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Executive Summary
This report provides a critical assessment of how Vodafone Idea Ltd.'s marketing initiatives will affect the company's long-term viability and growth in the Marketing Environment.  
Being impacted by the macroenvironment market with new Covid-19 policies, global economic inflation, the war between NATO & Ukraine, and Russia, and the power of customers, its marketing has maintained its market position and excelled in innovation and differentiation. Its main competitors Jio & Airtel and various government debts are the microenvironment market's biggest threats.
Additionally, the STP Process was adopted but its marketing department and various partnerships linked have supported VIL to constantly be able to create value for its customers and build strong relationships to capture the return value from its customers.
Despite segmenting its market, innovation and differentiation brought, considering socio-demographic factors to involve those affected by the economy should remain one of the priorities of its marketing for future development and loyalty.
By using its marketing mix and expanding its various channels of communications, Vodafone Idea Ltd.’s marketers are running effectively and efficiently despite challenges that are still being overcome in near future.
Its involvement among the communities and philanthropic activities for the farmers would have a future positive involvement that can be beneficial to the organisation.
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1.0 Introduction
Business today is constantly facing serious problems that have affected them deeply after the world suffered from the Covid-19 pandemic followed by the war between the Russian bloc and NATO through Ukraine without being able to spare the company Vodafone Idea Ltd.
This report will critically outline the role and activities that the marketing department of Vodafone Idea Ltd must play for their future developments regarding price and quality that conducted to a weak balance sheet for a lack of sufficient sales. 
In addition, determine whether marketing within Vodafone Idea Ltd (VI) activities previously used were productive or not also if they have been able to adapt to the change on the one hand and the competition on the other hand. 
Marketing has developed over the years as it is not only about telling and selling but mostly fulfilling customers’ needs. Although the future cannot be predicted it is better to be first than it is to be better as argued by Ries & Trout (1994).
As explained above that the global challenges faced by the business should help the marketing department to constantly develop key strategies and different tools, conduct market research, and understand the target market fixed by the organisation, and competitors’ capabilities which can fit their future growth and sustainability. This should also take into account the aspect of the micro and macro environment to identify internal and external forces which can impact positively or negatively the business.
In addition, key concepts traditionally fixed on 4P’s and adapted on 7P’s will be explained but the focus will be given to Price and People to determine the strong relationship which creates the customer value and vice versa. 
2.0 Brief Background of Vodafone Idea Ltd
With its headquarters in Mumbai, India, Vodafone Idea Ltd. (VI) is a joint venture between two influential promoters, Aditya Birla Group India and Vodafone Group UK.
Among the mobile telecommunications services that VI offers are voice, data services on 2G, 3G, and 4G, enterprise services, and other value-added services ("VAS"), including short messaging services, digital services, the internet of things (IoT), and others.
In addition, the business offers ISP and long-distance services, as well as passive infrastructure, labor, fiber infrastructure, business, and enterprise services. Mobile phones, data cards, and related accessories are also traded. 
On Visitor Location Register (VLR), the subscriber base of VI was 226.1 Mn as of March 31, 2022, and 255.1 Mn as of July 31, 2022, and the subscriber market share was 22.1%. The third quarter of the Financial Year 2022 saw a 19.9% increase in the Wireless Revenue Market Share (RMS) based on Gross Revenue Market Share (GR) for VI (Annual Report 2021-22).
After competition began to emerge, such as with Jio Telecom's entry into the market, which led to the merging of two groups, brand VI, which was introduced in September 2020, has continued to gain significant recognition and develop brand affinity across all consumers categories in the nation and continue to make significant strides in marketing by collaborating with key differentiators, forming alliances to broaden its range of consumer offers, and launching a variety of cutting-edge goods and services for both retail and business clients.
With the launch of Music, Games, Jobs & Education Services, VI is forging a new digital ecosystem and gaining a competitive advantage. These services are anticipated to be further developed over time. 
Additionally, VI GIGA net maintains an excellent network experience for both data and voice, as shown by top rankings for 4G download speeds in independent external reports and TRAI "My Call" app statistics. The largest AI-powered Massive MIMO sites in India, as well as advanced cloud installations across Core Network locations throughout India, make VI one of the largest Dynamic Spectrum Refarming deployments in India. These features make VI a 5 G-ready network.
Its mission is to develop cutting-edge digital experiences that will connect and motivate every Indian to forge a brighter future. To realise this vision, VI is building world-class infrastructure to support the introduction of newer, smarter technologies, preparing both retail and enterprise customers for the future with cutting-edge offerings that are easily accessible through a variety of digital channels and a strong physical presence.
2.1 Concept of Marketing and Importance
2.1.1 Definition of Marketing
Marketing has dynamically changed over time from being product-driven to being customer-centric, and finally to being human-centric. It was asserted that the future of marketing resided in developing goods, services, and corporate cultures that uphold and represent human values. As a result, marketing refers to the expanding and strengthening of human-centric marketing to encompass all facets of the client journey.
Kotler and Armstrong (2012) argued that Marketing is the process by which companies create value for customers and build strong customer relationships to capture value from customers in return. 
To meet customer needs, marketing is now understood differently. This will assist marketers in identifying consumer wants, creating goods and services that are valuable to customers, pricing, distributing, and effectively promoting them to make sales. This can be achieved by utilising a collection of marketing techniques known as the marketing mix (7P's), which collectively work to strengthen client connections, better meet consumer wants, and place an emphasis on trust.
The Chartered Institute of Marketing, on the other hand, describes marketing as the management process in charge of recognising, predicting, and satiating client requirements as well as profitability (CIM, 2015).
2.1.2 Importance of Marketing
With the revolution in technology, organisations' competitiveness is no longer influenced by their size, place of origin, or historical advantages. Nevertheless, there are still several crucial inquiries that need to be made about various existing goods and services. Understanding the significance of marketing comes from responding to those many questions.
For business, marketing is crucial since it informs customers about the good or service, engages them, and assists them in making a purchase (Emeritus,2020).
Additionally, it aids companies in developing a marketing strategy for establishing and maintaining demand, relevance, reputation, competitiveness, and other factors. Consequently, it is essential to the success of businesses.
That is to say that:
Marketing is a powerful weapon for drawing in customers, letting them know what they're ignoring, and producing quality content centered on the company's goods and services.
By exceeding customers' expectations, marketing helps firms establish their brand equity.
Marketing is based on consumer behavior, psychographics, and demographics, which helps to understand what consumers desire.
Marketing uses a variety of strategies to advertise goods and services, which increases the possibility of higher sales. Happy consumers naturally become brand ambassadors for a business.
2.1.3 Marketing Process
The above definition of marketing offers a straightforward, five-step diagram of the marketing process. In the first four steps, businesses strive to comprehend their target market, produce value for them, and establish trusting connections with them. The benefits of higher customer value are realised by businesses in the final step. By adding value for customers, businesses can obtain value from them in the form of sales, earnings, and long-term customer equity as shown below (Armstrong & Kotler, 2012).
This significant statistic captures marketing in a nutshell! Marketers generate value for customers and receive value in return. 
  Fig. 1: A simple model of the Marketing process            
                                                                                                                                          Understand the marketplace and customer needs and wants
Capture value from customers to create profits and customer equity
Design a customer-driven marketing strategy                                                                           
Build profitable relationships and create customer delight
Construct an integrated marketing program that delivers superior value

                                                            

                   
Step1 to 4: Create value for customers and build customer relationships.
Step 5: Capture value from customers in return.
Given its definition and straightforward process, it follows that VI marketers must comprehend both the marketplace in which they operate—in this case, India—as well as the needs and wants of their customers. Examining these five fundamental customer and market concepts will help us better understand VI marketing:
Customer’s needs want, and demands (1) Market offerings (products, experiences, and services) (2) Value and pleasure (3) Trades and connections (4) Market (5)
2.1.3.1 Customer Needs, Wants, and Demands
2.1.3.1.1 Customer Needs
Human needs are the fundamental idea at the heart of marketing. These include fundamental physical needs, safety, social requirements for acceptance of love, and personal requirements for information and expression even though they were not created by marketers. As also introduced by Maslow in 1943, VI marketers should carefully look at their customer needs to better implement their marketing strategy to support their business around the country. 
According to data, 60% of India's laborers are employed in agriculture, and impediments to increasing agricultural productivity increases extend well beyond communications. When attempting to boost sales and broaden their product offerings, this component should be taken into account by Maslow's Theory of Needs.
2.1.3.1.2 Wants 
Human needs manifest as wants, which are influenced by culture and personality. The objects that will meet one's needs are used to explain wants, which are influenced by one's society. Referring to the Five Forces Model wants to become demands when they are supported by buying power. People seek products with features that, given their needs and resources, result in the greatest value and satisfaction. 
To meet the evolving needs of the modern digital society, VI has started several digital initiatives that give both consumers and businesses access to a variety of advantages and value-adds. In addition to enhanced connection, VI offers a wide range of digital goods and services to support the core business. For instance, to improve client stickiness, they have also introduced several intriguing offers in a variety of categories like music, gaming, education, skilling, and health that are accessible on the VI app.
2.1.3.1.3 Demands
People, given their wants and resources, demand products with the most value and satisfaction. VI marketers should great lengths to understand and learn about their customers' needs, wants, and demands. They should conduct market research and analyse massive amounts of customer data. Customers are kept in close contact with their employees at all levels, including top management.  
VIL is extending its multi-year engagements with customers and gains great synergies from the power of the Vodafone group, particularly from its leadership position globally in the IoT market.
2.1.3.2 Market Offerings—Products, Services, and Experiences
The market's offers, which might include a variety of goods, services, details, or experiences, satisfy the requirements and desires of consumers by meeting those needs and desires. Market offerings are not just restricted to tangible goods. They also include goods and services that are fundamentally intangible and do not result in ownership of anything that is offered for sale (Kotler & Armstrong, 2015).
In order to realise its vision of creating world-class digital experiences connecting and inspiring every Indian to build a better tomorrow, VIL is developing world-class infrastructure to introduce newer, smarter technologies, making both retail and enterprise customers future-ready with innovative offerings, easily accessible through an eco-system of digital channels as well as significant on-ground presence.
Following the word count, further points will be the focus of examination by more scholars who are interested in the topic.
2.1.4 Marketing Management
Although several definitions of marketing management converge in the same direction, this research finds that Kotler and the Institute of Marketing Management's definitions are the most accurate.
To build and satisfy the demand for the company's product offerings or services to turn a respectable profit, marketing management involves planning, organising, managing, and putting these plans into practice (Kotler & IMM, 2015). It deals with generating and controlling demand as well as supplying items to buyers who are willing to pay a price commensurate with their value.
As of the fiscal year that ends in 2021, VIL has significantly improved its marketing strategy through differentiation and communication, through forming different collaborations, and by introducing diverse cutting-edge goods and services. Among these are, without being exhaustive:
-Creating a competitive advantage by utilising the Ookla accreditation as the fastest 4G in the nation while also launching several initiatives.
-Launching the VIL app's employment and educational opportunities.
-Increased use of the website and mobile app. VIL Fan of the Match, a digital campaign, was introduced.
-Partnered with Hungama Music to provide customers with unlimited ad-free music downloads and to promote widely on TV.
-A powerful marketing campaign was created to draw attention to these various advantages by offering the packs Unlimited Night Data and Weekend Data Rollover as Hero Unlimited Packs.
-Engaging with its users on social media through a variety of topical initiatives surrounding holidays and occasions like Friendship Day, Diwali, Children's Day, and Christmas, some of which were also extended to VIL retail outlets. These aid in generating favourable brand sentiment and buzz, keeping the brand front of mind for customers, and strengthening customer loyalty.
-The implemented Big Data Analytics Platform over AWS Cloud has the most cost-effective architecture that makes the best use of both Data & AWS Cloud storage & computing components to keep the cost as low as feasible and many more efficient marketing techniques.
2.1.5 Marketing Environment
The marketing environment, according to Kotler and Armstrong, refers to the external actors and forces that influence marketing management's ability to build and maintain successful relationships with target customers (Kotler & Armstrong, 2012). This drives marketers to conduct constant research and information gathering about the marketing environment to cope and adjust as needed for great customer value and business success.
Moreover, the marketing environment is comprised of Microenvironment, people or actors close to the company that has an impact on its ability to serve its customers such as suppliers, market intermediaries, partners, customers, competitors, public. 
The macroenvironment is constituted by the external forces and global forces affecting not only the business but also its competitors and other elements in the micro-environment. Those forces are Political-Legal, -Demographic-Economic-Physical-Technological-Social, and Cultural-Ecological-Ethical.
The following diagram (Fig.2) provides a clearer explanation of what a marketing environment is and how it is used at Vodafone Idea Ltd. It also involves the business's internal (controllable) and external (less or no controllable) environments. 

[image: Marketing Environment: Macro and Micro Marketing Environment]
Fig.2: Marketing Environment (iEduNote.com)




2.2 Critical discussion including internal and external forces to Vodafone Idea Ltd
Offering a variety of options in mobile network services, enterprise services, and internet services, VIL continues to apply the STP Process to dramatically improve and preserve its sustainability. Segmentation on a regional, demographic, and psychological basis is included.
Furthermore, its targeting strategy is to concentrate on different sections of society with its various offerings through differentiation and selective targeting.
However, the Indians faced difficult times as a result of various Covid-19-related restrictions, which created multiple challenges in ensuring seamless connectivity to millions of Indians, in addition to the ongoing challenges of hyper-competition (JIO & Airtel) and unsustainable tariffs.
Despite attempts to revise tariffs that remained unsustainable, VIL remained the foundation of the digital infrastructure, allowing the nation to work, learn, and connect online with other operators. 
In contrast, considering its SWOT and PESTEL analysis and its status as a telecom company, VIL is focused on addressing some of India's most pressing social and developmental challenges in both rural and urban communities using the inherent potential and rural of mobile technology and platform and reducing the environmental impact with increasing preference and usage of digital.
This helped VIL 
Additionally, VIL recognised the dynamic changes in their operating environment and made an effort to foresee uncertainty by considering alternative scenarios that would help them comprehend the external business risks. To prevent their business models, operations, acquisitions, and initiatives from being locked into unsustainable trajectories, they place a high priority on adaptability, agility, and foresight.
VIL has been improving customer service across all touchpoints as part of its quest for customer excellence, with a particular emphasis on the move to digital. To fully automate the sales process and provide channel partners with a seamless and effective trip, it has also redoubled its efforts to digitally transform distribution networks.
Therefore, the crucial query is why VIL is still trailing its primary rival JIO Telecom despite all these marketing successes in several alliances and its reputation. It appears that VIL is still heavily indebted, but recently won the government's favour by asking for the staggering of its debts, removal of penalty, and reduction of interest for delay in payment. And the shareholders halted the collection of dividends and the board has not proposed to transfer any amount to reserves. So that the company could concentrate on future investments and realise its goal for a better future.
VIL is prominent across several important platforms and effectively supports several campaigns and search engines, including providing our consumers with ad-free music and limitless downloads, VIL teamed with Hungama Music. This received substantial TV, digital, and PR promotion for a powerful 360-integrated campaign.
A significant influencer effort involving famous singers and other outlets, as well as Valentine's Day contest to create a user-generated playlist and an AI filter that suggests songs based on your mood, provided additional support for this. They frequently use social media sites like Facebook, Twitter, and others that have a large following.
3.0 Conclusion
Finally, despite the difficulties, it has with its indebtedness to the government on the one hand and the uncertainties surrounding various rates and offering high-quality services that customers appreciate on the other, Vodafone Idea Limited has managed to maintain its market share among its rivals.
VIL's Marketing Department has been working hard to adapt to change while also increasing sales and developing different STP Marketing processes that take into account the micro and macro marketing environment.
Even if a portion of the Indian population works in agriculture and lives in poverty, changing their attention to digitalization has made it easier for them to connect with those who are least fortunate. For example:
· Solution for goods (focusing on developing innovative technological solutions to address social challenges that are replicable on a large scale.

· The VIL Scholarships program seeks to support worthy students financially. Other initiatives include Smart Agri, which uses technology to transform subsistence farming into an enterprise, and Digital Village, which gives communities more control.

· VIL has a systematic policy on customer habits, harassment, ethics, governance, socio-demographics, and other topics to address future performance.

· Finally, their relationships with various partners and intermediaries have aided them in developing effective communication and differentiation for upcoming investments and market positioning.


4.0 Recommendations
Although many initiatives have already been made, it is advised that VIL leaders and marketers consider this segment of the underprivileged population afflicted by inflation in order to retain them by lowering the price taking into consideration their purchasing power.
Additionally, re-evaluate in the near term a program to support their agricultural endeavours in order to develop a middle class that will enable them to be able to get both domestic and foreign subscriptions.
Additionally, provide them with cooperative policies to support their continued growth and adherence to VIL, which will benefit from potential active subscribers and increase their loyalty.
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