
order to support ever-increasing indoor and outdoor 
capacity needs, testing must take into consideration 
operators’ infrastructure choices. Advanced wireless 
networks include LTE macro sites, indoor or outdoor 
small cells, and distributed antenna systems (iDAS or 
oDAS) to suit the capacity and cost needs of the net-
work at a particular site.

Also, as the trend towards connected living and the 
Internet of Things (IoT) continues to permeate home, 
work, and city solutions, the need to keep tabs on a 
myriad of connected devices is expected to thrust the 
global IoT testing and monitoring equipment market 
into the spotlight. The incorporation of M2M com-
munication – central to IoT deployment – as well as 
modules that require less power and bandwidth will 
bring with it several challenges that turn into a boon 
for testing and monitoring vendors. 

As the escalating number of connected devices adds 
breadth to the IoT concept, solutions that can proac-
tively monitor, test, and zero in on anomalies in the 
infrastructure are likely to garner a sustained cus-
tomer base. The incorporation of new testing and wire-
less standards will broaden testing requirements and 
further aid development in IoT testing and monitor-
ing equipment. Industry vendors must fill the gaps in 
their product portfolio in order to facilitate an open 
testing environment and lay the foundation for long-
term growth. 
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The current scenario of the market looks bright 
mainly with the expansion of telecom network in a 
big way both in the government and private sector. 
Even in this backdrop it is no longer a seller’s market. 
Today the market is based on perfect competition 
principle with presence of both buyers and sellers. 
Hence it is important to deliver best products and 
services to the buyers and understand their indi-
vidual requirements and demands. 

B2B or industrial marketing techniques rely on the 
same principles as consumer marketing.  However, 
industrial buyer decision is mostly influenced by 
price and profit potential. The major difference is 
that while consumer marketing can advertise very 
specifically to a wide audience, B2B marketing can-
not. Instead, it needs to brand itself very broadly 
(through emails, corporate image, and technical 
specification) to a very specific customer. 

Business marketers can develop and decide how to 
employ their B2B plans by identifying and under-
standing the importance of factors such as the prod-
uct or service requirement, target market, pricing, 
and promotion. 

The telecom market in past few years has grown 
phenomenally. Technological upgradation and in-
novation in the telecom & IT market has accelerated 
dramatically and it now encompasses a more diverse 
universe of players than ever before. Telecos are 
undergoing a sea change externally and internally 
by forces such as changing trends in consumer 
demands, newer technology and so on. This has 
increased their requirements of T&M equipment to 
a greater extent. This has created a vast space for 
marketing of such products. 

Therefore, every enterprise and product team has to 
not just analyze market requirements but continu-
ously track competition for better awareness of the 
market to tap the potential available in the market.
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