Running Head: CASE STUDY SUMMARY OF AIRTEL
CASE STUDY SUMMARY OF AIRTEL

4

Case Study Summary of Airtel
Name

Institution
Airtel limited is an Indian global telecommunications service company with its headquarters in New Delhi India (Rahman, 2013). It is the largest telecommunications service provider in India and the third largest mobile network operator in the world. Due to its steady growth over the years, the company operates in over 20 countries across Asia and Africa, and it is planning to continue with its growth strategies in new markets and countries. It offers different services that include fixed line broadband and voice services, GSM, 3G and 4G LTE mobile services. The services rendered by the company vary depending on the country of operations.

There are external factors that affect its day to day operations. These are the factors from outside the organization that affects its ability to function (Chowdhury, 2014). Some of the external factors can be influenced by a corporation marketing while others require strategies. Due to the complexity of Airtel, its external environment is extensive and is divided into the micro and macro environment. Its microenvironment consists of those factors, which affect its operations directly and include its customers, financiers, public opinion, suppliers of the various products and competition. The micro and macro environment of Airtel is discussed below.
Airtel values her customers so much and they try to ensure that they are satisfied and it listens to their opinion on how they can improve the various products. The positive influence leads to loyal customers and referrals have also increased. Financiers are those people who finance a business. Airtel is a big company and it is able to funds itself unless it wants to undertake big projects like going into a new market in a new country where it may borrow loans. For any company that wants to be successful, it must have a strong public relations team. 
The team will work to ensure that the perception of the public about its products and the company is good. Additionally, the products of a company should be able to meet the market needs. Airtel is continually improving its core services that include faster internet connectivity and good voice call network, which ensures the perception of the people about the company is good. It also has reliable and trustworthy suppliers who deliver quality materials at the required time. Competition is common in any industry, and it is no different when in the telecommunications industry. Airtel faces stiff competition but its strategies to combat that are working, being the third largest telecom service provider in the world is no mean task.
Macro-environmental factors are another set of external factors that affect the company and include economic, demographic, technological, political, physical, and social and cultural forces. The economic environment influences both the organization's production and the consumer's decision-making process. Demographic factors include the location of a business and how viable it is to conduct business in such a place. Technological factors are the skills and knowledge that are applied in the delivery of services of a company. A company with advanced technology like Airtel tends to have efficiency in its operations. Excellent marketing decisions should always take into consideration the political or legal developments in the country and market in which it is operating. Airtel is a socially responsible company that produces its quality products the right way, taking into consideration the environment, society, and legal provisions.
The company has objectives that include the undertaking of transformational projects that have a positive effect on society in its areas of operation. It also aims at diversifying into new businesses in sectors like financial services, agriculture, and retail industry through partnerships with world-class partners. It finally aims at laying the foundation for creating a different future. If the company continues with its strategies, it looks likely to grow into other markets, and the objectives that it has set will be achieved. It uses various plans that include growth strategies, which entails introducing new products to existing and new markets to ensure growth is met to accomplish the goals. It also uses price-skimming strategy when adding the new products and maintaining the existing ones (Hamrouni & Akkari, 2012). Acquisition strategies that help it to gain a competitive advantage over the rest of the companies in the industry and product differentiation strategy to differentiate its products from the rest and increase their lifecycle.
Competitive strategies are the long-term plans of a company that helps it to gain a competitive advantage over its competitors in the industry (Bamberger et al., 2014). Its aim is creating a defensive position in an industry and generating a higher return on investment. These strategies are essential especially when a firm is operating in a competitive environment like the telecom industry. Airtel's main competitors use the following four types of competitive strategy that include cost leadership, differentiation, low-cost focus, and differentiation focus. 
Cost leadership is whereby the firms aim at being the lowest cost producers in the industry. That is possible through large scale production enabling them to attain the economies of scale. In a differentiation strategy, the firms produce unique products in the market to be different from the others. Cost focus strategy is where companies concentrate on particular market segments and maintain low prices hence satisfy consumers and stay popular. It is the most effective strategy in some of the African countries where the dominant telecom company charges meager costs, thus maintaining a reputation in the market. Differentiation is where firms focus on differentiating itself from competitors in specific segments. Airtel can combat these competitive strategies via having a competitive advantage over the companies. For example by ensuring that its services are of the highest standards and producing quality products. Quality services and products are vital to maintaining and attracting new customers. When customers can relate to a particular brand or company, there would be no reason for shifting to other businesses (Wheelen et al., 2017).
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