Decoding Vivo’'s 2025 Strategy A
A Portfolio Engeered for ‘L

An analysis of Vivo's upcoming smartphone
lineup through the Techarc RaRe Quadrant.
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Vivo's Ambition: To
Create the Extraordinary
with Technology and
Fashion

In the hyper-competitive global smartphone
market, a clear and differentiated product
strategy is paramount.

Vivo's stated brand mission is to ‘Create extraordinary for
consumers with technology and fashion’.

The key question is: How does this ambition

translate into their tangible product portfolio
for 2025, and what does it reveal about their
competitive strategy?
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Our Analytical Lens: The Techarc RaRe Quadrant

To assess Vivo's strategy, we employ the Techarc RaRe (Ratings & Reviews) Quadrant, a proprietary
framework for mapping the holistic user experience of technology products. The quadrant is built on two
fundamental axes:

Discontent

Measures user pain points from ‘Despair’ at
the bottom to ‘Discontent’ at the top.

Discomfort

Delight

Experience Outcome

Measures user sentiment from ‘Discomfort’
on the left to ‘Delight’ on the right.

Experience Friction

Despair @
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Understanding the Four Zones of User Experience

Discontent Delight

A flawed experience. The product has some The target zone. Products deliver an

‘delightful' features but is undermined by exceptional, intuitive experience with

significant usability issues or bugs. minimal friction. Users become brand
advocates.

Despair Discomfort

A market failure. The product is frustrating A functional but uninspiring product. It

to use and fails to meet fundamental user works, but the experience is clunky,

expectations. unintuitive, or lacks polish.
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Vivo's Entire 2025 Smartphone Portfolio is
Positioned in the ‘Delight’ Quadrant

Vivo RaRe Quadrant 2025 Smartphones

Discontent Delight

A striking and deliberate
strategy: 100% of analysed
N o :m Fiva upcoming models—from
g s A e entry-level to flagship—are
engineered to deliver a
superior user experience,
fundamentally avoiding the
pitfalls of ‘Discontent’,

‘Discomfort’, or ‘Despair’.

Despair Discomfort
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Vivo RaRe Quadrant 2025 Smartphones 2 What's MiSSing is
as Important as
What's Present

« The complete absence of any 2025
Vivo device in the 'Discontent’,
Y400 B 65 ‘Discomfort’, or 'Despair' quadrants
T oy A AU is not an oversight; it is a
vebe  Ve0 statement.

Discontent

» This indicates a strategic decision
to enforce a high minimum baseline
of quality and user experience
across its entire price spectrum.

e [t signals a brand that refuses to
compromise on its core user
experience, even for its most
price-sensitive models.

Despair Discomfort
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The Apex Tier: X Series
and T4 Ultra Lead the
Premium Experience

The X200 FE, X Fold 5, and T4
Ultra occupy the pinnacle of the
'Delight’ quadrant. Their position
signifies the highest possible user
satisfaction combined with the
lowest friction, aligning with their
role as flagship, technology-
driving 'halo’' products for 2025.

Vivo RaRe Quadrant 2025 Sma

Discontent

Despair

Discomfort

T4 Ultra
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The Strategic Core:
V Series and T Pro
Dominate the
High-Value Segment

A dense cluster of models, including the
V50, V60, V39 5G, and T4 Pro, forms the
heart of Vivo's 2025 portfolio. Positioned
firmly in the middle of the 'Delight' quadrant,
these devices are engineered to bring a
premium, reliable experience to a wider
audience, making this segment crucial for
sales volume.

Despair

Discontent

Discomfort

1ybiag
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The Accessible
Gateway: Y Series
and V ‘e’ Models

Models like the Y400 5G, Y400
Pro 5G, V50e, and V60e

are positioned as

the entry point into the ‘Delight’
experience. Their placement, while
still positive, indicates a strategic
trade-off—likely on cutting-edge
features for price—to make the
quality Vivo experience
accessible and drive user
acquisition.

Y400 Pro 3G

A

Y400 5G
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Synthesis: A Clearly Segmented Portfolio with a Unified Goal:
Universal “Delight”

Discontent

Vivo RaRe Quadrant 2025 Smartphones
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Vivo's 2025 portfolio is segmented into
three clear strategic tiers, all united by the
common baseline of a “Delightful” user
experience.

o Apex Tier (X Series, T Ultra): Drive
iInnovation and brand perception.

e Core Tier (V Series, T Pro): Drive
market share and sales volume.

» Gateway Tier (Y Series, V ‘e’): Drive
user acquisition and ecosystem
growth.
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Implication 1: A Strategy Built on Brand

Premiumisation and User Trust

A Unified Brand
Promise

By ensuring every product
delivers 'Delight’, Vivo builds a
consistent and trustworthy brand
image. Customers learn to expect
quality at any price point.

Justification for
Premium Pricing

A portfolio focused on a superior,
reliable experience provides a
strong rationale for commanding

a higher average selling price
(ASP).

©

High Customer
Retention

Consistently positive experiences
are a powerful driver of brand

loyalty, creating a strong

ecosystem and encouraging

repeat purchases.
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Implication 2: Navigating the Inherent Challenges
of a Quality-First Approach

.

The Cost of "Delight”

Engineering a high-quality
experience is capital-intensive.
Maintaining profitability,
especially in the "Gateway”

segment, will be a key challenge.

Marketing the Intangible

Effectively communicating the
feeling* of a “Delightful”
experience is more difficult than
marketing megapixel counts or
battery size, and will require
sophisticated marketing.

Cost
Pressure

Vivo's

“Quality-First”
Strategy

Competitor

Specs

Asymmetric Competition

Competitors may compete on
raw specifications or price alone,
offering more features for less
money, even if the user
experience is inferior.
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Vivo's 2025 Playbook: A Confident Bet on the
Primacy of User Experience

Our analysis reveals a highly disciplined and ambitious strategy for Vivo in 2025. By concentrating its
entire portfolio within the ‘Delight’ quadrant, Vivo is signalling a decisive move away from the industry's
specification wars and towards a new compettive battleground: superior and reliable user experience.
This user-centric focus is a powerful differentiator that aligns perfectly with its brand mission to ‘create the
extraordinary,’ positioning Vivo to build significant brand equity in the years to come.
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RaRe
Quadrant
Analysis

Report

The RaRe Quadrant Analysis Report is based on a proprietary
analysis methodology by Techarc using InfiSights, its in-house
platform for insights and analysis using ML and Al.

The analysis and insights are carried out strictly as per the
market research code of ethics guidelines. The statistical
accuracy achieved is with +/-5% margin of error.

To overcome any model limitations and gaps in data trainings,
a manual review was randomised on the data as a quality check
procedure to co-relate the findings and increase the
confidence in findings.

While all the measures and procedures have been followed
during the preparation of this report, Techarc shall not be
responsible for any business implications, direct or indirect as
an outcome of this report. Itis highly recommended to
corroborate the findings with other data sources and reports
for making any conclusions.

For any query on this report or other Techarc research, please write to us at
info@techarc.net.



