
PRODUCT NUMBER: CHIRP-35422-CA | VERSION: 2023-DECEMBER-05 

 

This sneak peek document is authorized for free use and download. To order copies of the full case and teaching note, contact Case 

House of IIM Raipur, Indian Institute of Management, Raipur, Chhattisgarh, India - 493661, www.casehouse.iimraipur.edu.in   

  

 

CASE | 33 MINUTES READ | 16 PAGES 

Panasonic’s Product Line Strategy to Capture 

the Indian Smartphone Market  
PRAVESH KUMAR PADAMWAR1 | JAGROOK DAWRA1 
1 Marketing Area, Indian Institute of Management Raipur, India 

This case is solely to provide material for class discussion. The authors do not intend to illustrate either effective or ineffective handling 

of a managerial situation. The authors may have disguised certain names and other identifying information to protect confidentiality. 

This publication may not be transmitted, photocopied, digitized, or otherwise reproduced in any form or by any means without the 

permission of the copyright holder.  

Copyright © 2023, Indian Institute of Management Raipur, Version: 2023-December-05 

Synopsis 

It was April 2016. Pankaj Rana, Business Head, Mobility Division, Panasonic India Pvt. Ltd. (PIPL), had a 

target to capture 6 percent market share of the Indian smartphone industry in the fiscal year 2016 -2017. It 

also meant that PIPL wanted to be among the top 5 players in the Indian smartphone industry (Exhibit 1). 

In the fiscal year 2015-2016, PIPL’s mobility division grew by 100 percent and achieved 1.5 million handsets 

unit sales. In the fiscal year 2016-2017, it wanted to multiply its volume by 5 times. India was the world’s 

second-largest smartphone market by volume, with 220 million active unique smartphone users. Still, only 

30 percent of the Indian population owned a smartphone, and it was among the fastest-growing 

smartphone market in the world. Over a billion smartphones were estimated to be sold in India in the next 

five years.  

The smartphone industry was extremely dynamic, and each month, several products were launched by 

every player. Every player wanted to offer more features at a lower price than what was previously 

available. The industry was in a commodity trap, and the central question in the case is, how can Rana 

manage the momentum of this trap in its favor? Rana faced the dilemma of choosing the right product and 

pricing strategies to multiply PIPL’s mobility division’s sales volume by five times in the fiscal year 2016 -

2017 and capture 6 percent market share. 
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