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ABSTRACT 
Tata Motors Limited is India's largest automobile company, with consolidated revenues of INR 123133 

1
crores (USD 27 billion) in 2010-11.The company is the 

world's fourth largest truck manufacturer, and the world's third largest bus manufacturer. It is the first company from India's engineering sector to be listed in the 

New York Stock Exchange (September 2004) Over the years, it has emerged as an international automobile company and has prominent presence in abroad. Its 

product portfolio comprised of famous brands like Tata Sumo/Spacio, Tata Sumo Grande, Tata Safari, Tata Indica, Tata Vista, Tata Indigo, Tata Manza, Tata 

Indigo Marina, Tata Winger, Tata Magic, Tata Nano, Tata Xenon XT, Tata Aria, Tata Venture and Tata Iris. To compete in the small car segment against Maruti 

800, Tata launched Tata Indica in 1998. The case captures the operational issues during the launch of Tata Indica; its marketing strategies and how the brand 

Indica has evolved over the years.  

 

KEYWORDS 
automobile industry, Tata Indica. 

 

EDAGOGICAL OBJECTIVES  
• To understand the Tata Motor’s strategy of handling different operational issues during the launch of Tata Indica. 

• To understand the market strategies of Tata Motors in creating a brand value for Tata Indica and its demonstration of effective product life 

cycle for Indica. 

The case study helps to understand and analyse the following 

• The importance of vendor base management and advantages of effective supply chain management in the launch of the new product. 

• To comprehend the marketing strategies for Tata Indica and acknowledge its effective measures for improving the product life cycle for Tata Indica 

 

CASE STUDY 
“At Tatas, we believe that if we are not among the top three in an industry, we should look seriously at what it would take to become one of the top three players 

or think about exiting the industry” 

- Ratan Tata, Chairman – Tata Groups 

INTRODUCTION  
Ratan Tata of Telco

2
 on 30

th
 December, 1998 realized his dream when he introduced the India’s first fully indigenous car, called Tata Indica that transformed the 

automobile industry in the small car segment. Within two years of launch, Tata Indica became India's largest selling car in its segment. The success of TATA 

Indica can be mainly attributed to the Operations Management. With the help of effective Supply Chain Management, the company improved the disparate 

areas of organization like marketing, finance and inventory management. The launch of TATA Indica has made the transformations in the cost, quality, delivery, 

performance flexibility and innovativeness of the product in many aspects. The success of Indica can also be attributed to its low cost, good quality product 

services and effective marketing strategies. Indica, the brand has evolved and has transformed over the years. It is the value proposition which the Indica offers 

that has lead to the success of TATA Indica both nationally and internationally. 

 

INDIAN AUTOMOBILE INDUSTRY  
The Indian Automobile Industry is manufacturing over 11 million vehicles and exporting about 1.5 million every year. The dominant products of the industry are 

two wheelers with a market share of over 75% and passenger cars with a market share of about 16%. Commercial vehicles and three wheelers share about 9% of 

the market between them. About 91% of the vehicles sold are used by households and only about 9% for commercial purposes. (Annexure1). The industry has 

attained a turnover of more than USD 35 billion and provides direct and indirect employment to over 13 million people. (Annexure 2) 

India's passenger car and commercial vehicle manufacturing industry is the seventh largest in the world, with an annual production of more than 3.7 million 

units in 2010. According to recent reports, India is set to overtake Brazil to become the sixth largest passenger vehicle producer in the world, growing 16-18 per 

cent to sell around four million units in the course of 2011-12.In 2009, India emerged as Asia's fourth largest exporter of passenger cars. According to the Society 

                                                           
1
 http://www.tatamotors.com/know-us/company-profile.php 

2
 TATA Motors previously called Telco 

3http://www.icmrindia.org/casestudies/catalogue/Operations/Tata%20Indica-Making%20of%20the%20Small%20Car-Operations%20Case%20Study.htm 
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of Indian Automobile Manufacturers, annual car sales are projected to increase up to 5 million vehicles by 2015 and more than 9 million by 2020. By 2050, India 

is expected to top the world in sales of car volumes with approximately 611 million vehicles applying on the nation's roads. (Annexure 3) 

De-licensing
3
 in 1991 has put the Indian automobile industry on a new growth track, attracting foreign auto giants to set up their production facilities in the 

country to take advantage of various benefits it offers. The Indian auto component industry recorded its highest year-on-year (y-o-y) growth of 34.2 per cent in 

2010-11, making in revenue of US$ 39.9 billion; major contribution coming from exports at US$ 5 billion and fresh investment from the US at around US$ 2 

billion. The other reasons attracting global auto manufacturers to India are the country’s large middle class population, growing incomes, strong technological 

capability and availability of trained manpower at competitive prices
4
. (Annexure 4)  

Due to this large contribution of the industry in the national economy, the Indian government lifted the requirement of forging joint ventures for foreign 

companies, which attracted global players to the Indian market to establish their plants, resulting in heightened automobile production
5
.  

The majority of India's car manufacturing industry hub is based around three clusters of south, west and north. The southern cluster near Chennai is the biggest 

with 35% of the revenue share, followed by the west comprising of Maharashtra at 33% and the north cluster comprising mainly of Haryana with 32%. Chennai is 

also referred to as the "Detroit of India"
6
 with the India operations of Ford, Hyundai, Renault and Nissan headquartered in the city and BMW having an assembly 

plant on the outskirts. Chennai accounts for 60 per cent of the country's automotive exports. Gurgaon and Manesar in Haryana form the northern cluster where 

the country's largest car manufacturer, Maruti Suzuki
7
, is based. The Chakan corridor near Pune, Maharashtra is the western cluster with companies like General 

Motors, Volkswagen, Skoda, Mahindra and Mahindra, TATA Motors, Mercedes Benz, Land Rover, Fiat and Force Motors having assembly plants in the area. 

Aurangabad with Audi, Skoda and Volkswagen also forms part of the western cluster. Another emerging cluster is in the state of Gujarat with manufacturing 

facility of General Motors in Halol
8
 and further planned for TATA Nano 

9
at Sanand. Ford and Peugeot-Citroen plants are also set to come up in Gujarat. Kolkata 

with Hindustan Motors, Noida with Honda and Bangalore with Toyota are some of the other automotive manufacturing regions around the country. (Annexure 

5) 

 

TATA MOTORS LIMITED: AN OVERVIEW 
TATA Motors

10
 Limited is an Indian multinational automotive corporation headquartered in Mumbai, India. With revenue of $24.97 billion in 2011 and profit of 

$1.88 billion in 2011, it has by far become the leader in commercial vehicles in each segment. It is also the second largest in the passenger vehicles market with 

winning products in the compact, midsize car and utility 
11

vehicle segments. The company is the world's fifth largest medium and heavy commercial
12

 vehicle 

manufacturer. Its products include passenger cars, trucks, vans and coaches. TATA Motors is South Asia’s largest automobile company; it is the leader in 

commercial vehicles and among the top three in passenger vehicles. Worldwide it is the world's fourth-largest truck manufacturer and second-largest bus 

manufacturer. It has auto manufacturing and assembly plants in Jamshedpur, Pantnagar, Lucknow, Sanand, Dharwad and Pune, India, as well as in Argentina, 

South Africa, Thailand and the United Kingdom. TATA Motors has produced and sold over 4 million vehicles in India since 1954.In 2010, it surpassed Reliance to 

win the coveted title of 'India's most valuable brand' in an annual survey conducted by Brand Finance and The Economic Times. TATA Motors is a dual-listed
13

 

company traded on both the Bombay Stock Exchange and New York Stock Exchange.  

It was established in 1945 as a manufacturer of locomotives, the company manufactured its first commercial vehicle in 1954 in collaboration with Daimler-Benz 

AG, which ended in 1969. TATA Motors' presence indeed cuts across the length and breadth of India. The company's manufacturing base is spread across 

Jamshedpur, Pune and Lucknow, supported by a nation-wide dealership, sales, services and spare parts network comprising over 2,000 touch points. It is 

estimated that close to 4 million TATA vehicles ply on Indian roads, since the first rolled out in 1954. 

The foundation of the company's growth over the last 66 years has been a deep understanding of economic stimuli and customer needs, and the ability to 

translate them into customer-desired offerings through Research & Development (hereafter R&D). Established in 1966, the company's Engineering Research 

Centre, with 1,400 engineers and scientists, has developed pioneering technologies and products. Today the company has R&D centers in Pune, Jamshedpur, 

Lucknow, in India and globally it has R&D centers in South Korea, Spain, and UK. Besides product development, the R&D centers of the company are also 

focusing on environment-friendly technologies in emissions and alternative fuels. 

Despite the success of its commercial vehicles, Ratan Tata realized his company had to diversify and he began to look at other products. Based on consumer 

demand, he decided that building a small car would be the most practical new venture. So in 1998 the company launched TATA Indica, India's first fully 

indigenous passenger car. Designed to be inexpensive and simple to build and maintain, the Indica became a hit in the Indian market. It was also exported to 

Europe, especially the UK. TATA acquired Spanish bus and coach manufacturer Hispano Carrocera
14

 in 2009.  

Tata branded
15

 vehicles are present across several continents and their presence can be felt in Europe, Africa, the Middle East, Australia, South East Asia and 

South Asia. It is the first company from India's engineering sector to be listed in the New York Stock Exchange (September 2004). In 2006 it formed a joint 

venture with Marcopolo S.A
16

. of Brazil, and introduced low-floor buses in the Indian Market under the name TATA Marcopolo Bus. Recently, it has acquired 

British Jaguar Land Rover
17

 (JLR), which includes the Daimler and Lanchester brand names. (Annexure 6) It has franchisee/joint venture assembly
18

 operations in 

Bangladesh, Ukraine, and Senegal. 

After years of dominating the commercial vehicle market in India, TATA Motors entered the passenger vehicle market in 1991 by launching the TATA Sierra
19

, a 

multi utility vehicle. After the launch of three more vehicles, TATA Estate (1992, a station wagon design based on the earlier 'TATA Mobile' (1989), a light 

commercial vehicle), TATA Sumo (LCV, 1994) and TATA Safari (1998, India's first sports utility vehicle). TATA launched the Indica in 1998, the first fully indigenous 

passenger car of India. Though the car was initially panned by auto-analysts, the car's excellent fuel economy, powerful engine and aggressive marketing 

strategy made it one of the best selling cars in the history of the Indian automobile industry. A newer version of the car, named Indica V2, was a major 

improvement over the previous version and quickly became a mass-favorite.  

In 2005, the company created a new segment by launching the TATA Ace, India's first indigenously developed mini-truck.  

                                                           
3
 To deprive of a license or deregulate it  

4
 http://business.gov.in/Industry_services/automobile_industry.php 

5
 http://www.oppapers.com/essays/Tata-Indica-Case-Study/717304 

6
 Called as most of the Automobile Headquarters are there in Chennai 

7
 In future it plans to shift its operations to Mehsana in Gujarat 

8
 A city in Gujarat,India 

9
 Rs. 1 lakh car brought out by Tata which was high in sales 

10
 http://www.tatamotors.com/products-services/passenger.php?ref=india 

11
 http://www.icrier.org/pdf/Working%20Paper%20201_final.pdf 

12
 Heavy Vehicles: Commercial Trucks ,that are large and powerful and can be configured to mount specialized equipment 

13
 A dual-listed company is a corporate structure in which two corporations function as a single operating business through a legal equalization agreement, but 

retain separate legal identities and stock exchange listings 
14

 TATA Hispano Motors Carrocera is one of the largest manufacturers of bus and coach cabins in Europe 
15

 http://www.investopedia.com/features/industryhandbook/automobile.asp#axzz1e3lGLu00 
16

 Marcopolo S.A.  is a bus manufacturer founded on August 6, 1949, in the southern Brazilian city 
17

 Jaguar Land Rover (informally JLR) is a British automotive company owned by TATA Motors of India. It sells vehicles under the Jaguar and Land Rover marques. 
18

 http://www.tatamotors.com/know-us/company-profile.php 
19

 TATA Sierra  :it is a three door sport utility vehicle 
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TATA Motors already distributes and markets Fiat branded cars in India. For establishing an industrial joint venture in India and to manufacture passenger 

vehicles, engines and transmissions for the Indian and overseas markets, TATA Motors and the Fiat Group have recently signed a memorandum of 

understanding
20

. 

The company's commercial and passenger vehicles are already being marketed in several countries in Europe, Africa, the Middle East, Australia, South East Asia 

and South Asia. It has assembly operations in Malaysia, Kenya, Bangladesh, Ukraine, Russia and Senegal. These acquisitions will further extend TATA Motors' 

global footprint, established through exports since 1961.  

 

PRODUCT: TATA INDICA 
Advent OF TATA Indica During the latter half of the 1990’s ,there was an increasing need for the car that had enough space to stretch our legs and that would 

not burn the pockets of the Indian middle class for the hunger of fuel. India needed a car that was not too big from the outside to traverse the crowded junctions 

but a car that was comfortable enough to park and that provides luxurious features such as the air conditioning at a penny’s worth .One of the main criterion 

was also that the engine would have to be a powerful one to accommodate the weight of at least 5 passengers and also still pull the household weight that 

usually is part of an every outing in the Indian family. The stakes were high as there was not a car that could deliver all the above features
21

 and yet be so stylish 

enough to beat a Maruti 800 on a straight road
22

. 

Considering the above scenario, Ratan TATA, the chairman of the Telco thought to produce a small car that will be priced like Maruti 800 and shape like a ZEN 

and spacious like Ambassador. In 1995, Telco announced to launch a small car called Indica. Telco was famous for producing commercial vehicles that’s why they 

wanted to change their image. 

To cater to the increasing demand for such a car, a 1.499 L Diesel engine was used that churned out a significant 70 bhp 
23

horsepower, enough to dwarf its 

smaller rival .The INDICA roared its way to become one of the fastest selling cars in India. Though being a little costlier, the TATA motors capitalized on the 

Indian market by releasing a horde of Indica taxis that came at a cheaper rate. With an astounding mileage of almost 15 kmpl of Diesel, TATA motors had 

achieved the impossible. The Indica consolidated its market but the initial story of its booking still remains amazing. Within a week of its release in 1999, Indica 

recorded a jaw dropping 115000 bookings.
24

 (Annexure 7) 

CHALLENGES AND RESPONSES  

There were numerous challenges that incurred during the whole process .However, TATA dealt with it significantly and came up with the reliable and effective 

solutions to overcome those problems. 

VENDOR BASE MANAGEMENT 

At the time of starting this project Telco had the big challenge whether, they should produce their components by own or they should outsource their 

components. Finally, they decided to outsource components and use their own engineers for modification, that’s why they set up engineering research center at 

Pune in Maharashtra. For producing Indica Telco outsourced its 80% components from 200 vendors
25

. (1200 of the 1500 plus components).Most of the parts 

that went to the production were produced locally. Except for some sheet metal parts, cylindrical gaskets and belts which accounted for 2% of the component 

value, the Indica was totally indigenous.  

Telco provided a simple yardstick for selecting the suppliers; the ability to supply the components at a negotiated quality, cost and quantities. In the first stage of 

the development an initial assessment team from Telco evaluated the supplier .This was followed by self evaluation of the supplier, based on a format provided 

by Telco. Then there was a quality systems survey, carried out by a Telco Quality audit team. It applied a 13-step Quality Improvement Program, covering self 

evaluation through design validation and audit of supplier quality, Telco’s target costing
26

 was broken up into vendor wise cost targets and the suppliers had to 

carry out their own value engineering to lower cost and improve quality. For example, India Pistons which supplied the pistons and piston rings walked away 

with the Indica order because it benchmarked itself against suppliers to Maruti Udhog.(Annexure 8) 

SUPPLY CHAIN MANAGEMENT 

Supply chain management (SCM) is the management of a network of interconnected businesses involved in the ultimate provision of product and service 

packages required by end customers. The ultimate goal of any effective supply chain management system is to reduce inventory cost and provide their goods 

and services in a very effective way. 

To keep its transaction costs low, there was an urgent need in the improvement of the goods and parts from one place to another. Telco configured its supply 

chain on a just in time
27

 basis ,where in all high –value components were delivered daily and in the case of the nearby suppliers it was delivered twice a day. 

Vendors who were located far away from Pune set up local warehouses near the plant. 

The rationale for the relocation was as follows  

• Transportation cost alone accounted for 45% of the logistics costs for a company.  

• Delays in supplies added to the costs in terms of machine down-time at the plant. Meanwhile, on the shop floor, where the assembly line was located, 

Telco had done away with the traditional store function. 

• There was no material store in the Pune plant of Telco. 

Telco had efficient supply chain management because they wanted to provide their product and services immediately to their clients and customers. This also 

helped them in reducing the cost of their logistics. TATA made a joint venture with the manufacturers and the transporters for improving their supply chain. 

They wanted to create a positive image in the mind of the customer through proper supply chain. Effective supply chain also creates the reliability of the product 

in the customer mind. (Annexure 9) 

IMAGE OF THE COMMERCIAL VEHICLES  

Before the launch of TATA Indica, the company had developed an image of Truck Maker Company. In order to improve its image, it had done the following 

transformations with respect to its launch of TATA Indica. It had improved the cost, quality, delivery, performance, flexibility and innovativeness of the product. 

This coupled with the aggressive marketing strategies helped the consumers in building a new image of the TATA Motors, there by resulting in effective sales of 

the newly launched car, TATA Indica
28

. 

 

TATA INDICA: BRAND EQUITY 

TATA Indica was the first truly Indian car that heralds India’s arrival on the global automobile arena. The company strives to make the Indica accessible to the 

value-seeking Indian, without compromises. It is a trustworthy, reliable car that appeals to the head as well as the heart. The brand was recognized as one of the 

                                                           
20

 According to this , a targeted selection of Fiat cars and the TATA product range along with service and sale of spare parts will be available from March 2006 

through the TATA dealership network  
21

 http://www.frbsf.org/economics/conferences/0511/4_IncreasingGlobalCompetition.pdf 
22

 http://www.icmrindia.org/free%20resources/casestudies/Tata%20Indica.htm 
23

 BHP=Boiler Horse Power, IBHP =9811KW 
24

 http://www.imaginmor.com/automobileindustryindia.html 
25

 Vendor :a supplier who provides goods or services to a company 
26

 It is a cost management tool for reducing the overall cost of a product over its entire life-cycle with the help of production, engineering, research and design 
27

 It is a production strategy that strives to improve a business return on investment by reducing in-process inventory and associated carrying costs. Just-in-time 

production method is also called the Toyota Production System. 
28

 http://www.unescap.org/tid/artnet/pub/wp3707.pdf 
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strongest and most enduring of the past decade and has consistently been figured amongst the most trusted brands in industry surveys. The TATA Indica 

catapulted the Indian automobile industry into the big league of the global arena. The brand successfully transcended the initial flaws, bad customer /expert 

reviews and brickbats to become one of the largest selling cars in the Indian auto industry. 

It has been created in an industry rife with global competition, requiring huge financial investment and scale as well as high technological competence. 

TATA INDICA: MARKET STRATEGIES  

Indica quickly established itself as the benchmark for the segment in the Indian Market. By offering exciting features, the car changed the rules of the category in 

Space, Power, Style, Safety and Economy for international market. The Indica ensured a pleasant ride and handling experience as it had features like wide large 

tires, generous leg room and independent front and rear suspension. It developed a new segment of diesel small cars along with its petrol offering. The luggage 

space was also the best in its class. 

The rigid 980 kgs steel body of the car was rigorously tested at India's first and only crash test facility. A collapsible steering wheel, impact absorbing bumpers, 

anti-submarine seats, crumple zones and side impact beams are few of the features that made the Indica one of the safest cars on the roads. Savings are 

ensured with the fuel-efficient 1.4L diesel engine, while the 1.4L petrol engine is optimized for performance.  

‘More car per car’ is the famous tagline of this product. The Indica’s positioning has remained consistent with the brand's offering in an increasingly competitive 

market. The Indica is now synonymous with the word ‘More, by encapsulating the inherent product strengths and marrying them with the customer trait of 

desiring ‘More’. TATA automobile group have a very large distribution network all over India.  They also adopted a competitive pricing 
29

strategy for Indica in the 

Indian market. 

GLOBAL MARKETING STRATEGIES 

TATA Motors had drawn up a clear cut strategy that highlighted the fact that their only competitor was Palio in the B segment. This was their USP in a market 

dominated by luxury and super premium cars. They expected demand from Spain, Malta, Italy and Portugal and are striving for markets in UK, Iran and China.
30

 

Their Goal was the international market in the long term. They aimed for 20 per cent of business from the international market. Realizing the potential of Indica, 

Telco modified the model and launched Indica – a MPV concept – at the Geneva Auto Fair in Switzerland.
31

In 2004, Tata Motors starts its globalization drive and 

launches Tata Indica in South Africa. (Annexure 10) The TATA Indica v2 sedan has been successfully launched in the second half of the next 2006. The Sedan has 

been styled by IDEA – the Italian design house that penned Indica. The result is a well-proportioned but conservative-looking mid-size car. The invitation to the 

motoring media to “Go on, try them yourself” at the West Bank raceway in December 2005 contributed to the high level of media attention.  This open and 

honest approach to communicating the value of their products served well for the ongoing building of the TATA brand in South Africa. Ratan TATA has 

emphasized his group’s commitment to the South African market, commenting that “the arrival of our cars in South Africa is the fulfillment of a desire I have 

held since I first came here… our countries can do much together and we are focusing seriously on our presence here – we will not take away but will add to 

South Africa.”  

TATA INDICA: BRAND EVOLUTION & BUILDING 

Indica is a brand that is an epitome of persistence. TATA Motors through Indica has demonstrated how to manage product lifecycle effectively. The brand which 

was launched in 1998 has passed through many hurdles. The brand survived and thrived because of the constant focus of TATA Motors to improve the product 

continuously. More than the product innovation, it was the value proposition that forced customers to choose Indica despite some initial troubles. TATA Motors 

has been continuously tweaking the brand over these years sometimes making quantum leap in the quality and refinement of the product. The brand made a 

quantum leap in 2008 with the launch of Indica Vista. The entire brand personality changed with the launch of Vista. The product's looks and feel had changed 

completely and it was a rebirth for Indica. 

The changes in the product were not limited to exteriors. Indica began sporting different types of engines from Fiat which gave a new perception of quality to 

the brand. At the pricing also, TATA Motors consciously raised the Vista brand to a higher level. The Vista is pricier than the original V2 thus reducing the 

attractiveness of the brand to the Taxi segment. At a price range of Rs 4 - Rs 5 Lakh, Indica Vista is not a cheap diesel car. It was an upward stretch by the brand. 

(Annexure 11) 

TATA INDICA’S PORTFOLIO  

The Indica brand portfolio consists now of three sub-brands V2, Vista and Xeta. V2 is the most economical of the 3 sub brands and is the original Indica. This 

product is retained because there is still huge demand for V2 at that price point. Within the V2 range, there are three variants which include the Indica which is 

for the Taxi segment. Price of this sub-brand ranges from Rs 3,50,000 - Rs 3,95,000. Vista is the new generation Indica and TATA Motors would like this brand to 

take over the leadership position from V2 in future. The brand is targeting the discerning Indian consumer with its value proposition and good looks. Vista has lot 

of variants satisfying the various needs of the customer. The Indica Vista Aura is the premium range that sports many goodies that premium brands claim like 

ABS, Airbags etc. Vista also comes in Petrol version sporting the Saphire engine. Prices range from Rs 3,90,000 - Rs 4,90,000 . Within the Vista range, customers 

are given lot of engine option including engines from Fiat. Xeta is the petrol variant of Indica V2.The positioning across the brand portfolio remains the same. All 

the brands focus on the value proposition
32

. But these sub- brands sports different taglines. 

Indica V2- More car per car  

Indica Vista-Surprise Yourself  

Indica Xeta - Makes much more car sense 

(Annexure 12) 

 

FUTURE PROSPECTS OF TATA MOTORS 
Tata Motors is truly an international automobile manufacturing company. It is uniquely placed to leverage the strengths of other TATA Group companies. This 

enables it to provide the seamless interface through which an integrated solution is achievable. It is planning to focus on small cars packed with accessories to 

tap the market opportunities in future. Addressing the Society of Indian Automobile Manufacturers 
33

(SIAM) annual Convention, 2010, Ratan Tata, Chairman of 

Tata Motors said, "Markets in US and Europe are looking for small cars at the top end loaded with accessories. If the small cars are packaged effectively and the 

power trains are more fuel efficient, small cars will sell the developed market". Adding a significant dimension to TATA Motors vehicles is the wide range of 

products and services from other TATA Group companies. Some of them are TATA Power Strategic Electronics Division (SED)
34

 and TATA Consultancy Services 

(TCS)
35

. (Annexure 13) Tata Motors is equally focused on environment-friendly technologies in emissions and alternative fuels. It has developed electric and 

hybrid vehicles both for personal
36

 and public transportation. It has also been implementing several environment-friendly technologies in manufacturing 

processes, significantly enhancing resource conservation. 

Through its subsidiaries, the company is engaged in engineering and automotive solutions, construction equipment manufacturing, automotive vehicle 

components manufacturing and supply chain activities, machine tools and factory automation solutions, high-precision tooling and plastic and electronic 

                                                           
29

 Competitive Pricing: Setting the price based upon prices of the similar competitor products ,the products can be with low price elasticity ,low cross elasticity 

and the demand of the product will rise. 
30

 http://www.indiaautomobile.com/ 
31

 http://www.automobileindia.com/ 
32

 It is a promise of value to be delivered and a belief from the customer of value that will be experienced. 
33

 SIAM is a Vehicle Manufacturers / Automobile Association in India 
34

 Tata Power SED has been a leading private sector player in the indigenous design, development, production and supply of defence systems 
35

 TCS offers a wide range of IT services, outsourcing and business solutions. 
36

 http://www.tatamotors.com/know-us/company-profile.php 
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components for automotive and computer applications, and automotive retailing and service operations. With the foundation of its rich heritage, Tata Motors 

today is etching a refulgent future. 
37

 

 

ANNEXURE 
ANNEXURE 1: GENRE OF INDIAN AUTOMOTIVE INDUSTRY 

 
Source: ACMA, India 

http://www.nistads.res.in/indiasnt2008/t4industry/t4ind12.html 

 

ANNEXURE 2: PRICES 

Different Parameters  2006-2007 2007-2008 2008-2009 2009-2010 2010-2011 Units 

Motor Vehicle Production 8,467,853 9,743,503 11,087,997 10,853,930 11,175,479 Units 

Industry Revenue 24,379 26,969 30,507 32,383 33,342  USD million 

Exports(Units)   629,544 806,222 1,011,529 1,238,333 1,530,660 Units 

Exports (Revenue)  1915 2,231 2,552 3,008 3,718  USD million 

Source: Department of Heavy Industry, ³Society of Indian Automotive manufacturing (SIAM), National Accounts Division, *ImaginMor estimates, USD 1 = INR 46 

 

AUTOMOBILE PRODUCTION 

Type of Vehicle 2006-2007 2007-2008 2008-2009 2009-2010 2010-2011  Units 

Passenger Vehicles 1,209,876 1,309,300 1,545,223 1,777,583 1,838,697 Number 

Commercial Vehicles 353,703 391,083 519,982 549,006 417,126 Number 

Three Wheelers 374,445 434,423 556,126 500,660 501,030 Number 

Two Wheelers 6,529,829 7,608,697 8,466,666 8,026,681 8,418,626 Number 

Total 8,467,853 9,743,503 11,087,997 10,853,930 11,175,479 Number 

Source: Society of Indian Automotive Manufacturing (SIAM) 

 

ANNEXURE 3: AUTOMOBILE SALES 

Type of Vehicle 2006-2007 2007-2008 2008-2009 2009-2010 2010-2011  Units 

Passenger Vehicles 1,061,572 1,143,076 1,379,979 1,549,882 1,551,880 Number 

Commercial Vehicles 318,430 351,041 467,765 490,494 384,122 Number 

Three Wheelers 307,862 359,920 403,910 364,781 349,719 Number 

Two Wheelers 6,209,765 7,052,391 7,872,334 7,249,278 7,437,670 Number 

Total 7,897,629 8,906,428 10,123,988 9,654,435 9,723,391 Number 

Source: Society of Indian Automotive Manufacturing (SIAM) 

 

AUTOMOBILE EXPORTS 

Type of Vehicle 2006-2007 2007-2008 2008-2009 2009-2010 2010-2011  Units 

Passenger Vehicles 166,402 175,572 198,452 218,401 335,739 Number 

Commercial Vehicles 29,940 40,600 49,537 58,994 42,673 Number 

Three Wheelers 66,795 76,881 143,896 141,225 148,074 Number 

Two Wheelers 366,407 513,169 619,644 819,713 1,004,174 Number 

Total 629,544 806,222 1,011,529 1,238,333 1,530,660 Number 

Source: Society of Indian Automotive Manufacturing (SIAM) 
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 http://www.tatamotors.com/know-us/company-profile.php 
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ANNEXURE 4: PORTER’S FIVE FORCES MODEL 

 
Source:http://www.soopertutorials.com/business/strategic-management/3028-porter-fiveforces-model.html 

 

ANNEXURE 5: AUTOMOBILE INDUSTRY: COMPETITORS 

Company Name Analysis 

Tata Motors Tata Motors is the largest automobile manufacturing companies in India. Established way back in 1945 Tata Motors is a 

multinational automobile company with its headquarters in Mumbai. Previously known as Telco TATA Engineering and 

Locomotive Company Tata Motors belongs to Tata Group. This company manufactures compact medium sized utility vehicles. 

Over the l ast few decades it has stood as the undisputed leader in the commercial vehicles segment. It is also the third largest 

producer of passenger cars in India. This automobile company in India is listed on both the Bombay Stock Exchange and the 

New York Stock Exchange. The revenues earned by Tata Motors in 2010 accounted to $20.572 billion. Some of the well known 

cars manufactured by Tata Motors are: Tata Indigo, Tata Indica, Tata Sumo Tata Indigo Marina and Tata safari 

Hindustan Motors Limited Hindustan Motors Limited was founded in the year 1942 by B.M Birla. It is an operative subsidy of the Birla Technical Services 

group. This company held the title of the biggest manufacturer of cars in India before Maruti Udyog. Hindustan Motors was the 

pioneer in manufacturing automobiles in India. The company accounted for a sales turnover of Rs 150.66 crore in 2010. Some 

of the important cars and multi utility vehicles manufactured by Hindustan Motors Limited include; Mitsubishi Lancer, Trekker, 

Contessa, Ambassador, Porter, Pushpak and the Mitsubishi. 

Ashoke Leyland Ashoke Leyland  is a leading commercial vehicle manufacturer in India. It was established in 1948. The company over the years 

has become synonymous with the production of trucks, passenger buses and emergency military vehicles. It happens to be the 

second largest commercial vehicle producer in India holding a market share of almost 30 percent. The company holds a record 

for selling almost 60, 000 vehicles and almost 7000 engines per years. Ashok Leyland accounted for consolidated revenues of 

US$ 1.4 billion in 2009. Some of the popular products by this company are; Panther BS-II Muti-axle Vehicles, Cheetah Bus-III, 

Tractors and Ecomet, Lynx BS-II, Diesel and Natural Gas gensets from 15KVA to 250KVA. 

Maruti Suzuki India Limited Maruti Suzuki India Limited was established in 1981. A part of this company is owned by Suzuki Motor Corporation of Japan.  It 

is the country's largest passenger car manufacturing company. Credited for having brought in the automobile revolution in the 

country Maruti Suzuki India Limited was known as Maruti Udyog Limited till 2007. With its headquarters in Delhi this 

automobile company in India happens to be the largest producer and market share holder of cars. The company accounted for 

consolidated revenues of US$4.8 billion in 2010. Maruti Suzuki India Limited is credited for manufactures a variety of 

passenger cars SUVs, and Sedans. Some of Maruti's most popular cars are: Alto, Gypsy, Omni, Wagon R, Maruti 800, Versa, 

Zen, Esteem, Baleno and Swift. 

Hyundai Motor India Limited Hyundai Motor India Limited (HMIL) is owned entirely by Hyundai Motors of South Korea. Hyundai Motors happens to be the 

largest car manufacturer in South Korea and the sixth largest in the world. This automobile company in India is also the largest 

passenger cars exporter in India. Established on May 6 1996 this company in a short span of time has taken the Indian 

automobile industry by storm. Some of the popular cars manufactured by this company are; Santro, Getz Prime, Hyundai i10, 

Hyundai i20 Accent and the Verna and Sonata 

Bajaj Auto Bajaj Auto is another important automobile manufacturing company in India. It is one of the India's most trusted car 

manufacturers. It is an operative subsidy of the Bajaj Group. Bajaj Auto happens to be the largest two and three wheeler 

manufacturer in India and also ranks in this field across the globe. This automobile company was established on 2 November 

1945. The company was then known as M/s Bachraj Trading Corporation Private Limited. The company made a modest 

beginning by importing and then selling two and three wheelers in India. Today Bajaj Auto has become synonymous with two 

and three wheelers in the country. Some of its popular two wheelers are; Pulsar 220DTS and Kawasaki Ninja 250R. 

Source: Compiled by the author 
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ANNEXURE 6: MERGERS & ACQUISITIONS 

Year Name Of the 

Acquired 

Company  

Impact Of the Acquisition  

2004 Daewoo's 

Truck 

It aimed to increase its presence worldwide. Company’s global plans to reduce domestic exposure. The domestic commercial 

vehicle market is highly cyclical in nature and prone to fluctuations in the domestic economy. Tata Motors has a high domestic 

exposure of ~94% in the MHCV segment and ~84% in the light commercial vehicle (LCV) segment. Since the domestic commercial 

vehicle sales of the company are at the mercy of the structural economic factors, it is increasingly looking at the international 

markets. The company plans to diversify into various markets across the world in both MHCV as well as LCV segments. 

 To expand the product portfolio Tata Motors recently introduced the 25MT GVW Tata Novus from Daewoo’s (South Korea) (TDCV) 

platform. Tata plans to leverage on the strong presence of TDCV in the heavy-tonnage range and introduce products in India at an 

appropriate time. This was mainly to cater to the international market and also to cater to the domestic market where a major 

improvement in the Road infrastructure was done through the National Highway Development Project. 

2005 Aragonese 

Hispano 

Carrocera  

 In 2005,the company saw an opportunity in the fully built bus segment, Tata Motors acquired a 21% stake in Hispano Carrocera 

SA,[16]  the leading European bus and coach cabin maker. In 2009, the company picked up the remaining 79% stake in Hispano 

Carrocera SA for an undisclosed sum, making it a fully owned subsidiary. 

2008 British Jaguar 

Land Rover 

(JLR) 

When the Tata Motors acquired the British Jaguar Land Rover (JLR) business, which also includes the Daimler, Lanchester and Rover 

brands, they became a major player in the international automobile market. On 27 March 2008, Tata Motors reached an agreement 

with Ford to purchase their Jaguar Land Rover operations for US$2.3 billion. The sale was completed on 2 June 2008.In addition to 

the brands, Tata Motors has also gained access to two design centers and two plants in UK. The key acquisition would be of the 

intellectual property rights related to the technologies. 

2010 Trilix In 2010, Tata Motors acquired 80% stake in Italy-based design and engineering company Trilix for a consideration of €1.85 million. 

The acquisition is in line with the company's objective to enhance its styling/design capabilities to global standards. 

Source: Compiled by the authors 
 

ANNEXURE 7: FACTS ABOUT INDICA 

• TATA Motors is the youngest passenger car company in the world.  

• The car came into being – concept freeze to launch – in just 31 months.  

• The name, Indica, was derived from two words – India’s Car. 

• The Indica sold its second 100,000th car in a record period of less than 18 months.  

• Indica’s investment of Rs. 19.20 billion for a capacity of 150,000 cars achieved cash profits in its third year and net profits in its fourth.  

• Indica catapulted TATA Motors as the second largest player in the Indian passenger vehicle market.  

• In the Indian car industry, Indica Club is the largest brand loyalty program.  

• Indica is instrumental in creating a Rs. 46 billion passenger car business for TATA Motors within five years of its launch.  

• Indica investment became EVA
38

 positive in its fifth year – a rare distinction in the automobile world.  

Source: Source:http://www.superbrandsindia.com/images/brand_pdf/consumer_1st_edition_2004/tata-indica/tata-indica.htm 
 

ANNEXURE 8: OUTSOURCING: VENDOR BASED MANAGEMENT 

Components  Suppliers 

5 DOOR HATCHBACK I.DE.A(ITALY) 

ENGINE INSTITUT FRANCAIS DU PETROL FRANCE 

ASSEMBLY LINE NISSAN’S PLANT (AUSTRALIA) 

PRESSES MERCEDES BENZ 

PISTONS AND PISTON RINGS INDIA PISTONS 

ELECTRIC COMPONENTS AND FUEL INJECTION SYSTEM LUCAS-TVS 

STEERING SYSTEM RANE TRW STEERING SYSTEM 

RADIATOR TATA-TOYO 

FRONT AND REAR BUMPER,DASHBOARD,INSIDE TATA AUTO PLASTICS 

TRIMS.   

FUEL LINES IMPERIAL AUTO 

Air Conditioning Kits  Subros Ltd 

Wind Screens and Windowa  Asahi Glass 

Different Assemblies Sona Steering  

Sheet Metal Items JBM Tools 

Source: Compiled by the authors 

 

ANNEXURE 9: SUPPLY CHAIN MANAGEMENT IN AUTOMOBILE INDUSTRY 

 
Source: ACMA, India, http://www.nistads.res.in/indiasnt2008/t4industry/t4ind12.html 

                                                           
38

 EVA-Economic Value Added=it is a tool to measure efficiency with which a company has used its resources 
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ANNEXURE 10: RATAN TATA WITH LAUNCH OF INDICA IN SOUTH AFRICA 

 
Source:http://www.team-bhp.com/forum/commercial-vehicles-india/34712-tatas-journey-trucks-nano.html 

 

ANNEXURE 11: TATA INDICA: BRAND EVOLUTION AND BUILDING 

Year Value Proposition Added to Tata Indica 

1998 Indica announced 

2001 Indica V2 

2004 Rejuvenated Indica V2 

2005 Indica V2 Turbo Diesel 

2006 Indica Xeta 

2008 Indica Vista 

Source: Compiled By the authors 

 

ANNEXURE 12: TATA INDICA: BRAND PORTFOLIO 

 
Source: Thomaswhite http://www.thomaswhite.com/explore-the-world/bric-spotlight/2010/india-auto.aspx 

 

ANNEXURE 13: RATAN TATA DRIVES THE FIRST TATA INDICA OFF THE ASSEMBLY LINE 

 
Source: http://jerinsantosh.wordpress.com/2010/11/18/tata-time-line/ 
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