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MOTOROLA’S RE-ENTRY INTO THE INDIAN MOBILE
MARKET: THE MARKETING STRATEGY
“Moto G has absolutely been crucial for us. It's a primary reason we've gone from no
share to something relevant now in some markets."
- Rick Osterloh, President and Chief Operating Officer, Motorola
Motorola the pioneer of mobile phones decided to exit the Indian market in 2012. By early
2014, Motorola forayed into the Indian market with three new smartphones Moto E, Moto
G and Moto X. By the end of third quarter of 2014, Motorola introduced the new versions of
Moto X and Moto G smartphones keeping the portfolio of product to three in number. Later
the company targeted the Indian market with products for different segments. Moto E and
Moto G was targeted to the masses at a very disruptive price; on the other hand, Moto X
was targeted to niche high profile consumers. The company planned to increase its portfolio
by launching Moto Turbo and 4G-enabled Moto E for its premium and mass market
segment respectively.
In late 2012 Motorola stopped selling mobile phones in the Indian market. This was mostly
due to its massive global restructuring policies after it was acquired by Google. Google
acquired Motorola mobility for US$ 12.5 billion and sold the same to Lenovo for US$ 2.9
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billion and lost US$ 9.6 billion in the process1. Then, the company adopted a new business
model by selling the phones online with its exclusive tie up with the online retailer Flipkart.
After re-entering India, the online distribution medium was identified as the easiest mode of
reaching customers, as creating proper distribution channels needed proper planning.
However, many analysts are skeptical on whether this marketing strategy will help Motorola
regain the lost market since the company might not be able to reach the rural regions in
India where Internet penetration is low. Should Motorola follow the online model or the
hybrid model in the long run?
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