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ABSTRACT: 

Retail distribution is a cornerstone of success for consumer goods, especially in highly competitive 

markets. The distribution of DOMS products by Pranav Marketing showcases a blend of strategic planning 

and operational execution aimed at ensuring market penetration and customer satisfaction. By focusing on 

a robust supply chain, efficient logistics, and strategic partnerships with retailers, Pranav Marketing has 

built a solid foundation for distributing DOMS products. One of their key strengths lies in maintaining 

strong relationships with local retailers, enabling consistent product availability. Additionally, their data-

driven approach allows them to identify demand patterns and adapt quickly to market changes. However, 

challenges such as fluctuating demand, rising operational costs, and competition from alternative brands 

pose hurdles that require innovative solutions. Opportunities for growth include expanding to untapped 

markets, leveraging technology for inventory management, and strengthening e-commerce channels to 

complement traditional retail. Pranav Marketing could also benefit from investing in retailer training 

programs to enhance brand visibility and loyalty. 

Index Terms: Retail, DOMS Products, Distribution 

INTRODUCTION: 

Retail distribution ensures the seamless flow of goods from manufacturers to end-users. It acts as the 

backbone for businesses, particularly in the Fast-Moving Consumer Goods (FMCG) sector, where 

competition is intense, and customer expectations are high. This study examines the operations of Pranav 

Marketing, a leading distributor of DOMS stationery products, within Tamil Nadu. The focus is to 

understand their current strategies, challenges, and opportunities for improvement. 
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STATEMENT OF THE PROBLEM: 

 Despite the established reputation of DOMS as a preferred brand for stationery, Pranav Marketing 

encounters several challenges in its retail distribution process. These challenges include inconsistent supply 

chain operations, limited penetration into rural markets, and rising competition from alternative brands. 

Additionally, the shift towards digitalretail channels has influenced consumer purchasing patterns, creating 

further complexities for traditional retail distributors. This study aims to investigate these issues and 

propose actionable strategies to enhance the retail distribution of DOMS goods by Pranav Marketing. 

OBJECTIVES OF THE STUDY: 

● Analyze the current retail distribution network of Pranav Marketing. 

● Identify challenges in the supply chain. 

● Assess the impact of retail efficiency on customer satisfaction. 

● Explore strategies for market penetration and technological integration. 

IMPORTANCE OF THE STUDY: 

Effective retail distribution is critical in ensuring product availability, meeting consumer demands, and 

maintaining competitive positioning. For DOMS, a brand known for its high-quality stationery products, 

an efficient distribution system is essential to sustaining its market leadership. This study provides insights 

into how Pranav Marketing’s distribution efforts can be optimized to enhance both retailer and consumer 

satisfaction. 

SCOPE OF THE STUDY: 

The study covers urban, semi-urban, and rural regions serviced by Pranav Marketing. It examines the 

distribution network’s efficiency, retailer relationships, and the role of technology in enhancing operations. 

METHODOLOGY OF THE STUDY: 

Research Design 

A descriptive research design was adopted, employing both qualitative and quantitative approaches. This 

design allows for an in-depth analysis of current practices and identification of gaps within the system. 

Data Sources 

Primary Data: Structured questionnaires administered to 150 retailers. These questionnaires focused on 

aspects such as stock management, delivery schedules, and customer support. 

Secondary Data: Industry reports, academic literature, government publications, and online resources 

provided a contextual background and validated the primary data findings. 

Tools 

● Chi-square Tests: Used to determine the statistical significance of relationships between categorical 

variables. 

● Percentage Analysis: Employed to understand trends and preferences among the respondents. 

http://www.ijcrt.org/


www.ijcrt.org                                                       © 2025 IJCRT | Volume 13, Issue 5 May 2025 | ISSN: 2320-2882 

IJCRT25A5452 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org m655 
 

LIMITATIONS OF THE STUDY: 

 Geographical Coverage: The study focuses on the areas serviced by Pranav Marketing, which may not 

represent the broader distribution challenges faced in other regions.  

Time Constraints: Limited time for data collection and analysis may restrict the depth of the study.  

Retailer Response: Variability in the willingness of retailers to provide detailed and accurate information 

may affect the study's findings.  

Market Dynamics: Rapid changes in market conditions, such as the emergence of new competitors or 

disruptions in the supply chain, may impact the relevance of findings. 

PERIOD OF THE STUDY: 

The study is conducted during January 2025 to February 2025. 

FINDINGS OF THE STUDY: 

Key Insights from Retailers 

● Product Preference: Art supplies dominate the product category (48.7%), followed by stationery 

(40%). These figures highlight a strong demand for creative and functional products. 

● Restocking Frequency: Most retailers prefer bi-weekly (35.3%) or monthly (35.3%) restocking 

schedules, indicating a preference for structured inventory management. 

● Retail Duration: A significant number of retailers have been in business for 1-5 years (33.3%), 

showing a mix of experienced and relatively new players in the market. 

● Location Insights: Semi-urban areas account for 50% of the customer base, emphasizing the 

importance of targeting these regions for growth. 

● Outlet Types: Bookstores (38%) and supermarkets (26.7%) represent the majority of retail outlets, 

indicating potential for diversifying into other retail formats. 

● Competitor Landscape: Faber-Castell and Classmate are primary competitors, stocked alongside 

DOMS products, reflecting a competitive environment. 

Customer Satisfaction 

● Quality Perception: 65.4% of respondents rate DOMS products as either "Good" or "Excellent." 

● Packaging: While 65.3% find packaging satisfactory, 9.3% report dissatisfaction, highlighting the 

need for improvements. 

● Delivery Timeliness: 63.3% of deliveries occur bi-weekly or weekly, but delays beyond 5 days 

remain a concern for 34% of respondents. 
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CHI - SQUARE ANALYSIS: 

The chi-square analysis evaluates the uniformity of responses concerning the helpfulness of promotional 

offers. 

Null Hypothesis (H₀) 

The responses (Very helpful, Helpful, Neutral, Not helpful) are uniformly distributed. 

Alternative Hypothesis (H₁) 

The responses (Very helpful, Helpful, Neutral, Not helpful) are not uniformly distributed. 

 

OBSERVED AND EXPECTED FREQUENCIES: 

Response Observed(O) Expected(E) (O-E)2/E 

Very Helpful 51 37.5 4.86 

Helpful 54 37.5 7.26 

Neutral 31 37.5 1.13 

Not helpful 14 37.5 14.74 

 

Degrees of Freedom 

Df=Number of categories-1 

=4-1=3 

 

Significance level: 0.05 

 

Chi-square value 

X2=∑ (O-E)2/E 

=27.99 

The calculated chi-square value (27.99) exceeds the critical value, and the p-value (0.00000368) is less 

than 0.05. Therefore, we reject the null hypothesis. This indicates a significant difference between observed 

and expected frequencies, reflecting variability in the perceived helpfulness of promotional offers. 

Challenges Identified 

● Stockouts: Occur occasionally (39.3%) due to inconsistent inventory management. 

● Delivery Delays: Most deliveries take 3-5 days or more, causing customer dissatisfaction. 

● Packaging Issues: A notable minority report inconsistent packaging quality. 

● Rural Penetration: Limited outreach in rural markets. 

● Competitive Pressure: Strong competition from Faber-Castell and Classmate. 
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STRATEGIES FOR IMPROVEMENT: 

● Enhanced Logistics: Implement route optimization and real-time tracking systems to minimize 

delays. 

 

● Inventory Management: Utilize data analytics for precise demand forecasting and stock 

management. 

 

● Packaging Standards: Ensure consistent quality across all shipments to address customer 

concerns. 

 

● Promotional Engagement: Increase the frequency and relevance of promotional offers to better 

engage retailers. 

 

● Rural Expansion: Develop cost-efficient distribution models tailored to remote areas. 

 

● Customer Relations: Strengthen communication and support channels to improve retailer 

satisfaction. 

 

● Market Diversification: Explore partnerships with new retail formats and expand urban 

penetration. 

SUGGESTIONS: 

1. Improve delivery times to ensure faster shipments, particularly for orders that take over 5 days.  

2. Increase the frequency and variety of promotional offers to engage the minority who rarely or never 

receive them.  

3. Implement better inventory management systems to minimize frequent and occasional stockouts.  

4. Enhance packaging quality to address the concerns of customers who rarely find it satisfactory.  

5. Focus on increasing market penetration in urban areas where representation is currently lower. 

 

CONCLUSION: 

Pranav Marketing’s distribution network has significant strengths, particularly in semi-urban areas and 

popular product categories. However, addressing logistical inefficiencies, improving rural penetration, and 

refining customer engagement strategies will solidify their market presence. Focusing on continuous 

innovation, leveraging technology, and incorporating customer feedback can drive sustained growth and 

competitiveness. Furthermore, addressing challenges such as stockouts and delivery delays will enhance 

retailer trust and customer satisfaction. By expanding market presence and adapting to changing consumer 

needs, Pranav Marketing can ensure long-term success in a competitive landscape. 
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