations that can drive
sustainable growth for both cooperative and private
dairy enterprises.

* Enhancing Competitiveness through Evidence-
Based Strategies

With increased competition from both organized and
unorganized players, Raipur’s dairy companies
require empirically validated marketing and sales
techniques. The findings will equip stakeholders
withpractical, data-driven tools—such as optimized
pricing models, targeted promotions, and digital sales
systems—to improve market penetration and
operational efficiency.

Objectives of Study

e To identify the key factors contributing to
the success or challenges faced by dairy
companies in implementing strategic
marketing and sales practices in the Raipur
market.

e To analyze consumer preferences, market
trends, and competitive forces influencing
the performance of dairy products in Raipur.

e To examine the impact of marketing
strategies, pricing, and distribution channels
on the growth and profitability of dairy
businesses operating in the Raipur region.

Importance of the Study

1. Market-Specific Insights: Provides actionable data
on consumer behavior, retailer dynamics, and
competitive forces unique to Raipur, enabling dairy
firms to tailor strategies that resonate with local
demand.

2. Operational Efficiency: Highlights key areas—
such as digital sales tools, distribution logistics, and
promotional tactics—where improvements can drive
cost savings, faster delivery, and higher sales
conversion.
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3. Strategic Decision Support: Equips industry
stakeholders and policymakers with evidence-based
recommendations for marketing investments,
infrastructure development, and training programs,
fostering sustainable growth and competitive
advantage.

IIL. REVIEW OF LITERATURE

* Dhruti Rathwa (2024) in the study titled “4 Study
on Consumer Awareness Regarding Non-Dairy
Products” found that consumers show a positive
attitude toward non-dairy products. The study
suggests that improved promotional strategies can
increase awareness and sales, especially with the
rising demand for ready-to-eat and convenience food
products due to lifestyle changes.

* Vikas Kulkarni (2023) in “Pricing Strategies and
Profitability in the Indian Dairy Market” observed
that tiered pricing and discount strategies
significantly increase sales without affecting brand
value. The study recommends dynamic pricing and
value packs to attract price-sensitive consumers.

* Sneha Verma (2022) in “Role of Digital Marketing
in Dairy Product Promotion” highlighted that digital
platforms, especially WhatsApp marketing, are
highly effective, with 62% engagement, suggesting
the importance of mobile-based promotion strategies.

* Arjun Patel (2023) in “Retailer Engagement and
Sales Performance in Tier-2 Cities” found that
retailer training and incentive programs improve
product recommendation rates. The study suggests
better communication between distributors and
retailers to boost sales.

* Nisha Sharma (2024) in “Consumer Preference for
Flavored Milks in Semi-Urban India” revealed that
consumers prefer flavored milk due to health
benefits. The study recommends introducing health-
focused variants and conducting sampling activities.

» Rahul Singh (2021) in “Supply Chain Efficiency
and Cold Chain Management in Dairy Distribution”
highlighted that improved cold storage reduces
spoilage and enhances product quality. The study
suggests expanding cold-chain infrastructure.

* Priya Desai (2022) in “Brand Equity and Consumer
Loyalty in India’s Dairy Sector” found that product
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quality and packaging are key drivers of customer
loyalty. The study recommends loyalty programs and
branding strategies.

* Manoj Kuldeep (2023) in “Impact of Promotional
Schemes on Dairy Sales” showed that promotional
offers like BOGO increase short-term sales but
require careful cost management.

* Anjali Rao (2024) in “Product Diversification and
Market Penetration Strategies” concluded that
introducing value-added products increases market
share and competitiveness.

* Rohit Mehta (2022) in “Effectiveness of CRM
Systems in Dairy Sales Optimization” found that
CRM systems improve sales efficiency and customer
relationship management.

* Sunita Gupta (2023) in “Influence of Packaging on
Purchase Decisions” highlighted that eco-friendly
packaging increases repurchase intention, suggesting
the importance of sustainable packaging.

* Deepak Joshi (2021) in “Competitive Dynamics
between Cooperatives and Private Dairy Firms”
found that cooperatives dominate rural markets while
private firms lead in innovation, suggesting hybrid
strategies.

» Madhavi Nair (2024) in “Role of In-Store Sampling
in Enhancing Dairy Product Trials” showed that
product sampling significantly increases trial and
purchase rates.

» Karan Verghese (2022) in “Assessment of Channel
Management Practices in Dairy Distribution” found
that route optimization improves delivery efficiency
and distribution performance.

* Leena Shah (2023) in “Health Consciousness and
Demand for Low-Fat Dairy Products” revealed
growing demand for low-fat dairy products due to
increasing health awareness among consumers.

Iv. RESEARCH METHODOLOGY
Research Methodology

Research methodology refers to the systematic
process used to collect, analyze, and interpret data in
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order to achieve the objectives of the study. In this
research, the methodology is designed to analyze
consumer satisfaction with Sarda Dairy Food
Products Ltd., focusing on factors such as product
quality, pricing, packaging, and availability. The
study uses both primary and secondary data sources
to generate reliable and meaningful insights.

Research Design

Component Details

Research Quantitative Method

Method Used

Research Design | Descriptive Research
Design

Analysis Percentage Analysis,

Techniques Frequency Distribution

Used

Quantitative Method:

The quantitative method is used to collect numerical
data from respondents in order to measure consumer
satisfaction levels. This method helps in identifying
patterns, trends, and relationships between different
factors affecting consumer behavior.

Descriptive Research Design:
Descriptive research design is used to describe the
characteristics of consumers and their satisfaction
levels. It helps in understanding consumer
preferences and evaluating the performance of Sarda
Dairy products in the market.

Sampling Framework

Component Details
Sampling Plan | Convenience Sampling
Tools Used for | Structured Questionnaire

Data Collection

Data Collection | Primary and Secondary Data
Sources

Sample Size 100 Respondents

Sample and Sampling

Sampling refers to selecting a subset of the
population for the purpose of study. In this research,
convenience sampling is used to select respondents
who are easily accessible and are consumers of Sarda
Dairy products. The sample includes 100
respondents.

Data and Types of Data

1. Primary Data
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Primary data is collected directly from respondents
through a structured questionnaire. The questionnaire
includes questions related to:

» Consumer satisfaction level

* Product preference (milk, yogurt, paneer, etc.)

* Factors influencing purchase decisions (quality,
price, packaging, availability)

* Suggestions for improvement

The data was collected using online platforms such
as Google Forms and messaging applications.

2. Secondary Data

Secondary data refers to data that has already been
collected and published by other sources. It is used to
support the primary data and provide a theoretical
background to the study.

Sources of Secondary Data:

* Research papers and journals

* Books and articles related to consumer behavior

* Online sources and industry reports

Data Interpretation

Gender [0 copychart

100 responses

® sl
@ Femzz
Prefer notto say

Interpretation:

The surveyof 100 respondents shows a slight
majorityof male participants (53%) compared to
female participants (45%). A verysmall percentage
(2%) chose not to disclose their gender. This suggests
that the respondent pool is not perfectly balanced
between genders, with a higher representation of
males. Depending on the purpose of the survey, this
gender distribution might be relevant to consider
when interpreting other findings from the same
dataset.

To what extent do you believe that brand reputation influences the success of dairy O Copy

products?

100 rezponses

Interpretation:
The survey results strongly indicate that respondents
perceive dairy industry supply chain efficiency as
having a substantial impact on the success of its
products.
e A significant  majority,  50%(39%
"HighImpact"+11%"Significantlmpact"),
believe that supply chain efficiency has a
significant or high impact. This suggests a
widespread understanding of the critical role
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L

chart

@ Not at al

@ Ssghtly
Meoderately

@ Significantly

@ To = Great Extent

of logistics and operational effectiveness in
the dairy sector.

o  Another considerable portion, 29%,selected
"Moderate Impact, "reinforcing the view
that efficiency is generally important.

e Only a smaller minority, 21%
(8%"Nolmpact"+13%"Slightlmpact"),cons
ider the impact to be minimal or non-
existent.
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To what extent does customer preference for convenience influence the demand of Copy

different dairy brands.

100 responses

Interpretation:
Thesurveyresultsstronglysuggestthatcustomerprefere
nceforconvenienceisasignificant  factorinfluencing
the demand for different dairy brands.
e A combined 58% (37% "To a Great Extent"
+ 21% "Significantly") of respondents
believe that convenience has a strong or
verystrong influence. This indicates that a
large majorityofthe
recognizestheimportanceofeaseofuse,

audience

Rate you perception of market trends favouring the growth of the Dairy industry.

100 responses

Interpretation:
Thesurveyresultsindicateagenerallystrongpositiveper
ceptionamongrespondentsregarding ~ markettrends
favoring the growth of the dairy industry.

e  Acombined68%(41%"ToaGreatExtent"+27
%"Significantly")ofrespondentsbelievethat
market trends significantlyor greatly favor
the dairy industry's growth. This highlights
a prevalent optimistic outlook on the
industry's future.

e  Acombined
+10%"Slightly"

32%(8%"Notatall"
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@ Not st all

@ Seghily
Moderately

@ Significantly

@ To 3 Great Extent

accessibility,andtime-
savingaspectsindairyproduct choices.

e Another20%selected"Moderately,"furthere
mphasizingthegeneralacknowledgmentofco
nvenience as an important factor.

e  Onlyarelativelysmallportion,
22%(9%"Notatall"
+13%"Slightly"),considertheinfluenceof
convenience to be minimal or non-existent.

Ll_j Copy chart

® Not atall

@ Sightly

@ No Impact

@ Significantly

@® To = Great Extent

+14%"Nolmpact")ofrespondentsperceive
the influence of market trends to be
minimalor non-existent in favoring growth.
The "No Impact" categorybeing distinct
from"Not at all'" adds a bit ofnuance,
suggesting a segment that sees trends as
neutral rather than actively unfavorable.
Data Analysis
The collected data was analyzed using simple
statistical tools such as percentage analysis and
frequency distribution. These tools help in presenting
the data in a clear and understandable format. The
analysis was used to identify consumer satisfaction
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levels, product preferences, and areas requiring
improvement.

V. HYPOTHESIS TESTING

Hypothesis 1: Consumer Satisfaction Level
Hypothesis

* Ho: (Null Hypothesis):

Consumers are not satisfied with Sarda Dairy Food
Products Ltd.

* Hii (Alternative Hypothesis):

Consumers are satisfied with Sarda Dairy Food
Products Ltd.

Analysis

The data collected from 100 respondents shows that:
* 60% of respondents are very satisfied

* 30% of respondents are satisfied

* 10% of respondents are neutral

* No respondents reported dissatisfaction

This indicates a high level of consumer satisfaction
with Sarda Dairy products.

Conclusion

Since the majority of respondents are satisfied, the
null hypothesis (Hoi) is rejected, and the alternative
hypothesis (Hi1) is accepted.

This concludes that consumers are satisfied with
Sarda Dairy Food Products Ltd.

Hypothesis 2: Impact of Product Attributes on
Consumer Satisfaction

Hypothesis

* Hoz (Null Hypothesis):

Product attributes such as quality, pricing,
packaging, and availability do not significantly
influence consumer satisfaction.

* Hi2 (Alternative Hypothesis):

Product attributes such as quality, pricing,
packaging, and availability significantly influence
consumer satisfaction.

Analysis

The study findings indicate that:

* Product quality is rated as good or excellent by
most respondents

* Pricing is considered reasonable by a majority of
consumers

* Packaging requires improvement as suggested by
respondents

* Availability is satisfactory but needs expansion in
some areas

These factors clearly influence consumer satisfaction
levels.

Conclusion
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Since product attributes significantly affect consumer
satisfaction, the null hypothesis (Ho2) is rejected, and
the alternative hypothesis (Hiz2) is accepted.

This shows that consumer satisfaction is strongly
influenced by product-related factors.

VL FINDINGS

1. Retailer Perceptions Matter: Retailers' positive
perceptions about brand reputation, marketing
strategies, and convenience influence their likelihood
to promote and sell dairy products.
2. Marketing Strategies Are Key: Correlation
analysis shows moderate positive relationships
between marketing strategies and factors like
customer convenience, market trends, and product
visibility.
3. Low Predictive Power in Regression: The
regression model is statistically significant overall (p
< 0.05), but individual factors are not strong
predictors. The model explains only 14.7% of the
variance in the dependent variable, suggesting that
many influencing factors remain unaccounted for.
4. Descriptive Insights:
0 Most variables show moderate agreement
(mean values ~3.5-3.8 on a 5-point scale).
o Distributions are generally normal with low
skewness and kurtosis.
o Respondents show consistent behavior, as
seen in standard deviations and ranges.
5. No Strong Demographic Effect: Gender
shows weak correlations with the studied variables,
indicating limited demographic influence.
6. Awareness Gaps Exist: Some respondents
(as reflected in the lower mean and count for
questions like "Have you seen dairy products
advertised?") may lack exposure to marketing efforts,
indicating a scope to improve visibility.
In essence:
The study suggests that while retailers value brand
strength and strategic marketing, the current
marketing efforts alone do not fully explain their
behavior or sales performance. There’s room to
improve targeting, awareness, and strategy
refinement to better engage the retail network.

VIL RECOMMENDATIONS

L Enhance Marketing Visibility
Manyretailersindicatedlow
exposuretodairyproductpromotions.

— Action:Increasebrandvisibilitythroughlocaladverti
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sing,in-storebranding,andregionalcampaigns
(especially via WhatsApp and influencer-led
awareness in Raipur).

J Strengthen Retailer Engagement
Retailerperceptionpositivelycorrelateswithsalesperfo
rmance.

—Action:Conductregularretailer
meets,offerincentives,andprovidesalestrainingtostren
gthentheirbrand advocacy.

o Investin Targeted Promotions
Theregressionmodelsuggestsexistingstrategieshaveal
imitedimpactonoutcomes.

—Action:Usedata-
drivenmarketingtodesignfocusedcampaignstargeting
specificsegments(e.g.,kirana stores, supermarkets,
low-performing areas).

o Improve Supply Chain Efficiency

Retailersratedsupplychaineffectivenessasakey
successfactor.
—Action: Ensuretimely delivery,
maintaincoldchainlogistics,andreducestockoutstoenh

anceretailer satisfaction and trust.

L MonitorandEvaluateMarketingStrategies
Somemarketingeffortsmaynotbeyieldingexpectedres
ults.

—Action: Continuouslytrack ROlofcampaignsand
useretailerfeedback torefinestrategies.

L Boost Product Visibilityat Outlet Level
Sincein-storepresence
matters,especiallyinRaipur'slocalmarkets:

— Action:Providebranded
fridges,displayboards,shelfstrips,andPOSmaterialtoi
mproverecalland conversion.

° FocusonRelationshipMarketing
Trustandconveniencesignificantlyinfluenceretailerde
cisions.

—Action:Buildlong-
termrelationshipsthroughdedicateddistributorsupport
andpersonalized communication.

VIII. CONCLUSION
The studytitled "4 Study of Strategic Marketing and

Sales  Optimization in the Dairy Industry”

explorestheperformance, market dynamics,
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andstrategicapproaches influencingthedairysectorin
Raipur.
ThedairyindustryinRaipurpresentsavibrantopportunit
yforbothestablishedandemergingbrands.
Asconsumer preferences shift towards quality, health,
and convenience, companies must adapt with
targeted marketing, efficient sales models, and robust
supply chains.

Strategic marketing and optimized sales execution—
when combined with technological adoption,
consumerinsights,andproductinnovation—
cansignificantlyelevatebrandperformanceinthissecto
r. The study concludes that a hybrid approach,
blending traditional distribution practices with
modern marketing tools, is essential for long-
termsuccess inthe dynamic and growing dairymarket
of Raipur.

IX. LIMITATIONS

1. Geographic Scope

This research is limited to the dairy market within
Raipur. The findings may not be entirely
generalizabletootherregionsinlndiawhereconsumerpr
eferences,market structures,andcompetitive
dynamics may differ significantly.

2. Time Constraints

Duetothelimited
timeframeoftheacademicproject,thestudyfocusesona
short-termdatacollection period and does not account
for long-termor seasonal fluctuations in consumer
behavior and market demand.

3. Sample Size
Althoughthestudyincludes100respondents,thesample
maystillnotbefullyrepresentativeofthe
consumer base in Raipur orthe state. A larger sample
size could yield more statistically significant insights.

broader
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