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1. Executive Summary
 Vodafone Idea Limited is one of India's top telecom service providers with offices in Mumbai and Gandhinagar. It offers voice and data services across 2G, 3G, and 4G networks. The Company launched "Vi," a new brand concept that combines the company's two distinct identities, "Vodafone" and "Idea," into a single, unified brand.
The company is dedicated to providing wonderful customer experiences and helping to create a genuinely "Digital India" by enabling millions of individuals to connect and create a brighter tomorrow. This is made possible by having a sizable spectrum portfolio to accommodate the growing demand for voice and data. Vodafone Idea caters to different segmentations of the market such as large corporations, small businesses, start-ups, governments and Individuals. The company covers all 22 areas of the Indian Telecom map for its sales. Demographical segmentation of VI age, lifestyle, occupation and income are used to increase its market share.

This report analyzes the current marketing mix, Segmentation, Targeting and Positioning of Vodafone Idea Limited, and investigates the issues with the current marketing strategy. Reliance Jio and Airtel are the competitors of the company. There are price and offer gaps between VI and competitors for the post-paid and pre-paid packages. Vi has targeted Value added services for the business sector.

The company needs to increase the quality of the connections and offering of data packages. In addition, that need to innovate the products by using IoT and AI/ML
VI should review the current prices on a regular basis, since the inflation and the company losses.


2. Introduction of company, Marketing, and analyzing tools
On August 31, 2018, an amalgamation with Vodafone India and Idea companies resulted in the creation of Vodafone Idea Ltd. (VI), It became one of the leading telecommunications operators in India by offering voice, data, enterprise services, and other value-added services in twenty-two circles (Ghosh, 2021, p.1). The primary objective of the merger between Vodafone and Idea was to combat Reliance Jio's (Competitor) growing influence in the Indian telecommunications industry. As a result, all of the major businesses in this industry will engage in a brutal price war.
The majority of analysts agree that the Vodafone-Idea merger has the potentially designed to produce significant cost savings, despite the fact that companies that merge are typically quite confident about the benefits of synergy (Panigrahi, A.K.  & Joshi, V.,2019, p.27). The Indian government has decided to convert deferred spectrum charges (Bandwidth) and adjusted gross revenue (AGR) dues into capital (Shares) and now owns 35.8% of shares in VI. 

The company has a 253 million subscriber base and 1,768 MHz spectrum holding as of 2022. Vi has covered 285,500 Km of Fiber network in India. The average monthly data usage per customer is 15 GB (Myvi.in, 2022). 






2.1 What is Marketing means?

Drucker (1999, quoted in Jobber, 2019, P.5) describes Marketing as “the purpose of business is to create and keep customers, it has only two central functions—marketing and innovation. The basic function of marketing is to attract and retain customers and to prove the profitability of the company.

Marketing describes again by Drucker (Quoted in Chernev, 2018 p.1) as ” the whole business seen from the point of view of its final results, that is, from the customers’ point of view”.

Cronje, et al (2007, quoted in Iwu, 2009, p.1) define marketing as consisting of management tasks and decisions directed at successfully meeting opportunities and threats in a dynamic environment, by effectively developing and transferring a need-satisfying market offering to consumers, in such a way that the objectives of the business, the consumer and society will be achieved.

Lamb, et al (2007, quoted in Iwu, 2009, p.1) say marketing is about anticipating and satisfying consumer needs by means of mutually beneficial exchange processes and doing so profitably and more effectively than competitors by means of efficient managerial processes. Important aspects of marketing include good communication between the company and customer and it is vital to get this right. Good communication helps to solve underlying problem thus insuring the customer doesn’t lose faith in the company and transfer it business to its competitors,
2.2 What is Marketing Management?

According to Kotler and Keller, “marketing management is the art and science of selecting target markets and acquiring, retaining, and expanding client bases through the creation, dissemination, and communication of better customer value” (Rajkumar et al, 2022, p.41).

2.3 Understanding the influence of the environment 
There are two environments in the organization, Macro-environment, and Micro-environment. Micro-environment is within the organization and the Macro environment is outside the organization. Strengths and Weaknesses are micro environment factors and Opportunities and Threats are Macro environment factors.

The macro-environment can be analyzed in terms of PESTEL factors. PESTEL acronyms; Political, Economic, Social, Technological, Environmental and Legal.

2.3.1 Analysis of Micro Environment
The internal environment can be defined as a micro-environment. Suppliers, Customers, Partners, competitors, Trade unions, and local governments can be identified as microenvironment. Porter’s five forces can be used to analyze it (Questus marketing knowledge, 2021).
 The other departments of the company, suppliers, marketing intermediaries, competitors, various publics and customers are in the marketer’s microenvironment (Kotler et al. 2017, p70).

The other departments of the company.

Marketing managers need to get help from other departments when making a marketing plan. The departments of finance, R&D, human resources, purchasing, legal, and operations all need to share the responsibility for comprehending the requirements of customers and generating value for their money (Kotler et al. 2017, p.70).

Suppliers.

Supply is a crucial part of marketing; the company will be impacted by supplier shortages, delays, or labor strikes. The company's product prices will rise as a result of rising costs from suppliers, which could have a negative impact on sales volume advanced planning of order and good communication backed with a contingency plan need to be put into operation show suppliers fail to deliver on time or not at all, (Kotler et al. 2017, p.70).

Marketing intermediaries

They will help to sell, promote and distribute products to final customers. Resellers (Wholesale and Retail), Credit companies, Insurance companies, and market research companies are an example of market intermediaries and so on. (Kotler et al. 2017, p.71).


Competitors 
In marketing, businesses must outperform their rivals in terms of customer happiness and value. They need to position their products strongly against competitors in the mindset of customers. (Kotler et al. 2017, p.72).

Publics
Various publics, including bankers, investors, shareholders, government authorities, environmental groups, civil organizations, and others, make up the company's micro-marketing environment (Kotler et al. 2017, p.72).

Customers
The most important part of the company’s microenvironment. The aim of the entire group is to provide value for money to the customer and create a strong relationship with them (Kotler et al. 2017, p.72).


2.3.2 Analysis of Macro Environment
Demographic, Economic, Natural, Technological, political and cultural forces factors can be identified as the macro environment (Kotler et al. 2017, p.73).
Some of these factors are unforeseeable and uncontrollable, such as the collapse in the prices of oil. Others can be predicted and handle the skill management (Kotler et al. 2017, p.73).
.


The Demographic environment.
The demographic environment is of major interest to marketers because it involves people. Marketers need to analyze changing age, family structures, geographic population shifts, educational characteristics and population diversity (Kotler et al. 2017, p.74). 

The economic environment
This includes economic factors that affect consumer purchasing power and spending patterns (Kotler et al. 2017, p.74).  The inflation rate, savings and borrowing patterns and interest rate will impact consumer buying power. Marketers need to pay attention to the Income level and Income distribution of the people (Kotler et al. 2017, p.82). 

The Natural environment
This pertains to the natural resources that marketers require as inputs or that are impacted by marketing activities. Marketing strategies can be impacted by natural disasters and weather, like flooding and tsunamis. The growing scarcity of raw materials may pose long-term threats to businesses. Natural resources may suffer damage as a result of rising pollution. Factories releasing chemical wastes, and nuclear wastes into the water and soil will affect the food supply (Kotler et al. 2017, p.85). 





The Technological environment
The latest technology impacts the marketing environment heavily, there are techniques to monitor customer behaviors on online platforms. Digital photography replaced cameras and DVDs replaced CD’s and cassette tapes. Companies have spent more on R & D expenses to acquire the latest technologies (Kotler et al. 2017, p.86). 


Political Environment
The laws related to businesses have increased dramatically in the last two decades. The government has imposed laws to protect customers’ rights and prevention of online fraud. The Chinese government has cracked down on bribery and internet access. There are International trade policies and agreements in some countries (Kotler et al. 2017, p.88). 


Cultural Environment  
This consists of society’s basic values, perceptions, preferences and behaviors. People in society have different beliefs and values. Some people believe that shampoo shouldn't be used on children under the age of 5. Soap sellers can then target that demographically to sell their products. People will look at natural products and environmentally friendly products. The demand for organic vegetables is different from that for carbonated vegetables. People may be reluctant to purchase polythene packaging covers because they could be harmful to the environment (Kotler et al. 2017, p.90). 


2.3.2.1	SWOT analysis of the VI
 Strengths 

· Shares held by the Indian Government

Indian government holds 35.8% of shares in the company. The government will not leave the company goes bankrupt.

· Strong Brand recognition.
· Extensive dealer network throughout the country.
· High Market share in the country (3rd place)
· 4G population coverage is more than 1 Billion and the company has significantly improved it since its merger in 2018 (Myvi.in 2022a  p.4)


· Synergistic support from the Group.

The merger between the two companies has made them leading player in the market. It has obtained cost savings from this merger which total 140 billion Indian Rupees due to savings from operating expenses and 670 billion from cost and capital expenditure (Kumar and Vijay 2019,p.7).
Weaknesses

· Debt accumulation of the company & Lack of cash flow
The company need INR 700 billion minimum investment to survive in the market (Telecom.com, 2021).
· Issues with AGR formula and levy.
· Pressure on Margins due to stiff competition.
· Fallen of market share ( 2018- 35.61% 2022 -22.40%)
· Suffering heavy losses due to customer loss.

Opportunities 
· Expansion of 5G network
In less than a decade, the Indian telecom industry has switched from 2G to 4G technologies and is expected to begin using 5G technology by the end of 2022 (Upadhyay, 2022 p.2).
The Internet, Communications, and Telecom (ICT) sector's technology is still developing quickly. India is getting ready to jump on the 5G bandwagon as it makes progress globally (Reliance Industries Limited, 2022).
· Extensive Data usage 
India has the second-largest data usage per smartphone in the world (Salah., 2021) with an average of 17 GB per month (News 18, 2022).
· Government reforms in the Telecom sector.

· Business growth through product development.
The company has introduced an app to the automotive industry using IoT (Internet of Things) technology. Similarly, can be developed and introduced to other sectors of the market.

· Lower telecom density in the rural area 
· Expansion of 5G network
Threats
· Strong competitors in the market
After the extensive launch of Reliance JIO, has resulted in a high rate of switching from the existing service providers (Talukdar, and Chowdhury, 2021, p.112).
· High cost of License fees in the Telecom sector in India.
· VI has several pending litigations (Myvi.in, 2022a, p. 81).
· Low connectivity of fiber network in India.
· Heavy loss on active users

2.3.2.2.	PESTEL analysis of the VI

 Political 

· Government policy on the Telecommunication sector.
The government had provided an option of up to four years of moratorium on AGR dues and spectrum installments due between October 2021 and September 2025 with an option to convert interest arising from such deferment into equity upfront (Myvi.in, 2022a, p. 67- 68). According to the reforms of the sector, the definition of AGR has been clarified and bank guarantees have been reduced, penalties for late payments of License fee and Spectrum Usage Charges have been eliminated (Myvi.in, 2022a, p. 68).


· Policy on Digital communication
The government is leading the effort to build a US$1 trillion economy by extracting US$500 billion in value from new digital ecosystems. The use of digital payments also increased as digital adoption in all forms increased (Myvi.in, 2022a, p. 68).
· Taxation policies on Indian Government
· Political stability in Existing markets
Economic
· High inflation rate of the country.
· Volatility of exchange rates
·  Efficiency in financial markets in India
Social
· Improve the educational level of the society
The company aims to educate youth, urban poor, farmers, artisans, rural women, micro-entrepreneurs, students (age 15 and up), and others about various government programs and the fundamentals of financial planning and management (Myvi.in, 2022a, p. 47).
· Demographics advantage in India
· People’s attitude toward Health and safety 



Technological
· Developments of applications (apps) for mobile phones.
Vi has integrated Vi Movies & TV app content with Vi app to simpler access without downloading various apps eliminated (Myvi.in, 2022a, p. 68). Vi apps will have an equal opportunity of access to like learning to speak English, preparing for government exams, finding jobs, and professional networking (Myvi.in, 2022a, p. 71).
· Adaptation of the latest technology for telecom industry
Competitors’ use of Voice over Long-Term Evolution (VoLTE) technology to provide voice calls to its customers proved to be the real reason behind its free voice calling benefit (Kaur, 2018, p.50).
· Latest Technology based innovations of the country.
· Intellectual property rights and patents protection
Environmental
· Extreme weather conditions in the country.
· Waste management policies 
Legal
· Data protection Laws
Government of India introduced a Personal Data Protection Bill 2019 (PDPB) (Myvi.in, 2022a, p. 79).
· Environmental Laws

· Health and safety laws
3.	Current Marketing Strategy of Vodafone Idea Limited
3.1 Current Marketing Mix of Vi
The seven areas of emphasis through which a company promotes its brand or products in the market are referred to as the marketing mix. These areas include the product, price, promotion, place, process, people, and physical evidence. This report discusses only the Product and Price mix effects on Vodafone Idea Limited.
Product innovation, pricing strategy, and promotion planning are currently used as marketing strategies of the company. Companies need to develop new products and modify their distribution channels.. (Rakesh 2022, p.6).
 The company needs to establish a price and product marketing mix on a long-term basis, in that product quality needs to be addressed in deep. Quality can be divided into two parts; the quality of the product and the quality of the service. The vast majority of customers reported experiencing call dropouts or network failures, however, the majority of customers anticipate excellence in service.  telecom servicing companies need to overcome that issue and should maintain quality in service (Charan, and Devaru,2022, p.3820)




Product
The company’s primary product offerings are voice service, mobile Internet, and value-added services such as location tracking solutions, Customer targeting solutions. Voice service and mobile internet can be divided into two as Pre-paid services and postpaid services. International roaming is also a product offered by mobile service providers. The voice component of the telecom market is developed, but there is room for expansion in the data section. Vodafone-Idea would need to become more strong in the data sector (Jha,2021, p.121).
The company has started a number of digital initiatives to answer the increasing requirements of today's digital society, allowing people and businesses to get a variety of benefits and value-adds (Myvi.in 2022a, p.4) The company also offered innovative propositions in a variety of categories on platforms for Music, Gaming, Education & Jobs, and Health, which are accessible on the Vi app (Myvi.in 2022a, p.4)
Price
The company offered INR 19 to 999 value data packages to the customers. Unlimited packages are available from INR 299 to 3099. These packages have unlimited call facilities and different usage periods and data limits per day. Post-paid plans are available from INR 401 to 1101 with unlimited data for INR 701 and INR 1101 packages.
The price of value-added services is reasonable and can play games for INR 26 to 103. The package of INR 719 is a good package for customers when compared to competitors. However, Airtel (competitor) has six price slabs in their packages below INR 719, and VI has only three slabs up to that limit (Myvi.in 2022b).
3.2 Current Segmentation, Targeting, and Positioning of VI
Segmentation
The company uses geographical, demographical, and psychographic segmentations to provide mobile network services, enterprise services, and broadband services (IIDE 2021a). The company needs to evaluate the attractiveness of each segment and select one or more segments to serve (Embapro.com, 2022a). VI caters to different segmentations of the market such as large corporates, small businesses, start-ups, governments and Individuals. The company served Retail, Finance, Construction, Hospitality, Health care, Insurance, Education, and Banking sectors under the businesses. enterprise mobility, Product differentiation of robust fixed line connectivity, world-class IoT solutions and insightful business analytics & digital solutions are used for the current marketing strategy (Myvi.in,2022a).

Targeting
The overall telecom density for India in March 2022 was 83.1%, indicating that some people have not yet begun using mobility services. This is real for rural areas, where there is still a large market for Indian telecom providers given the low telecom density of 57.9% (Myvi.in,2022a p.67). This will be a very effective target market for the rapid development of technology.VI collects information from research institutes and owns surveys to come up with these decisions.

Positioning
The company received top ratings in both data and voice reports from third parties, including the excellent voice quality rating in the country according to data from the TRAI's "MyCall" app (Myvi.in,2022a p.12). The company advertised “Unlimited Night Data” and “Weekend Data Rollover” offerings as Hero Unlimited Packs and an impactful campaign was launched to highlight these benefits quirkily by Vinay Pathak. This campaign was promoted on TV and Digital and on ground (Myvi.in,2022a p.13). In the Indian Premier league, Cricket tournament company launched a campaign offering “VI Fan of the match” the opportunity for the fans to view the company’s products, special promotions where available on the company website and mobile apps. (Myvi.in,2022a p.13). Social media is the best way to modern-day advertising.

Selection of media
Advertisers have noticed that promotion in marketing should be from customer-driven to values-driven (Nune,and Kozhikode,2020, p.1279). For a successful marketing campaign, it should be focused on awareness of the people. The company used social media to advertise its campaigns around with events such as Friendship Day, Diwali (#LookUp), Children’s Day, Christmas and Holi etc. (Myvi.in, 2022a p.14).
VI has launched a promotion campaign of the ‘refer a friend campaign’ through the Vi App. 



Measuring success:
The business does a monthly Customer Satisfaction Score /Net Promoter Score (able to provide accurate and reliable results regarding customer attitudes - NPS) survey in addition to other evaluation surveys (Myvi.in,2022a p.130). The company uses both Transactional or Touchpoint NPS (TNPS), which surveys customers after an engagement with the brand in their customer journey, which includes contacting the customer after a purchase, and during the life of the mobile contract, visit to the company's shop, etc.,    Companies can quickly address problem areas along the customer journey and receive fast feedback on whether a client shifts from being a Promoter, Passive, or Detractor (Tele performance, 2022) VI has used state-of-the-art Consumer & Marketing Analytics Platform, which is India’s 1st Big Data AI/ML & Advanced Cloud Analytics Platform among telecom service providers (Myvi.in,2022a p.14).










4. Conclusion
Market strategies are based on the determination of market targets and the composite of a marketing mix (Doiphode, R. 2011 p.102). The company has to concentrate on enhancing its position in business services, especially the new and quickly-expanding segment of IoT and cloud services.
 The company’s customer perception has increased from Feb. 2021 to Feb. 2022.
VI’s market share has dropped from 35.6 in 2018 to 22.4% in 2022. However, the market share in 2021 was 23% and it decreased by only 1% in 2022. Reliance Jio has won the market and there are opportunities to increase the market by using the brand name and the quality of the connection. The current marketing strategy seems to be better than the previous years and as discussed in the SWOT cash flow issues need to mitigate quickly to improve the present status.










5. Recommendations

Reliance Jio won a pricing war to acquire market share and generate value in the longer term. VI including other telecom providers have lost the price-sensitive customer segment to Reliance Jio’s marketing strategy. VI should focus on its marketing strategy to acquire and retain less price-sensitive consumer and enterprise customers. It must promote network quality, customer service, and value-added services as a differentiator.  In order to measure the success of the strategy VI must monitor customer NPS, network quality (dropout rates) etc., and market share on a regular basis as key performance indicators.  In addition, VI needs to focus on a Digital-first approach and launch a 5G network in the balance of 17 cities as soon as possible. 

The company needs to review the pricing strategy to cover the cost of inflation and the company losses. 
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Appendix 
1. Telecom Market share 2022
[image: Telecommunications in India]
(Source: IBEF 2022)

2. Spectrum Share 2022
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(Source: Vodafone Idea Website, Investor presentation 2022)


3. Active wireless subscriber base - 2021
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(Source: Vodafone Idea Website, Investor presentation 2022)











4. Selected Profit and Loss Information of Vodafone Idea for Q42018 to Q2 2021
[bookmark: _GoBack]                                                                         In INR mn

	
	PAT
	EBITDA
	Interest
	EBITDA-Interest
	EBITDA
 ----------
Interest

	Q4 21
	-116435
	43801
	40108
	3693
	1.09

	Q3 21
	-45321
	42862
	47480
	-4618
	0.90

	Q2 21
	-72182
	41524
	46609
	-5085
	0.89

	Q1 21
	-254600
	40984
	37486
	3498
	1.09

	Q4 20
	-116435
	43801
	40108
	3693
	1.09

	Q3 20
	-64388
	34205
	34311
	-106
	1.00

	Q2 20
	-509219
	33471
	33519
	-48
	1.00

	Q1 20
	-48739
	36500
	34441
	2059
	1.06

	Q4 19
	-48819
	17853
	27894
	-10041
	0.64

	Q3 19
	-50046
	11368
	26068
	-14700
	0.44

	Q2 19
	-49738
	4614
	19511
	-14897
	0.24

	Q1 19
	2565
	6595
	13844
	-7249
	0.48

	Q418
	-9621
	14473
	9743
	4730
	1.49

	Q3 18
	-12845
	12233
	11490
	743
	1.06

	Q218
	-11065
	15016
	11829
	3187
	1.27



Source: Various Quarterly Reports of Vodafone Idea Ltd.
https://www.vodafoneidea.com/investors/results


5.TNPS on brand score 
[image: ]
(Source: Tele performance, 2022)
6. Vodafone Idea Market share from 2018 to 2021
[image: ]
Source: Statista 2022.
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Performance measurements before and after the implementation of the calling faci

The positive outcomes from an optimized TNPS process indicate Vi's brand success and exceptional customer
experience, which even translated into a Best Customer Service award in March 2022,
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