(, IJARSCT ISSN (Online) 2581-9429

xx International Journal of Advanced Research in Science, Communication and Technology (IJARSCT)
IJ ARSCT International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal
Impact Factor: 7.53 Volume 4, Issue 3, April 2024

A Study on Brand Positioning of TCS

Dr. Kiran Nagare' and Sujal. A. Kale®
Assistant Professor, MAEER’S MIT Arts, Commerce, and Science College, Alandi, Pune, Maharashtra, India'
Student, MAEER’S MIT Arts, Commerce, and Science College, Alandi, Pune, Maharashtra, India’

Abstract: This research paper explores strategies to enhance the brand positioning of Tata Consultancy
Services (TCS), a global leader in the IT services industry. The study delves into factors influencing brand
perception, customer satisfaction, differentiation from competitors, and recommendations for improving
TCS's brand positioning. Utilizing a mixed-method approachwith surveys and data analysis, the research
identifies key findings such as the significant influence of customer service, TCS's strong brand reputation
compared to competitors, appealing aspects of its brand positioning, and effective marketing channels. The
paper concludes with actionable suggestions for TCS to refine its product offerings, communication
strategies, market targeting, and corporate social responsibility initiatives to further strengthenits brand
positioning and market leadership
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L. INTRODUCTION
In the dynamic landscape of the information technology (IT) services industry, brand positioning plays a pivotal role in
shaping the success and market standing of companies. Tata Consultancy Services (TCS), as a global leader in IT
services and consulting, has established a strong brand presence over the years. However, in an increasingly
competitive market, continuous refinement and enhancement of brand positioning strategies are imperative to maintain
and strengthen market leadership.
This research paper delves into the realm of brand positioning strategies for TCS, focusing on factors influencing brand
perception, customer satisfaction, differentiation from competitors, and avenues for improvement. The IT services
sector is characterized by rapid technological advancements, evolving customer expectations, and intense competition,
making it essential for companies like TCS to adapt and innovate in their brand positioning approaches.
By leveraging a mixed-method research approach incorporating surveys, data analysis, and industry insights, this study
aims to provide a comprehensive understanding of TCS's current brand positioning landscape. The research seeks to
uncover key insights into what drives customer perception of the TCS brand, how TCS compares to its competitors,
which aspects of its brand positioning are most appealing, and where opportunities for improvement lie.
The significance of this research lies in its potential to offer actionable recommendations to TCS and other players in
the IT services industry. By identifying areas of strength, weaknesses, and opportunities in brand positioning,
organizations can refine their strategies to resonate more effectively with target audiences, enhance customer
satisfaction, drive competitive advantage, and sustain long-term growth.

Objectives:

e To analyse the core values of TCS and their impact on the company's brand positioning.

e To Conduct a comparative analysis of TCS's brand positioning against key competitors in the IT services
industry.

e To Evaluate the impact of TCS's brand positioning on various stakeholders, including clients, employees,
investors, and the broader community

e To investigate the brand perception of TCS and explore how their brand positioning has shaped their
reputation within the IT services industry.

e To identify potential future directions for TCS's brand positioning in light of the evolving IT services
landscape.
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Scope:

The scope of this research encompasses a comprehensive examination of brand equity within the Indian market context.
The study focuses on the dimensions of brand equity, including brand awareness, brand associations, perceived quality,
and brand loyalty. By targeting major cities in India, we aim to capture diverse consumer perspectives across various
demographic segments, providing a nuanced understanding of brand equity dynamics in this vibrant market landscape.

II. REVIEW OF LITERATURE

Title: Unraveling Brand Positioning Strategies of Tata Consultancy Services (TCS) in the IT Services Industry: A
Comprehensive Analysis

This study delves into the brand positioning strategies employed by Tata Consultancy Services (TCS) within the
dynamic landscape of the IT services industry. It examines the intricate interplay of factors influencing TCS's brand
positioning, including innovation, customer service, global presence, and price competitiveness. The research aims to
provide a deep understanding of how TCS has established itself as a trusted leader in digital transformation and
business innovation, resonating with diverse stakeholders across global markets.

Title: Navigating Brand Equity Challenges in the Indian Technology Sector: A Case Study of Tata Consultancy
Services (TCS)

Through a case study approach, this research analyzes the brand equity challenges faced by Tata Consultancy Services
(TCS) in the Indian technology sector. It explores dimensions such as brand awareness, brand associations, perceived
quality, and brand loyalty to uncover TCS's strengths and areas for improvement. The study aims to offer strategic
recommendations for enhancing TCS's brand equity and maintaining its competitive edge in the fast-evolving Indian
market.

Title: Harnessing Digital Marketing Channels for Brand Visibility: Insights from Tata Consultancy Services (TCS)

This study focuses on Tata Consultancy Services' (TCS) utilization of digital marketing channels to enhance brand
visibility and engagement. It investigates the effectiveness of social media platforms, content marketing strategies, and
influencer partnerships in amplifying TCS's brand message and reaching target audiences. The research aims to provide
actionable insights for leveraging digital channels effectively to strengthen brand positioning and drive business growth
in the competitive IT services landscape.

Title: Building Trust and Reliability in Brand Messaging: Lessons from Tata Consultancy Services (TCS)

By examining Tata Consultancy Services' (TCS) brand messaging strategies, this study explores how the company
communicates its values, expertise, and commitment to clients and stakeholders. It analyzes the clarity, consistency,
and impact of TCS's brand messaging on building trust, reliability, and long-term relationships with customers. The
research aims to uncover best practices in brand communication for enhancing brand perception and loyalty in the IT
services industry.

II1. RESEARCH METHODOLOGY
The research methodology for this study adopts a mixed-methods approach, integrating qualitative and quantitative
techniques. Qualitative data is gathered through semi-structured interviews with diverse stakeholders from Tata
Consultancy Services (TCS) and content analysis of public materials. Quantitative data is collected via online surveys
targeting TCS's audience segments. Sampling methods include purposive sampling for interviews and random sampling
for surveys. Thematic analysis and statistical techniques will be used for data analysis. Ethical considerations include
informed consent, confidentiality, and adherence to data protection regulations. This methodology ensures a
comprehensive understanding of TCS's brand positioning and perception while maintaining research integrity. The
research design emphasizes triangulation to enhance validity and reliability. Thematic analysis of qualitative data will
unveil patterns in TCS's brand messaging and competitive positioning.
Statistical analysis of survey responses will provide quantitative insights into brand percepygmmighical guidelines will
be strictly followed to ensure the integrity and trustworthiness of the research findings. / $
Copyright to IJARSCT DOI: 10.48175/568
www.ijarsct.co.in

257



IJARSCT ISSN (Online) 2581-9429

International Journal of Advanced Research in Science, Communication and Technology (IJARSCT)

I J ARSCT International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal

Impact Factor: 7.53 Volume 4, Issue 3, April 2024

IV. SURVEY RESULTS AND ITS ANALYSIS
What factors influence your perception of TCS’s brand posting

Data

6.70%

M a)Innovation and technology
prowess

B b) Customer service and
satisfaction

B ) Global presence and
market

leadership

Customer service and satisfaction (40.0%) are paramount for TCS's brand positioning. Innovation and technology
prowess (26.7%) alongside price competitiveness (26.7%) are also crucial. However, global presence and market
leadership (6.7%) have comparatively less impact on TCS's brand perception.

How do you perceive TCS compared to its competitors

Data

13.30%

B 3) TCS is significantly ahead of its M b) TCS is slightly ahead of its
competitors competitors

B ¢) TCS is on par with its competitors & d) TCS lags behind its competitors

B no response

The majority view TCS as a market leader (36.7%) or slightly ahead (46.7%) of competitors, reflecting its strong
brand advantage. A small fraction (13.3%) sees TCS as on par with competitors, highlighting varied perceptions.
Notably, 3.3% provided no response, indicatinga diverse range of perspectives on TCS's brand reputation.
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Which aspect of TCS’s brand positing do you find most appealing

Data

3.30%
20%

33.30%

10%

33.30%

H 3) Commitment to quality andexcellence ® b) Corporate social responsibilityinitiatives

m c) Diversity and inclusivity efforts d) Strategic partnerships and alliances

H no response

Significantly ahead of competitors (36.7%): Over a third of respondents perceive TCS as significantly ahead of
competitors in brand strength. Commitment to quality (33.3%) and corporate social responsibility (33.3%): Equal
portions find these aspects most appealing, highlighting TCS's values-driven approach. Diversity and inclusivity (20%):
One-fifth appreciate TCS's focus on diversity. Partnerships and alliances (10%): Some value TCS's collaborations. No
response (3.3%): A small percentage didn't express a preference, indicatingdiverse perceptions.

How would you rate TCS's brand messaging in terms of clarity and consistency

Data

3.30%

13.30%

4

M a) Very clear and consistent B b) Somewhat clear and consistent

M ¢) Inconsistent but clear d) Unclear and inconsistent

Most find TCS's brand messaging very clear and consistent (53.3%), reflecting effective communication of brand
identity. A significant portion views it somewhat clear and consistent(30%), though not universally perfect. A small
fraction perceives it as unclear and inconsistent(3.3%), contrasting with the majority's positive perception.
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Which demographic segment do you believe TCS’s brand resonates with the most

Data

3.30%

6.70%

M 3) Young professionals B b) Established businesses
W c) Startups and entrepreneurs d) Academic institutions andresearchers

H no response

Young professionals (43.3%) resonate strongly with TCS's brand, followed by established businesses (26.7%). Startups
and entrepreneurs (20%) also find relevance, albeit to a lesser extent. Academic institutions and researchers (6.7%)
show lower brand resonance, with 3.3%offering no response.

Brand How do you perceive TCS’s in terms of reliability and trustworthiness

Data

3.30%

[ [ |
a) Extremely reliable and trustworthy  b) Mostly reliable and trustworthy

The majority (86.7%) see TCS as highly reliable and trustworthy, reflecting a strong reputation. A smaller group (10%)
views it as somewhat reliable, suggesting a neutral stance. Only 3.3% find TCS not reliable, indicating a generally
positive perception of its reliability and trustworthiness.
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Which marketing channels does TCS effectively utilize for brand promotion

330%_ Data

6.90% ‘ 20.70%
20.70%

M 3) Social media platforms B b) Traditional advertising (TV, print,radio)
M c) Industry events and conferences d) Influencer partnerships andendorsements

M no response

Social media platforms dominate TCS brand promotion (48.3%), with traditional advertising following (20.7%).
Influencer partnerships (13.8%) reflect modern marketing trends, while industry events (6.9%) play a smaller role in
brand outreach efforts.

How well does TCS differentiate itself from its competitors.

Data

6.90%

H 3) Highly differentiated B b) Moderately differentiated
m ¢) Slightly differentiated d) Not differentiated at all

Most respondents (37.9%) view TCS as "Moderately differentiated." A significant portion (31%) see TCS as "Highly
differentiated." However, 6.9% believe TCS is "Not differentiated,"signaling a need for stronger distinctiveness.
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How likely are you to recommend TCS to a friend or colleague based on its brandpositioning

Data

6.70%

M 3) Extremely likely ®a) Extremely likely ® c¢) Neutral & d) Unlikely ® no response 3.3%

The majority (43.3%) are "Extremely likely" to recommend TCS, reflecting strong brand advocacy. An additional
33.3% are "Somewhat likely," showing overall positive sentiment. However, 13.3% are "Neutral," suggesting room for
enhancing brand appeal.

What aspect of TCS’s brand positing requires the most improvement

Data

10%

13.30% 4

a) Communication and messaging
b) Product and service offerings

c) Market positioning and targeting

50% of respondents prioritize improving TCS's "Product and service offerings," signaling customer-centric
opportunities. "Communication and messaging" follow at 26.7%, suggestinga need for clearer brand communication
strategies. "Market positioning and targeting" at 13.3%indicates a revisit to targeting strategies for better resonance.

V. FINDINGS

e Customer service (40%) and innovation (26.7%) are key influencers of TCS's brandpositioning, followed by
global presence (26.7%).

e Respondents overwhelmingly see TCS as ahead of competitors (36.7% significantly, 64.7%slightly), with no
perception of lagging.

e Quality commitment and social responsibility (33.33% each) lead TCS's appealing brand aspects, along
with diversity efforts (20%).

e TCS's brand messaging is clear for 83.3% of respondents, with 53.3% finding it ¥

¢ Young professionals (43.3%) and established businesses (26.7%) resonate most/ss izt%fﬁgg;‘g»
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e TCS's brand is highly trusted, with 86.7% perceiving it as extremely or mostly reliable andtrustworthy.
e Social media (48.3%) tops as the most effective marketing channel for TCS, followed bytraditional ads
(20.7%) and influencer partnerships (13.8%).

VI. CONCLUSION

The research on Tata Consultancy Services (TCS) reveals key insights into its brand positioning, customer perception,
appealing aspects, messaging clarity, demographic resonance, reliability, and effective marketing channels. It highlights
the crucial role of customer service, innovation, and technology, reaffirms TCS's market leadership, and emphasizes its
commitment to quality, CSR, and inclusivity. Overall, the findings guide strategic initiatives for TCS's sustained
success in the IT services industry. The research also underscores the importance of TCS's reliability and
trustworthiness, as perceived by the majority of respondents. It acknowledges the effectiveness of TCS's marketing
channels, particularly social media platforms, in reaching and engaging its target audience. These insights provide a
roadmap for TCS to further enhance its brand positioning, address areas of improvement, and maintain its competitive
edge in the dynamic IT services landscape.

Suggestion

e Enhance Customer Service: Given its significant influence on brand positioning, TCS should continue to
prioritize and enhance its customer service and satisfaction efforts.

e Strengthen Innovation and Technology: Capitalize on TCS's strengths in innovation and technology by
showcasing cutting-edge solutions and staying ahead of industry trends.

e Emphasize Corporate Social Responsibility: Leverage TCS's strong commitment to corporate social
responsibility as a key differentiator and appealing aspect of its brand positioning.

e Improve Communication: Enhance communication and messaging strategies to ensure clarity, consistency,
and alignment with brand values across all channels.

e Focus on Product and Service Offerings: Address areas of improvement in product and service offerings to
better meet customer needs and expectations.

e Targeted Marketing: Tailor marketing efforts to resonate with specific demographic segments, particularly
young professionals and established businesses.

e Leverage Effective Marketing Channels: Continue leveraging social media platforms and explore
opportunities for strategic partnerships and endorsements to enhance brand visibility.
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