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Iustruetions to the condl$st;ii: :".1:

l) .4ll questionr *e conryulsory.

4 Figa:res tri'ii$rigltt indicate fall a*rks.

Ql) a) Wfry;,eose.sludy is impoftant in an.v field?

b) What,are the features of a Case Stirdy?

p2l Case No.l

Seven' P' o I service mark.eting in Bhdfiffi el,L,td.
:.4 r

In the 2000's, telecommunicationsJi con ) bompan.v Bhalti Airtel I-intitctl
(BAL) u,as the market leader in tlre Indian icleconr malket. Tt had establishrd
itself tu the leader in tlre markel tir,'diffLlenliating itsell rvilh its fbcus on build-
ing a strong brand through imovation in sales, markcting. and custorner scr-

vice and an innorrative cest effective business model. Analysts also crer-iitetl

BAL r,vith negoliating thi ulgtoi hurtlles in this enrerging market anil conr-

petition very effectively. This'enabled it to trecorne prolitable rlespite thc In-
dian telecom market har,ing.lhe lor,r,est tarifl.s in the u,orltl.

Some analysts opined that BAL's unique business modcl had beconrc tlru
benchmark lbremer:ging markets. Mobile telephony in Im1i1.t'1:vas q"yjieriencing

the fastpst growth in the world and India was one of t:l- leading rnarkct irr

termsolmobilesubscriberbase.DespiteAverageRevcnuep-ertiser(.1RI)1..')

figures in the country be:ing quie i low compared ta,ir;hiry rrrti;r nrarkcts. ir rvas

viervsd as an.atffactive as rnobile penetration of'the,markct. particularlr,. in thc

hi.rge rural areas in India. rzs still lor-v. With the:rjdveloping rnarkel in the rvesl

reaching high levels o[saluration (707o in!S and 30'ili, in sonre Iiuropean
markets), many global telecorn operators rvcre looking at emcrging rnarkcts

fortheirgrorvth and this made India a prime target for these 1jrms. The rnarket

in tndia was also expected to rvitness many changes n,itlr 1lre introcluction ol'
new technologies and mobile number portabilitr... 
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Since 2007. IIAL had been facing serious threats to its leadership position. on

the one hand. there ryas the onslaught ol',from global players such as \hdafilne

and Yirgin Mobile, afld on the oJhai. thts threat fiom established companies

such as Reliance Communication Ltd" Tata Teleservices l'td'" and the state

orvned Bl.rarat Sancl*Nlgarii Ltd (BSNL). Moreover. the market !v.S eX-

pccrcd to rvitness ttr+ cntrv of some more Indian and lorcign complnies' BAL

had rcspon,ied 1o investing heavill, in erpanding iis ncwyork. technologl" urd

rnarkering. fqffiiryil$:to cover all segments of the population frotn the tech-

savrl.yout\ B.Opulation who covetecl the latest vaLre added service s (VAS) to

rhe Bottom.ril'the$rvramid (BOP) segrnent r.r4ro would be satisfled ',vith a lolv-

cost oft'ering. - '
tn carty"TOOA..aAI- which dominated the Indian telecom market and was the

,uorld's tenih largesttelecom company. rvas also readying itseifto replicate its

success Story in somg other emerging markets. : ':
- ,, -,. 

.r,

Questio ns:

a) Give oven'iew of Bharti Airtet Ltd;: Based on your knowledge

b) Which of tlre P's can be usedjeiargq'"the audience by Bharti Airtel Ltd'

Q-l) Case No.2

Adidas: A Spolt Brand

llsl

Adidas the global hrancl is.o spo$;,Clothing manufaclurer from Gennary which

was r'egistered in t9zl9. The,v h'ave a lar-Ee range fbr both tnen and wc len

including shoes. hats. leisure and casttal rvear and an assorttnent of aEcesso-

ries. Acliclas has miilions of customers that go through the,qpnsume.r:s deci-

sion rnaking pfocess on a daily basis and because of the wEr that ilhas posi-

tioned itse lf in thr: market; constlmers regularl.v de cidg;Ie u1''.a'r'1idas prod-

ncts. Since it rvas establisheci in Germany in 1949,hJ.,,"4 tf i1;*"ler, Adidas

has been synonymous with the spoiling industr;.-1b'ela)': Silidas is a global

public company and is one of the iargest spork hrand'in the world. It is. a

lrousehold bran<l name with its stripes logo re€4gnizedin markets across the

wor1i. The oompanv-s product portfblio isiyasi; raeging fi'om state-ot'-the-ar1

sports ttlohvear and clothing to accessories srich as.l2ags. watches. and eyewear

ancl other sports re latecl goods and equipment. Pri)ploying over 46.000 people

worldrvicle. the Adidas group consist of arOund 170 stibsidiaries including
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Ree bok, Taylor matie Adidas golf, Rockport and CCIv{ hocke1.. Tirc group.s
headquarters are in Herzogenaurach, Germany. In the second quartc. ili'zut:
the group's revenue was €3.3g3 billion. Adidas brand positioning is clear anddistincL Adidas has a gcnuine and rhr rcaching respect fbr sport and rhis ismanifested in the comp31),'s drevofion fo'making the best possible perfor_
mance products lbr qttiletesJt# brand missio, is quite simply.ro become trreleading sporls br"aryj},'r11,: *-ortd. ,;;,";";;^;" this by becoming rhe besrperforming branffialr sirrting goods categories. To achieve rhis, thc brand

:1i"::, to 
1t;9dbce.tt* 

highest quality pertbrmance produos possible at
marKcrpraccp.riccs. Eurthermore. products wilr conrinue to be cr*.-signed andrtevelope*{#enhailce the performance of ail u,ho participate in sporr. irre-spectiqaolthetige. gender or abilify.

Ques.tjong:
a) Ho\iti consumer rJecisjon rnaking process is done in bui,ing Adidas a

b) Why most of.tht": custome, Orr.1...3,, 
j A16as bmncl in sports?

Ql./ Case No.3 ,,lf -t't'
Cotgare: Need ro Know Intiian:i!ft"*,ti;" Toothpasre Indusrry. 

[15]

Toothpaste industry has gror,vn kmnsasely in the Indian scenario. There is alot of competition in theinirr*t+- *aory benveen fwo major players colgate
and HLL' The companieb"are caiiring up with new schemes as we, as pr.d-
ncts to lure the customers. The.uiage oftoothpaste has grorvn because of.thelifestyle and the way the indi\"iduals are living ie . ,o.. uriur.n.; ,*rl;il.
Ccrlgate is going ahead with almost 60%ooithe market shale in the iidustr"i,.Thetit,leoftheprojectwas,.sfudyonconSumeIbu'':.'.}'.'.!"::;1
paste industry. 

JrsqJ urr uvlr)urlrsI Dllylng DcnaYlor lir lhe 1oo1ll-

The questionnaire methodologv rvas adoptecl and the .!"a rnp[srand l.hc salcsofficerin companies rvere contacted in orderto hr1.3.,;.''! r;;.d*^;;;";il;:
The area of the study was restricted to Gurgaoffi,.d;.;; ;.;J;;;
tacted' The sales managers in trvo compani.q.uisi:; contacted aad their viewsknown in terms of how they were go.i'g iii i,#'tt.,otirpar;; ,;*;;;. ,; ;;;;found that many firms are in the toothpaste ugirn.nt. ,; i; ;r'; ;;_;;:
competitive segment. It was found that focus.as welr as cost teadershrpl,vas
being followed by the firrns when rhey were giing in the toorhpasre segmert.
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The firms are more and nrore focttsing on the promotion and they are spend-

ing a lot ol'mone-v- on this front. Customers are also becoming demanding

norv-a-days and it is seen that many attributes are important for the success of

a particular brand. The firms are goiirg in for new laune hes. It is found that the

cliscounts are import4,4f"{acttlrlr,,,Another important factor is brand image or

brand narne. fle p1q$,if pluuid.,l an opportunity to knorv about a cornpeti-

tive segment and.hri#ioqstriirers behave in that segment. It also provided an

insight into the'tlqti)pasrlr; industry and the attitude and perception of the con-

sumer in thal stgtnent.

rt 1,.-.

Questions: 
*

a) Herv it i:riirrportant tlrat marketer should knorv Indian Consutrrer?

b) What'tfiFe of effort shoutd be taken b1' a mry'keter to increase the

bo,thpaste brand irnage in customet? 
-...,

c) What type of methodology is applie.{ to undoi'siand buying behavior of

customer in toothpaste indugfry" all'i:l ,whaf'ri'as its impact to the both-
a'

paste segment?
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