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Customers can dial and enjoy a slew of services, which includes easier payment of bills, service on priority
basis, and value-added services without any additional paper work. This genre connects millions across India.
A sensitivity analysis was done to verify the significance of the factors considered for determining the LOS.
Working on the above game plan Bharti is constantly coming up with newer product offerings for the
customers. Unflinching orientation to customer needs is the second key success factor. As befits a fast-
moving consumer service, the game is now moving beyond price to expanding distribution reach and servicing
a well-spread-out clientele with technology and strategic alliances. Bharti Enterprises has been at the forefront
of technology and has revolutionized telecommunications with its world-class products and services. Bharti
Cellular is offering a range of services without going through an interactive voice recorder ensuring that they
save time. Vodafone target the rural India The main targeted customers of Vodafone are from rural India. The
company is also joining hands with local grocery shops which will enable users to recharge their cards by just
making a phone call to the shop. Bharti is focusing on two factors to make pre-paid cards more attractive. A
key area is to increase the number of activation centers. Bharti Cellular has also launched a special service,
CareTouch, for high- value, corporate customers, providing them with instant, single-point access for any
assistance they require. The leadership series was okay when you were wooing the creme de la creme of
society. Working on the above game plan Bharti is constantly coming up with newer product offerings for the
customers. Sachdev and his team realized that in a business in which customer relationships were the core this
could be a major weakness. It is, however, crucial to note that in the years to come, not only will the cost of
building a regional or a national or an international brand will continue to rise but also the time taken to do so
will be longer and will need sustained and focused efforts. Right now, the company is unwilling to discuss the
new positioning in detail. Once you reached them you had to expand the market so there was need to address
to new customers. Indeed, anything that you think is possible is possible with Airtel Magic. For the average
consumer, owning a cellular phone was expensive as tariff rates at Rs 8 a minute as well as instrument prices
were steep â€” sometimes as much as buying a second-hand car. The other experiment that Bharti has worked
on is to go in for product segmentation through the Tango brand name. The positive spin to this argument is
that by first addressing the fundamentals, the enterprise itself becomes more competitive. To compare various
parameters of marketing strategies, manufacturing process, technology adopted production policy, advertising,
collaboration, export scenario,future prospect for the two companies and government policies. These were
valuable qualities, but they only took Airtel far enough to establish its presence in the market. By offering
cheap and light mobile sets Vodafone attracts most of the customers of small villages and towns. TRAI has
endeavored to encourage greater corporation in the telecom sector together with better quality and affordable
prices. Delivering value on a sustained basis is perhaps the most potent key to build a brand that lasts. This
report also contains the basic marketing strategies that are used by the Airtel Company of manufacturing
process, technology, production policy, advertising, collaboration, export scenario, future prospect and
government policies. By that time, Bharti was already the leading cellular subscriber in Jaipur with a base of
3. They are leveraging technology to expand their distribution network and deliver round-the-clock recharge
options to its MOTS Mobile on the Spot subscribers. I express my heart full indebtness and owe a deep sense
of gratitude to Dr. Right now, the company is unwilling to discuss the new positioning in detail. Earlier, the
branding strategy was aimed at roping in only 27 interested customers - that is, customers who were already
inclined to opt for mobile services. Earlier, the branding strategy was aimed at roping in only interested
customers â€” that is, customers who were already inclined to opt for mobile services.


