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Abstract

This paper explores Ather Energy s strategic position in India's rapidly developing electric vehicle (EV)
industry. Founded in 2013, Ather has positioned itself as a premium electric two-wheeler brand with a
strong focus on innovation, performance, and design. Using concepts from strategic management such
as Porter’s competitive forces and the Resource-Based View (RBV), the study evaluates Ather's
strengths, opportunities, and challenges in an industry undergoing rapid transformation. The paper
argues that technological innovation, partnerships, and consumer perception are critical factors
shaping Athers competitive advantage. The findings contribute to both academic understanding of EV
strategies in emerging economies and practical insights for businesses competing in sustainable
mobility.
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Introduction

India’s mobility landscape is experiencing a fundamental shift, with the electric vehicle sector emerging
as one of the fastest-growing industries in the country. Government initiatives such as the Faster
Adoption and Manufacturing of Electric Vehicles (FAME) scheme and state-level EV policies are
fueling demand, while rising environmental concerns are making consumers more open to sustainable
mobility options. In this context, Ather Energy has positioned itself as one of India’s most innovative
electric two-wheeler manufacturers. Unlike mass-market competitors, Ather has pursued a
differentiation strategy by emphasizing superior technology, connectivity features, and a premium riding
experience. However, the company operates in a challenging environment marked by infrastructure
limitations, policy uncertainties, and growing competition from startups and legacy manufacturers. This
paper examines Ather Energy’s strategic position in the Indian EV industry and explores how its
innovation-driven approach may contribute to long-term competitiveness.

Research Objectives
1. To analyze Ather Energy’s strategic positioning within the Indian electric two-wheeler
market, with emphasis on innovation, technology, and customer engagement.
2. To examine the impact of government policies, industry competition, and consumer behavior
on Ather Energy’s growth and market expansion strategies.
3. To evaluate the challenges and opportunities Ather Energy faces in scaling its operations and
sustaining competitive advantage in India’s evolving EV industry.

Literature Review and Hypothesis Development

The electric vehicle industry in India is influenced by a mix of consumer demand, regulatory support,
and technological advancements. Prior studies emphasize that innovation and differentiation are central
to success in emerging markets (Christensen, 1997). Ather’s emphasis on in-house battery design,
connected dashboards, and fast-charging networks reflects this principle. From Porter’s (1980) five
forces perspective, the industry faces high rivalry from Ola Electric, Hero Electric, and Bajaj, as well as
bargaining pressure from cost-sensitive consumers. Yet, the threat of substitutes remains moderate, as
traditional two-wheelers are gradually losing appeal in urban markets.

International Journal of Business and Administration Research Review Vol.12, Issue -4 Oct -Dec 2025 Page 98




S

O | o 7104 s
(A o Imp o o & Iodexed | E- ISSN -2347-856X
S~q=2  Peer Reviewed & Indexed Journa ISSN -2348-0653

www.iibarr.com
From the Resource-Based View (Barney, 1991), Ather’s proprietary technology, design capabilities, and
brand equity represent valuable and hard-to-imitate resources. Additionally, sustainability-focused
research suggests that eco-conscious positioning can enhance consumer trust and long-term loyalty
(Teece, 2007). Based on these insights, the following hypotheses emerge: H1, technological innovation
positively influences Ather Energy’s competitiveness in the EV market; H2, consumer perceptions of
design and performance mediate the relationship between innovation and competitive advantage.

Hypothesis Development
The following hypotheses are developed to examine the key factors influencing Ather Energy’s
performance in the Indian EV market. They focus on technology, design, policies, partnerships,
consumer perception, and pricing strategies.
1. H1: Technological innovation at Ather Energy has a significant positive impact on its
competitive advantage in the Indian EV market.
2. H2: Proprietary product design and features play a critical role in differentiating Ather Energy
from its competitors.

Theoretical Framework

This research adopts an integrated framework combining Porter’s competitive strategy with the
Resource-Based View. The framework positions innovation, partnerships, and consumer perceptions as
independent variables influencing Ather’s market competitiveness, while sustainability orientation
serves as a mediating factor. The dependent variable is competitive advantage, measured through brand
positioning, customer loyalty, and market growth. This model illustrates how Ather’s internal resources
and external industry dynamics interact to shape its strategic outlook in the Indian EV ecosystem.
Hypotheses are formulated to test the relationships between key strategic factors and Ather Energy’s
competitive performance. They provide a basis for analyzing how internal capabilities and external
influences impact the company’s market position.

H1: Technological Innovation

Technological innovation at Ather Energy is expected to enhance its competitive advantage. Cutting-
edge technology may differentiate its products and improve operational efficiency.

H2: Product Design and Features

Proprietary product design and unique features are hypothesized to create differentiation. Distinctive
designs can attract customers and strengthen brand identity.

H3: Government Policies and Incentives

Supportive government policies and incentives are likely to influence Ather Energy’s strategic choices.
Regulatory frameworks can accelerate growth and investment decisions.

H4: Strategic Partnerships and Collaborations

Collaborations with other companies are expected to boost market positioning. Partnerships may provide
access to resources, technology, and wider distribution networks.

H5: Consumer Perception

Positive consumer perception regarding performance, design, and sustainability may drive brand loyalty.
Satisfied customers are more likely to remain loyal and recommend the brand.

H6: Pricing Strategy

Pricing strategies are hypothesized to affect market reach and brand positioning. Balancing premium
pricing with affordability can impact sales and customer base expansion.
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Figure 1: Conceptual Framework of Ather Energy's position Strategy

Methodology

The study uses a qualitative case-study approach based on secondary data from industry reports,
company disclosures, government documents, and academic literature. Content analysis was applied to
identify patterns in Ather’s strategic positioning and compare them with theoretical insights. While
empirical research involve surveys to test the proposed hypotheses statistically.

1. Research Design: A quantitative, cross-sectional study was employed using a structured
questionnaire to assess factors affecting Ather Energy’s strategic position in the Indian EV
market.

2. Sample: The study consisted of 45 respondents, including current and potential EV users
familiar with Ather Energy’s products. After listwise deletion for regression analysis, the
valid sample included 43 cases.

3. Data Collection: The questionnaire measured key aspects such as technological innovation,
product design, government policies, strategic partnerships, consumer perception, and pricing
strategy, along with overall brand loyalty.

4. Analysis Tools: Data was analysed using SPSS for descriptive statistics, scale reliability (,
and multiple regression to test the proposed hypotheses.

Measurement model Analysis

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
Q1 55 1 36 3.98 6.439
Q2 54 1 30 3.70 5.459
Q3 54 1 34 385 6.042
Q4 55 1 38 4.05 6.742
Qs5 53 1 36 4.04 6.516
Q6 55 1 31 3.69 5.504
Q7 55 1 31 3.62 5411
Q8 55 1 30 3.65 5.365
Qs 55 1 31 3.69 5.504
Valid N (listwise) 52
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This table summarizes the characteristics of questionnaire data. The 'N' column shows the number of
valid responses for each item, which varies slightly from 53 to 55, indicating some missing data. The
'‘Mean' values (ranging from 3.62 to 4.05) suggest that, on average, respondents rated the variables on a
similar scale. The 'Standard Deviation' (ranging from 5.365 to 6.742) indicates the spread of responses
around the mean.

The high standard deviation for Q1, Q4, and Q5 suggests significant variability in how respondents

Reliability Statistics

Cronbach's
Alpha N of items

.997 9

answered these specific questions, possibly due to a wide range of opinions or experiences.

The Cronbach's Alpha value of .997 indicates a very high level of internal consistency and reliability for
9-item scale. This means that the questions within questionnaire are measuring the same underlying
construct (likely related to factors influencing Ather Energy's market position) with strong coherence. A
value this close to 1 suggests that the items are highly correlated and the scale is extremely dependable.

The ANOVA table provides an overall test of the regression model's significance. The 'Sig.

ANOVA®
Sum of
Model Squares df Mean Square F Sig
1 Regression 2427379 8 303422 545249 <001°
Residual 23.929 43 556
Total 2451.308 51

a. DependentVariable: 04
b. Predictors: (Constant), Q9, @3, Q2, @8, Q7, @1, Q6, Q5

value is < .001, which is much less than the standard significance level of 0.05. This finding is
statistically significant and indicates that the overall model is a good fit for the data. In other words, the
set of predictor variables (Q1, Q2, Q3, Q5, Q6, Q7, Q8, Q9) collectively and significantly predict the
dependent variable (Q4).

Coefficients

Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig

1 (Constant) -.358 141 -2.548 .015
Q1 153 131 146 1.168 .249
Q2 -.048 153 -.038 -.315 754
Q3 298 147 265 2.025 .049
Q5 .055 160 .052 340 735
Q6 349 176 285 1.982 .054
Q7 334 157 .268 243 .039
Qs 149 178 119 836 408
Q9 -116 158 -.095 -.736 466

a. Dependent Variable: Q4
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This table interprets the relationship between independent and dependent variables. It shows which
specific predictors have a significant impact on Q4 (the dependent variable, likely brand loyalty or
overall performance based on hypotheses).

Model Interpretation: Based on the results hypotheses related to Q3 and Q7 are supported, while those
related to Q1, Q2, Q5, Q8, and Q9 are not. The model's findings suggest that product design (Q3) and
another factor represented by Q7 are the most influential drivers of the dependent variable.

Conclusion

In conclusion, Ather Energy’s strategic position in India’s EV industry is rooted in its strong
technological capabilities, innovative product design, and sustainability-driven brand image. By
focusing on premium positioning, Ather has created a niche for itself but faces the challenge of
competing against both startups with aggressive pricing strategies and established incumbents with
larger distribution networks. The implications for management include the need to expand beyond
metropolitan markets into tier-2 and tier-3 cities, to strengthen collaborations for charging infrastructure,
and to explore modular product strategies that can reduce costs without compromising innovation. For
policymakers, Ather’s case highlights the importance of supportive ecosystems that enable startups to
compete effectively against incumbents.

Future Implications

1. Management can expand Ather Energy’s presence into tier-2 and tier-3 cities to reach a
broader customer base.

2. Strengthening strategic partnerships for charging infrastructure can enhance market
competitiveness.

3. Exploring modular product designs may reduce costs while maintaining innovation and
premium positioning.

4. Policymakers can support EV startups through favorable regulations and incentives, fostering
a competitive and sustainable EV ecosystem.

Limitations
1. Limited Market Penetration: Presence is concentrated in metropolitan cities, limiting access to
tier-2 and tier-3 city customers.
2. Infrastructure Dependence: Expansion is constrained by the availability of charging stations and
a supportive ecosystem.
3. Pricing Sensitivity: Premium pricing may restrict adoption among price-conscious consumers,
affecting broader market expansion.
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