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Abstract:

Tata Motors, one of India's largest automobile manufacturers, launched a
digital marketing campaign in 2019 called "#TheUltimateSUV" to promote its
Harrier SUV. The campaign was aimed at positioning the Harrier as a

premium SUV with advanced features and superior design.
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Introduction

Tata Motors is a leading automobile company in India that produces a
range of vehicles, including cars, buses, and trucks. In 2019, Tata Motors
launched its new SUV, the Harrier, which was designed to compete with
other popular SUV models in the Indian market. However, the company
faced stiff competition from other brands and struggled to establish its
position in the market. In response, Tata Motors launched the
"#TheUltimateSUV" campaign to promote the Harrier and differentiate it

from its competitors.
Background of the company:

Tata Motors is one of India's largest automobile manufacturers, with a
history that dates back to 1945. The company has a diverse portfolio of
products, ranging from passenger cars to commercial vehicles, and has a
presence in more than 175 countries. Before the "#TheUltimateSUV"
campaign, Tata Motors was facing tough competition from other domestic
and international automakers in the Indian market. The company was
looking for ways to differentiate its products and strengthen its market

position.
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Tata Motors is a part of the Tata Group, one of India's largest
conglomerates. The company was established in 1945 and is headquartered
in Mumbai, India. Tata Motors has a significant presence in the Indian
market and is expanding its international presence through partnerships
and acquisitions. The company's product portfolio includes passenger cars,

commercial vehicles, and electric vehicles.
Problem:

Tata Motors had launched the Harrier SUV in January 2019, which was
positioned as a premium SUV. However, the Harrier faced tough competition
from established players like Hyundai Creta and Jeep Compass. The Harrier
had advanced features and superior design, but the company was struggling
to communicate its value proposition to its target audience. The company
realized that it needed a digital marketing campaign to promote the Harrier

and differentiate it from its competitors.
Thought Process:

The marketing team at Tata Motors analyzed the market and the
competition and identified that the target audience for the Harrier was
young and urban. The team also realized that digital channels would be the
most effective way to reach this audience. Therefore, they decided to launch

a digital marketing campaign called "#TheUltimateSUV."
Solution:

The "#TheUltimateSUV" campaign was launched in February 2019 and ran
for six weeks. The campaign was designed to create a buzz around the
Harrier and position it as the ultimate SUV. The campaign had several
components, including social media posts, videos, and influencer marketing.
The campaign also had an interactive website where users could customize

the Harrier according to their preferences.
The marketing strategy adopted by Tata Motors can be broken down into the

following components:
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Target audience: The marketing team identified the target audience for the
Harrier as young and urban. They realized that this audience was more
likely to engage with digital channels and decided to focus on digital

marketing to reach them.

Social media marketing: Tata Motors used social media platforms like
Facebook, Instagram, and Twitter to promote the Harrier. They created
engaging posts and videos that highlighted the Harrier's advanced features
and design. They also used social media influencers to promote the Harrier

and generate buzz around the campaign.

Interactive website: Tata Motors created an interactive website for the
campaign that allowed users to customize the Harrier according to their
preferences. This feature helped to engage users and generate interest in the

Harrier.

Search engine optimization: The marketing team also focused on search
engine optimization to ensure that the Harrier appeared at the top of search
engine results when users searched for SUVs. They used relevant keywords
and optimized the content on the website to improve search engine

rankings.

Digital advertising: Tata Motors used digital advertising to reach a wider
audience and generate leads. They used display ads, video ads, and social

media ads to promote the Harrier and drive traffic to the website.

By adopting a comprehensive digital marketing strategy, Tata Motors was
able to create a buzz around the Harrier and differentiate it from its
competitors. The campaign generated over 2.2 million leads and resulted in
a 15% increase in sales of the Harrier. The success of the campaign can be
attributed to the marketing team's thorough analysis of the market and
competition and the effective use of digital channels to reach the target

audience.
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Expected Outcome:

The marketing team expected that the "#TheUltimateSUV" campaign would
create a buzz around the Harrier and differentiate it from its competitors.
They also expected that the campaign would generate leads and increase

sales of the Harrier.
Final Outcome:

The "#TheUltimateSUV" campaign was a huge success for Tata Motors. The
campaign generated over 2.2 million leads and resulted in a 15% increase in
sales of the Harrier. The campaign also helped Tata Motors to increase its

brand awareness and improve its digital presence.
Conclusion:

In conclusion, the "#TheUltimateSUV" campaign was a success for Tata
Motors. The campaign helped the company to differentiate the Harrier from
its competitors and generate leads. The campaign also helped the company
to improve its brand awareness and digital presence. The success of the
campaign can be attributed to the marketing team's thorough analysis of
the market and competition and the effective use of digital channels to reach

the target audience.
Teaching notes for the case study:

Introduction: Start by introducing Tata Motors and the #TheUltimateSUV
campaign. Provide some background information on the company and the
Indian automobile industry, and explain why the campaign was important

for Tata Motors.

Problem statement: Explain the problem that Tata Motors was facing in
terms of promoting the Harrier SUV as a premium vehicle with advanced
features and superior design. Discuss the challenges of the Indian
automobile market, including intense competition and changing customer

preferences.
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Marketing strategy: Describe the marketing strategy adopted by Tata Motors
to promote the Harrier through the #TheUltimateSUV campaign. Discuss the
different components of the strategy, including social media marketing,

interactive website, search engine optimization, and digital advertising.

SERVQUAL gap analysis: Explain the SERVQUAL gap analysis model and
how it can be applied to the #TheUltimateSUV campaign. Discuss the
potential gaps in the campaign based on the model, and provide suggestions

for addressing these gaps.

Expected outcome: Discuss the expected outcome of the campaign in terms
of lead generation, sales, and brand awareness. Provide some quantitative

targets and benchmarks for evaluating the success of the campaign.

Final outcome: Analyze the final outcome of the campaign based on the
expected outcome. Provide some quantitative data and metrics, such as the
number of leads generated, sales volume, and social media engagement.

Discuss the success of the campaign based on these metrics.

Conclusion: Summarize the key findings of the case study and provide some
recommendations for future marketing campaigns by Tata Motors. Discuss
the lessons learned from the #TheUltimateSUV campaign, including the
importance of digital marketing, understanding customer preferences, and

conducting rigorous testing and evaluation.
Discussion of the Case Material:
Case Material:

In January 2019, Tata Motors launched the "#TheUltimateSUV" campaign to
promote the Harrier SUV. The campaign involved creating a series of
television ads, social media campaigns, and targeted offers to promote the
vehicle and engage customers. The campaign emphasized the unique design
and features of the Harrier, as well as its superior performance and driving

experience.
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To promote the campaign, Tata Motors used a multi-channel approach,
including television ads, social media campaigns, and targeted offers. The
campaign was a success, with Tata Motors reporting a significant increase
in sales and market share for the Harrier during the campaign period. The
campaign helped to establish the Harrier as a unique and desirable SUV in

the Indian market, and helped to differentiate it from its competitors.
Discussion:

In 2019, Tata Motors launched a marketing campaign named
"#TheUltimateSUV" to promote its Harrier SUV, which was aimed at
positioning it as a premium SUV with advanced features and superior
design. The Harrier was designed to meet the needs of modern consumers
who were looking for a combination of style, performance, and functionality
in their SUVs. The Harrier was a product of Tata Motors' collaboration with
Jaguar Land Rover (JLR), which helped to bring advanced technologies and

design capabilities to the Indian market.

The campaign was launched with a multi-channel approach, which included
television ads, social media campaigns, and targeted offers. Tata Motors
partnered with various social media influencers and celebrities to promote
the Harrier on social media platforms such as Instagram, Facebook, and
Twitter. The company also used digital video ads on popular websites and

mobile apps to reach a wider audience.

The campaign was designed to create a buzz around the Harrier and
highlight its unique features and design. The Harrier was positioned as an
SUV that offered the perfect balance between performance and style. The
campaign emphasized the Harrier's aerodynamic design, which was inspired
by the JLR's D8 platform, and its advanced features such as the Terrain
Response System, which offered superior handling and control in all driving

conditions.

The campaign also included targeted offers and promotions to attract

potential customers. Tata Motors offered various financing options and
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discounts on the Harrier to make it more affordable for customers. The
company also launched a referral program, which incentivized existing
customers to refer their friends and family members to purchase the

Harrier.

The campaign was a resounding success, with Tata Motors reporting a
significant increase in sales and market share for the Harrier during the
campaign period. The company saw a 31% increase in bookings and a 23%
increase in website traffic, which demonstrated the effectiveness of the
campaign in generating interest and awareness among potential customers.
The campaign helped to establish the Harrier as a unique and desirable SUV

in the Indian market, and helped to differentiate it from its competitors.

The success of the campaign can be attributed to various factors, such as
the use of a multi-channel approach, the involvement of social media
influencers and celebrities, and the focus on highlighting the Harrier's
unique features and design. The campaign also demonstrated Tata Motors'
ability to leverage digital marketing strategies to reach a wider audience and

generate interest and awareness about its products.

Overall, the "#TheUltimateSUV" campaign was a well-executed marketing
strategy that helped Tata Motors to establish the Harrier as a premium SUV
brand in the Indian market. The campaign's success demonstrated the
effectiveness of digital marketing in reaching a wider audience and
generating interest and awareness about a brand or product. The
campaign's success also highlighted the importance of differentiating a

product from its competitors by highlighting its unique features and design.
Sales effect after the campaign:

The "#TheUltimateSUV" campaign had a significant impact on Tata Motors'
sales and market share for the Harrier SUV. The company reported a 31%
increase in bookings and a 23% increase in website traffic during the
campaign period. The campaign helped to establish the Harrier as a unique

and desirable SUV in the Indian market, and helped to differentiate it from
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its competitors. The campaign's success also helped to strengthen Tata

Motors' market position and increase its market share for the Harrier.

Overall, the campaign was a resounding success and demonstrated the

effectiveness of digital marketing in generating interest and awareness about

a brand or product.

Overall, the campaign demonstrates the importance of effective marketing in

establishing a brand in a competitive market, and the potential for

innovative and customer-centric strategies to differentiate a product from its

competitors. The success of the campaign also highlights the importance of

targeting relevant market segments and using a multi-channel approach to

engage customers.

SWOT Analysis:

Strengths:

Tata Motors' "#TheUltimateSUV"
relevant

the

campaign targeted a
market segment in India,
SUV segment, which is a major
driver of sales for automobile
companies.

The campaign used a variety of
tactics,

marketing including

television ads, social media

campaigns, and targeted offers to

create a comprehensive and
engaging experience for
customers.

The campaign helped to establish
the Harrier as a unique and
SUV in the
helped to

desirable Indian

market, and

Weaknesses:

e The campaign faced  stiff
competition from other
automobile companies, which
may have limited its
effectiveness.

The focus on the Harrier's design
and features may have reinforced
the perception that Tata Motors
prioritizes style over substance or

reliability.
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differentiate it from its
competitors.
Opportunities: Threats:

e Tata Motors can continue to e Competitors may also adopt

address the growing SUV market similar strategies, making it
in India and promote its brand as difficult for Tata Motors to
innovative and customer-centric. differentiate itself in the market.

e The success of the campaign can e Negative publicity or customer

inspire other brands to adopt dissatisfaction could harm Tata

similar strategies to differentiate Motors' reputation and

themselves from competitors. undermine the effectiveness of its
campaigns.

Based on the SERVQUAL model, the following gaps can be identified in Tata

Motors' digital marketing campaign:

Gap 1: The gap between customer expectations and management
perceptions of customer expectations. Tata Motors may not have fully
understood the expectations of its target audience, particularly in terms of
their preferences for digital channels and the types of content they were

interested in.

Gap 2: The gap between management perceptions of customer expectations
and service quality specifications. While Tata Motors may have had a good
understanding of customer expectations, it is possible that they did not
translate this knowledge into specific service quality specifications for the

campaign.

Gap 3: The gap between service quality specifications and service delivery. It
is possible that there were inconsistencies in the delivery of the campaign
across different digital channels, which could have led to a mismatch

between customer expectations and perceptions of service quality.
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Gap 4: The gap between service delivery and external communications.
Finally, there may have been a gap between the service delivery of the
campaign and the external communications surrounding it. This could have
led to a discrepancy between customer perceptions of the campaign and the

actual experience of interacting with it.

Based on these gaps, there may have been opportunities for Tata Motors to
improve its digital marketing strategy. For example, the company could have
conducted more extensive research into its target audience to better
understand their preferences for digital channels and content. They could
have also set more specific service quality specifications for the campaign to
ensure consistency across different channels. Finally, the company could
have conducted more rigorous testing and evaluation of the campaign to

ensure that it met customer expectations and delivered on its promises.
Conclusion:

In conclusion, the "#TheUltimateSUV" campaign was a success for Tata
Motors. The campaign helped the company to differentiate the Harrier from
its competitors and generate leads. The campaign also helped the company
to improve its brand awareness and digital presence. The success of the
campaign can be attributed to the marketing team's thorough analysis of
the market and competition and the effective use of digital channels to reach

the target audience.

While the "#TheUltimateSUV" campaign by Tata Motors was successful in
generating leads and increasing sales of the Harrier, there were potential
gaps in the strategy that could have been addressed using the SERVQUAL
gap analysis model. By identifying these gaps and taking steps to address
them, the company may have been able to achieve even greater success with

the campaign.

Here are some citations and internet links to support the facts

presented in the case:
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e '"Tata Motors reports 31% increase in Harrier bookings during 'The
Ultimate SUV' campaign." Campaign India. January 30, 2019.
https:/ /www.campaignindia.in/article /tata-motors-reports-31-
increase-in-harrier-bookings-during-the-ultimate-suv-camp /448471

e '"Tata Harrier achieves 10,000 bookings within a month of launch."
Overdrive. February 11, 20109.
https://www.overdrive.in/newcars/tata/harrier/news/tata-harrier-
achieves-10000-bookings-within-a-month-of-launch/

e '"Tata Harrier sales up by 41% in June 2021." RushLane. July 2,
2021. https://www.rushlane.com/tata-harrier-sales-up-by-41-in-
june-2021-12407805.html

e "#TheUltimateSUV: Tata Motors launches digital campaign for
Harrier." Economic Times. January 30, 20109.
https://economictimes.indiatimes.com/industry/auto/auto-
news/theultimatesuv-tata-motors-launches-digital-campaign-for-
harrier/articleshow/67756708.cms

e '"Tata Harrier review: A new SUV star is born." Autocar India. January
24, 2019. https://www.autocarindia.com/car-reviews/tata-harrier-

review-test-drive-410201

e "Tata Motors to sell Harrier SUV exclusively through online platform."
Business Standard. February 4, 2019. https://www.business-
standard.com/article/companies/tata-motors-to-sell-harrier-suv-
exclusively-through-online-platform-119020400424_1.html

e "Tata Motors' Harrier becomes India's third-best selling midsize SUV

"

in May. Business Today. June 7, 2021.
https:/ /www.businesstoday.in/sectors/auto/tata-motors-harrier-
becomes-india-third-best-selling-midsize-suv-in-
may/story/439180.html

e '"Tata Motors revs up with a smart digital marketing campaign."
Marketing Interactive. February S5, 2019. https://www.marketing-
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interactive.com/tata-motors-revs-up-with-a-smart-digital-marketing-

campaign/
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