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Executive Summary
In this Assignment Vodafone Idea Limited telecom company was chosen to be the topic of marketing case study to fulfil the requirements for the assessment of the Module Marketing Management, part of the MBA Curriculum at the University of Wales Trinity saint David. Vodafone Idea Limited consists as the result of a merge between two telecom companies; Vodafone and Idea. This merge enabled the company to become the second largest mobile phone network in the world and the third largest mobile phone network operator in the UK. The purpose of the merge is to increase the company value and to achieve growth and profit in bigger markets. Vodafone Idea set its own marketing strategy to become the first Telecom Service provider across India and the world and that goal has been supported by the Indian government, as the Indian government became the biggest shareholder of the company shares. But due to the strong competitors in the Indian telecom market, Vodafone lost big numbers of its customers and that led to less revenue and less cash flow and sheet balance. The investigation was mainly focused on this issue to find out what went wrong and what the solutions are.  However, there are several reasons for the lack of cash flow and customer loss, among them: Vodafone’s high prices and poor service quality in comparison with other two giant mobile phone operators (Airtel and Jio). The investigation and the SWOT and PESTEL analysis show the weaknesses of the company and why it lost customers and also showed the threat that faces the company up to now. The study proved that Vodafone Idea ranks third in the telecom market, and yet its price and service quality are not satisfying its customers demand.
The main advantage that Vodafone Idea won besides having the Indian government as a big shareholder is the differentiated market, where Vodafone introduced new promotion method to boost its product in the rural region such as direct advertisement, method of learning online and online advertisement, social media and the inversion of the new platform for charge. On the other hand, Vodafone Idea Failed to be adaptable and to be flexible to the market changes, global challenges and the customers demand by introducing 4G and 5G network.
In addition to that, the study recommend that Vodafone needed to address the issue of promotion and advertisement to handling market changes as they arise.
Vodafone Idea also need to avoid equal pricing as the top 2 companies. Instead, the company should implement a price strategy where the costs could be estimated and the demand specified then and only then the price could be selected.  Then and only then customer retention in relation with brand image, price and service quality.





Table of Figures

 Figure1. Telecom Market Share India ……………………………………………9
 Figure2. Telecom new Network /5G    …………………………………………………….15










Table of Content
Table of Figures:	3
1: Introduction	5
1.1. Marketing Concept:	5
2. Findings	6
2.1. Market Information	7
2.2. Target Market(s)	7
2.3. Market Challenges and Tariff Theoretical Overview:	9
3. SWOT ANALYSIS & PESTEL ANALYIS	11
    3.1.SWOT Analysis for Vodafone Idea..:	11
    3.2. PESTEL ANALYSIS	12
   3.3. Further Analysis	12
4. Conclusion & Recommendations	14
   4.1. Conclusion 	15
   4.2.Recommendations	15
5. References	15










Vodafone-Idea Limited

1. Introduction
 
Vodafone Idea Limited (VI) has been chosen as a case study organisation to full fill the requirements of the module marketing management assignment. So, Vodafone Idea is an Indian based organisation established as a result of a merger between Vodafone India and Idea in 2018, these two companies are defined below in the next paragraphs. This merger had a purpose of creating India’s largest telecoms operator to have the country’s widest mobile network and a strong engagement for delivering the Indian government's “Digital India Vision”. (Corporate and Financial News, March 2017). The two telecom company that forms Vodafone-Idea since 2018 are: 
1- Vodafone It is also an Indian heavy weight telecom organisation founded on January 1985.(Ref. www.startuptalky.com/vodafone/).
It is the world’s second largest mobile phone company and it is the third largest mobile Network operator in the UK. The company’s slogan- “Together we can “. Since 2020, 
Vodafone has been highlighting its activities in different types of economies and the impact of technology on both developed and developing markets. Therefore, the company was looking for opportunities in emerging markets. Such as the world’s more remote areas, in some parts of Africa.
2- Idea: It is also a giant Indian mobile phone network operator based in Mumbai India, founded in 1995. It was a pan India integrated GSM operator and had 220.00 million subscribers as of June 2018. Idea merged with Vodafone and is known as Vodafone Idea.
However, the newly merged organisation VI (Vodafone-Idea) is facing significant marketing issues such as lack of revenues, less cash flow. Therefore, these marketing issues will be investigated and analysed in depth during this study by using comprehensive analysis tools based theories (Durai, 2022).                                                
1.1 Marketing concept 
Is a process of understanding one’s target market to meet the customers’ needs and wants through value creation and strong customer relationships, which is vital to organisations at every level of their development. While Philip Kotler mentioned in the evolution of marketing that marketing requires awareness of the fundamental social advancement such as technology. Internet, communication, social media and globalisation. ‘’ Philip Kotler et al. 2015’’.
In addition to that, Marketing also has been defined by Fahy by; ‘’the achievement of corporate goals through meeting, and exceeding customer needs better than the competition’’. Fahy & Jobber 2012:5
Marketing is a process which enables companies to design a customer driven marketing strategy and to create value for customers and build strong relationship and retention ships with them to capture value from customers in return. Philip Kotler et al.2015:5 (https://youtu.be/5fdx5Laavkc).
However, marketing management is considered to be a key tool and provider for customer –creating value satisfactions continuously to stimulate and to win the people’s heart and mind (Theodore Levitt, 1960).
A recent survey made by McKinsey Company in March 2020 has shown that global CEOs look to marketing as a major driver for all of a company’s growth agenda. On the other hand, Cheoseaua, M. (2021) found that not having an extensive marketing strategy makes achievement of goals significantly harder and leads to failure.
Furthermore, Stewart, D. (2022) contributed to Branding Strategy Insider by highlighting that there are three ways for marketing to generate cash flow increasing sales volume, increasing new customers and retaining existing customers. 
Gbadamosi in (2019) argued that contemporary issues in marketing is a complete, up-to-date, and cutting-edge resource that presents a comprehensible understanding of topical problems in marketing. 
In this current case study, the marketing research and investigation show that Vodafone Idea has been identified by its weak balance sheet in lack of revenues, less cash flow, less profit and loss in shares. This led to losing momentum against other competitors such as; Jio and Bharti Airtel. Vodafone Idea market share shrinks and its overall performance declined as well. 
Vodafone Idea introduced financing strategy to provide cost efficiency and dependable finance resources by borrowing centrally across different currency. However, Vodafone Idea  marketing strategy is to achieve specific objectives such as profits and growth in short terms and became dominant in the Indian telecom market and globally in the long term, that could be achieved by gaining more customers and retaining existing customers. 
Also Vodafone Idea invested in resources such as online advertisement, creating Vodafone official site, Phones, SIMs, and Broadband to gain customers. In addition to that, Vodafone Idea also launched its new advertisement method of learning such as;
Free online resources for customers – Vodafone Idea.com, this service for customers and employee to get access to online educational and training programmes, also it added fresh investments to revive operations and gain customers online, to retain customers and to capture growth opportunity. Furthermore, it also invented a platform for charge.
www.timesnownews.com
http://investors.vodafone.com - business-economy-industry

2. Findings
2.1. Market Information (Internal & External)
Vodafone Idea has set its own marketing strategy to become the first Telecom Service provider across India and the world by meeting the Indian government demand who seeks one giant telecom company to cover the whole country NETWORK. 
The internal and external market environment was specified and the internal market resaech which depends on local customer’s behaviour was identified visualised scrutinised by Vodafone Idea. Furthermore, the external market information would be categorised to primary and secondary research, because Vodafone Idea nowadays operates in India and has expanded to Africa and Europe. In this context for both research types internal and external the required information was gathered and collected easily ‘from reports, Indian government sources, trade union and market research companies,  and the primary research was obtained from focus group and questionnaire. 
Both research methods enables Vodafone Idea to implement its marketing strategy and to identify customers who left or willing to leave the company, test new markets, understanding existing customers, exiting competitors and to set up new price and lunch new promotion for new technological innovation. However, via these research tools Vodafone Idea has been able to test the European market, African and UK markets. Vodafone Idea currently considered to be the second largest Telecom Company in the world and the third largest Network operator in the UK. 
2.2. Target Market(s)
Defined to be a specific segment where marketing efforts are geared to serve a set of customers who share common needs and values, and also refers to the choice of specific segments. Vodafone Idea decided to choose its target market to be a real model of a mixed market to avoid the consequences of choosing the wrong market target which have mixed implication on the product and the future of the company with regard to other competitors. 
However, Vodafone Idea (VI) identified the loyal existing customers with young age group from 16 to 32 years are considered to be the main audience for the organisation, because this age group is the main target for its sale, due to their insensitive activities in terms of mobile phone usage either by text, call and emails or other social media applications. This group can be reached by online and offline update advertisement on daily base where the prices can be lowered to the bottom and the service quality can be improved to the highest .e.g the promotion for new products or service such that the 5G network with promising discount would be advertised via various channels of communication every three to four months. 
Therefore, this method is one of the effective tools of marketing to win the customer’s mind and heart and attract new customers. As customers have always been excited when there is a new product or new service with low prices and high quality. This also led to market segmentation and marketing mix. A well-known market segmentation idea was developed by Smith in 1957 and the main issue was to regroup consumers due to their needs and habits, where the geographic, psychographic, demographic and behavioural aspects could be considered, accordingly the market could be divided into smaller segments of buyers with different needs, characteristics and behaviour. 
Therefore, Vodafone Idea was able to concentrate its efforts on one part of the Indian market around Pin-jab province and the North west of India, where the population requires less advanced technological services, the customers speaking one language, similar culture & behaviour and similar in life style and earning wages as well. On top of that the other competitors such Airtel and Jio telecom hadn’t entered this market area yet. Vodafone Idea benefited from targeting specific groups of people (Age, area) and also benefited from dividing its market according to its products, e.g. mobile phones market and Internet Network market and other electrical devices such as I-pads, tablets and others.
It seems to be that Vodafone Idea won the competitive advantage of the differentiated market in the north of India temporarily where it benefitted from targeting several different specific customer segments by designing and developing differentiated product and marketing messages. 
This environment of specific customers segment also enabled Vodafone Idea to benefit from positioning its brand into the minds of its customers via every year rebrand and produces the same products with new features. 
Never the less, positioning has been defined by (Fill in 2009) as the process that promotes a product of an organisation and the organisation to be differentiated from the competition to be at a top position in the market. In addition to that, Dr. Phillip Kotker also mentioned that positioning is a method of design that shows the company and its product to be at a superior position in the customer’s mind. Kotler (2003).
Vodafone Idea in its marketing strategy also relied on marketing mix theory which is promoted by many theorists such as; Boom & Bitner, who mentioned in 1981 that to monitor the rise in a service economy a ‘7 Ps of services marketing’ has to be considered in any marketing strategy as these 7 factors (Price, Product, Place, Promotion, People, Process, Physical) play an important role in the development of any product curve. (Booms & Bitner, 1981). 
While other theorist his name McCarthy, defined marketing mix by a set of internal tactical marketing tools which a company uses to predict the response that it seeks for its product, these tools are referred to as a Four Ps of product marketing: Price, Product, Place and Promotion (McCarthy, 1960).
Vodafone Idea follows the marketing mix theory in its target market as the company was willing to gain quick profit on the cost of product quality and price level. The company succeeded to choose the right place, people, environment and relatively the right promotion methods but it failed to produce the right design and process of its product that match the market current price norm and standard. As it appears that Vodafone idea product and service quality is poor in comparison to the other telecom giant in the Indian telecom market (Airtel and Jio), mainly in terms of product design quality, packaging, branding, warranties, usefulness, technological features and value. 
Vodafone Idea chooses a certain tools of communication to promote its product and service in its regional area market to convince its audience and also to raise awareness of the company mobile phone product and Internet NetWork service to generate sales and to make profits. The company used promotion mix methods such as direct advertising and sale promotion, direct marketing and digital marketing via social media and emails to reach its audience in order to evaluate customer value and build customer relationship. It is an effective tool of communication as it is easy in terms of technological application to catch the customers’ attention and awareness even in rural area with less efforts from the customers and the company.
On the other hand, the other two competitors in the Indian telecom market have followed different types of promotion which enable them to gain advantages against Vodafone Idea such as: Jio cinema, Jio TV, ( Music App ), Jio Money, and Airtel’s Music App. This type of advertisement and promotion allow for customers engagement and retention in fever of Vodafone Idea. So this was another marketing failure for Vodafone Idea.
2.3. Market Challenges and Tariff for Vodafone Idea Ltd, Airtel & Jio.
According to Rock Content Writer, Catrina cowart: ‘’Marketing challenges are problems with marketing that negatively affect organisations business’s ROI. The right strategies can help to overcome the most common marketing challenges’’ ‘’Catrina Cowart’’. Https://rockconten.com/blog/author/catrina.
It has been noticed from the market research that the overall quality & prices were rated as the Following:
1. Jio      33%  
2. Airtel    28.5%
3. Vodafone Idea 28%
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Figure1. Telecom Market Share India

Prices are as the following:
	Tariff Comparison Table, 2022
	
	


	Company name and Network’s Capacity & Speed  in G byte

	Value in $
	Airtel / Gb
	Vodafone Idea / Gb
	Jio / Gb

	4.5
	42
	42
	56

	7.2
	84
	84
	98

	7.9
	90
	-
	-

	8.5
	-
	-
	112

	9.0
	112
	-
	-

	10
	126 
	126
	168

	11
	135 
	-
	-


Table 1. Tariff Comparison/ Vodafone Idea Websites
The price and services for the company are changing in values due to the fact that the Indian government become the main shares holder. Therefore, the prices dropped in the market which it considered to be added value for the company because Vodafone Idea will attract more customers. The study shows that Vodafone idea charging more for its Network services ($3 up to $11 for 42 @ 126 Gbyte), that pushed back the company to be the third in the market and started to lose customers. 
However, despite being part of the government, Vodafone Idea loss of customers remains inevitable and continuous.  A high downfall have been recorded in last quarter in terms of customers loss and in terms of sales and cash flow.  https://www.cnbctv18.com/business/companies/vodafone-idea-lost-6m-subscribers-in-q2-net-loss-also-widened-analyst-cautions-15091311.htm  ][02:15 Nov 11, 2022]





3. SWOT ANALYSIS:  been done to understand the strengths and weaknesses of the company but also to cite opportunities and weaknesses for the company. In addition, PESTEL analysis also been done for a better understanding of its external environment.
3. 1 SWOT ANALYSIS FOR VODAFONE   IDEA  LIMITED
	Strengths 
	Weaknesses

	· Indian Government hold most shares
· Historic Brand recognition.
· High Market share in the country (3rd place)
· Effective promotion campaign in rural region

	· Due to lack of cash flow, debt  been accumulated 
· Pressure on Margins due to stiff competition.
· The fall of share value in the Stock Market
· Suffering heavy losses due to customers’ abundant.

	Opportunities 
	Threats

	· Exponential growth in the broadband sector.
· Government reforms in Telecom sector.
· Business growth through product development
· Market segmentation can offer business growth 
· Expansion of 5G network
	· High fees in the Telecom sector in India.
· Fiber network connectivity is low in India.
· Heavy loss on active users
· Active Existing Competitors, Airtel and Jio
· Technology disruption because of hacks, piracy etc








3.2 PESTEL ANALYSIS FOR VODAFONE  IDEA  LIMITED
	Political
	Economic

	· Government policy on Digital communication.
· Taxation policies from Indian Government
· Political stability in existing markets
	·      High inflation rate of the country.
·      Volatility of exchange rates
·     Efficiency in financial markets in India

	Social
	Technological

	· Demographics advantage in India
·  People’s attitude towards Health and safety 
·  Educational level of the society
	· Latest Technology based innovations of the country.
· Intellectual property rights and patents protection

	Environmental
	Legal

	·  Unstable weather conditions in India.
· Waste management policies 
	
·    Data Protection Laws
·    Health and safety laws
·    New tax laws
                                                                             


Vodafone Idea tells DoT  |  Photo Credit: BCCL
3.3 Further Analysis
Report tells that increase on cost cause a loss of 1 million active users for Jio and Airtel and 1.7 million customers for Vodafone-Idea consequently this shrink VI active mobile user’s base to 217 million. While Jio to 382 million and Airtel to 356 million.
.[ economictimes.indiatimes.com ].
As the result the average revenue per user (ARPU) improved to Rs 131, up 2.3 per cent quarter-on-quarter from Rs 128 in Q1 of FY23. .[  https://www.cnbctv18.com/business/companies/vodafone-idea-lost-6m-subscribers-in-q2-net-loss-also-widened-analyst-cautions-15091311.htm  ][02:15 Nov 11, 2022]
This has been reflected by the impact of high inflation and costlier mobile services that has pushed many low-value users, especially in the rural markets. 
Vodafone Idea couldn’t response to the local and global market’s challenges such as;
1.     The entry of a giant competitor (Airtel and Jio)
2.     The discovery of 4G & 5G Connectivty
3.     The E-Sim Cards
In 2018 Jio entered with 4G technology and launched E sim,
While Vodafone Idea launched it in 2021
[image: ][image: ]
Figure2.Telecom new Network /5G
This example is one of many examples where Vodafone Idea couldn’t change and lost few loyal customers.
https://telecom.economictimes.indiatimes.com/news/vodafone-idea-launches-esim-facility-for-postpaid-customers-using-apple-samsung-google-pixel-devices/83604159
https://www.communicationstoday.co.in/reliance-jio-begins-esim-activation-for-iphone-xs-max-iphone-xs-and-iphone-xr/
 Vodafone Idea is not ready to introduce the 5G technology, While Jio and Airtel are ready for 5G technology in India.
https://www.lightreading.com/asia/financial-problems-may-delay-5g-for-indias-vodafone-idea/d/d-id/780685
It could have been an advantage if Vodafone Idea used economies of scale to challenge other operators who were increasing their prices. Nevertheless, pricing is one of the factors that influence customer satisfaction, where customers' perception that the suitability of prices will reflect the quality Miyatake, Nemoto, Nakaharai, & Hayashi, (2016).
The last ranking for these telecom companies are;  Jio is no. 1, Bharti Airtel is no. 2 and Vodafone Idea comes at no. 3 and is a loss making company [ Opensignal.com ].
Price becomes a consumer's assessment of the magnitude of the sacrifice with what will be obtained from products and services eithaml, Parasuraman, & Malhotra, (2002).
[bookmark: _GoBack]
4.1 Conclusion
This case study is focused on Vodafone - Idea Telecom Company to investigate major marketing issue within the company and the relevant consequences. However, the main purpose of Vodafone Idea marketing strategy is to achieve certain objectives including profits, growth and to be dominant in the telecom market. Also to secure the Indian government plan of creating government larger digital network.
Vodafone Idea gained ground and confidence in the Indian telecommunication market and managed to become one of the giant telecom company by introducing finance strategy to provide cost efficiency and finance resource by borrowing, but that was regional gain only, because of a large area of the Indian continent, this gain is just enough to cover part of the company general loss that causes the balance sheet.
Beside market research Vodafone also introduced new promotion method to boost its product in the rural region such as direct advertisement, method of learning online and online advertisement, social media and the inversion of the new platform for charging.   
Vodafone become the world second largest telecom company and the third mobile phone network operator in the UK by depending on macro and micro market idea, market segmentation and market mix targeting specific group of people vary in  aspects  such as, geographic, psychographic, demographic, behavioural, social and environment status and buy mode of the customer. The main advantage that Vodafone Idea won besides having the Indian government as a big shareholder is the differentiated market. 
On the other hand, Vodafone Idea failed to be adaptable and to be flexible to the market changes, global challenges and the customers demand, this led to massive 
loss due to a drop in customers number, low volume in sales, high product price, less revenue and less cash flow. Jio entered with 4G technology, Airtel E sim card in 2018 but Vodafone Idea launched it in 2021. These telecom companies are ready to receive 5G but Vodafone is still not ready for 5G.

https://telecom.economictimes.indiatimes.com/news/vodafone-idea-launches-esim-facility-for-postpaid-customers-using-apple-samsung-google-pixel-devices/83604159 https://www.communicationstoday.co.in/reliance-jio-begins-esim-activation-for-iphone-xs-max-iphone-xs-and-iphone-xr/
SWOT and PESTEL analysis shows that Vodafone strength is dependent on the Indian government support and other ecological, economic and social factors, while its weaknesses appear to be due to its lack of technological innovation and less investment.

4.2  Recommendations

Vodafone need to address the issue of promotion and advertisement carefully and handling market changes as they arise.
Vodafone Idea should not follow the equal pricing as the top 2 companies. Instead, the company should implement a price strategy where the costs could be estimated and the demand specified; then and only then the price could be selected.  
Vodafone Idea should have considered customer retention in relation with brand image, price and service quality.
A market trend should be studied to stay up to date with changes and to be adaptable to any changes.
For Vodafone Idea customer retention, brand image, price and quality, all can be solved by one solution which is reducing the price and improving the quality of the service.
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