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ABSTRACT 

This study looks into the dynamics of finding and developing new sales possibilities in the context of 

UltraTech Cement's investigation on possible counter locations in Masturi Blocks, Bilaspur, and Bilha. The 

research explores the complex interactions among variables that shape merchants' choices about cement 

brand promotion or inventory. Important insights that emphasise the critical roles played by supplier 

incentives, market demand, pricing strategies, and brand reputation in influencing retailers' decisions are 

revealed by thorough data interpretation and analysis. Furthermore, opinions about UltraTech Cement's 

standing in the market and contrasts with other well-known companies offer insightful information about 

positioning tactics. The report also makes suggestions for improving market penetration and retailer 

cooperation, such as customised marketing campaigns, ongoing training initiatives, and rewards for top-

performing merchants. Using these realisations and putting strategic initiatives into place, UltraTech Cement 

can increase its market share in the Bilha and Masturi Blocks segments, fostering long-term growth and 

solidifying its dominance. 

Keywords: Market Dynamics, Brand Reputation, Pricing Strategies, Retailer Collaboration, Marketing 

Initiatives, Sustainable Growth. 

 

Objectives of the study 
 Analyse Customer Preferences:  

Examine how customers behave and what products they like to see in Bilha and Masturi Blocks in terms 

of cement brands and characteristics. 

 Determine Price Plans and Rivals: 

UltraTech's pricing strategy is informed by the identification of important rivals in the target blocks and 

an analysis of their price tactics. 

 Examine Sales prospects:  

To find possible sales prospects for UltraTech Cement, evaluate the region's infrastructure and building 

initiatives. 

 Recognise the Regulatory Environment:  

To foresee obstacles and chances for growth, research the regulations that regulate cement sales.. 

 

Introduction 
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Finding and developing new sales prospects is a crucial task for businesses looking to expand their market 

reach and achieve sustainable success in the always-changing cement sector. This study investigates these 

initiatives in the context of UltraTech Cement's business, with a particular emphasis on the Bilha and Masturi 

Blocks in Bilaspur. As a vital component of building projects, cement is subject to a constant interplay of 

forces that affect its distribution, demand, and market penetration. As a major participant in the market, 

UltraTech Cement makes a strategic effort to manage these complications in order to take advantage of new 

opportunities and establish a strong presence in the market.Within the cement market, the Bilha and Masturi 

Blocks provide particular opportunities and problems. Recognising the peculiarities of different regional 

marketplaces, such as customer inclinations, UltraTech Cement must develop efficient plans for market 

penetration and growth that take into account rival strategies and distribution networks.With a focus on 

UltraTech Cement specifically, this research study attempts to go deeply into the variables impacting 

merchants' choices about the cement brands they stock and promote. This study aims to offer significant 

insights into the dynamics of the cement market in Bilha and Masturi Blocks by taking a close look at various 

variables, from brand reputation to pricing tactics and market demand.The document also aims to provide 

UltraTech Cement with practical suggestions on how to improve its market positioning, fortify its 

relationship with retailers, and promote long-term growth in the area. These suggestions will be based on 

actual facts and will be guided by a thorough examination of competitor, retailer, and market trends. 

techniques.All things considered, the goal of this research is to add to the body of knowledge in the cement 

industry by offering useful insights and practical tactics to businesses that are trying to find and develop new 

sales prospects in a variety of market settings. This article seeks to be a useful tool for industry stakeholders, 

researchers, and policymakers alike by providing insights into the dynamics of the Bilha and Masturi Blocks 

market and useful advice. 

Literature Review 

Market-Based Thinking and Sector Outcomes  
Al-Momani (2019) investigated how market orientation affected the functioning of Jordan's cement sector. 

According to the survey, businesses that have a strong focus on the market typically outperform others in 

terms of profitability and market share. This is explained by their improved capacity to recognise and 

address client needs, giving them a competitive advantage. 

 

Customer Conduct in the Cement Sector  
(2018) Chatterjee and Poddar carried out a thorough analysis of consumer behaviour in the cement sector. 

They emphasised that elements including availability, pricing, quality, and brand reputation had a big impact 

on consumer preferences. The study stressed how crucial it is to comprehend these preferences in order to 

develop marketing plans that successfully target various customer groups. 

 

Finding and Taking Advantage of Sales Opportunities  

The tactics for locating and seizing fresh sales opportunities in the cement industry were examined by Datta 

and Sarkar (2017). They proposed that businesses might find undiscovered markets and create focused sales 

strategies by utilising data analytics and market research. Their results highlight the necessity of ongoing 

innovation and modification in sales strategies in order to maintain competitiveness. 

 

Strategies for Market Segmentation and Targeting  

In their 2020 study, Ghosh and Mukherjee looked at targeting and market segmentation tactics in the cement 

sector. The review emphasised the efficacy of market segmentation by taking into account variables 
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including usage habits, consumer demographics, and geographic location. Through product and marketing 

segment customisation, businesses can increase market share and foster consumer loyalty.  

An edge over competitors in the cement sector  

The sources of competitive advantage in the cement business were examined by Haldar and Ray (2019). 

They recognised important elements including product differentiation, cost leadership, and strategic 

alliances. According to the study's findings, businesses that successfully take advantage of these elements 

are more likely to succeed over the long run and maintain a competitive edge. 

 

Investigating Novel Sales Channels  

The possibility of new sales channels in the cement industry was investigated by Jain and Kumar (2018). 

They discovered that expanding the variety of sales channels—including direct sales and internet 

platforms—can greatly increase market penetration and customer satisfaction. According to the report, 

businesses should make the investment to create strong multi-channel sales strategies in order to meet 

changing customer demands.  

Creative Strategies for Marketing  

Khatri and Pradhan (2017) examined creative marketing strategies used in the cement sector. Their research 

showed that businesses are more successful in drawing in customers and increasing sales when they use 

innovative marketing techniques like digital and experiential marketing. In order to stay relevant in a 

competitive market, the study underlined the necessity of ongoing innovation in marketing techniques. 

 

 

Taking Advantage of Digital Marketing  
Majumdar and Das's (2018) study concentrated on using digital marketing to increase sales in the cement 

sector. They emphasised how social media, SEO, content marketing, and other digital marketing techniques 

can effectively reach a larger audience and raise brand awareness. According to the survey, combining 

digital marketing with general marketing methods can  

Cement Market Consumer Preferences  

In-depth research on consumer preferences in the cement sector was done by Rahman and Singh (2021). 

According to their research, a number of important aspects influence consumer buying decisions, including 

product durability, brand reputation, and competitive pricing. In order to properly customise their products 

and marketing tactics, the study stressed how important it is for businesses to understand these preferences. 

The results indicate that in order to satisfy customers and build loyalty, cement companies should 

concentrate on improving their brand image and guaranteeing product quality. 

 

Analysis of Rivals and Pricing Plans  

In 2020, Patel and Gupta conducted a thorough analysis of pricing tactics used by cement companies, with a 

particular emphasis on their main rivals. According to their findings, competitive price tactics work best 

when combined with value-added services like prompt delivery. 

 

Effect of Regulations on Cement Sales  

The regulatory landscape impacting the cement business was examined by Sharma and Verma (2019), who 

also identified important rules and guidelines that affect the processes of manufacturing, distribution, and 

sales. According to the findings of their study, sustainable growth depends on adherence to safety 

requirements, environmental laws, and industry-specific guidelines. According to the report, businesses can 

reduce risks and find growth potential by comprehending and navigating various legal systems. Maintaining 

operational efficiency and averting potential legal complications would depend heavily on UltraTech 

Cement's proactive adherence to these laws. 
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Research Methodology 

 

The purpose of this research project is to examine the competitive strategies, customer behaviour, and 

market dynamics of the cement sector in the Masturi and Bilha regions. To guarantee the validity and 

reliability of the results, the methodology consists of a well-defined sample framework, a thorough study 

design, and data gathering procedures.  

 

Design of Research 

The primary goal of this study's descriptive research design is to give readers a thorough grasp of the 

competitive environment, customer preferences, and market share distribution. Both qualitative and 

quantitative methods are used in the study to collect extensive data.  

 

Research Design 

Table 1: Research Design Components 

Component Description 

Research Type Descriptive 

Quantitative Approach 
Statistical analysis of market share and consumer 

behavior 

Qualitative Approach 
Interviews and surveys with dealers, retailers, and 

consumers 

Data Collection 

Table 2: Data Collection Methods and Tools 

 

Data Source Method Tool Used 

Primary Data Surveys Structured Questionnaire 

  Interviews Semi-structured Interviews 

Secondary Data Industry Reports Market Analysis Reports 

  Company Publications 
Annual Reports, Marketing 

Materials 

Sampling Framework 

Table 3: Sampling Framework 

 

Segment Total Population Sampling Method Sample Size 

Dealers 7 Stratified Random Sampling 7 

Retailers 125 Stratified Random Sampling 125 

Consumers - Stratified Random Sampling 
Determined by 

confidence level 
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Description of the research design: 

The research employed a primary research design utilizing surveys to gather data on the market share 

and distribution channels of cement brands in the Masturi and Bilha regions. 

Sampling method and sample size: 

 

Distribution Channel Sample Size 

Total Counter 132 

Dealer 7 

Retailer 125 

ABG Counter 62 

Non ABG Counter 70 

 

Tools and methods for gathering data:  

Structured questionnaires distributed to respondents through the distribution channels were the main 

method used to collect data. The survey asked questions about estimated market share, purchase 

behaviour, and brand preferences. 

 

Data analysis methods: 

 

Data Analysis Methods Tools/Software 

Descriptive Statistics Excel, SPSS 

Comparative Analysis Excel, SPSS 

Statistical Software Analysis Excel, SPSS 

 

 

Research Findings 

 

Market Share Analysis for Masturi and Bilha Regions: 

 

Cement Brand Sales Volume Market Share 

Ultratech 2835 33% 

Ambuja 2424 28% 

Boubel Bull 1607 19% 

Banger 758 9% 



                                   International Scientific Journal of Engineering and Management                                                           ISSN: 2583-6129 

                                  Volume: 03 Issue: 05 | May – 2024                                                                                                                                       DOI: 10.55041/ISJEM01818                     

               An International Scholarly || Multidisciplinary || Open Access || Indexing in all major Database & Metadata 

 

© 2024, ISJEM (All Rights Reserved)     | www.isjem.com                                                                         |        Page 6 
 

Shree Cement 664 8% 

Duragard 1038 12% 

Lafarge 440 5% 

JK Laxmi 114 1% 

Panther 4 0% 

ACC 1277 15% 

Magneto 32 0% 

Birla Gold 88 1% 

Total 11281 100% 

 

With 33% and 28% of the market, respectively, Ultratech and Ambuja dominate the Ultratech and 

Bilha areas, according to the market share study. Duragard and Boubel Bull, with respective market 

shares of 12% and 19%, are also substantial players. But with less than 1% of the market, companies 

like Magneto and Panther are hardly noticeable.  

 

Distribution Channel Analysis: 
 

To comprehend how cement brands are distributed to consumers, the distribution channels were 

examined. Retailers account for 125 of the 132 total sales, according to the data, indicating that retail 

channels account for the majority of purchases. This suggests that the Masturi and Bilha regions have 

a significant retail presence. ABG counters also contribute significantly, accounting for 62 sales, 

compared to 70 sales from non-ABG counters. Dealers are comparatively less important; through 

this route, only 7 sales have been documented.  

 

Overall, the analysis sheds light on the effectiveness of various distribution channels in the Masturi 

and Bilha regions as well as the distribution of market share among various cement brands. 

Discussion 
 

The study's conclusions point to a fiercely competitive cement market in the regions of Bilha and 
Masturi. The two biggest companies, Ultratech and Ambuja, control significant market shares. Their 
well-established brand presence, extensive distribution networks, and solid dealer and retailer 

partnerships all contribute to their success. Their respective market shares of 28% and 33% 
demonstrate their customer choice and market penetration. 
 
However, even though they are not the top brands, Duragard and Boubel Bull together account for 

19% and 12% of the market, respectively. These companies can be concentrating on niche markets 
or particular clientele groups that have a preference for their goods.Brands with modest market 
shares, ranging from 5% to 15%, include Shree Cement, ACC, and Lafarge. This implies that even 

while they are known and bought, their level of market power is not as great as that of Ultratech and 
Ambuja. To gain a bigger market share, their marketing tactics may need to concentrate on building 
their distribution networks and raising brand awareness. 
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Brands such as JK Laxmi, Panther, Magneto, and Birla Gold have very low market shares, which 

suggests that their market presence and customer reach are restricted. To improve their standings, 
these brands may need to reassess their market tactics, which may involve stepping up promotional 
efforts, improving product availability, or providing competitive pricing. 

 

Distribution Channel Effectiveness 

 

Distribution Channel Total Sales Percentage Contribution 

Total Counter 132 100% 

Dealer 7 5.30% 

Retailer 125 94.70% 

ABG Counter 62 47% 

Non ABG Counter 70 53% 

 
 

Retailers in the Masturi and Bilha regions are the most productive, accounting for 94.7% of total 

sales, according to the distribution channel research. This emphasises how crucial robust retailer 

networks are for cement brands to guarantee product availability and customer reach. A varied 

distribution strategy that takes into account the varying tastes and buying habits of customers is 

indicated by the balanced contribution of ABG counters (47%) and non-ABG counters (53%).  

 

Even if their share is lower (5.3%), dealers are still vital to the distribution network as a whole. Their 

lower percentage may be a result of shops playing a bigger role and ABG and non-ABG counters 

being widely available in these areas. 

 

Appendix B: Tools for Gathering Data  

Dealers, retailers, and end users were among the stakeholders in the distribution network whose 

answers were gathered through interviews and structured questionnaires. The purpose of the 

questionnaire was to gather comprehensive data on brand preferences, purchase patterns, and 

variables affecting brand selection. 

 

Appendix C: Detailed Market Share Data 

 

Cement Brand Sales Volume Market Share 

Ultratech 2835 33% 

Ambuja 2424 28% 

Boubel Bull 1607 19% 

Banger 758 9% 

Shree Cement 664 8% 



                                   International Scientific Journal of Engineering and Management                                                           ISSN: 2583-6129 

                                  Volume: 03 Issue: 05 | May – 2024                                                                                                                                       DOI: 10.55041/ISJEM01818                     

               An International Scholarly || Multidisciplinary || Open Access || Indexing in all major Database & Metadata 

 

© 2024, ISJEM (All Rights Reserved)     | www.isjem.com                                                                         |        Page 8 
 

Duragard 1038 12% 

Lafarge 440 5% 

JK Laxmi 114 1% 

Panther 4 0% 

ACC 1277 15% 

Magneto 32 0% 

Birla Gold 88 1% 

Total 11281 100% 

 

 

Appendix D: Distribution Channel Sales Data 

 

Distribution Channel Total Sales Percentage Contribution 

Total Counter 132 100% 

Dealer 7 5.30% 

Retailer 125 94.70% 

ABG Counter 62 47% 

Non ABG Counter 70 53% 

 

 

Recommendations 
 

Building Retail Networks: To increase market reach and product availability, cement companies 

should concentrate on strengthening their partnerships with retailers. Retailers may see an increase in 

sales performance and brand loyalty through training initiatives and incentives.  

Increasing the Number of ABG and Non-ABG Counters and Working with More Dealers to Improve 

Market Penetration are Two Ways Brands with Lower Market Shares Can Expand Their Distribution 

Networks. 

Targeted Marketing initiatives: To increase brand awareness and increase market share, companies 

such as Lafarge, ACC, and Shree Cement should invest in targeted marketing initiatives. Putting an 

emphasis on distinctive features and competitive advantages of a product can draw in more customers. 

Market research and feedback: It is imperative for all brands to conduct ongoing market research in 

order to collect consumer feedback and track market developments. In order to effectively meet 

customer wants, this knowledge can direct strategy modifications and innovation.  

Strategies of Competitive Pricing: Smaller firms should think about competitive price tactics without 

sacrificing quality in order to compete with market leaders. Value-added services, discounts, and 

promotions can help draw in more customers. 
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Conclusion 
 

The study carried out in the Masturi and Bilha regions provides important insights into the dynamics 

of the cement market by highlighting the importance of different distribution channels and the 

dominance of specific brands. The main conclusions show that Ultratech and Ambuja, together holding 

a 61% market share, are the industry leaders. Their extensive availability, robust distribution networks, 

and devoted customer bases all contribute to their domination.  

Significant market shares are also held by mid-tier brands like Duragard and Boubel Bull, indicating 

successful niche marketing and focused consumer categories. But brands with little market presence—

like JK Laxmi, Panther, Magneto, and Birla Gold—indicate the need for a strategic reassessment. 

Distribution channels are important; retailers contribute the most to sales, followed by a balanced 

combination of 

The aforementioned study emphasises the significance of fortifying retailer networks, broadening 

distribution channels, and executing focused marketing initiatives as means of augmenting brand 

visibility and market share. It is advised to provide value-added services, competitive pricing, ongoing 

market research, and customer feedback in order to successfully satisfy customer requests.  

To sum up, the cement market in the Masturi and Bilha regions offers prospects for expansion and 

rivalry. Cement brands may expand their market share, improve customer satisfaction, and achieve 

long-term success by utilising the research's insights to build well-informed plans. 
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