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ABSTRACT: This paper compares and contrasts the competitive strategies of VVodafone
Idea and Airtel in the Indian telecom market in order to acquire and retain customers. The
investigation concentrates on the pricing, promotions, product designs, and distribution
strategies of each organization. Airtel has established a reputation for quality network
coverage, technology-driven services, and premium positioning. In contrast, Vodafone Idea
has prioritized affordable value bundles, emotive advertising campaigns, and youth-oriented
branding. Both brands are reliant on digital marketing, celebrity endorsements, and customer
engagement platforms to enhance their presence, with consumer perception, brand loyalty,
and service quality serving as the emerging critical success criteria. This paper contrasts
customer satisfaction levels by analyzing the diverse strategies employed by each company to
remain competitive, utilizing data from surveys and published reports. It also evaluates the
influence of service innovations and pricing strategies on market share.
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. INTRODUCTION

The marketing strategy of a company serves as a roadmap for its success in a competitive
market by ensuring that it reaches its target audience. In other terms, they are not merely
theoretical frameworks. They outline a plan for the promotion of your products and services,
the identification of potential consumers, and the achievement of your objectives, such as
enhancing brand recognition or sales. In contrast to targeted, short-term initiatives, a
marketing plan delineates the overarching strategy. It delineates the organization's future
strategies, including its objectives, market positioning, and competitive analysis and customer
relationship management strategies. Its sole objective is to function as a guide for all
forthcoming marketing initiatives.

Businesses require an effective marketing strategy to accomplish their objectives and satisfy
their consumers. In order to accomplish this, it is necessary to first ascertain the target
audience, subsequently analyze the market, and finally develop a distinctive strategy to
captivate them. Significant consideration has been given to this methodology, which is
subject to ongoing changes. In order to gain an advantage over the competition, this strategy
coordinates assets and efforts. Market segmentation, target group identification, brand
positioning, and the marketing mix (product, price, location, and promotion) are frequently
components of effective strategies. The most effective strategies for remaining pertinent in a
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society that is perpetually changing are those that can adjust to changes in behavior, change

in the workplace, and new technology.

Businesses can establish a connection between their products and the appropriate consumers
by employing a marketing strategy. This implies that organizations must implement a series
of procedures to identify their target consumers, ascertain their requirements, and
subsequently offer them a greater degree of value than their competitors. A well-designed
strategy includes market research, customer insights, product positioning, pricing choices,
distribution tactics, and advertising. It can be employed by businesses to enhance their
comprehension of their consumers, establish pricing strategies, advertise their products, and
determine which products to offer. The likelihood of disorganization, financial loss, and
damage to the brand's image is elevated by a lack of clarity in the marketing strategy.
Sustained success and remaining ahead of the competition necessitate effective marketing
strategies. By emphasizing their unique attributes, advantages, and brand values, they assist
organizations in distinguishing themselves in overcrowded markets. A business's marketing
objectives are in alignment with its overarching objectives when it has a well-conceived
strategy. The outcome is a consistent presentation across all platforms. Businesses can
maintain their profitability and relevance by consistently assessing the market, competitors,
and consumer preferences and requirements. Marketing strategies are dynamic processes that
adjust to new circumstances in order to assist firms in achieving long-term success.

Il. LITERATURE SURVEY
Dr. Ritu Sharma 2021 This research investigates the evolution of marketing strategies in the
aftermath of the COVID-19 outbreak by contrasting pre- and post-pandemic models. The
reduction in mobility of individuals led to the decline of traditional forms of advertising,
while digital channels became the primary method of consumer-business interaction. With
the emergence of e-commerce, the marketing strategies underwent a transformation, with a
focus on establishing client trust.
Arjun Malhotra 2022 In 2022, the cost and reach of digital and traditional marketing
strategies are compared. Older consumers maintained their confidence in conventional media,
while digital marketing elicited more rapid responses. As companies redirected their attention
to social media, advertisements in print and on television began to lose their appeal. The
results of data-based targeting were a more engaged online clientele and improved digital
results.
Ankit Bansal 2023 The research analyzes customer-focused marketing strategies by
contrasting and contrasting product-centric and customer-centric models. Customer feedback
was utilized to inform decisions, and customers expressed satisfaction with personalized
products. Loyalty programs aided in customer retention, while customer relationship
management systems facilitated customer targeting. Companies were able to alter the nature
of their services and their brand identities by utilizing data analytics.
Mohit Agarwal 2024 The research analyzes customer-focused marketing strategies by
contrasting and contrasting product-centric and customer-centric models. Customer feedback
was utilized to inform decisions, and customers expressed satisfaction with personalized
products. Loyalty programs aided in customer retention, while customer relationship
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management systems facilitated customer targeting. Companies were able to alter the nature

of their services and their brand identities by utilizing data analytics.

Aman Joshi 2025 This article compares and contrasts the marketing strategies employed by a
variety of countries in order to demonstrate the influence of cultural norms on corporate
discourse. Asian marketing prioritizes familial values, communal harmony, and societal
harmony, in contrast to Western marketing, which emphasizes individualism, self-expression,
and career success. Language is a critical factor in the promotion of a brand. By
communicating in their native language, businesses can establish more robust relationships
with their target demographic. Locally pertinent content frequently outperforms globally
generic advertising. This is the reason multinational corporations customize their advertising
to align with regional preferences.

I11. MARKETING STRATEGY COMPARISON

VODAFONE VS AIRTEL
Marketing Objective and Focus
Despite the fierce competition in the industry, Vodafone Idea is prioritizing the acquisition
and retention of customers and the preservation of its market position. The marketing strategy
aims to decrease attrition by employing adaptable tactics and appealing discounts. On the
other hand, Airtel is defined by its leadership and expansion. The reliability of Airtel's
network is one of its major selling factors. Airtel is seeking to broaden its user base through
acquisition and retention, while Vi is concentrated on maintaining its existing clientele. This
distinction has an impact on the entire company's sales strategy. Airtel is more aggressive
than Vi in terms of strategy.
Segmentation, Targeting and Positioning
Vodafone Idea's primary prepaid clients are typically younger demographics and those
residing in rural or semi-urban areas, who are price-conscious. It positions itself as a brand
that offers exceptional value. Airtel's clientele encompasses both bulk and premium
consumers. Anyone, from families to professionals to enterprises, has the potential to become
a customer. Airtel advertises itself as a reliable and exceptional network. Airtel prioritizes
quality and excellence, while Vi emphasizes price. Based on their posture, it is evident that
they maintain a value-versus-premium perspective.
Product and Service Strategy
Vodafone Idea is characterized by its prepaid plans, instant benefits, and additional bundles.
It frequently modifies its strategies to retain a competitive advantage and appeal to price-
conscious clients. Airtel offers a wide range of services, such as internet, digital alternatives,
business, DTH, prepaid and postpaid plans, and more. Additionally, Airtel incorporates its
services with family packages and over-the-top (OTT) platforms. Airtel provides a diverse
selection of digital lifestyle options, whereas Vi is designed to meet the most fundamental
phone requirements. This has enhanced Airtel's product image.
Pricing Strategy
Customers are attracted and retained by Vodafone Idea's marketing and reasonable pricing. In
numerous instances, it provides access to exclusive sales, supplementary data, and free
validity. Customers may experience occasional modest price increases, despite Airtel's
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implementation of value-based pricing. Airtel asserts that consumers are willing to pay an

additional fee for superior networks and services. Airtel competes primarily on value, while
Vi primarily competes on pricing. It appears that Vi places a higher value on affordability
than Airtel's emphasis on quality over price.

Promotion and Advertising

Vodafone Idea’s advertising emphasizes discounts, promotions, and plan benefits. The
advertisements emphasize their affordability and adaptability. The primary themes of the
Airtel commercials are direction and passion. It addresses 5G technology, which enhances the
reliability of networks, trust, and familial relationships. Airtel is accountable for the
development of strategic names, while Vi is responsible for tactical advertising. Airtel's
advertisements are considerably more consistent and reliable. Vi's advertisements are being
updated more frequently and with more attractive incentives.

Distribution and Availability

The primary sources of revenue for Vodafone Idea are its franchise stores, retail locations,
and local recharge stations. Digital channels may exist; however, they are not nearly as
effective as Airtel channels. Both digital and physical stores are well-established within
Airtel's network. Airtel provides the ability to manage, update, and top up your services. The
website and the application are both exceptional. Airtel provides a diverse array of channels
to accommodate a variety of viewing preferences. Vi continues to generate a substantial
quantity of revenue through traditional retail sales. Airtel is the most effective in terms of
multi-channel distribution.

IV. TYPES OF MARKETING STRATEGIES

Niche
Marketing

Cross
Promotion
Marketing

Trade Show
Marketing

Types of

outbound - [Vlarketing .
Marketing 2 Social
and ' Strategies = Media
Inbound / Marketing
Marketing 5

Undercover
or Buzz
Marketing

Freebie
Marketing

Niche Marketing: The objective of niche marketing is to establish oneself as the foremost
authority for a particular segment of consumers who share one's demographic, lifestyle, or
geographic characteristics. In general, there is less competition as a result of a smaller target
market and fewer clients.

Trade Show Marketing: Businesses that operate within the same industry convene for trade
exhibitions to exhibit their products. This is especially advantageous for small businesses due
to the potential to establish new business partnerships, buyers, and vendors during bulk
purchases.

© www. ijsit.org | VOLUME-2 ISSUE-2 | APRIL -JUNE 2026 Page | 70
DOI : https://doi.org/10.5281/zenod0.20457546




A International Journal of [ 1SSN: 3139-1249)
Sustainable Intelligent Technologies

1)5IT-09

Social Media Marketing

Through social media, businesses have the potential to attract a vast audience and convert
them into paying customers. Customer confidence in a business is enhanced when its
representatives are capable of expressing their thoughts and emotions in a clear and concise
manner. The image of a brand can be significantly influenced by actual consumer
experiences, which is why social media is more than just a marketing medium. This is
because these genuine personalities frequently elicit more potent responses than conventional
advertisements.

Freebie Marketing

By offering a low-value complementary item in exchange for a high-value product, this
advertising strategy modifies consumers' perceptions. Consumers are more satisfied when
they receive an additional product or service at no cost.

Undercover or Buzz Marketing

"Buzz marketing" and other forms of misleading advertising

The corporation implements an innovative marketing approach to generate excitement
regarding the product prior to its release. When it reaches its intended audience, it arouses
their curiosity and motivates them to take action. In general, this form of marketing is
designated for products that are novel or unusual.

Outbound Marketing and Inbound Marketing

The distribution of promotional materials to potential clients through methods such as cold
calling, telemarketing, and pamphlets is one example of outbound marketing. The
organization's foremost objective is to augment its product sales.

Cross Promotion Marketing

Cross-promotion marketing is a strategy in which two or more non-competitive businesses
collaborate to market mutually advantageous products to consumers with shared interests.
The target market can be expanded with minimal investment of resources.

V. RESULTS
1. What is the primary objective of Vodafone Idea’s enterprise, in contrast to Airtel?

W Customer retention
W Network expansion
Brand repositioning

W Price leadership

INTERPRETATION: The graph indicates that 40% of the participants identified client
retention as their primary marketing objective. This emphasizes the significance of
prioritizing client retention. The network's subsequent 25% increase indicates a moderate
emphasis on expansion. The reduction of the emphasis on brand transformation (20%) and
pricing leadership (15%) implies that these objectives are secondary.
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2. Which marketing strategy does Vodafone Idea employ more frequently than Airtel?

M Price-based promotion
M Emotional advertising
Celebrity endorsement

M Digital-only campaigns

INTERPRETATION: According to 35% of respondents, endorsements from prominent
figures are the most prevalent advertising strategy. This criterion is moderately significant, as
25% of shoppers select sales based on price. The level of relevance is modest, as 30% of the
vote is allocated to emotionally driven advertising. The approval rating for projects that
exclusively employ digital marketing is the lowest, at 10%.

3. Which customers does Airtel prioritize over Vodafone Idea?

B Premium users
B Rural users
Students

B Senior citizens

INTERPRETATION: The data indicates that the largest category is composed of 38% of
premium members. It appears that you have a substantial number of highly valuable
consumers. A quarter of users are students, and a quarter are from rural areas; this indicates
that all users are treated equally. The oldest inhabitants constitute the smallest subset,
accounting for approximately 15% of the total. As a result, it is reasonable to infer that they
are not as frequently targeted.

4. Which pricing strategy does Vodafone Idea employ more aggressively than Airtel?

H Discount pricing
W Premium pricing
Value-based pricing

| Psychological pricing

INTERPRETATION: The research indicates that the discount pricing option is the most
popular, with 42% of respondents favoring it. Value-based pricing is supported by 25% of
respondents, while premium pricing is supported by only 18%. This indicates that the level of
support is moderate. Buyers are not significantly influenced by psychological prices when the
preference rate is 15%.

© www. ijsit.org | VOLUME-2 ISSUE-2 | APRIL -JUNE 2026 Page | 72
DOI : https://doi.org/10.5281/zenod0.20457546




A International Journal of [ 1SSN: 3139-1249)
/ Sustainable Intelligent Technologies

1JSIT-09
5. Which service agreement type is more prevalent at Airtel than at Vodafone Idea?

® International calling packs
W Voice-only plans
SMS-only packs

® Data+ OTT services

INTERPRETATION: According to the table, data + OTT services are preferred by 45% of
respondents. This implies that there is substantial interest in partnerships that involve
entertainment and the internet. Voice calls account for more than one-eighth of all
subscriptions, with international calling bundles comprising more than one-quarter. SMS-
only plans are by far the least popular, with only 15% of the market share, indicating that a
smaller number of individuals are utilizing SMS services.\

VI. CONCLUSION
Ultimately, companies can rapidly ascertain the most effective customer outreach strategies
by comparing and evaluating their marketing campaigns. It assists businesses in identifying
strategies for competing in highly competitive marketplaces by allowing them to learn from
their successes and mistakes. This method ensures that resources are more effectively
utilized, plans are more robust, and judgments are more reliable. Furthermore, it demonstrates
consumer preferences, which assists businesses in determining the most effective sales
strategies. Companies can gain a deeper understanding of economic, cultural, and technical
challenges by comparing their strategies. As a result, they will find it simpler to adjust to
market fluctuations. Innovation is generated by the generation of novel concepts, while
making intelligent decisions provides an advantage over competitors. Happier consumers and
more consistent growth are the ultimate results. This is why comparative research is
indispensable in the contemporary marketing environment.
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