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[bookmark: _f43td5yengto][bookmark: _Toc237277155]Element 2: Segmentation, Targeting, Differentiation, and Positioning (STDP) strategy for Exide
Value-driven marketing strategy
The Exide Semiconductor Solutions adopts a value-driven marketing for B2B approach as it specialises in semiconductor wafers (Konstari and Valkokari, 2025). 
[bookmark: _Toc237277156]2.1 Segmentation
	Segmentation variables
	Inferences

	Geographic
	Phase 1: India’s technological hubs, such as Gujarat, Noida, and Karnataka 
Phase 2: Main tech clusters in Southeast Asia, i.e., Malaysia, Thailand, Singapore, and Vietnam, considering semiconductor sector’s 10.60% CAGR till 2034.
Phase 3: Entering Europe, specifically Germany

	Demographic
	EV manufacturers, automotive firms, battery producers, industrial electronics/automation companies (producers of healthcare automation devices), renewable energy firms (especially solar energy converters), global OSAT firms, consumer tech OEMs, and premium automotive suppliers. 
Phase 1: Fast-paced start-ups with $10 million annual revenue
Phase 2: Large-scale MNCs with $500 million annual revenue
Phase 3: Industry stalwarts with legacy heritage, annual revenue exceeding $1 billion

	Psychographic
	Phase 1: Companies looking to procure raw materials from local manufacturers (prioritises Make-in-India initiatives) to combat global supply chain vulnerability
Risk appetite: High
Phase 2: Companies that prioritise operational continuity, hence tie up with semiconductor wafer manufacturers operating in close proximity. 
Risk appetite: Moderate
Phase 3: Globally reputed companies that value sustainable operations with outstanding engineering competencies and superior quality, while looking for long-term partnership
Risk appetite: Low 

	Behavioural
	Phase 1: Companies willing to exploit government subsidiary, looking for low-cost locally manufactured but high-quality wafers
Phase 2: Companies seeking competent JIT integration capacity, strict with regulatory compliance, willing to increase order volumes when satisfied with quality criteria; intentional buyers, looking for convenience
Phase 3: Global companies that seek 100% ESG compliance certificates, first-rate and zero-defect quality wafers, difficult to satisfy but extremely loyal, 


Table 1: Segmentation strategy for Exide
(Source: Adapted from Week 3, Slide 7)
Explanation
Measurable /Accessible: In the first phase, Exide should target Indian start-up automotive firms seeking reliable semiconductor wafers to avoid global supply chain delays. 
Differentiable: In the second phase, Exide should establish itself as an agile regional alternative to global firms, including TSMC and NVIDIA. (Companies Marketcap, 2026) 
Actionable: In the third phase, Exide will position itself as a premium, ESG-certified semiconductor solutions provider in Germany. 
Substantial: Overall, the segmentation strategy for Exide Semiconductor Solutions should prioritise “sustainability-oriented tech-savvy” buyers (Week 3, Slide 6). 
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Figure 1: Overview of Segmentation strategy
(Source: Adapted from Week 3, Slide 11)
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Figure 2: Leading semiconductor chip companies
(Source: Companies Marketcap, 2026)
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Figure 3: Semiconductor sector growth scope
(Source: Fortune Business Insights, 2026)
[bookmark: _Toc237277157]2.2 Targeting
Exide Semiconductor Solutions will adopt a differentiated strategy for its B2B operations, as it will offer a selective and specialised targeting strategy. 
Explanation
Phase 1: Targeting specific high-growth potential start-ups in EV, solar energy converters, and clean energy solutions, leveraging India’s green economy, which is growing at a CAGR of 20% (ET Energy World, 2026).
Phase 2: Targeting Tier-2 OEMs based in Southeast Asia to avoid direct competition, while leveraging wafer sales, which are expected to reach $122.1 billion, indicating strong momentum for Exide (ISI, 2026). 
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Figure 4: Semiconductor manufacturing equipment sales growth
(Source: ISI, 2026)
Phase 3: Targeting premium EV and industrial automation firms leveraging Exide’s pre-existing brand value in the automotive battery sector. 
[bookmark: _Toc237277158]2.3 Differentiation
Phase 1: Differentiating customer value on the basis of cost-effectiveness and offering supply chain resilience
Phase 2: Customer-centric and agile approach with JIT integration capacity.
Phase 3: Zero-defect, high-quality products, standing out on the basis of carbon-neutral certifications, 100% compliance with EU regulations, and engineering superiority.
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Figure 5: Exide’s brand development strategy
(Source: Kotler et al., 2020)
[bookmark: _Toc237277159]2.4 Positioning
Step 1: Determine the competition: Established
Phase 1- TSMC, Tata
Phase 2- Established companies, such as Silterra 
Phase 3- Companies with legacy values, such as Infineon, NXP (Congruence Market Insights, 2026). 
Step 2: Determine Competitive Dimensions/Determine Competitors' Positions/ Determine Customers' Positions 
In Phase 1, Exide should focus on highlighting its abilities, such as localised manufacturing, supply chain resilience, and ability to leverage PLI subsidies. Competitors are global imports, and the customers are local EV manufacturers, clean energy, and solar energy converters. 
In Phase 2, Exide should focus on advertising its high-volume JIT integration capabilities. Its clients will be electronics assemblers, and competitors will be already-established semiconductor equipment producers. 
In Phase 3, Exide should advertise its carbon-neutrality certifications, zero-defect products, and Exide’s clients will be premium automotive OEMs and industrial automation service providers, and competition will be industry leaders, such as NXP or Infineon (NMSC, 2026). 
Step 3: Decide on the Positioning to Adopt
In Phase 1, Exide is to be positioned as a fully localised, adaptable, supply-chain-resilient semiconductor chip equipment manufacturer.
In Phase 2, Exide positions itself as an agile, high-volume manufacturer with customer-centric adaptability. 
In Phase 3, Exide positions itself as a premium ESG-certified, high-quality, zero-defect semiconductor chip equipment producer to collaborate with heritage EU-based companies. 
Step 4: Track the Position
Establishing different tracking metrics and KPIs, such as “Market Share”, “Revenue Growth”, “Supply Lead Times”, “Contract Acquisition Velocity”, and “Defect Parts Per Million”, to assess brand viability and ensure Exide meets strategic growth phases accordingly. 
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Figure 6: Positioning strategy of Exide
(Source: Adapted from Week 3, Slide 20)
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[bookmark: _Toc237277160]Element 3: Marketing Mix (7Ps)
[bookmark: _Toc237277161]3.1. Product Strategy 
As per Week 4, season 1 module, the "Product Life Cycle (PLC) is the most suitable framework to develop marketing strategies for a new product. Exide Semiconductor Solutions is a sustainable brand that extends to semiconductor silicon wafers. 
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Figure 7: The overview of Exide’s Product life cycle
(Source: Self-developed; Week 4, Session 1)
[bookmark: _Toc237277162]3.1.1 Product Quality
Exide needs to position the semiconductor wafers as automotive-grade, high-quality products, characterised by low defect rates, excellent energy efficiency, and high thermal stability. The product complies with the international standards of IATF 16949 and ISO 9001. 
[bookmark: _Toc237277163]3.1.2 Product Design
As consistency with the data-driven design thinking approach is mentioned in Week 4, Session 1, Exide needs to collaborate with the battery producers to develop customer-centric waters. This approach ensures innovations by developing long-term business relationships.
[bookmark: _Toc237277164]3.1.3 Product Features
The semiconductor wafers need to use advanced features like high thermal resistance, high processing efficiency, AI compatibility and the BMS integrations (Nandi, 2025). These factors support the higher demand for semiconductor components in India's expanding EV and renewable energy sectors. 
[bookmark: _Toc237277165]3.1.4 Packaging 
Exide need to adopt anti-static, moisture-resistant, recyclable packaging with QR code access. 
[bookmark: _Toc237277166]3.2. Price Strategy 
[bookmark: _Toc237277167]3.2.1 General Pricing Strategies
Exide need to adopt Value-Based Pricing, which reflects on the quality, reliability and efficiency. Alsmot 39% of the brands choose a value-based pricing strategy in India (Breadcrumbs, 2023). 
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Figure 8: Value-Based Pricing
(Source: Breadcrumbs, 2023)
[bookmark: _Toc237277168]3.2.2 New Product Pricing Strategies 
As Excide ide is the new entrant in the semiconductor industry, it needs to use market penetration pricing. The competitive introductory pricing will help the adoption among the EV manufacturers (Week 4, Session 2). 
[bookmark: _Toc237277169]3.2.3 Segmented Pricing
Exide needs to apply the customer segment pricing by providing the customised prices based on the purchasing volume process. Large battery manufacturers and the renewable company can get volume discounts. Over 70% of Indian customers prioritise price above all in their purchasing decisions (ZGC, 2025). 
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Figure 9: Cost-Based Pricing vs Value-Based Pricing
(Source: Kotler et al., 2020; Week 4, Session 2)
[bookmark: _Toc237277170]3.2.3 Promotional Pricing
Promotional Pricing is less suitable for Exide’s B2B marketing. 
[bookmark: _Toc237277171]3.3. Place Strategy 
[bookmark: _Toc237277172]3.3.1 Direct Marketing Channels
Exide should choose Direct Marketing Channels over Indirect marketing channels and multi-channel marketing for its business strategy in India. As mentioned in Week 5 (Slide 12), direct marketing helps organisations to build customer relationships by improving communications (Kotler et al., 2020; RK, 2026). Exide need to adopt a direct distribution strategy by supplying semiconductor wafers directly to EV manufacturers. This approach helps customised product solutions and faster sales support. In India, the direct marketing market generated revenue of USD 13.6 billion in 2025 (GVR, 2026).
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Figure 10: India Direct Selling Market Size
(Source: GVR, 2026)
[bookmark: _Toc237277173]3.4. Promotion Strategy
Among all the promotional strategies, direct marketing is the most suitable promotional strategy for Exide Semiconductor Solutions. As wafers are sold in the business-to-business (B2B) market, the purchasing decision involves long sale cycles and the relationship-building process (Kotler et al., 2020; Week 5). Rather than being based on mass advertising, Exide needs to communicate directly with battery producers, EV manufacturers and the electronic firms. These offline and personalised interactions help Exide to understand the customer requirements and provide technical solutions. 
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Figure 11: The stages of an IMC campaign
(Source: Kotler et al., 2020; Week 5)
Moreover, the Integrated Marketing Communications (IMC) process of direct marketing helps customers from awareness to conviction and ultimately to purchase. In 2025, the direct selling and direct marketing industry of India reached ₹23,000 crore with 93.2 lakh active direct sellers. (IDSA, 2026). 
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Figure 12: India Direct Selling Industry Size FY 2019-20 to FY 2024-2025
(Source: IDSA, 2026)
[bookmark: _Toc237277174]3.5. People Strategy 
[bookmark: _Toc237277175]3.5.1 Staff skills and training 
Exide needs to invest in proper staff training to improve the expertise in semiconductor manufacturing. The technical sales engineers also need to get the training in solution selling. This also support the sustainability to support B2B customers (Week 5; Chinta, 2025). This alignment changes the India’s semiconductor talent initiatives within the sector. Here, the Government aims to develop 85,000 skilled semiconductor professionals within 2026 (PIB, 2025). Here, 45,000+ students were developed across 100 institutions under national programmes (PIB, 2025). 
[bookmark: _Toc237277176]3.5.2 Customer service tools 
Exide needs to use the customer-facing teams with Customer Relationship Management (CRM) systems. The Indian customer experience management market generated revenue of USD 690.9 million in 2025 (GVR, 2026). Similarly, as per IESA (2025), workforce development initiatives target engagement with more than 100,000 students. This shows the increasing emphasis of the industry. 
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Figure 13: India Customer Experience Management Market
(Source: GVR, 2026)
[bookmark: _Toc237277177]3.6. Process Strategy 
[bookmark: _Toc237277178]3.6.1 Customer Relationship Management (CRM) 
As mentioned in the Week 5 module, CRM is effective in developing long-term relationships in the B2B semiconductor market (Hooley et al., 2020). Exide needs to implement the integrated CRM system to manage customer interactions, track orders and provide personalised after-sales service. As suggested by Henna et al. (2025), CRM analytics also help to identify customer needs and improve the decision-making process. The CRM market in India reached $2.5 billion to $3.5 billion in 2025 and is projected to reach $5.46 billion in 2026 (The Business Research Company, 2026).
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Figure 14: Customer Relationship Management Market Report
(Source: The Business Research Company, 2026)
[bookmark: _Toc237277179]3.6.2 Tools and processes that impact service efficiency  
This improves service efficiency. Exide needs to integrate the ERP, AI-enabled demand forecasting and the real-time supply chain management. As suggested by Olan et al. (2026), the digital customer platform, order tracking, and technical documentation will reduce the response time. 
[bookmark: _Toc237277180]3.7. Physical Evidence
Exide should adopt Service encounter experience over Marketing and retail design, Storefront and window displays and Packaging as a signal of quality. In week 5, this shows key account managers, technical consultations, and support for the sales process. This can reduce the perceived risks and develop trust with B2B customers. India's national customer experience index stood at 3.17 out of 5 in 2025 (Persistence Market Research, 2026). The market size is valued at US$1,137.5 million in 2025 to US$3,496.2 million by 2032 (Persistence Market Research, 2026). 
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Figure 15: India Customer Experience Management Market Size
(Source: Persistence Market Research, 2026)


[bookmark: _Toc237277181]Element 4: Reflection
Development of the sustainable brand extensions strategy for Exide Semiconductor Solutions, which helped me apply the theoretical marketing concepts. The project needed me to design a sustainable B2B marketing strategy by integrating Segmentation, Targeting, Differentiation and Positioning (STDP) with the 7Ps Marketing Mix. While doing Element 2, I developed value-driven marketing strategies by identifying the rapidly growing semiconductor industry. 
At first, I found it challenging to develop Exide from a battery manufacturer into the semiconductor wafer industry. This needed an understanding of the unfamiliar B2B market and applied the sustainable concept (Zhuo et al., 2025). I was also not sure about the selection of the marketing strategies and the segmentations. However, after studying the materials from week 3, week 4 and week 5 modules, I became more confident in applications of "value-driven marketing, Product Life Cycle (PLC), direct marketing". Along with that, CRM strategies have also been determined in the study. 
One of the main aspects of this project was the integration of theory and practice. The STDP framework helped me to justify why Exide needed to adopt a B2B niche marketing strategy rather than mass marketing. The positioning map showed how Exide could differentiate itself with the help of sustainability and the long-term partnership process. However, I found it difficult to identify reliable and up-to-date semiconductor market data. This required extensive research as well as critical evaluations of the multiple sources. This enhances the operational efficiency and develops the long-term partnership process.
This assignment has effectively developed my understanding of strategic marketing within the industrial markets. I recognised that B2B marketing is different from customer marketing because the purchasing decisions are based on the technical performance process. The week 3 STDP framework showed the effectiveness of selecting the proper market segments to develop the marketing strategies (Kotler et al., 2021). Whereas in week 4, the PLC cycle shows how marketing decisions need to change with the help of proper marketing stages. Moreover, in Week 5, the IMC framework helped to analyse the effectiveness of the direct marketing and relationship-building process for the customers (Murta and Santos, 2025). 
Overall, this project has enhanced both my academic and professional skills. I developed a stronger analytical and research penetration process. The experiences also enhanced my confidence in evaluating the market opportunities by using evidence-based decision-making. With the help of this, the analytical and strategic planning skills have been developed. The digital customer portals and clear technical documentation show the service quality.
For future projects, I will develop my research skills by using a range of academic journals, industry reports and government publications. This helped more in the comprehensive market intelligence. I also plan to enhance my data visualisations and presentation skills by creating more professional strategic maps. Along with that, I will develop more knowledge of emerging technologies and the sustainability strategies to provide evidence-based marketing recommendations for the academic work. 
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