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A Lenovo-exclusive store in a street in Bangalore. HP’s exclusive store is on the other side of the street. But after customers browsed both stores’ products, the Lenovo exclusive-store owner S. Habeeb said he made more sales.

PC maker given
a boost by sales
at smaller stores
that are exclusive

By TUO YANNAN
in Bangalore, India

Lenovo Group Ltd, the
world’s second largest PC
maker, will continue to expand
in the Indian market by open-
ing more than 300 new shops
next year. It plans to maintain
its leading market position in

China’s biggest neigh-
TECH boring country, which
it earned in the first
quarter of this year, one of
Lenovo's executives told China
Daily.

Amar Babu, managing direc-
tor of Lenovo India, has been
working in India’s IT industry
for more than 23 years.

As a veteran, he worked for
many multinational compa-
nies before he was recruited by
Lenovo.

When Babu first started his
career with Lenovo three years
ago, the Chinese company’s
market share was only about
4.8 percent in the world’s sec-
ond most populous country,
behind other international
brands such as Hewlett-Pack-
ard and Dell.Lenovo is now
the largest PC player in India
with an overall market share of
15.8 percent, according to the
US-based IT research com-
pany IDC.

“The biggest difference in
the sales channel between the
Chinese PC market and the
Indian PC market is retailers.
Unlike the Chinese market,
stores in India are multi-
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Above: Lenovo-exclusive store
owner S. Habeeb (center)
showing his customers

Lenovo laptop products in his
Bangalore store. Two months
ago, Lonovo introduced its
tablet PC to the Indian market.

Left: People heading to New
Delhi, the capital city of

India. The city is about 1,700
kilometers away by airplane
from the country’s IT city
Bangalore. The country’s gross
domestic product reached
$1,843.38 billion last year.

Lenovo plans to build on India top spot

INDIAN WORKFORCE

According to the results of Dell and Intel's Evolving
Workforce Study, India employs a workforce
connected by technology:
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feel that our
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Indian workers

making IT decisions
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The Indian workforce is very clear about the
important role that the Internet and technology
plays in working life:

rrrrr 87% -89%
agree itis say that “the
“creating internet and other

technological
advances allow
them to get things

opportunities for
organizations to
do business in

different ways” done more
productively”
rrrrr 88%
Important Roles of agree that the

Internet and

“Internet and

Technology other technologi-
cal developments
allow them to
reach out to
others much
more easily to
solve a problem”
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adapt Lenovo’s experience in
the Chinese market to build a
sales system in India.

“We made an unusual deci-
sion in the India market,
which was to open exclu-
sive stores instead of selling
our products in multi-brand
stores,” Babu said.

He explained that because
a while ago Lenovo’s brand
and name weren’t familiar
to India consumers, in order
to boost sales, the company
needed to build up its reputa-
tion first.

“We only had about 150
exclusive stores back in 2009
but now we have more than
1,000 stores in the market. All
of them are exclusive stores,”

We only had about 150 exclusive stores
back in 2009 but now we have more
than 1,000 stores in the market. All of
them are exclusive stores.”

AMAR BABU,

MANAGING DIRECTOR, LENOVO INDIA

countries and 87 percent in
mature markets, according to
Milko van Duijl, senior vice-
president of Lenovo Group.
Two months ago, the com-
pany introduced its tablet PC
into the Indian market. Tablet
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model in the Indian market,
although the sales channels
in lower-tier cities are not as
strong as in China,” said Yang
Yuanqjing, president and chief
executive officer of Lenovo.

In addition to Lenovo exclu-
sive stores, Babu and his team
also invented a localized small
format store called “LES Lite”.
Compared with big exclusive
stores, an LES Lite store occu-
pies 300 sqaure feet (91 square
meters).

Now the company has about
1,000 Lenovo exclusive stores
in India, which were the main
boost to its sales last year. The

sevenfold last year compared
with 2010.

S. Habeeb used to have two
multi-brand stores in India’s
technology city Bangalore but
he converted one of them into
a Lenovo-exclusive store last
year.

“HP’s exclusive store is on
the other side of the street but
after customers browsed both
stores’ products, I think I got
more sales,” said Habeeb, the
shop owner.

Even though the company
experienced significant growth
during the last few years, it still
can't rid itself of the image of

was inherited from IBM. Six
years ago, the company took
over IBM’s personal computer
business and also IBM’s manu-
facturing in India.

The company’s next target
is to boost its consumer sec-
tor sales, said Babu. Yang said
the company’s industrial PCs
are produced according to
orders but the number of con-
sumer devices is decided after
research.

The PC market in India is
huge, Babu said. The PC pene-
tration rate in India is still less
than 10 percent. It averages
about 16 percent in emerging

in 2017.

However, Babu also men-
tioned that there are differenc-
es between the Chinese and
Indian IT markets. According
to the US-based IT research
company IDC, China’s IT
spending was about four times
more than India’s in 2011. In
the PC market, the gap was
even wider, at 6.9 times in
2011.

Overall IT spending in India
is roughly about $30.2billion
and is expected to grow at
21.3 percent annually to reach
$65.3 billion by 2015, said the
research company.
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