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Abstract 
 

 

        The ability to constantly satisfy your customers’ needs better than your competitors 
are able to make organization the preferred supplier in the marketplace. In today’s 
global market, different marketing strategies have built their global logistics capability 
to serve increasing demands of customers worldwide and try to make them satisfy. The 
paper presents the theoretical frame work and evidence on how the India and china 
using different process to concentrate its limited resources on the great opportunities to 
increase their sales and achieve a sustainable competitive advantages to compete the 
global market. In order to achieve this, you will need to create flexible strategies that 
can respond to change in customer perceptions and demand. The emphasis is on 
marketing competence in china as well as in India and how the china market dominating 
in South Asian Market in relation to cost, internet, revenue etc.  
Introduction: 
       Marketing is a strategy which helps companies to grow faster and more cost-
effectively. To be successful in today’s business environment, it is must to strategize, 
control and synchronize every communications opportunity. Developing a marketing 
strategy is a vital for any business. Without one, the efforts of organization to attract 
customers are likely to be haphazard and inefficient. The focus of your strategy should 
be to make sure that your products and services meet customer needs better than 
competitors and develop long-term and profitable relationships with those customers. It 
may also help you to identify whole new market that you can successfully target. 
        Central to any successful marketing strategy is an understanding of your customers 
and their need. The ability to constantly satisfy your customers’ needs better than your 
competitors are able to make organization the preferred supplier in the marketplace. In 
order to achieve this, you will need to create flexible strategies that can respond to 
change in customer perceptions and demand. 
        Once you have created and implemented your strategy, it is equally important to 
monitor its effectiveness and to make any adjustments required to maintain its success. 
Every marketing strategy is measured by its ability to directly impact and improve upon 
each of the related factors. Increasing one factor will produce linear business growth. 
Increasing all three factors will produce geometric business growth. 
 

Needs of marketing strategy: there are three marketing strategies to grow a business: 
1.Increase the number of customers: the first step of business owner and manager is to 
increase the number of customers to grow their business side by side losses can occur 
when inexperienced sales personnel are put in charge of designing and implementing a 
marketing program. 
2.Increase the average transaction amount: most of the time of owners and managers 
spent in operating their business and searching for new customers. Systematically 
offering customers more value via additional products or services at the point of sale 
are two simple steps business owners can take to increase their average their average 
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transaction amount 
 

3.Increase the frequency of repurchase: in an established: in an established business, an average customer purchasing 
pattern develops and is usually taken for granted and rarely improved upon. A customer’s repeat business is earned by 
the business who gives the customer what they want. Frequently communicating news and offers to past and present 
customers via telephone or mail generally increases their frequency of repurchase and it one step through which owner 
can take to grow their business.     

Stages of developing marketing strategy: 
 

A.Understanding strengths and weaknesses:  your strategy must take account of how your business’ strengths and 
weaknesses will affect your marketing. Your marketing strategy document with an honest and rigorous SWOT analysis, 
looking at your strengths, weaknesses, opportunities and threats. 
a. Strengths: 
 Personal and flexible customer service 
 Special features or benefits that your product offers. 
 Specialist skill. 

b. Weaknesses: 
 Limited financial resources 
 Lack of an established reputation 
 Inefficient accounting system 

c. Opportunities: 
 Increased demand from a particular market sector 
 Using the internet to reach new markets 
 New technologies that allow you to improve product quality 

d. Threats:  
 The emergence of new competitor 
 More sophisticated, attractive or cheaper version of your product or services 
 New legislation increasing your costs 
 A downturn in the economy, reducing overall demand 

 

B.Write a market plan- during the planning process different questions should be kept in mind 
 

a. What is the environment of the business? Threat/ opportunity. 
b. What are the strength and weakness of organizations? 
c. What are the needs of customer? 
d. Which customers are most profitable? 
e. Are the groups I can target easily? 
f. What are the best ways of communicating with them? 
g. Could I improve my customer services? 
h. Could changing my products or services increase sales and profitability? 
i. Could my extending product list or service provision meet existing customers’ needs more effectively? 
j. How will I price my product or service? 
k. What is the best way of distributing and selling my products? 
l. How can I best promote my products? 

 m. How can I tell if my marketing is effective? 
 

C.Finding and extracting from the previous available or adopted strategies by others. 
 

        In India, 2002 the company was doing well, but our approach to marketing was hit and miss. The study was done 
through the business from top to bottom and pinpointed our strengths and weaknesses. On the plus side, customer 
research showed that we had a great reputation for quality service. On the minus side, brand awareness was low and 
some of our systems weren’t working well. We also used published academic research to find out more about our target 
customers’ mindset and why they buy. We used all information to create a marketing strategy with clear objectives. 
These included developing our network of partnerships, raising brand awareness, positioning ourselves as strategic 
thinkers in our market, and getting more business through referrals.    

China market: 
 

       The investment bank report says the economies of China, India and other developing countries have expanded so 
much that they now surpass the established industrialized world in belching out carbon dioxide pollution blamed for 
climate change. 
       Sayings of (Canadian Imperial Bank of Commerce) CIBC economist Jeff Rubin and other economist regarding 
China and India is “it becomes absurdly unrealistic to ban coal plants in North America while at the same time China’s 
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got 570 coal plants slated to go into production between now and 2012, 30 plants between now and the Olympic”. “We 
are moving in opposite direction”. 
        The research report notes that while governments in developed nations are taking painful steps to cut greenhouse 
gasses, carbon emission from developing nations- in particular China have skyrocketed in recent years. Since 2000, total 
emission has climbed by more than 6000 million metric tons with 90 percent of that coming from China and other 
developing nations.  China is now the single largest carbon emitter country in the world, producing more than 21 percent 
of the global total. 
       “As OECD countries begin to tax their own economies by charging growing fees on CO2 emissions, their tolerance 
of the carbon practices of its trading partners will diminish rapidly,” says Jeff Rubin, Chief economist and Chief 
Strategists, CIBC world markets “Particularly when the painful cut made by  the North America, Western Europe and a 
handful of other OECD economies are dwarfed by the emission follow spewing from China and the rest of the 
developing world” 
 

Cost 
 

        Mr. Robin notes that these DE carbonization efforts will be effective in reducing greenhouse gasses if done in 
concert with the developing world. Otherwise it simply adds costs to consumers, make domestic industry less 
competitive and will increase overall global emissions as more and more productions shifted to unregulated jurisdictions.    
       CIBC World Markets calculates that China’s export related emissions were approximately 1,700 mmt in 2007. 
Outside of the entire US economy, China export sector is world’s largest carbon emitter. 
       In the last seven years, China’s overall emissions have grown by close to 120 percent. Its average annual increase is 
equal to the total greenhouse gas emission of the United Kingdom or Canada. Its cumulative increase in emission over 
the past seven years equals to the total current level of emission of Japanese, Indian, Spanish and Canadian economies 
combined.  
       The reasons for this dramatic jump are rooted in the sheer pace of economic growth in the country and the absence 
of enforceable and meaningful environmental regulations. But the more vital factor has been the emissions intensity of 
the China economy. 
      “Energy use in the manufacturing intensive Chinese economy as a share of GDP is four times larger than in the 
largely service- based US economy” says Mr. Robin. “To make matter worse, China is not particularly carbon efficient. 
It produces third more CO2 emissions per unit of energy than does the US economy. And double that of Canada. 
Combine the energy intensity of the Chinese economy with the poor carbon efficiency of its energy use and you have a 
powerful cocktail for exploding emission growth.” 
       By slapping a CAD$ 45 per ton cost onto CO(2) emission a tariff would raise  roughly CAD$ 55 billion a year from 
China exports to the US. “Of course, it’s not just Chinese exporters who will have to pay,” Mr Robbin. “Are least 
initially, before other carbon complaint sourcing can be found, it will be consumers who will have to bear the bulk of the 
tariff burden in higher import prices. Based on China’s share of US imports, a CAD$ 45 per tonne tariff would raise US 
consumer price inflation by more than 0.6 percentage points. ”At some point, however, the inflationary impact might be 
mitigated as either domestic production replaces some China imports or sourcing is shifted to a less egregious emitter 
than China.” 
      Given the increase emissions imbalance between the developed world and countries such as China “only leverages is 
through trade access”, specially a “carbon tariff”. It has been predicted tariff, based on $ 45 tonne of carbon dioxide or 
equivalent, would be $55 billion annually, a 17 percent levy on all Chinese’s imports to the US almost six times greater 
than effective current import tariffs.   
The main impact of such a scenario would be on companies that have moved their factories of China-and consumer in 
North America. In a world, where carbon emission cost nothing is moving towards China with its cheaper labor, made 
perfect sense.    

Comparison between Indian and China Market: 
 

I.Telecom: The released study by Telecom Regulatory Indian Authority of India(TRIA) reveals the divergent way in 
which the telecom sector is growing in two highly populated nations. Interesting the study finds a contrasting growth oin 
the mobile and fixed line services in India and China. The growth of mobile subscriber in India has been at a hectic 85 
percent since 1999. China with a large base , however, has seen a growth of 16 percent in mobile subscriber in 2005. 
Nonetheless, China is adding five million subscribers join the mobile bandwagon every month. 
 

         The ‘mobile craze’ appears to have a telling fall out on fixed line services in India, which have registered an annual 
growth of a measly two percent. China however saw fixed line services grow at 12 percent in 2005. Interestingly 
enough, the study finds that over 23 percent fixed line subscriber in China are connected in through wireless in local 
loop (WLL). 
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II.Revenue: if compares the telecom revenue in these two countries, China is a way ahead of India. The total revenue of 
Chineses telecom companies increased from $65 billion in 2004-5 to $72.70 billion in 2005-2006. 
 

       The telecom revenue in India  during 2005-06 was $19.50 billion, up from 417 billion in the preceeding year. The 
growth of telecom revenue percentage-wise was higherin India at14.7 percentage against 11.8 percent in China. 
Interestingly the study indicates that the ARPU (average revenue per user) in India and China is comparable in the GSM 
pre-paid segment. 
 
 

III.Generating EBITDA: China companies are able to generate a higher rate (earnings before interest, tax, depreciation 
and amortization) of margin and better return on capital than their India counterparts. This can be explained by the fact 
that the Indian mobile market is much more competitive when compared to Chinese one. 
 
 

IV.Internet: while India got its first taste of internet in 1986, establishing ERNET, China got Internet connectivity a 
slate as 1993. But within one year it had 3.5 times as many Internet users as India. Despite the huge differences in 
numbers, the Economist Intelligence Unit (EIU) puts India in the group of “E-business followers” and China in the 
group of “E-business laggards”. The most apparent reasons for these differences are the government policies. China has 
only one guarded access to the World Wide Web. Internet users cannot access a range of foreign web sites. Domestic 
web sites are checked at the source through a registration process and content monitoring. This has hampered adoption 
of the internet for a variety of commercial uses.  
 

       In India, on the other hand, while the government has been criticized for its late awakening to cyber laws, the initial 
un-monitored period proved a boon for E-Commerce. Though post 2000, India has taken measures to keep a check on 
the happenings on the Internet. 
 
 

 

                

           Relative Advantage 
 

         Relative Dis-advantage 

 
 
 
    China 

 Higher per capita GDP 
 Higher investment in telecom sector resulting 

in higher tele-density 
 Higher international band 
 Self-dependent in most IT products 
 Cheaper internet access rates 

 No e-commerce and digital 
signature law 

 
 Control on internet content    

 
 
 
 
    India 
 
 
 

 Well-developed private sector with both 
domestic companies and conglomerates 

 Democratic tradition and transparent legal 
system 

 Large middle class aware of glovbal brands 
 Large English speaking workforce 
 Extensive networks of contacts created by 

expatriates 
 World leader in software development and IT 

services 

 Less political leadership to create 
an E-business hub in India 
 

 Stifling bureaucratic and red tape   

 Higher illiteracy rate 
 

 Numerous different languages to 
be addressed to reach the full 
range of population 

 
 

 
     The Chinese government faces numerous economic challenges, including: (a) Reducing its high domestic savings 
rate and correspondingly low domestic demand; (b) Sustaining adequate job growth for tens of millions of migrants 
and new entrants to the work force; (c) Reducing corruption and other economic crimes; and (d) Containing 
environmental damage. 

The factor comparing economy of China and India: 

I. GDP  
II. Trade Patterns  

III. Poverty Reduction 
IV. Human Development  
V. Employment Growth  

VI. Rate of investment 
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Conclusion: 
The Economy of China is the 2nd largest in the world by Nominal GDP. The 2nd largest by Purchasing Power Parity 
(PPP). The country is one of the G-20 major economies and a member of BRICS. On the per capita income basis 
China is ranked 87th by nominal GDP and 92nd by GDP (PPP) in 2012. The Economy of China is the world's fastest-
growing major economy, with growth rates averaging 10% over the past 30 years. China is also the largest exporter 
and second largest importer of goods in the world. China is the largest manufacturing economy in the world, 
outpacing its world rival in this category, the service-driven economy of the United States of America. ASEAN–China 
Free Trade Area came into effect on 1 January 2010. China-Switzerland FTA is China's first FTA with a major 
European economy. The provinces in the coastal regions of China tend to be more industrialized, while regions in the 
hinterland are less developed. As China's economic importance has grown, so has attention to the structure and health 
of the economy. The internationalization of the Chinese economy continues to affect the standardized economic 
forecast officially launched in China by the Purchasing Managers Index in 2005. At the start of 2010s, China remained 
as the sole Asian nation to have an economy above the $10-trillion mark (along with the United States and the 
European Union). Most of China's economic growth is created from Special Economic Zones of the People's Republic 
of China that spread successful economic experiences to other areas. The development progress of China's 
infrastructure is documented in a 2009 report by KPMG. Since the late 1970s China has moved from a closed, 
centrally planned system to a more market-oriented one that plays a major global role - in 2010 China became the 
world's largest exporter.  
 

      Economic development has progressed further in coastal provinces than in the interior, and by 2011 more than 250 
million migrant workers and their dependents had relocated to urban areas to find work. In 2010-11, China faced high 
inflation resulting largely from its credit-fueled stimulus program. Some tightening measures appear to have 
controlled inflation, but GDP growth consequently slowed to under 8% for 2012. An economic slowdown in Europe 
contributed to China's, and is expected to further drag Chinese growth in 2013.   

The GDP comparison of China and India: CHINA: The gross domestic product in china expanded 2.20% in the third 
quarter of 2013 over the previous quarter. GDP Growth Rate in China is reported by the National Bureau of Statistics 
of China. From 2011 until 2013, China GDP Growth Rate averaged 2.0% reaching an all-time high of 2.5% in June of 
2011 and record low of 1.5% in March of 2012.In China the Growth Rate in GDP measures the change in the 
seasonally adjusted value of the goods and services produced by the Chinese economy during the quarter. China’s 
economy is the 2nd largest in the world after that of United States. INDIA: The Gross Domestic Product in India 
expanded 4.40% in the second quarter of 2013 over the same quarter of the previous year. GDP Annual Growth Rate 
in India is reported by the Ministry of Statistics and Program Implementation. From1951 until 2013, India GDP 
Growth Rate averaged 5.8% reaching an all-time high of 10.2%December of 1988 and a record low of -5.2% in 
December of 1979. In India the Growth Rate in GDP measures the change in the value of goods and services produced 
in India without counting government’s involvement. It excludes the indirect expenses and includes the original value 
of the product.   
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