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Smartphones, Today, Offer A 
Big Financial Opportunity For 
Companies and Partners

 Cover Story

With communications becoming much more than just a 
necessity, today’s handsets are becoming smarter day-by-
day and a greater number of smartphones being sold in India 
than probably anywhere else in the world. hence, whether 
it is vendors or channel partners, distributors or large 
format retailers, the time is right for profiting from this 
smartphone rush. 
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The Market Opportunity
As being expressed by Keshav Bansal, Marketing Director, 

Intex, “We entered the smartphone segment in the year 2012 to 
offer superior quality mobiles at affordable prices for sustainable 
business growth. The fact that we have grown by 300% in the 
handsets category, year-on-year, bears testimony to our growing focus 
on smartphones. The mobile vertical presently accounts for about 
65 percent of our overall turnover, which is expected to be around 
Rs. 2000 crore, compared to nearly 40% of Rs. 1069 crore in total 
company revenues last year. The smartphone market is growing 
manifold due largely to the shift from feature phones to smartphones. 
We are aggressively capitalizing on this trend by 
marketing smartphones in innovative ways. Last 
year, we launched two flagship smartphones for 
high-end users, with a key focus on technical 
specifications and hardware configurations. With 
our offerings, we aim to provide our esteemed 
consumers an optimal mix of quality and price. 
As a result of the success of two campaigns we 
executed last year, we have achieved a three-fold increase in the 
sale of our smartphones. This year, we are planning to roll out three 
major campaigns and 3 TVCs, with Farhan Akhtar agreeing to feature 
in two of them,” he adds on.

According to Sachin Rai, Head, Sales & Marketing, Mobile Division, 
Sony India, the market for mobile phones has been booming in India, 
and has emerged as one of the fastest-growing and revenue-intensive 
segment in the consumer electronics space. “Mirroring the trend, 
smartphones as a category is growing the fastest for Sony. Our focus 
on smartphones segment was renewed last year with the launch 
Xperia range of smartphones in India which received tremendous 
response from our customers, helping us achieve a 10% share in 
the smartphones business in FY13. This year, we would continue to 
make an aggressive pitch in this category in India, with a line-up of 
over 30 smartphones, including colour variants, in the pipeline. In 
addition to smartphones, we are also planning to launch a host of 
exciting and innovative smartphone accessories. Our aim is to help 

our customers get more out of their smartphones and truly enjoy the 
‘One Sony’ experience,” he adds on.

Arvind R. Vohra, India Head - Gionee Smartphones & Director, 
Syntech Technology Pvt. Ltd. says that Gionee focuses primarily on 
the smartphone segment and it is our constant endeavour to provide 
value for money along with providing best in quality smartphones 
to our customers. “With our own R&D, manufacturing and design 
centres, we ensure that we provide the best-in-class hardware along 
with integrating our customized UI called AMIGO which has seen 2 
versions till now in ELIFE E6 & E7, respectively,” he explains. 

According to Sudhin Mathur, Director, Smartphones, Lenovo 
India, “First, we want our smartphones to be 
easily available to the customers.  From the reach 
perspective, the smartphone strategy is to ensure 
that our products are available through large and 
small retail format outlets, operator channels, IT 
channel partners and online channel partners. 
Lenovo is focusing on expanding its reach in the 
country to drive sales of smartphones. By the year 

2014 end, we will extend our reach to Tier 3 and Tier 4 cities across 
the country. The smartphone market in India is undergoing a rapid 
metamorphosis in terms of consumer preferences.  Lenovo entered 
the Indian market with a wide offering of smartphones at highly 
affordable prices targeting a larger audience. We devise our strategy 
only after studying the changing dynamics of the smartphone market 
in India, be it the consumer mindset, user categories, the growing 
subscriber base, the preferences of the urban and rural markets, 
or the price consciousness. Our ultimate goal is to differentiate 
ourselves and strengthen our position in the Indian smartphone 
market through innovative products,” he explains.

Ashish Gupta from Blackberry India says that BlackBerry follows 
a focused approach and wants to drive effective engagement and 
brand interactions with its primary audiences—the ‘urban youth’ and 
the ‘prosumer.’ “Our strengths lie in creating cutting edge devices 
that offer superior user experience coupled with great security. We 
therefore will continue to offer innovative products and services that 

SMARTPHONES

“We seek to engage the consumer base with a power 
package which allows them to seamlessly navigate the 
internet with the best of hardware devices. Karbonn 
has been associated with vodafone and airtel for their 
internet packages. Brand Karbonn enjoys the benefits 
directly from the incredible distribution strength of 
its two parent companies. as part of our strategy to 
massify technology, we have established a strong 
presence through retailers of various sizes to reach 
out to the deepest pockets of the country. The belief 
is that without this reach and presence, marketing 
money spent is ineffective. apart from inventory 
management in this channel, Karbonn also focus on 
various programs and promotional offers to energize 
the channel, including the use of new media like Led 
screens for branding etc. Finally, retailer training is 
an important part of ensuring completeness in the 
consumer purchase experience.”

ShaShIn devaSare
Karbonn Mobiles
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create the WOW experiences, without diluting our core proposition. 
We will continue to offer products & services for the urban youth, 
prosumer as well as for the first time smartphone adopters,” he 
adds on.

According to Hari Om Rai, CEO & MD, Lava International, “Currently 
Lava brand share in smartphone market is 3.2% by volume. We plan 
to take this to 7% by May’14 and 12% by end of the year. As a brand, 
we are now focusing on the growing market of young conscious set 
of consumers who understand technology and aspire to own high 
end smartphones and tablets but at the same time expect value 
for their money and hence wish to purchase 
devices that offer a strong proposition in terms 
of aesthetics, features and price. This requires us 
to position ourselves differently and take off from 
the platform established over the last four years 
of our journey.

To offer a great user experience and bring in 
differentiation in our products, we are focusing 
on multiple areas—reliability through design quality (industrial 
design, mechanical design, software design and hardware design), 
component quality & process quality and superior sensorial experience 
in touch, sound and sight. Going forward, we are also going to build 
mechanism through which we will be able to offer an enhanced 
software experience and add value based on usage behaviour of the 
consumer. With the launch of Iris Pro series, we are directing all our 
efforts to create a premium imagery of the brand,” he adds.

As per Anand Narang, Director Marketing, Huawei, “At Huawei, 
we firmly believe in technology leadership and innovation to provide 
differentiated value to our customers. We have deep consumer 
understanding and capability to make handsets with inspirational 
designs, intuitive UI, better chipsets, efficient battery backup and 
faster data throughput. 

 Our focus at Huawei is on offering “smart devices at smart 
pricing” strategy. On the smartphone front, we are catering to the 
needs of today’s demanding consumer who needs quality products 
with a touch of style. In our Ascend smartphone series, Ascend P6, the 
world’s thinnest smartphone, has been awarded ‘Europe’s consumer 
smartphone of the year (2013-14)’ by EISA. We are all set to repeat 
our success in the Indian handset market as well. In India, we want 
people to get comfortable with Huawei brand by customizing the 
product according to the Indian market. We have good products, good 
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technology and good after sales service and we would be focusing on 
creating awareness and preference and availability across India.” 

As per the views expressed by Shashin Devsare, Executive 
Director, Karbonn Mobiles, at Karbonn the focus is on ‘Massifying 
Technology’ where the brand endeavours to connect the masses with 
its technologically innovative value-for-money mobility solutions. The 
brand with its cutting-edge industry partnerships entails to bring 
the top innovations in the mobility world in terms of processing and 
user experience to the consumers, thus affording a 360-degree 
smartphone experience at a fraction of the cost. 

“Through its smartphone portfolio our brand 
seeks to become a market leader in the flourishing 
budget smartphone segment of the country. This 
segment is currently the most dynamic constituent 
of the Indian telecom sector in terms of market 
size, growth and consumer attention, all of which 
Karbonn aims to strategically capture with its 
smartphone range. The smartphone market in India 

is currently ranked fifth in the world with over 67 million smartphone 
users in 2013, just behind China, United States, Japan and Brazil. The 
Indian smartphone market, whose growth rate is pegged at being the 
fastest in the world after Taiwan, is right now the biggest opportunity 
market in the world because of the sheer size of the Indian telephony 
market.  Market analysts point out that with a slew of innovations and 
consumer-reach efforts, the market has achieved nearly 35+ million 
shipments in 2013, which is remarkably higher than the 19+ million 
shipments achieved in 2012. In Q3 2013 Karbonn’s market share in 
smartphone segment was 11.2%,” he adds on. 

According to Indrajit Sabharwal, MD of Simmtronics Semiconductors 
Ltd the main idea is first to create a brand identity in the smart phone 
category by providing affordable yet feature rich experience to the 
customers. “Smart phone market today is at around 44 lac handsets 
per month. More than 60% is the entry level segment smartphones. 
Our focus is to quickly get into this slot with our sound distribution 
network. We are planning to get into the higher segment soon, 
which is dominated by big brands and then again our aim is to offer 
affordability and rich features. The smartphone opportunity is really 
huge as the market is poised at 44 lacs per month and is set to cross 
50 lacs in the next quarter itself. We have just launched our products 
in the last one month and have received very good response from the 
market. If all goes according to plan, we should be able to reach the 

“We entered the smartphone segment in the year 2012 to offer 
superior quality mobiles at an affordable price for sustainable 
business growth. The fact that we have grown by 300% in the 
handsets category, year-on-year, bears testimony to our growing 
focus on smartphones. The mobile vertical presently accounts for 
about 65 percent of an overall turnover, which is expected to be 
around `2000 Crores, compared to nearly 40% of `1069 Crores 
in total company revenues last year. The smartphone market is 
growing manifold due largely to the shift from feature phones to 
smartphones. We are aggressively capitalizing on this trend by 
marketing smartphones in innovative ways. Last year, we launched 
two flagship smartphones for high-end users, with a key focus on 
technical specifications and hardware configurations. With our 
offerings, we aim to provide our esteemed consumers an optimal 
mix of quality and price.”

KeShav BanSaL
Marketing director, Intex

SMARTPHONES
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top 5th to 6th slot by the end of this year,” he adds on. 
As per the views of Arvind Bali, CEO, Videocon Mobiles, Videocon’s 

focus in the smartphone segment is to deliver cutting-edge technology 
and innovative products at a value-for-money pricing. 

“At Videocon Mobiles, the stress is on providing cost-effective 
alternatives to higher-end devices without compromising on the 
end-user experience or on quality. We are confident that this will 
enable us to capture a higher share in the smartphone and tablet 
categories. The Indian market will always be a price conscious 
market, and so we too are addressing this market keeping in mind 
the price-to-technology expectations of the Indian 
consumer. As mentioned earlier, our constant 
endeavour is to ensure no compromise in quality 
or user-experience in our smartphones even though 
they are priced more attractively to ensure wider 
affordability,” he explains. 

According to Yuan Kang, CEO Terminals, ZTE 
India, terminals is one of our topmost priority for 
India and also globally. “We have had a strong foothold in the Indian 
market being the OEM (Original Equipment Manufacturer) for various 
leading telecom operators like BSNL, Reliance, etc. Last year we 
forayed into the open smartphone market and are sure that in the long 
run we will witness huge success owing to the large existing customer 

base and high top of mind recall with the Indian customers. We are 
also innovating and customizing devices for the Indian market, just 
to ensure that we meet the precise needs of the Indian customers. 
Our initial launch has been in the entry level smartphone market—the 
mass market. ZTE has a rich portfolio of smartphones—from entry- to 
mid- and high-level and very soon we will announce our smartphones 
for the premium segment Indian customers,” he explains.

The Smartphone Positioning
The Indian smartphone market has a diversified consumer 

base. Against such a backdrop, it is imperative for 
vendors to be present across the price chain. 

“At Intex, our approach involves covering the 
market from both ends and hence our Cloud and 
Aqua series offerings. While the Cloud series 
caters to mid- and entry-level smartphone users, 
the Aqua range has been designed in keeping with 
the needs, preferences and consumption patterns 

of a more evolved user. Given the massive uptake of 2G and 3G as 
a platform for accessing the Internet across Tier 2 and Tier 3 cities, 
there is an excessive market requirement for devices that can meet 
the burgeoning demand for data. In such scenario, ‘massification’ of 
products is the best policy in this ever-evolving smartphone market, 

anand narang
director Marketing, huawei

“Our focus at huawei is on offering “smart devices at 
smart pricing” strategy. On the smartphone front, we are 
catering to the needs of today’s demanding consumer 
who needs quality products with a touch of style. In our 
ascend smartphone series, ascend P6, the world’s thinnest 
smartphone, has been awarded “europe’s consumer 
smartphone of the year (2013-14)” by eISa. We are all set 
to repeat our success in the Indian handset market as well. 
In India, we want people to get comfortable with huawei 
brand by customizing the product according to the Indian 
market. We have good products, good technology and 
good after sales service and we would be focusing on 
creating awareness and preference and availability across 
India,” 

SMARTPHONES
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which is spread across a potential base of more than 900 million 
mobile phone subscribers. To keep swift pace with the changing 
needs of the end user, a brand should have the bandwidth to adapt 
to this change and make its customers happy through sophisticated, 
new-age offerings,” he explains.

Arvind Vohra from Gionee says that in India, Gionee smartphones 
is available from a price range of Rs 6500 up to 
Rs 29999 for our premium offering ELIFE series. 
“We currently have 15 handset models ready in 
the Indian market and we plan to launch around 
10 more smartphone models in 2014. Gionee’s 
primary focus has been to provide the best quality 
hardware, integrated with best optimization of the 
software for a great user experience. Since our 
entry, we have been offering the finest quality smarthphones for 
Indian consumers yet providing value for money across our range,” 
he adds on.

Sudhin Mathur, Director, Smartphones, Lenono India explains, 
“Lenovo has a clear strategy, i.e. a combination of innovative 

products, an efficient business model and a robust team to create 
a mark for the brand in the Indian smartphone market all set drive 
our volumes, sales and market share. We had undertaken a soft 
launch towards the end of 2012 in specific regions to assess the 
consumer response. As the feedback was positive and encouraging, 
we decided to introduce our global portfolio in India in 2013. The 
market is expected to grow rapidly and we believe that consumers 
will value our differentiated offerings. We will create a significant 
impact in this competitive market since our smartphones are unique 
and distinct in several ways.” 

As far as Blackberry is concerned, India continues to be one 
of the key markets with a focus on both the ‘urban youth’ and 
young working professionals. “Our BB OS7 devices have enjoyed 
huge popularity in India, while our BB 10 devices continue to see 
increasing acceptance. Since the youth is one of key drivers of 
smartphone adoption in the country, we continue to innovate and 
introduce products and services that keep them engaged. We have 
also partnered with more than a dozen Android OEMs to preload BBM 
Channels, including LG, Micromax, Zen and Spice from India. Over 

250,000 BBM Channels (a mobile social networking platform) have 
been created by global user base since the launch of BBM Channels 
on BlackBerry; BBM is the most secure mobile messaging service for 
use in regulated enterprises. We have recently made BBM Channels 
available on Android and iOS as well. While we continue to reach out 
to the growing young population in urban areas, we also continue 

to address the smartphone needs of Tier 2 and 3 
markets that have a huge pie in the smartphone 
revolution of India. And we continue to enjoy the 
dominant position in the Indian enterprise market. 
The BlackBerry Enterprise Service 10 (BES10) has 
seen more than 1000 installations in India which 
is significant considering that we’ve only launched 
it last year. BlackBerry Enterprise Service 10 (BES 

10) and BlackBerry 10 smartphones have been the first in market 
to receive NATO certification, and have set a benchmark in the 
industry through our mobile device management, mobile application 
management and security features. Some of our key Enterprise 
customers include Essar Group, Financial Technologies, Indiabulls 
Delhi and Havells,” Ashish Gupta from Blackberry adds on.

Hari Om Rai from Lava International says that the Indian 
smartphone market today has products that cut across multiple 
price brackets. We segment this market as per price and consumer 
needs, identify our TG in each segment and position all our products, 
communicating the consumer the benefits they offer. Ultimately, it 
will be a combination of product offering, service and brand that will 
help us extract volume & value share out of this market. We have 
already shared our plans on the product front above. 

“On the brand side, we are focusing on ATL, digital and BTL 
mediums as part of a 360-degree effort. BTL activities enhance Lava’s 
visibility at the retail level where the final purchase decision is made. 
These include aggressive deployments of shop-in-shop counters, 
signage, POS (point of sale) material and so on. Digital medium on 
the other hand, acts as a very strong influencer for our TA. We have 
started by focusing on revamping our corporate website, social media 
marketing, SEM, SEO to connect with the TG directly. We will also have 
a continuous presence on TV & shall take a strategic call on different 
properties that we will keep on associating with at regular intervals 

aShISh guPTa
BlackBerry

“India continues to be one of the key markets with a focus on both 
the ‘urban youth’ and young working professionals. “Our BB OS7 
devices have enjoyed huge popularity in India, while our BB 10 
devices continue to see increasing acceptance. Since the youth 
is one of key drivers of smartphone adoption in the country, we 
continue to innovate and introduce products and services that 
keeps them engaged. We have also partnered with more than a 
dozen android OeMs to preload BBM, including most recently Lg 
and also Micromax, Zen and Spice from India. Over 250,000 BBM 
Channels (a mobile social networking platform) created by global 
user base since launch of BBM Channels on BlackBerry; BBM 
is the most secure mobile messaging service for use in regulated 
enterprises. We have recently made BBM Channels available on 
android and iOS as well. While we continue to reach out to the 
growing young population in urban areas, we also continue to 
address the smartphone the needs of tier II/III markets that have 
a huge pie in the smartphone revolution of India.”
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of time. For instance, Lava partnered with IIFA & KBC last year. We 
will continue to invest in this medium this year as well.

Coming to service, while we have invested in establishing a 900 
strong service centre network, there is room for improvement. To be 
able to become the first global consumer brand from India, consumer 
satisfaction with after sales service is of prime importance to us. We 
have taken some strategic measures in this regard, the results of 
which shall be visible in the coming months.”

According to Anand Narang from Huawei, the 
company is building a broad portfolio of products 
in India catering to the varied tastes of consumers 
here. India is a unique market wherein some 
consumers are price sensitive while others demand 
latest technology and premium materials in their 
mobile phones. 

“We aim to cater to both sets of audiences. We 
have four series of products. Our Y series is designed for youth for 
whom pricing is an important factor and therefore all the products 
in the Y series fall in the price range of Rs 5000–10000. Then, 
we have the G series which is the Gold series which falls in the 
mid-price range of Rs 10,000–20,000 offering bigger and better 
screens, quad-core processors and wider range. The P series is the 

Platinum series which offers stylish, fashionable designs for the style 
conscious consumers and falls in the price range Rs 20,000–30,000. 
And, above Rs 30,000 is the Diamond series (known as D series) 
that offers latest in technology like LTE 4G speeds, world’s fastest 
multi-media smartphones for the technology-seekers. In India, we 
are focusing on three major tasks, First, boosting our brand value 
through our flagship and star products. Second, strengthening 

channel and distribution to extend our presence 
in thousands of retail stores and lastly, to extend 
our product portfolio, offering a series of entry- 
to mid- to high-end products targeting specific 
consumer segments based on our strong consumer 
understanding,” he adds on.

Indrajit Sabharwal from Simmtronics says 
that as a company, Simmtronics has always been 
driven by providing value propositions to our end 

consumers. “We surely will follow the same and try to give value adds 
to our consumers in terms of features, service and also physical value 
adds with our quality products. We have done so in tablet division and 
within a span of a year we are the third largest tablet manufacturers 
in the globe. Hence it gives us lot of confidence to follow the core 
values of our organization in our new projects as well,” he adds on.

“Currently Lava Brand share in smartphone market is 
3.2% by volume. We plan to take this to 7% by May’14 
and 12% by end of the year.as a brand, we are now 
focusing on the growing market of young conscious set 
of consumers who understand technology and aspire 
to own high end smartphones and tablets but at the 
same time put value on their money and hence wish to 
purchase devices that offer a strong proposition in terms 
of aesthetics, features & price. This requires us to position 
ourselves differently and take off from the platform 
established over the last four years of our journey. going 
forward, we are also going to build mechanism through 
which we will be able to offer an enhanced software 
experience and add value based on usage behaviour of 
the consumer.With the launch of Iris Pro series we are 
directing all our efforts to create a premium imagery of 
the brand”

harI OM raI
CeO & Md, Lava International
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The Size of Smartphone Pie
India is poised to become the second biggest smartphone market 

in the world after China. The country is expected to add around 
207million new smartphone users this year, according to Mediacells, 
a market insights company.

IDC, another market intelligence firm, has 
indicated that the biggest slice of the smartphone 
pie lies in the availability of low-cost devices that 
target users who are upgrading from feature 
phones to smartphones.

“Looking at domestic handset players in India, 
Intex mobile business has grown consistently 
over the last five years, capturing close to 5% of 
the mobile handset market share in the overall handset industry, 
and close to 10%- 11% among Indian brands. In the smartphones 
category, Intex has a present market share of 4%-5%  in the overall 
category. In addition to its Aqua and Cloud range of smartphones, 
Intex has launched around 20 running models in its smartphone 
range and plans to maintain the same,” he adds on.

Explaining about the size of Indian market, Arvind Vohra says 
that the Indian smartphone market has witnessed a growth of 85% 
in 2013 with over 900 smartphones launched across brands. “The 
growth is likely to witness up to 200% increase in the Indian market 
by 2015. Since its entry in India in early 2013, Gionee smartphones 
has already achieved 2% market share by revenue and plan to acquire 
10% market share by 2015 which should make us one of the top 5 
brands in India,” he adds on.

Arvind Bali from Videocon says that the Indian smartphone market 
is estimated to be nearly a 67 million smartphone devices which is 
growing on an exponential rate on a year-on-year basis. India currently 
is the fifth biggest smartphone market in the world behind China, 
United States, Japan and Brazil; and based on the current growth rate 
India will become the number three market in the upcoming years. 

“The Indian market has also achieved a phenomenal record of 
35+ million smartphone shipments in the past year which is nearly 
double of the 19+ million smartphone shipments that it achieved in 

2012. Videocon’s marketshare in the smartphone segment has been 
in the region of 3% last year, and will grow to around 5%-7% during 
the current year,” he adds on.

vAccording to Yuan Kang from ZTE, the company foresees 
tremendous opportunities in the Indian smartphone market. 
“Smartphone sales in India increased by 166.8% making it the 

world’s fastest growing smartphone market in the 
last quarter of 2013, according to Gartner. The 
mobile handset market in India is expected to show 
steady growth through 2016 when end user sales 
will surpass 326 million units according to Gartner, 
Inc. We might be slightly late in the smartphone 
segment but we have the right kind of strategy, a 
differentiated product line and a unique service 

model in place, to offer to our Indian customers. We are sure to 
emerge as a key player in the smartphone segment in the years to 
come,” he explains.

Go to Market with Smartphones
Intex is a rising star in India’s emerging smartphone market. 

The company, which was initially sales-driven, transformed its 
organizational objectives, keeping ‘Marketing’ as the company’s 
prime focus. “To drive focused campaigns towards the booming 
smartphone market, we roped in Farhan Akhtar as our brand 
ambassador for Intex mobile business and successfully executed two 
360-degree marketing campaigns with him for Aqua i5 and Aqua i7. 
In our endeavor to bring revolutionary products in the Indian market, 
we introduced industry first features in Aqua i7 and India’s first “True 
Octa-Core” smartphone through a strategic alliance with Media Tek. 
In addition, Intex has entered into various strategic alliances with key 
players in the entertainment and sports industries to strengthen its 
audience connect. Recently, Intex tied up with Sanjay Leela Bhansali 
productions for the biopic Priyanka Chopra-starrer, Mary Kom. We 
have partnered with Tata Docomo to provide bundled offers to our 
customers. We are currently in talks with major telecom players to roll 
out affordable data services on Intex products. Furthermore, we have 
been playing an increasingly active role in youth festivals around the 
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“With our own r&d, Manufacturing and design 
centres we ensure that we provide best in class hardware 
along with also with integrating our customized uI 
called aMIgO which has seen 2 versions till now in eLIFe 
e6 & e7 respectively. In India, gionee smartphones is 
available from a price range of Inr 6500 upto Inr 29999 
for our premium offering eLIFe series. “We currently 
have 15 handsets ready in the Indian market and we 
plan to launch around 10 more smartphones in 2014. 
gionee’s primary focus has been to provide the best 
quality hardware integrated with best optimization 
of the software for a great user experience. Since 
our inception we have offered the finest quality of 
smarthphones for Indian consumers yet providing value 
for money across our range”

arvInd v. vOhra
India head - gionee Smartphones
& director, Syntech Technology
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India was one of the fastest growing countries worldwide in terms 
of smartphone adoption in 2013. According to the International 

Data Corporation (IDC) in 2013 the smartphone market surpassed 44 
million units shipped, up from 16.2 million in 2012.  This surge has 

been mainly powered by home grown vendors which have shown a 
tremendous and consistent growth over the past 4 quarters of 2013.

The overall phone market stood at close to 257 million units in CY 
2013 – an 18% increase from 218 million units in CY2012. CY2013 
also witnessed a remarkable migration of the user base from feature 
phones to smartphones primarily due to the narrowing price gaps 
between these product categories. 

The India smartphone market grew by 181% year over year (YoY) 
in the fourth quarter of 2013 (4Q13).  According to International Data 
Corporation’s (IDC) APEJ Quarterly Mobile Phone Tracker, vendors 
shipped a total of 15.06 million smartphones in 4Q13 compared to 
5.35 million units in the same period of 2012. 4Q13 grew by almost 
18% Quarter-on-Quarter.

The shipment contribution of 5.0inch-6.99inch screen size 
smartphones (phablets) in 4Q2013 was noted to be around 20% in 
the overall market. The category grew by 6% in 4Q13 in terms of sheer 
volume over 3Q13.

The overall mobile phone market (Feature Phones and Smartphones) 
stood at 67.83 million units, a 16% growth YoY and a meagre 2% growth 
quarter over quarter (QoQ).The share of feature phones slid further 
to make 78% of the total market in 4Q13, with the market showing a 
decline of 2% in 4Q13 over 3Q13.

The fourth quarter of 2013 witnessed a spike in the smartphone 
shipments by smaller homegrown vendors like LAVA, Intex which have 
shown tremendous growth in the past couple of quarters.

“The growth in the smartphone market is being propelled 
b y  t h e  l a u n c h 
of  low -end,  cost 
competitive devices 
by international and 
local vendors which 
are further narrowing 
the price gaps that 
e x i s t  b e t w e e n 
feature phones and 
smartphones”, said 
Manasi Yadav, Senior 
Market Analyst with IDC India.

“The international vendors have understood the importance of 
creating a diverse portfolio of devices at varied price points and are 
striving to launch cost competitive devices that cater to every segment 
in the target audience “ comments Kiran Kumar, Research Manager 
with IDC India.

Top Five Indian Smartphone Vendors: 1. Samsung, 2. Micromax, 
3. Karbonn, 4. Sony and 5. Lava. IDC anticipates the growth in 
Smartphone segment to outpace the overall handset market growth 
for the foreseeable future. The end-user shift towards mid-to-high 
screen size products 
will be amplifi ed by 
the declining prices 
and availability of 
feature-rich localized 
product offerings. 
Vendors who are 
able to differentiate 
their of ferings at 
af fordable prices 
w i l l  m a i n t a i n  a 
competitive edge 
and secure a strong position in the mobile phone market in CY 2014.

Rapid Growth in Smartphones Offsets the 
Slum in Feature Phone Sales: IDC

Manasi Yadav, 
Senior Market Analyst, IDC India
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country to evolve as a more youth-driven brand by strengthening our 
connection with young people, who will be our core target audience 
groups, going forward,” Keshav Bansal of Intex adds.

As being put by Sachin Rai from Sony India, “From the marketing 
perspective, we have made intensive investments across various 
channels as part of our integrated marketing strategy. In FY13, 
from our overall marketing budget of Rs 650 
crore, Rs 300 crore was allocated on promoting 
smartphones, including the leverage of brand 
ambassador Katrina Kaif. We are also strengthening 
our partnership with sister companies like Sony 
Entertainment and Sony Music to deliver ‘The Best 
of Sony’ experience from not only hardware but also 
from a content point of view,” he adds on. 

Gionee’s marketing spends for Yr 2013 was 45 crore and the 
brand plans to spend about 90 crore in 2014. “Gionee India has also 
achieved close to 2% market share by value since its India entry in 
early 2013. Gionee plans to open 250 brand stores in 2014 across 
India along with increasing its in-shop promoters from 2000 in 2013 
to 4000+ in 2014 and also increasing presence in over 2500 shop-
in-shops,” Arvind adds on.

Sudhin Mathur, Director, Smartphones, Lenono India, says that 
in order to reach out to a wider audience, Lenovo has its presence 
in all key large retail format outlets, operator channels, IT channel 
partners and online channel partners across the country. “Going 
forward, we will enhance our marketing initiatives to ensure that 
we have stronger brand recall among the Indian consumers. Within 
a year we have launched 11 smartphones in the price range of Rs 
5,000–30,000. Our focus is on constant innovation and improved 
design and we ensure that our wide range of smartphones have the 
best of features that meet the specific requirements of our varied 
target audiences. Lenovo India has already partnered with leading 
mobile phone dealers to reach out to the customers in the best 
way possible. The growth potential in Tier 3 and 4 markets is highly 
encouraging and we are implementing various strategies to further 
expand our presence in these regions and also introduce newer 
models of smartphones,” he adds.

BlackBerry has been and continues to be an iconic brand. Over the 

years, BlackBerry has shown significant movement and has evolved 
from being just a smartphone to positioning itself as a versatile 
and ubiquitous brand. “We practice an approach of positioning our 
products in the market by doing some distinct marketing activities. 
This helps us to drive awareness and highlight the aspirational 
value of our products and services. Our focus has always been to 

create deeper engagement with our customers 
and a call to action through innovative means. 
What this means is that customers can expect to 
see more from BlackBerry during their shopping 
experience versus reading about us in ads. We’re 
with them at the point of purchase to help them 
make an informed decision,” adds Ashish Gupta 
from BlackBerry.

Hari Om Rai from Lava says that depending upon the product 
proposition, different sets of activities are done as part of the GTM 
for each product. “For best-in-class products, we go for a 360-
degree campaign that includes ATL, BTL and digital. Digital and BTL 
are key strategic channels for us in our go to market strategy for 
smartphones. BTL activities enhance Lava’s visibility at the retail level 
where the final purchase decision is made. These include aggressive 
deployments of Shop in Shop counters, signage, POS (point of sale) 
material, so on and so forth. Digital medium on the other hand, acts 
as a very strong influencer for our TA. We have started by focusing on 
revamping our corporate website, social media marketing, SEM, SEO 
to connect with the TG directly.  To directly engage with our audience, 
we have been constantly developing innovative contests/applications 
around key product launches to keep the users engaged. We shall 
continue to invest in digital and hopefully that will reflect in increasing 
engagement with our customers and consumers alike. 

With the launch of Iris Pro series, we are undertaking several 
strategic promotional initiatives to position the Iris Pro range in 
the premium smartphone segment. We have recently launched an 
innovation led outdoor campaign in metros, increased engagement 
on the social media platform, deployed signage across retail stores 
and associated with properties like IIFA & Kaun Banega Crorepati.”

Shashin Devsare from Karbonn, “As far as go to market strategy 
is concerned, Karbonn’s marketing strategy for the smartphone 

“In order to reach out to a wider audience Lenovo has its 
presence in all key large retail format outlets, operator 
channels, IT channel partners and online channel partners 
across the country. “going forward we will enhance our 
marketing initiatives to ensure that we have stronger brand 
recall among the Indian consumers. Within a year we have 
launched 11 smartphones in the price range of rS. 5,000 – 
30,000. Our focus is on constant innovation and improved 
design and we ensure that our wide range of smartphones 
have the best of features that meet the specific requirement 
of our varied target audiences. Lenovo India has already 
partnered with leading mobile phone dealers to reach 
out to the customers in the best way possible. The growth 
potential in Tier 3 and 4 markets is highly encouraging and 
we are implementing various strategies to further expand 
our presence in these regions and also introduce newer 
models of smartphones”

SudhIn MaThur
director, Smartphones, Lenovo India
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segment revolves around the tenet of ‘Massifying Technology’. 
Karbonn therefore focuses on creating cutting-edge industry 
partnerships to maximize the user experience. Be it processor 
partnership with Broadcomm, Qualcomm and Mediatek; network 
partnerships with Vodafone & Airtel; entertainment partnerships 
with Hungama, Saavn and Youtube and gaming partnerships with 
Gameloft and India Games; Karbonn entails to offer a smart mobile 
experience to consumers.” 

Arvind Bali from Videocon says that Videocon’s mobile phones 
are well accepted on account of the quality and after-sales service 
standards that the company has delivered. “And hence our go-to-
market strategy is based on these fundamentals – high quality, latest 
technology, affordable pricing, backed by prompt post-sale service 
standards. There is growth in almost every price 
band in smartphones, broadly with MNC brands 
working in the higher bands, and Indian players in 
the lower price segment,” he adds on.

Yuan Kang from ZTE says that the company’s go 
to market strategy is simple and straight forward 
– to introduce best in class products to meet the 
growing needs of our customers. “All our products 
have been customized with India specific innovations. For instance, 
few of our products; in their Indian version, have been launched with 
higher camera capability, dual SIM and other such customizations. 
Apart from this, we have also innovated around our after sales service 
and support. We are the only smartphone vendor that has set up 214 

service centers across India, even before our launch, and promises 
‘at-your-doorstep’ after-sales service for customers who do not want 
to visit the service center,” he adds.

The Rise of LFRs
Intex is evolving in this category with time. We are developing 

business capabilities with hyper-markets, standalone stores and 
cash and carry outlets. Some of our associations include Easy Day, 
Auchan, Vishal Mega Mart, Reliance Market, Best Price, Carrefore 
and Tata Croma.

Gionee has par tnered with United Telecoms Ltd, United 
Teleservices, UT Electronics, Vishal Video & Appliances, Priyanka 
Communications & Trust Marketing ensuring our reach across the 

4 zones.  

Lenovo India has partnered with top national 
distributors, such as Ingram Micro and Advance 
Computers, who understand the Indian market and 
can connect our consumers with the appropriate 
products. Sudhin Mathur from Lenono  adds, “We 
have been able to reach out to more and more 

consumers across the country, including the Tier 2 markets, through 
our retail network of 1200 Lenovo Exclusive Stores (LES) and other 
leading multi-brand stores and Large Format Retail (LFR) stores 
namely Sangeetha, Univercell, Croma, E-Zone, Reliance Digital, The 
Mobile Store and many more. Lenovo India will continue to strengthen 

“We have had a strong foothold in the Indian market being the 
OeM (Original equipment Manufacturer) for various leading 
telecom operators like BSnL, reliance etc. Last year we forayed 
into the open smartphone market and are sure that in the long 
run we will witness huge success owing to the large existing 
customer base and high top of mind recall with the Indian 
customers. We are also innovating and customizing devices for 
the Indian market, just to ensure that we meet the precise needs 
of the Indian customers.” 

Yaun Kang
CeO Terminals, ZTe India
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the retail channel network; increase the number of exclusive retail 
stores and invest in brand and talent acquisition.”

BlackBerry works closely with all Telecom channel partners in 
India to address needs of the Enterprise and the Prosumer segment. 
BlackBerry’s engagement is strategic in Nature – with compelling 
propositions from Aircel, Airtel, Idea, Reliance, Tata Do Co Mo and 
Reliance. We engage directly with all LFR partners – and Blackberry 
devices and services are offered across the country via these 
partners.

Lava has a single layer distribution model wherein partners are 
directly controlled and managed by Lava, unlike other players in the 
industry. This is a tougher model to implement but helps control the 
price and also in maintaining a direct relationship with the partner. 

“We have 900 distributors throughout the country and hence it 
would not be fair to name just the top five. As far as LFR segment is 
concerned, Lava offers a very strong proposition to the retailers in 
terms of price stability, direct billing and after sales service. Price 
stability ensures that the prices of the products sold through LFR 
are similar to the prices of the same products sold through other 
channels. This works in favour of LFR and consumer, ensuring a higher 
conversion from consideration. Next, all modern trade billing is 100% 
direct from the company which offers higher ROI for the retailers. 
Last, any defective handset is replaced immediately by the retailer 
post a QC at our service centre. We also invest in in-store branding 
at such outlets to extract consumer’s mindshare and work deeply 
with the store managers/cluster managers to ensure that we have 
the required market intelligence to place right product at the right 
outlet,” Hari Om from Lava is quick to add on.

Shashin Devsare from Karbonn says that the company’s aim 
remains to provide a unique user experience to the consumers and 
through its association with Telecom partners. 
“We seek to engage the consumer base with a 
power package which allows them to seamlessly 
navigate the Internet with the best of hardware 
devices. Karbonn has been associated with 
Vodafone and Airtel for their Internet packages. 
Brand Karbonn enjoys the benefits directly from 
the incredible distribution strength of its two 
parent companies. As part of our strategy to massify technology, 
we have established a strong presence through retailers of various 

sizes to reach out to the deepest pockets of the country. The belief 
is that without this reach and presence, marketing money spent 
is ineffective. Apart from inventory management in this channel, 
Karbonn also focuses on various programs and promotional offers 
to energize the channel, including the use of new media like LED 
screens for branding, etc. Finally, retailer training is an important part 
of ensuring completeness in the consumer purchase experience,” 
he explains.

The Growth Chart
A growing body of research findings from IDC indicates that India 

currently has around 40 million smartphones that are expected to 
surge to 155 million in 2017. A large portion of this growth is expected 
from new users who are planning to trade their feature phones for 
smartphones, for the first time. Tier 2 and 3 markets would be the 
biggest growth drivers as consumers in these cities are becoming 
more aware and looking for smartphones that offer the latest features 
and the grooviest apps at attractive prices. In the context of these 
trends, the demand for entry-level and mid-segment smartphones 
is becoming rampant.

“Smartphone category has witnessed unprecedented growth 
over the last 2 years in India with over 85% increase compared to 
previous years. Dual-SIM, large screens, high performing processors, 
increasing use of camera features due to rise in social media reach 
and price range of Rs 10,000–15,000, multimedia content have 
been the major factors and reason for the rapid rise.  Recent report 
suggest that consumers are more liable to get attracted to brands 
that can offer the best integration of these features and yet provide 
value for money,” Arvind from Gionee adds on. 

Hari Om Rai from Lava says that the smartphone is a rapidly 
changing consumer product. This product category 
has seen more advancement in the past decade 
than any other product category. Smartphone is soon 
becoming a ubiquitous accessory. So much so that 
it makes us think that smartphones have been here 
from time immemorial.

Most of the growth is coming from the urban 
markets while Tier 1 and 2 markets are not far 

behind in terms of smartphone user base. According to the recently 
announced Nielsen Informate Mobile Insights, there are 51 million 

“Smart phone market today is at around 44 lac 
pcs per month. more than 60% is the entry level 
segement phones. our focus is to quickly get into 
that slot with our distribution. also we are planning 
to get into the higher segement which is dominated 
by big brands, then again our aim is of affordability 
and features in that segement too. The smartphone 
opportunity is real huge as the market is poised at 
44 lacs per month and is to cross 50 lacs in the next 
quarter itself. We have just launched our products 
in the last one month and have received very good 
response from the market. If all goes according to 
plan, we should be able to reach the top 5 to 6 slot 
witin this financial,” 

IndrajIT SaBharWaL
Md of Simmtronics Semiconductors Ltd
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smartphone users in urban India today, an 89% increase from 2012, 
when there were just 27 million users. It also mentions that big metros 
have the highest penetration of smartphones at 23% in 2013 (10% 
in 2012). Penetration in Tier 1 and 2 cities stood at 13% in 2013 as 
compared to 6% in 2012. The growth of smartphones is driven by the 
range of low end to mid end devices introduced by both domestic and 
international players. Indian companies have an advantage in this 
segment as they can adapt faster keeping in mind local consumer 
needs and preferences.

What Future Holds
Intex says that its focus for the coming year will involve quadrupling 

their market share in the overall handset industry. 
“We will continue to innovate and offer the latest 
technologies to our consumers at friendly prices. 
Our integrated marketing campaigns will be based 
on a blend of many above-the-line and below-the-
line activities, with a major focus on engaging with 
our audiences and driving conversations through 
social media,” Keshav Bansal of Intex adds.

.Sachin Rai from Sony says that India is and will continue to be one 
of the key markets for Sony. “This year too, we will continue to deliver 
on our objective to combine the best of Sony for an outstanding user 
experience. We will continue to launch exciting new line-up, backed 
by a strong distribution and marketing strategy, to strengthen our 
position in the smartphone segment,” he explains.

Gionee plans to open 250 brand stores in 2014 across India 
along with increasing its In shop promoters from 2000 in 2013 to 
4000+ in 2014 and also increase presence in over 2500 shop-in-
shops. “We will be offering close to 15 phones in India this year 
including 10 smartphones and 5 feature phones. Through our well 
laid distribution channel and various marketing initiatives in 2014 
we plan to increase the sales and recall PAN India in the coming 
year. The brand plans to spend about 90cr in 2014 for its marketing 
initiatives double than its first year of operation in 2013,” Arvind 
from Gionee adds further.

“At Lenovo, we are excited with the opportunities that exist in the 
Indian smartphone market and intend to leverage the potential with 
the launch of innovative smartphones across segments. With the 
recent launch of Vibe Z, we have extended our range of smartphones 
in the premium Vibe Series. Vibe Z which is an ideal combination of 
striking looks, exquisite design, captivating performance and cutting-

edge technology. We are sure that Vibe Z will steal the limelight 
and strengthen Lenovo’s presence in the premium segment of 
smartphones in India. We are looking at expanding our reach across 
the country in various regions through strategic partnerships with 
leading multi-brand stores and Large Format Retail (LFR) stores and 
with the introduction of a wider and stronger portfolio of smartphones 
across various segments in the next couple of years. Lenovo believes 
in offering superior quality devices backed by proven technology to the 
customers and we will continue to consistently innovate and introduce 
new models of smartphones with the best of technologies and in-
demand features in India,” Sudhin Mathur from Lenovo adds on. 

Ashish Gupta from Blackberry adds on, “As a company we have 
also learnt from the past and are moving forward 
with a great deal of optimism especially with the 
BlackBerry 10 platform and what it offers to both 
consumers and enterprise customers. In keeping 
with this, we’ve recently structured our business 
into four operational units. This structure will help 
us drive greater focus on services and software, 
while establishing a more efficient business model 

for the devices business.”  

Some of the key focus areas for Blackberry would be:
• Enterprise Services: Increasing penetration of BlackBerry 

Enterprise Service 10 (BES10) with over 30,000 commercial 
and test servers installed to date, up from 25,000 in September 
2013. We remain a mobile device management leader with 
global enterprise customer base exceeding 80,000. In recent 
times, we’ve launched two enterprise solution centers in India 
in Mumbai and Gurgaon, further reiterating our commitment to 
the India market. India is the third country for BlackBerry to have 
such a set-up. 

• Messaging: Over 40 million newly registered iOS/Android users 
in the last 60 days; more than a dozen Android OEMs to preload 
BBM, including most recently LG and also Micromax, Zen and 
Spice from India. Over 250,000 BBM Channels created by global 
user base since the launch of BBM Channels on BlackBerry; BBM 
is the most secure mobile messaging service for use in regulated 
enterprises. BBM Channels is available now on Android and iOS 
as well. 

• QNX Embedded Business: QNX unveiled new technology in 
automotive and cloud services at the 2014 International 

“at videocon Mobiles, the stress is on providing cost-
effective alternatives to higher-end devices without 
compromising on the end-user experience or on quality. 
We are confident that this will enable us capture a 
higher share in the smartphone and tablet categories. 
The Indian market will always be a price conscious 
market, and so we too are addressing this market 
keeping in mind the price-to-technology expectations 
of the Indian consumer. as mentioned earlier, our 
constant endeavour is to ensure no compromise in 
quality or user-experience in our smartphones even 
though they are priced more attractively to ensure 
wider affordability,” 

arvInd BaLI
CeO, videocon Mobile
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Consumer Electronics Show in January. In India, they are already 
in talks with key auto manufacturers about this technology. 

• Devices: Company strikes joint device development and 
manufacturing agreement with Foxconn; initial focus of 
partnership to be development of a consumer smartphone for 
Indonesia and other fast-growing markets in 2014.   
“Lava aspires to be the 1st Indian brand to be amongst the top 

global consumer brands. Our focus remains very strong on the Indian 
market, which we believe has an extremely huge potential. 

“Currently we are selling about 1.1 million handsets per month 
and feel that a mobile phone can add tremendous value to a 
user’s life. Hence, we will be focusing on all 3 aspects – product, 
marketing and service. To bring in differentiation in our products, 
we are focusing on multiple areas—reliability through design quality 

(industrial design, mechanical design, software design and hardware 
design), component quality and process quality and superior sensorial 
experience in touch, sound & sight. Going forward, we are also going to 
build mechanism through which we will be able to offer an enhanced 
software experience and add value based on usage behaviour of the 
consumer. On the brand side, we are focusing on ATL, digital and BTL 
mediums as part of a 360-degree effort. BTL activities enhance Lava’s 
visibility at the retail level where the final purchase decision is made. 
These include aggressive deployments of shop-in-shop counters, 
signage, POS (point of sale) material and so on. Digital medium, on 
the other hand, acts as a very strong influencer for our TA. We have 
started by focusing on revamping our corporate website, social media 
marketing, SEM and SEO to connect with the TG directly. We will also 
have a continuous presence on TV and shall take a strategic call on 

Cover Story

SaChIn raI
head, Sales & 

Marketing, Mobile 
division, Sony India

“Mirroring the trend, smartphones as a category 
is growing the fastest for Sony. Our focus on 
smartphones segment was renewed last year 
with the launch Xperia range of smartphones 
in India which received tremendous response 
from our customers, helping us achieve a 10% 
share in the smartphones business in FY13. 
From the marketing perspective, we have made 
intensive investments across various channels 
as part of our integrated marketing strategy. 
“In FY13, from our overall marketing budget 
of `650 crore, `300 crore was allocated on 
promoting smartphones, including leverage 
of brand ambassador Katrina Kaif. We are also 
strengthening our partnership with sister 
companies like Sony entertainment and Sony 
Music to deliver ‘The Best of Sony’ experience 
from not only hardware but also from a content 
point of view.”

different properties that we will keep on associating with at regular 
intervals of time. For instance, Lava partnered with IIFA & KBC last 
year. We will continue to invest in this medium this year as well.

Coming to service, while we have invested in establishing a 
900 strong service centre network, there is room for improvement. 
To be able to become the 1st global consumer brand from India, 
consumer satisfaction with after sales service is of prime importance 
to us. We have taken some strategic measures in this regard, the 
results of which shall be visible in the coming months.” Hari Om Rai 
Explains.

Talking about the future plans, Anang Narang from Huawei says 
that in today’s scenario, mobile phones are just not meant for calling 
but are in itself a style statement for a large number of users. “Mobile 
manufacturers are not competing on hardware anymore. So our 
focus for going forward in India would be to build experience for the 
users which is all about customization and relevance of innovation. 
Customization of smartphones helps users to keep their choice of 
apps handy. When it comes to relevance of innovation, India being the 
second largest mobile market, consumers here are evolving and their 
appetite for technology is increasing which means that the demand 
for phones that are sleek, stylish and power packed will drive the 
growth in this segment. In India, we want people to get comfortable 
with Huawei brand by customizing the product according to the Indian 
market. We have good products, good technology and good after sales 
service; and we would be focusing on creating a good brand image 
as well as well as available across Pan India,” he explains.

Karbonn’s future plans in the smartphone sector include:

• Continue with expansion of distribution and customer support 
presence in India: The brand is committed to expand its 
distribution and customer support presence across the country. 
By expanding its footprint pan-India, Karbonn endeavours to 
take technology to the masses and enable greater smartphone 
penetration.

•   Focus on international expansion: In the current Financial 
Year, Karbonn intends to focus upon global expansion, and 
enter untapped markets in its effort to expand its international 
footprint. Currently Karbonn has a strategic presence across 
15+ countries in South Asia, Middle East and Africa, which it 
intends to expand further by initiating country-specific product 
strategies and tie-ups.

• Continue to grow market share in smartphones & maintain 
dominance in feature phone markets: Karbonn will continue 
growing its market share in the smartphone sector by targeting 
18+ demographic and young consumers who are looking for a 
cutting-edge device which answers all their smartphone needs. 
Also it seeks to maintain dominance in feature phone markets 
by introducing more feature-rich devices in this category.

• Deeper understanding of consumer need: Karbonn endeavours 
to understand the consumer better and deepen relationships 
with them by offering more with its innovative product offerings. 
Karbonn’s smartphone range is designed keeping consumer 
aspirations in mind, wherein the brand strives to offer cutting-
edge products & technology to the consumers as per their 
needs.

Conclusion
Whether it is a college going student or a corporate manager, a 

house wife or an architect, armed with their applications and feature 
sets, Smartphones are surely becoming more and more important in 
all our daily lives and this is the right time for vendors and the channel 
partners to benefit from this smartphone revolution.




