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Element 1: Segmentation, Targeting, Differentiation and Positioning Analysis
[bookmark: _Toc216867671]Introduction to the business
VodafoneIdea (VI) Limited is the third-largest telecom operator in India. Due to growing competition pressure from other telecom brands like Airtel and Jio, the business is struggling to record positive financial performance and retain market share (refer-to-figure-1) (Grover, 2025). This report aims to propose a new brand for VI Limited to improve the business outcomes and financial returns. The report will evaluate the rationale behind new brand concepts, trends of consumer behaviour and will finally define the new targeted consumer segment.
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Figure 1: Indian Telecom Industry Market Share (Source: Dubey, 2025)
[bookmark: _Toc216867672]New Brand Concept
Brand development is an ongoing process of building and strengthening a brand's perception, identity and connection with consumers. Kotler's brand development strategy identifies various ways of creating a new brand, such as brand extension, line extension, multibrands and new brands. Brand Extension is the most commonly used approach where a new brand within a well-known company is established to cater for a new market segment with a new product/service (Liao, 2024). For VI Limited, this brand extension strategy is followed to introduce a new brand named "VI Wave". VI Wave will be a new OTT platform for the Indian consumers. The brand's USP is high-quality entertainment content for adults and young people at a lower subscription price than existing market competitors. The brand slogan will be "Spend Less, Stream More".
[bookmark: _Toc216867673]Trends and Changing Consumer Behaviour
In 2024, the Indian OTT market size was estimated at £2.94 billion. Market practitioners are expecting a CAGR of 15.62% in the OTT market in the next 10 years of operation (Market Research Future, 2025). At present, the Indian OTT market competition is relatively high with large existing brands like Discovery+, ZEE5, Netflix, Amazon Prime Video and Disney + Hotstar (Hamdulay and Ponde, 2024) (refer-to-figure-2). However, Indian consumers are still struggling to manage their preferences across these platforms. More than 66% of the Indian consumers want to pay a lower subscription price in-exchange for ads, while on the other hand, more than 50% of the Indian consumers experience difficulties in cancelling their subscriptions (refer-to-figure-3) (Economics Times, 2024; Localcircles, n.d.). As a result, unwanted subscription charges are levied on the people.
The "Theory of Planned Behaviour" defines that beliefs arising from attitudes and subjective norms directly or indirectly influence the behaviour (Sander et al., 2024). By experiencing unwanted subscription charges, Indian consumers have now developed the consciousness that unclear policies related to subscription are a trap to deceive them financially (Localcircles, n.d.). Hence, they prefer to pay-less in-exchange for ads. VI Wave is going to exploit this consumer difficulty as an opportunity to introduce the new OTT platform. The platform will be structured in a user-centric way where transparent subscription policy, easy one-time cancellation option and low-cost subscription will be prioritised and marketed for building consumer awareness. The primary revenue stream of the platform will be advertisement-revenue, which is being sought by the Indian people. In this way, the VI Wave will create value for the consumers to improve market share and financial performance.
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Figure 2: Market Share of  Indian OTT platforms (Source: Hamdulay and Ponde, 2024)
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Figure 3: Percentage of Indian consumers who experience difficulty with cancellation (Source: Localcircles, n.d.)

[bookmark: _Toc216867674]Key Market Segments and Target Audience
Segmentation:
The demographic and behavioural segmentation approach will be applied to refine the target audience for VI Wave. Demographic segmentation involves dividing the target market based on age, gender, occupation and other demographic factors, while behavioural segmentation emphasises behaviour-based segmentation like purchase frequency and others (Akinrinoye et al., 2020). According to the reports, OTT platforms are more popular among the young consumer group of India, specifically those who are from tier-2 cities across both genders (Cyrill, 2023). Therefore, demographic segmentation needs to be applied to different target consumers based on age groups. At the same time, the growth of any OTT platform in India is driven by affordable subscription plans (Cyrill, 2023). Thus, a price-sensitive behaviour is detected, which ensures that behavioural segmentation needs to be applied to refine target consumers among these young people groups.
Targeting:
Young Indian people in the age group of 16-24 years are the primary consumers of OTT platform content (Cyrill, 2023). They want affordable subscription plans with high-quality original content like web-series. Hence, VI Wave will target the price-sensitive young people of India by advertising the platform's affordability and the originality.
Positioning:
VI Wave will be positioned as the most affordable OTT platform with a series of original content available for young Indian people.
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Fugure 3: Perceptual Map of VI Wave (Source: Self-Created)
[bookmark: _Toc216867675]Differentiation
Porter's Generic Strategy framework provides an array of strategies to improve brand differentiation and competitive positioning. The cost leadership strategy emphasises becoming the lowest cost producer, while the focus strategy prioritises serving a targeted niche market (Ali and Anwar, 2021). VI Wave will combine the cost leadership and focus strategy to differentiate itself from the competitors. While competitors like Disney-Hotstar+ have a base subscription fee of £1.22/month, VI Wave will offer the subscription at <£1/month (Hamdulay and Ponde, 2024). At the same time, only the young Indian consumers will be targeted because they are the primary consumers of OTT content. In this way, VI Wave will appeal differentially to the young Indian people by offering them original content at the lowest cost.
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[bookmark: _Toc216867677]Element 2: Marketing Mix
[bookmark: _Toc216867678]Product
Product in the marketing framework defines every component of the service or product that adds value for the targeted consumers (Jain, Jain and Jain, 2022). VI Wave particularly targeted the young and price-sensitive Indian consumers in the age group of 16-24 belonging to urban areas because almost 70% of the OTT content is consumed by them (Dang, 2020). Hence, following the behavioural trend of affordable subscription plans and original content, VI Wave will ensure that its subscription price remains low-cost and affordable for these young people.
At the same time, the platform will establish connections with large production and media houses in India, such as Yash Raj Films (YRF) and Red Chillies, to create original and user-preferred content like crime thriller web-series because Indian users demand fresh content in various regional languages (Cyrill, 2023). In this way, user-centric content will be created and integrated into the platform to create value for them and enhance their engagement to improve the market share.
[bookmark: _Toc216867679]Price
Price in the marketing mix framework not only includes the item's price but also the price adjustments, payment options and others to maintain competitiveness in the market. News articles have mentioned that improving the consumer subscription rate in India for OTT platforms needs to showcase affordability (MET, 2025). This behaviour trend indicates that Indian consumers need to offer affordable subscription prices to enhance the user penetration rate. Following this behavioural trend, VI Wave will ensure that the Ad-revenue stream remains the primary source of revenue to reduce subscription price pressure on consumers. In particular, VI Wave will aim for a <£1/month subscription price for consumers to meet their need for affordability. However, payment options and price adjustments are also a crucial part of the price aspect in the marketing mix. A comparative study on Indian consumers has found that Generation Z (born after 1997) values personalisation and authenticity to remain loyal to a specific brand. At the same time, they prefer to experiment with new brands but are strictly influenced by discounted offers across the digital web (Singh and Singh, 2025). Following these personality factors, VI Wave will provide multiple and personalised payment options such as credit-cards, digital-wallet and UPIs through the mobile application. On the other hand, a consumer loyalty programme will be created to offer 10-15% discounts on subscription price for repeat purchases. In this way, the price-sensitive and personalised behaviour trend of Indian users will be managed to enhance VI Wave applicability among the Generation Z (age 18-24) Indian consumers.
[bookmark: _Toc216867680]Place
Place in the marketing mix framework refers to the distribution routes of how the service will reach potential consumers. There are two distribution channels identified: physical and electronic distribution. Generation Z people of India are considered truly digital native, people where more than 63% prefers online shopping and 69% believes that advanced technologies like virtual reality are the future of social connection and entertainment (Mintel, 2023). The service of VI Wave is also a digital media-based service. Hence, aligning with the digital native behaviour and preference for personalisation, VI Wave will distribute the content through a mobile application and a separate brand website. While the mobile application will act as the primary source of payment and content consumption in a personalised way, the website will serve as the main medium to receive insights on future content, discounts, sales deals and others. In this way, the digital-native behaviour and personalisation needs of the target Generation Z consumers will be displayed and maintained by VI Wave.
[bookmark: _Toc216867681]Promotion
Promotion in the marketing mix framework is the brand's ability to connect with consumers. Indian Generation Z consumers have a strong preference for social media channels. More than 91% of the Indian Generation Z people consume social media platforms like Instagram, Facebook and others for news and awareness of new brands (Storyboard18, 2025). Additionally, 28% of the Urban Indian Generation Z access Instagram more than 10 times a day (YouGov, 2023). Hence, this higher rate of social media activity among the consumers will be considered as an opportunity for social media promotion of VI Wave’s new OTT platform. In the opinion of Jacobson, Gruzd and Hernández-García (2020), social media promotions allow brands to reach consumers quickly in a cost-efficient manner, while social listening improves brand value by better understanding public interest. Following this theoretical value and consumer behaviour trend, VI Wave will purely use the social media platforms for improving brand awareness. Specifically, unique and attractive content highlighting low cost and content originality will be circulated to improve consumer awareness and interest in the brand. Further, by applying a social media sentiment analysis strategy, the attitudes, pain points, and needs of the targeted people will be evaluated by VI Wave (Singh, Tomar and Sangaiah, 2020). Based on such understanding, explicit improvements in service features will be made and communicated to the consumers for engagement.
[bookmark: _Toc216867682]People
People are the human element who support brand communication with consumers. Following the value of personalisation by Indian Generation Z, VI Wave will create a separate consumer support team. The team will work on a rotation shift to provide personalised communication related to services and features 24*7 of a day. Additionally, the business website will be supported with AI chatbot technology to allow people to get instant and personalised responses to their queries at any time.
[bookmark: _Toc216867683]Process
Process refers to the system and workflow that allows brands to save money and time with improved process efficiency. VI Wave will create dedicated mobile applications supported with advanced cloud-native technologies and AI functionality. For example, an AI recommendation system to provide suggested content based on past consumption patterns for improving user engagement (Srivastava and Singh, 2025). The mobile application will be the primary process for users to pay for a subscription, scroll the content catalogue, consume content and see the business policy. In this way, a transparent and user-friendly process will be created to improve user experience and engagement.
[bookmark: _Toc216867684]Physical Evidence
Physical evidence represents the tangible cues of a brand. The mobile web application, social media platforms and brand logo will be the primary physical evidence. Additionally, the website will feature social proof by listing user reviews. These measures will act as the tangible cues for building trust with the Indian Generation Z people.
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[bookmark: _Toc216867686]Element 4: Reflection
[bookmark: _Toc216867687]Experience developing the VI Wave brand concept
At the time when I was assigned this task of developing a new brand and preparing marketing, I was tense and feared failure because I believed that identifying a market opportunity for an existing brand was challenging. However, as I progressed with the work, I found it very interesting because at the same time, I was performing market research, detecting opportunities and preparing strategies. Although I faced a challenge in identifying the market opportunity, consistency with the assignment has helped me cope with the challenge effectively. Overall, I have a great experience working on the task because I have actually found an original and unique brand concept. After completing this task, I believe that the task was an opportunity to improve my knowledge base and practical skills to allow me to become competent in the future employment process. Hence, I conclude this experience as an opportunity to improve my employability efficiency.
[bookmark: _Toc216867688]Experience in preparing and delivering the marketing strategy pitch
There is a mixed feeling related to the marketing strategy pitch. The positive experience in the marketing pitch was that I performed detailed market research in completing this task. This allowed me to justify my brand concept and positioning adequately. However, I also knew that I failed to maintain a persuasive communication and tone during the presentation. In the opinion of Meade (2021), persuasion in marketing pitches improves the communication of the message in a user-centric way and influences targeted actors' decisions. Being a non-native English speaker, I failed to maintain persuasion during the pitch. However, my detailed research has supported me in overcoming this weakness. Hence, in future, I need to improve my communication skills to excel in future marketing roles.
[bookmark: _Toc216867689]Key Skills and Insights
By working on this assignment, I built some critical skills and gained insights into the Indian OTT market trends and strategies. One of the most critical insights I received is that the Indian OTT market's primary consumers are Generation Z people from urban areas (Cyrill, 2023). They want affordable and original content (Singh and Singh, 2025). I also learnt about their digital native behaviour trend and social media usage (Storyboard18, 2025; YouGov, 2023). Such insights will allow me to design bespoke marketing strategies for this market in future roles.
The skills I developed from this task are analytical writing, market research and critical thinking. Through identifying a range of Indian OTT market insights, I built the market research skills and then writing about the two elements of brand segmentation and marketing mix, I built the analytical writing skill. Critical thinking ability is developed by evaluating the market opportunity for VI Wave from the set of market research reports. These skills will be crucial to transform my future professional career as a performance marketing manager.
[bookmark: _Toc216867690]Improving approach and performance
To improve performance in future similar projects, I would like to improve my verbal communication skills. I will prioritise and learn the techniques for integrating persuasion in communication. Additionally, I will learn storytelling skills from Ted-Talks of industry leaders. In this way, I believe that I can improve my presentation and marketing pitch effectiveness to build trust with audiences.
[bookmark: _Toc216867691]Conclusion
In conclusion, the assignment provides an opportunity to improve my employability skills. I am currently lacking an effective communication approach during marketing pitches. I will promise to build this skill in future to deliver a more engaging marketing pitch. Additionally, I also need to build storytelling competency to position myself as a competent performance marketing expert in future.s
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[bookmark: _Toc216867694]Element 3: Marketing Strategy Pitch
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