
INTERNATIONAL JOURNAL OF ECONOMIC SOCIAL SCIENCE AND MANAGEMENT LAW 
Peer Reviewed, Referred & Indexed Journal 
E-ISSN: 3070-0558 
VOL.6, NO.4 (2025) 

1198 Received: 01-09-2025 | Accepted: 08-10-2025 | Published: 16-10-2025 | www.ijeml.com 

 

 

A Study On Advertising Strategy and Effectiveness of Airtel Company 

1Dr.V.V.Narsi Reddy,2P. Dinesh 

1Department Of MBA, Sri Chaitanya Institute Of Technology & Research Ugc Autonomous 

Institution Khammam 

2Department Of MBA, Sri Chaitanya Institute Of Technology & Research Ugc Autonomous 

Institution Khammam 

Abstract 

This study focuses on the advertising strategy and effectiveness of Bharti Airtel in influencing 

consumer awareness, brand perception, and customer satisfaction. Advertising plays a vital role 

in the telecommunications industry by helping companies create brand identity, attract new 

customers, and maintain competitive advantage. Airtel has adopted various advertising 

strategies through television, digital media, social media platforms, print media, and celebrity 

endorsements to strengthen its market presence and customer engagement. The main objective 

of the study is to analyze the advertising strategies implemented by Airtel and evaluate their 

effectiveness in reaching target audiences and influencing consumer behavior. The research 

also examines customer opinions regarding Airtel advertisements, promotional campaigns, 

brand recall, and service-related communication. Both primary and secondary data sources are 

used for the study. Primary data is collected through questionnaires distributed among 

consumers, while secondary data is gathered from company reports, journals, websites, and 

previous research studies. The findings of the study indicate that Airtel’s advertising strategies 

are highly effective in creating strong brand awareness and customer connectivity. Consumers 

perceive Airtel advertisements as creative, informative, and emotionally appealing. Digital 

marketing and social media campaigns have significantly improved customer interaction and 

brand visibility. The study concludes that effective advertising strategies contribute positively 

to Airtel’s market growth, customer loyalty, and competitive position in the telecom industry. 
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I. INTRODUCTION 

Advertising is one of the most important 

marketing tools used by organizations to 

communicate with customers, promote 

products and services, and build a strong 

brand image in the market. In today’s highly 

competitive business environment, 

companies rely on effective advertising 

strategies to attract customers, increase 

market share, and maintain long-term 

customer relationships. The 

telecommunications industry, in particular, 

depends heavily on advertising because of 

intense competition, rapid technological 

advancements, and changing consumer 

preferences. 

Bharti Airtel is one of the leading 

telecommunications companies in India and 

has established a strong presence through 

innovative services and effective 

promotional strategies. Airtel provides 

mobile network services, broadband, digital 

television, and online payment solutions to 

millions of customers across the country. To 

strengthen its brand image and maintain 

customer loyalty, Airtel adopts various 

advertising strategies through television 

commercials, digital marketing, social media 

campaigns, print advertisements, outdoor 

promotions, and celebrity endorsements. 

Airtel advertisements are widely recognized 

for their emotional appeal, creativity, and 

customer-oriented messages. The company 

focuses on creating advertisements that 

connect with people emotionally while also 

highlighting service quality, network 

coverage, internet speed, affordability, and 

customer satisfaction. Over the years, Airtel 

has successfully used advertising campaigns 

to create strong brand awareness and 

differentiate itself from competitors in the 

telecom market. 



INTERNATIONAL JOURNAL OF ECONOMIC SOCIAL SCIENCE AND MANAGEMENT LAW 
Peer Reviewed, Referred & Indexed Journal 
E-ISSN: 3070-0558 
VOL.6, NO.4 (2025) 

1199 Received: 01-09-2025 | Accepted: 08-10-2025 | Published: 16-10-2025 | www.ijeml.com 

 

 

The effectiveness of advertising plays a 

significant role in influencing customer 

perception, buying behavior, and brand 

preference. Therefore, studying Airtel’s 

advertising strategies helps in understanding 

how promotional activities impact 

consumers and contribute to organizational 

growth. This study aims to analyze the 

advertising strategies adopted by Airtel and 

evaluate their effectiveness in attracting 

customers, enhancing brand value, and 

improving customer engagement. 

The study also examines customer opinions 

regarding Airtel advertisements and 

identifies the factors that make advertising 

campaigns successful. The findings of the 

study may help in understanding the 

importance of advertising strategies in the 

telecom sector and provide suggestions for 

improving promotional effectiveness in the 

future. 

Research Objective: 

➢ To study the advertising strategies 

adopted by Bharti Airtel.  

➢ To analyze the effectiveness of Airtel 

advertisements in creating brand 

awareness among customers.  

➢ To examine customer perception 

towards Airtel’s advertising campaigns.  

➢ To identify the impact of advertising on 

consumer buying behavior and brand 

preference.  

➢ To evaluate the role of digital media and 

social media in Airtel’s advertising 

strategy.  

➢ To measure customer satisfaction 

regarding Airtel’s promotional activities 

and advertisements.  

➢ To study the influence of Airtel 

advertisements on customer loyalty and 

retention.  

➢ To provide suggestions for improving 

the effectiveness of Airtel’s advertising 

strategies. 

Research Methodology:      

➢ Descriptive research design  

➢ Collection of both primary and 

secondary data  

➢ Primary data collected through 

questionnaires and surveys  

➢ Secondary data collected from journals, 

books, websites, annual reports, and 

research articles  

➢ Convenience sampling method adopted  

➢ Study conducted among Airtel 

customers  

➢ Structured questionnaire used as data 

collection tool  

➢ Data analyzed using percentages, tables, 

charts, and graphs  

➢ Focus on advertising strategy and 

customer perception  

➢ Evaluation of advertising effectiveness 

and brand awareness  

➢ Study conducted within a specific 

research period 

II. Review Of Literature 

Advertising strategy plays a significant role 

in influencing consumer behavior, creating 

brand awareness, and improving customer 

loyalty in competitive industries. Several 

researchers have highlighted that effective 

advertising helps organizations communicate 

their value, attract potential customers, and 

strengthen their market position. In the 

telecommunications sector, advertising is 

considered an essential tool because 

companies continuously compete to gain 

customer attention through innovative 

promotional activities and digital marketing 

campaigns. 

Previous studies on telecom advertising 

reveal that emotional appeal, creativity, and 

customer-oriented messages greatly 

influence customer perception and brand 

recall. Researchers have observed that 

advertisements with strong emotional 

content and relatable themes create better 

engagement among consumers. Telecom 

companies use television advertisements, 

social media campaigns, celebrity 

endorsements, and digital platforms to 

increase customer interaction and maintain 

brand visibility in the market. 
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Studies related to consumer behavior 

indicate that advertisements affect 

purchasing decisions and service preferences. 

Customers are more likely to choose a 

telecom service provider when 

advertisements effectively communicate 

network quality, affordable pricing, internet 

speed, customer service, and reliability. 

Researchers also found that repetitive and 

attractive advertisements improve brand 

recognition and positively influence 

customer trust and satisfaction. 

Several research works on digital marketing 

emphasize the growing importance of social 

media and online advertising in the telecom 

industry. Digital platforms provide 

companies with opportunities to directly 

interact with customers, promote offers 

instantly, and receive feedback quickly. 

Social media advertising has become more 

effective because of its wider reach, 

personalized communication, and cost 

efficiency compared to traditional 

advertising methods. 

Research studies conducted on Bharti Airtel 

show that the company has successfully 

created a strong brand image through 

innovative advertising campaigns and 

customer-focused promotional strategies. 

Airtel advertisements are widely appreciated 

for their emotional storytelling, catchy 

slogans, music, and creative presentation. 

The company has consistently used 

advertising to position itself as a reliable and 

customer-friendly telecom brand. 

The review of literature indicates that 

advertising effectiveness depends on factors 

such as message clarity, creativity, media 

selection, frequency of advertisements, and 

customer engagement. Previous studies 

conclude that a well-planned advertising 

strategy not only improves sales and 

customer acquisition but also enhances long-

term brand loyalty and organizational growth. 

Therefore, studying Airtel’s advertising 

strategy and effectiveness provides valuable 

insights into the role of advertising in the 

telecom sector. 

III. Data Analysis & Interpretation 

1. Awareness of Advertising Strategies 

 

Interpretation 

Most consumers are aware of the advertising 

strategies adopted by Airtel, indicating 

strong brand visibility and effective 

marketing communication. 

2. Satisfaction with Airtel Services 

 

Interpretation 

Most consumers expressed satisfaction with 

Airtel services, reflecting a positive 

perception toward service quality and 

customer support. 

3. Effectiveness of Advertising & 

Promotions 
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Interpretation 

Consumers believe that Airtel’s advertising 

and promotional campaigns are effective in 

influencing buying behavior and 

strengthening brand image. 

4. Customer Loyalty toward Airtel 

 

Interpretation 

Most respondents showed loyalty toward 

Airtel services, indicating strong customer 

preference and trust in the brand. 

5. Brand Image & Market Presence 

 

Interpretation 

Consumers expressed positive opinions 

regarding Airtel’s brand image and strong 

market presence in the telecom industry. 

6. Overall Satisfaction with Advertising 

Strategy 

 

Interpretation 

Most respondents expressed overall 

satisfaction with Airtel’s advertising 

strategies, showing positive consumer 

perception toward the company. 

IV. Findings 

➢ Most consumers are aware of Airtel’s 

advertising strategies and promotional 

activities.  

➢ Airtel advertisements create strong 

brand awareness among customers.  

➢ Consumers are satisfied with Airtel 

services and overall brand performance.  

➢ Airtel’s advertising campaigns 

effectively influence customer buying 

behavior.  

➢ Digital marketing and social media 

promotions play a major role in 

customer engagement.  

➢ Customers perceive Airtel 

advertisements as creative, informative, 

and attractive.  

➢ Airtel has successfully maintained a 

strong brand image in the telecom 

industry.  

➢ Promotional campaigns and offers help 

in attracting new customers and 

retaining existing users.  

➢ Most respondents show loyalty and 

preference toward Airtel services.  

➢ Effective advertising strategies 

contribute positively to Airtel’s market 

presence and competitive advantage. 
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V. Conclusion 

The study on the advertising strategy and 

effectiveness of Bharti Airtel concludes that 

advertising plays a significant role in 

strengthening brand image, increasing 

customer awareness, and influencing 

consumer behavior in the 

telecommunications industry. Airtel has 

successfully adopted effective advertising 

strategies through television, digital 

platforms, social media, and promotional 

campaigns to attract and retain customers. 

The company’s advertisements are widely 

recognized for their creativity, emotional 

appeal, and customer-focused 

communication. 

The findings of the study reveal that most 

consumers are aware of Airtel’s advertising 

campaigns and have a positive perception 

toward the brand. Customers believe that 

Airtel advertisements effectively 

communicate service quality, network 

reliability, and customer benefits. The study 

also shows that digital marketing and social 

media promotions have significantly 

contributed to improving customer 

engagement and brand visibility. 

The research further indicates that Airtel has 

developed strong customer loyalty through 

consistent promotional activities and 

effective brand positioning strategies. 

Consumers are satisfied with the company’s 

services and overall advertising approach, 

which has helped Airtel maintain a strong 

competitive position in the telecom market. 

Effective advertising strategies not only 

influence customer purchasing decisions but 

also contribute to long-term customer 

relationships and market growth. 

Overall, the study concludes that Airtel’s 

advertising strategies are highly effective in 

enhancing brand awareness, customer 

satisfaction, and organizational success. 

Continuous innovation in advertising and 

customer-oriented promotional activities can 

further help Airtel strengthen its market 

leadership and sustain growth in the 

competitive telecommunications sector. 

 

VI. Future Scope 
 

The future scope of studying the buying 

behaviour of customers towards Big Bazaar 

is considerable due to the continuous 

transformation of the retail industry. Future 

studies can examine how changing customer 

preferences, income levels, lifestyle patterns, 

product quality, pricing, discounts, store 

location, product variety, and shopping 

convenience influence purchasing decisions. 

Understanding these factors can help retail 

organizations develop customer-oriented 

strategies and improve their overall shopping 

experience. 

The growing influence of digital and online 

shopping provides another important area for 

future research. Customers increasingly 

compare prices, read online reviews, search 

for product information, and use digital 

payment methods before making purchases. 

Future studies can investigate how online 

promotions, mobile applications, social 

media marketing, loyalty programs, and 

omnichannel retailing influence customer 

buying behaviour. Integrating physical stores 

with digital shopping channels can provide 

customers with greater convenience and 

flexibility. 

Another significant area of future 

development is the use of Artificial 

Intelligence (AI), customer analytics, and 

personalized marketing. Retailers can 

analyze customers' purchase history, 

preferences, and shopping patterns to provide 

personalized product recommendations and 

promotional offers. Predictive analytics can 

also help identify emerging customer trends 

and improve inventory management. Future 

research can examine whether technology-

enabled personalization increases customer 

satisfaction, purchase frequency, and loyalty. 

Future studies can also focus on store 

experience and customer satisfaction. 

Factors such as store ambience, cleanliness, 

product arrangement, staff behaviour, billing 

facilities, product availability, return 

policies, and customer service can 

significantly affect buying behaviour. The 

introduction of self-checkout systems, digital 

payment facilities, smart shopping carts, and 

interactive product displays can further 

improve the retail experience. Research can 

evaluate the effectiveness of these 

technologies in influencing customer 

satisfaction and repeat purchases. 

Finally, future research can conduct a 

comparative analysis of Big Bazaar with 

other organized retail stores, supermarkets, 
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and e-commerce platforms. Such studies can 

compare pricing strategies, promotional 

activities, product assortment, service 

quality, customer experience, and loyalty 

programs. Emerging trends such as quick 

commerce, sustainable products, experiential 

retail, contactless shopping, and personalized 

offers can also be explored. These 

developments can help retailers understand 

changing consumer expectations, strengthen 

customer relationships, improve buying 

experiences, and remain competitive in the 

rapidly evolving retail sector. 
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