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Indian Telecom Market

What is different about India

• 2nd Most Competitive in the World

• Offering the Lowest Tariffs in the World

• With the 2nd Highest Usage in the World

• Having possibly the Least Spectrum per 
Operator

• Paying possibly the Highest taxes & 
Regulatory Charges

• Amongst the Lowest per capita GDP

• Calling Party Pay (CPP)

• Variable License Fee

The Indian Growth Story is for Real. Fortune DOES Lie at the bottom of 
the Pyramid.

Opportunities

• Mobile Penetration among lowest in the 
world at 12%; World Average at 43%, China 
33%, Philippines 44% and USA 73%

• Is the fastest growing market in the world

• Ranks 8th in terms of lowest ARPU 
countries

• Data Revenue as a % of service revenue is 
8.5% as against a World average of 16.5%

• Economy expected to grow by 9%. Re-rise 
of India

• Changing consumer outlook
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Mobile Strategies for Emerging Markets – The India Story

• Wireless penetration at 12% 

• Rural Potential 

- Constitutes 72% of the Indian population 

- Rural teledensity is 1.7% as against an 
urban penetration of 26.2% � Huge 
unexplored market (Company Data COAI, 2005)

• Highly price-sensitive market with lower 

acceptability of credit � Predominantly 
Prepaid Market

• Need for Connectivity

- Low fixed line penetration

- Low PC penetration

� Mobile Solutions for both voice & data 
requirements

Customer Experience is the Key Differentiator and a Critical Success Factor

Mobile Strategies for 
Success

• Reach – Unique distribution 

models involving local institutions 
(e.g. Shakti, E-Choupal); Sharing of 
Infrastructure

• Affordability - Low cost and 

Value-for-money Solutions

• Service Portfolio – Special 

products to meet various 
requirements 

• Service Experience – Hassle-

free, Quality Service
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For everyone
A necessity

Affordable
Cheaper handsets, 
Cheaper call 
charges, Incoming 
free

For communicating
Instantly

Anytime Anywhere

Opportunity, Contacts, Advantage

Changing Face of the Indian Mobile Consumer

Emergency

Cellular 
Services

Status

Allowing others 
Connectivity with me

Luxury

Expensive
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Indian Mobile – Future growth potential

� Increasing affordability + Increasing coverage…….Market expansion
� Even at 300 million subscribers, penetration lower than many other 

comparable economies

Source: Based on data in Global Wireless Matrix 4Q05- Merrill Lynch dated June, 2006
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Mobile Subscribers (Mn)

Count ry Pen / Pop
Ind ia (300mn) 27%

china 31%
philippines 41%
thailand 51%
canada 53%
malaysia 78%
usa 72%
korea 80%
singapore 101%
uk 113%
world  average 41%

Status as on March 31, 2006
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2002 20052004

Bharti Airtel – Visioning for a Dynamically Changing Market

Vision
To be the lowest cost 
producer of minutes 

in the world

Vision
To be globally 

admired for telecom 
services that delight 

customers

Vision
By 2010 Airtel will be the most 
admired brand in India:

• Loved by more customers

• Targeted by top talent

• Benchmarked by more businesses

Graduate from a “ War Time General” to a “ Peace Time Leader”
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Customer Focussed Brand Attributes

“They keep surprising me with 
what they can do. They have 
the latest technology - and

they always seem to be 
looking

for a better way to do things.”

Fresh
01

“They make life easy.
Their approach to service is 
refreshingly uncomplicated.

They go the extra mile to find
a solution that works for me.”

In-touch
02

“I feel better with them on
my side. They are passionate and 

dynamic – and it’s contagious.
They help me get more out of 

life.”

03

On My 
Side

04
“I trust them to deliver.

They are a quality company
and they don’t let me down.

They have integrity.”

Can-Do
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Airtel – 2010
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3• Leading The Industry
– Refreshed Brand Identity
– Easy Music, Lifetime Prepaid, 

200 RC

1

• Executing Strategy
– New Customer Focused 

Structure kicking in
– Focus on customers & 

employees in all reviews

2

• Strategic Partnerships
– Network, IT, Call Center 

outsourcing
– Alliances & Partnerships 

with Voda, Singtel, 
Cingular & Bridge

4

• Building Capabilities
– New Leadership profile
– Robust & scalable tech 

choices: GSM, DSL, MPLS
– Stronger governance 

mechanism
– AIC, ATC to drive 

innovation

Geared Up For Growth - Key Pillars

C
U
S
T
O
M
E
R

Building Core Competence around enhancing Customer Experience
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Can do


