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Colour  &  tonality 

 Primary: Blue colour’s dominance 
over the overall visibility gives a 
‘service’ and ‘professional’ touch 
 

 Secondary: Grey adds the 
‘Corporate’ and ‘Sincere’ feel 
 

 Tertiary: Colours keep on varying 
from yellow, green, orange, and red 
giving a lively/youth perception 
plus 
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TAGLINE  &  BANNERS 

 Word length: Not really short, crisp 
and precise 
 

 Language: Very simple, flat and 
elaborative. May be an intentional 
attempt to keep it lay-man 
friendly. Not sure if this is a good 
decision from a B2B standpoint 
 

 Content: Feels very raw and half-
heartedly promoted. Possibly 
because “TATA” as a brand 
umbrella is not really one that 
needs any introduction in India 

 
TATA & Reliance are God-Figure companies 
in India. They are everywhere! 
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Psychological  Positioning 

 We are already doing great. It’s not a big deal if you didn’t go for us. 
 

 We serve the biggest of the names out there. 
 

 We can easily handle almost any task under the sun. 
 

 We’ve been there, done that! 
 

 We have dedicated software solutions for custom needs. 
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Website  Detailing 

With a really robust sitemap and 
hefty content, plus a marketing 
video; the overall feel is like: 
 
 We do it all 

 
 We’ve got everything on the 

website. Source your 
relevance at will. 
 

 There’s so much going on 
here.  
• Plus – You can trust us 
• Minus – You are not the 

only one we have 
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Performance  Positioning 

 We are High-Tech 
 

 We Deliver 
 

 We play by the Rules 
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Videos  &  Blogs 

Company experts giving testimonial 
videos on most of the services page 
gives a great leap in trust factor and 
credibility. 
 
With several blogs integrated all over 
the website gives a fact-check feel. 
 
 
 
 
Not sure if this is a vital portion of brand 
existence and positioning or a luxury 
TATA can afford to dive into. 
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Lay-Man’s  Synopsis 

 Wow! TATA shall serve my Brand! That’s cool… 
 

 I get the English on their website but I am really confused as to what exactly are 
they into and how will they help me out. But who cares? 
 

 Ya, there’s too much going on. These guys must really be serious about what they 
do. I think they have the experience. 
 

 I don’t think they’ll be able to personalize my requirements and give me an upper 
hand in getting my expectations customized. 
 

 I think they’ll be too damn costly. Also, if it is TATA; I wonder if going with my 
company’s in-house resources is a better option against hiring these guys. 
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  business  scope 

Despite of TCS being around for quite a while; the BPO segment in Vadodara is 
flourishing at storming speed.  
 
This means there’s a huge segment of people out their who either can’t afford them or 
are hell-tired with the not-so-flexible and customization-friendly service frame-work. 
 
However, most of the other players out there are young and not so good grand or 
trusted names. Lots of them have come up in last 2 or 3 years only. 
 
Things to Tap on: 
 
1. AIS Legacy of having handled Top-Banks of America 

 
2. Security Aspects we follow to keep critical data-security protocols intact 

 
3. Our Price-to-Quality ratio 


