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ABSTRACT

This project has been conducted to analyze the perception of tire
customers/users in order to obtain insight information regarding 4Ps variables which are
vital tools in gaining competitive edge in an industry. The research focuses mainly on
Bridgestone's customers and also included are the recommended strategies to tackle the
problems founded in primary survey.
The research was conducted through both secondary research of numerous books,
articles, and documents, which were useful in creating a foundation that could be
expanded upon to create this finished work. And primary research by means of
customer survey of tire customers/users in order to accumulate authentic details.
The benefits from this project include the fact that the project resulted in
recommendations that could be implemented to solve problems that obstructed
company's objectives. In addition, being able to learn about the various internal and
external analyses done for the company, the market condition, and the competitors
would help in creating more understanding of the environment that the company works
in. This would help the company have an edge over other competitors and become able
to effectively and efficiently compete in today's tire market place.

ACKNOWLEDGEMENTS

Several people have made contributions to this project. The author would like to
acknowledge their efforts and thank them for their contributions.
The writer would like to thank Dr.Thanatphong Pratheepthaweephon, for his
valuable suggestions and advice given in to the preparation of this project.
Finally, the writer wishes to give her deepest appreciation to her parents for their
love, understanding and encouragement. The writer dedicates this thesis to them with
love and gratitude.

ii

St. Gabtiers Library, Au

TABLE OF CONTENTS

Chapter

Page

ABSTRACT
ACKNOWLEDGEMENTS

ii

TABLE OF CONTENTS

iii

LIST OF FIGURES
LIST OF TABLES

vi

I.

INTRODUCTION

1

1.1

Project Background

1

1.2

Objectives

1

1.3

Scope

1

1.4

Company Background

2

II.

III.

LITERATURE REVIEWS

14

2.1

The Marketing Mix (The 4 P's of Marketing)

16

2.2

The Marketing Process

25

2.3

Segmentation

36

RESEARCH METHODOLOGY

48

3.1

Research Method

48

3.2

Research Instrument

48

3.3

Respondents and Sampling Technique

48

3.4

Sample Size

49

3.5

Pretest

49

3.6

Procedure of Data Collection

50

3.7

Statistical Treatment of Data

51
iii

LIST OF TABLES

Page

Table
2.1

Some Factors that Determine Buyer's Power

38

2.2

Some Factors that Determine Buyer's Weak

39

2.3

Factors that Determine Suppliers are Power

40

2.4

Factors that Determine Suppliers are Weak

40

2.5

Some of an Industry's Entry and Exist Barriers

45

vi

LIST OF FIGURES
Figure

Page

2.1

Stage Model of the Typical Buying Process

11

2.2

Diagram of Potter's 5 Forces

31

4.1

Motorola V600

64

4.2

Motorola E365 — HELLOMOTO

65

4.3

Motorola V70

66

4.4

V300 — HIPHOPMOTO

67

4.5

Motorola E360 — COLOR ME MOTO

67

4.6

Motorola C330 — MOTOMORPH

68

4.7

Motorola T720 - XLMOTO

69

4.8

Motorola V66 — CANDYMOTO

70

4.5

Motorola T190 — BANGIMOTO

70

4.6

Motorola T191

71

4.7

Household income (per month)

58

4.8

Brand of tire customer used

59

Chapter
IV.

V.

Page

DATA ANALYSIS

52

4.1 Respondents' Demographic Profiles

52

4.2 Customers' Perception toward 4Ps factor of Individual Brand

64

CONCLUSIONS AND RECOMMENDATIONS

76

5.1 Conclusions

76

5.2 Recommendations

78

5.3 Suggestions for Further Research

78

APPENDIX A QUESTIONNAIRE IN ENGLISH

82

APPENDIX B QUESTIONNAIRE IN THAI

85

BIBLIOGRAPHY

88

iv

1. INTRODUCTION
In mobile phone industry, three brand leaders, which dominate the market, are
Nokia, Motorola and Ericsson. Among these brand names, Nokia has held the most
market share in Thailand because of its compatibility and usable functions. Motorola
and Ericsson, on the other hand, are in the second and the third place of market leaders
respectively. The new model development of Motorola phone has gained its potential
strength. This development could possibly change its current market position into the
top leader place.
Motorola, therefore, is also widely known as the world's leading providers of
wireless semiconductors and the advanced electronic system. Cellular telephones, twoway radios, pagers and computers are the major successful products of Motorola
( Motorola Product 2000). Because of its high standard of performance, it is interesting
to investigate the effectiveness of the Motorola Company, particularly its mobile phone
products.
The project aims to analyze the Motorola Company's performance and strategies
by using SWOT analysis to identify the effectiveness of Motorola mobile phones.
According to Kotler (1999), SWOT analysis is the overall evaluation of a company's
strengths, weaknesses, opportunities, and threats. The outlines of the project proceed as
follows. The first chapter is introduction, the second is literature review that describes
the theory of marketing. In the third chapter. the internal environments. which are the
strengths and the weaknesses of the mobile phone and the Motorola's network, is
considered the external environments. the opportunities and threats, are discussed in the
third chapter to suggest a short-term and long-term marketing plan. In addition to
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recommendations and the implementations of the project, the overall company's
strategies are indicated in the part of this project respectively.
The first chapter focuses on the company background, and then talks more about
the business conduct, the company's responsibilities and accountability, its business
units, and the company's products and services. This chapter also outlines the
objectives of the project and the scope.
1.1 The Company Background
The company was founded by Paul V. Galvin as the Galvin Manufacturing
Corporation, in Chicago, Illinois, in 1928. Its first product was a "battery eliminator,"
which allowed consumers to operate the radios directly from household current instead
of the old model batteries.
In the 1930s, the company successfully commercialized car radios under the brand
name "Motorola," a word suggesting sound in motion. During this period, the company
also established home radio and police radio departments; instituted pioneering
personnel programs; and began national advertising. The name of the company was
changed to Motorola, Inc., in 1947.
In 1940s, the company began the government work and opened a research
laboratory in Phoenix, Arizona, to explore solid-state electronics. By the time of Paul
Galvin's death in 1959. Motorola was a leader in military, space and commercial
communications, had built its first semiconductor facility and was a growing
manufacturer of consumer electronics.
Under the leadership of Robert W. Galvin. Paul Galvin's son. Motorola expanded
into international markets in the 1960s and began shit-ting its focus away from consumer
electronics. The color television receiver business was sold in the mid-1970s. allowing

Motorola to concentrate its energies on high-technology markets in commercial,
industrial and government fields. By the end of the 1980s, Motorola had become the
premier worldwide supplier of cellular telephones and in 1996 produced the 3.1 ounce,
pocket-sized StarTACTM wearable cellular telephone.
Following the merger with General Instrument Corporation, Motorola became a
leader in cable modems and set-top terminals. Today, Motorola is harnessing the power
of wireless, broadband and the Internet to deliver embedded chip system level and endto-end network communication solutions for the individual, work team, vehicle and
home.
Motorola is a global leader in wireless, automotive and broadband
communications. The company's Intelligence EverywhereTM solutions include:
(1)

Software-enhanced wireless telephone and messaging, two-way radio
products and systems, as well as networking and Internet-access products,
for consumers, network operators and commercial, government and
industrial customers.

(2)

End-to-end systems for the delivery of interactive digital video, voice and
high-speed data solutions for broadband operators.

(3)

Embedded semiconductor solutions for customers in wireless
communications, networking and transportation markets.

(4)

Integrated electronic systems for automotive, telematics, industrial,
telecommunications, computing and portable energy system markets.

Code of Business Conduct
Key Beliefs
Key beliefs define who we are as individuals and as a company. The company's
key beliefs have made employees feel connected for many years to each other, to the
company's customers, shareholders, suppliers, competitors, and the company's
communities.
Uncompromising integrity means staying true to what we believe. We adhere to
honesty, fairness and "doing the right thing" without compromise, even when
circumstances make it difficult.
Constant respect for people means we treat others with dignity, as we would like
to be treated ourselves. Constant respect applies to every individual we interact with
around the world.
Each employee is expected to demonstrate these key beliefs in the company's
work as Motorolans.
Purpose of the Code of Business Conduct
This Code of Business Conduct is a guide to help Motorolans live up to
Motorola's high ethical standards -- and their own. It summarizes many of the laws that
Motorola and all Motorolans are required to live by. The Code goes beyond the legal
minimums, however, by describing the ethical values we share as Motorolans.
This Code is neither a contract nor a comprehensive manual that covers every
situation Motorolans throughout the world might encounter. It is a guide that highlights
key issues and identifies policies and resources to help Motorolans reach the decisions
that will make Motorola proud.
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Responsibility and Accountability
As Motorolans, each employee has his/her personal responsibility to make sure
that the company's actions abide by this Code of Business Conduct and that laws that
apply to the company's work. If the company has any questions or concerns about
illegal or unethical acts, it checks with management or the EthicsLine. Failure to abide
by this Code and the law will lead to disciplinary measures and for violators actions
including dismissal will be taken against.
Each Motorolan is expected to read the entire Code of Business Conduct. No code
can guarantee ethical behavior though. Only we can.
Additional Responsibilities of Managers
Motorola managers are expected to lead according to the company's standards of
ethical conduct, in both words and actions. Managers are responsible for promoting
open and honest two-way communications. Managers must be positive and role models
and must have respect and consideration to each of the company's associates. Managers
must be diligent in looking for indications of unethical or illegal conducts. If any
unethical or illegal activities take place in the company and company's manager and
the Law Department, or the EthicsLine will be informed to take appreciate, consistent
legal actions.
Business Unit
Broadband Communications Sector
As the world's leading supplier of digital cable set-tops and cable modems,
Motorola's Broadband Communications Sector (BCS) provides end-to-end systems for
the delivery of interactive digital video. voice and high-speed data solutions for
broadband operators.
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Commercial, Government and Industrial Solutions Sector
The Commercial, Government and Industrial Solutions Sector (CGISS) is the
leading provider of integrated communications and information solutions, believed to
meet mission-critical requirements and improve the operations of public safety,
government and enterprise customers worldwide.
Global Telecom Solutions Sector
The Global Telecom Solutions Sector (GTSS) delivers the infrastructure, network
services and software that meet the needs of operators worldwide today, while
providing a migration path to next-generation networks that will enable them to offer
innovative, revenue-generating applications and services to their customers.
Integrated Electronic Systems Sector
The Integrated Electronic Systems Sector (LESS) provides a broad range of
embedded systems and products for the automotive, industrial, Telematics,
telecommunications and portable energy systems markets.
Personal Communications Sector
The Personal Communications Sector (PCS) designs, manufactures, sells and
services wireless subscribers and server equipment including: wireless handheld devices
for cellular and iDENt integrated digital-enhanced networks, advanced messaging
devices, personal two-way radios and a broad range of mobile data services, servers and
software solutions with related software and accessory products.
Semiconductor Products Sector
As the world's number-one producer of embedded processors. Motorola's
Semiconductor Products Sector (SPS) creates DigitalDNATM system-on-chip solutions
for a connected world.
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Products and Services of Company
The company divides the products and services into 3 main categories. The
products and services in each category are listed as follows:
Products
Consumer
(1)

Accessories

(2) Broadband Communications
(a)

Cable Modems

(b)

Digital Audio Receivers

(c)

Digital Set-top Terminal

(d)

Voice Terminals

(3) iDEN
(4) Phones
(5) Two-Way Radios
Business
(1)

Accessories & Replacement Parts

(2)

Automotive

(3)

Broadband Voice Over IP

(4)

CanopyTM Wireless Broadband

(5)

Embedded Computer Products

(6)

Embedded Design Automation

(7)

Energy Systems. portable

(8)

Global Positioning System (GPS)

(9)

Manufacturing Execution and Optimization Software
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(10) Mobile Data Terminals
(1 1) Satellite & Broadcast Cable
(12)

Semiconductors

(13)

Softmodems

(14)

Two-Way Radios

(15)

US Federal Government

Networks
(1)

CDMA Network Systems

(2) GSM Network Systems
(3) Integrated Communication Systems
(a)

ASTRO 25 Project 25 Compliant

(b)

Dimetra Tetra Compliant

(c)

Telario

(4) IP Network Solutions
(a)

Advanced Home Services

(b)

Cable Modems

(c)

Network Infrastructure Solutions

(d)

Voice Over IP Solutions

(5) MOSCAD
(6) Transmission Network Systems
(7) Wireless Local Area Network (WLAN)
Applications & Services
(I)

Automotive Engine Test Software

(2) Customer Service Request Management
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(3)

Dispatch Communications Solutions

(4)

Energy System Test Labs

(5)

Homeland Security Solutions

(6)

Homologation Engineering and Test Lab Services
Input Solutions
Internet and Wireless Software and Solutions
(a)

Bluetooth Microbrowser

(b)

Mobile Internet Solutions

(c)

Platform Software

(d)

VolP

(9)

Network Operator Services

(10)

Public Safety Communications Solutions

(11)

Radio System Services

(12)

Six Sigma Services

(13)

Software Process Consulting

1.2 Objectives
(1)

To analyze the current situation of Motorola by SWOT and competitor
analysis

(2)

To analyze the existing marketing strategies

(3)

To develop new marketing strategies for both long-term and short-term

1.3 Scope
The scope of this project would be to analyze the situational factors of Motorola
Company (Thailand) and come up with some Marketing Plans as well as
recommendations for the company to act upon.
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H. LITERATURE REVIEW

Relevant research studies and frameworks go a long way in helping to understand
the consumer market. There are various topics that would be of interest, and this project
has focused on such subjects as the buying and selecting behaviors of consumers, the
link between emotions and values in consumption experiences, all the marketing mix
(4ps) philosophies, the marketing environment which includes many variables that have
a direct or indirect influence on a company's strategy, the micro environmental factors
found, the theory behind marketing plans, and Michael Porter's Five Forces. These are
discussed in further detail below.
2.1 Buying and Selecting Behaviors
The importance of consumer behavior has led marketing managers to more
closely analyze the factors that influence consumer choice (Assael 1992). In the mobile
phone market, the consumers have a wide variety of choices to choose from. To choose
a mobile phone, consumers need to have a high involvement in order to satisfy their
needs. To this extent, they need to decide whether they can get what they need from
one company or whether to source them from different suppliers. According to Kotler
(1999), consumers engage in complex buying behavior when they are highly involved
in a purchase and aware of significant different among brands. Therefore, marketers
must offer the product, which can serve the various needs by the various consumers at
different levels.
Selecting behavior can be explained by the following diagram which shows a
stage model of the typical buying process. The consumer passes through five stages:
problem recognition, information search, and evaluation of alternatives, purchase
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31
decision, and post purchasing behavior. The buying process starts long before the
actual purchase and has consequences long afterward (Engel et al.1994).

Problem
recognition

Information
search

Purchasing
decision

Post purchase
behavior

Evaluation
of alternative

Figure 2.1. Stage Model of the Typical Buying Process

Step 1: Problem recognition
The buying process starts when buyers recognize problems or needs. The mobile
phone marketers need to identify the circumstances which trigger the need for buyers to
their product. Therefore, marketers have to develop marketing strategies in order to
enhance consumer interest.
Step 2: Information search
Consumer information sources are personal, commercial, public, and experiential
sources. Each information source performs a different function in influencing the
buying decision (Engel et al.1994). In this process, consumers will look for the best
deal. Due to their best choices, consumers will find out information not only from
catalogues or media but they also seek some opinions from family and friends.
Step 3: Evaluation of alternatives
Firstly, the consumer is trying to satisfy his need. Secondly, the consumer is
looking for certain benefits from the product solution and thirdly, the consumer sees

1I

each product as a package of attributes with varying abilities of delivering the benefits
required to satisfy his need (Engel et al 1994). Consumers who seek to buy mobile
phones will develop a set of technology beliefs and brand images. In this respect, the
main things that they concern include price, call charge, packaged, feature, function and
health risk. Price is the main driver behind consumer choice-both price of calls and
products. Consumers are able to compare different networks on both price and quality,
in assisting consumers make better-informed choices.
Step 4: Purchase decision
In the evaluation stage, the consumer forms preferences among the brands,
networks and call charges in the choice set. For instance, one might prefer Nokia
whereas another might prefer Motorola. The consumer may also form an intention to
buy the preferred brand. However, attitudes of others and unanticipated situation
factors might intervene between the purchase intention and the purchase decision.
Step 5: Post purchasing behavior
After purchasing a mobile phone, consumers will experience some levels of
satisfaction or dissatisfaction through quality of services and networks. It is the
marketer's job to monitor post purchasing satisfaction, actions, and use in order to
develop perception to positive attitude. As Kotler (1999) stated that an attitude is a
person's enduring favourable or unfavourable evaluations, emotional feeling, and action
tendencies towards some objective ideas. Therefore, positive attitude could add up to
consumer loyalty and purchase the product again.

1")

2.2 The Link between Emotions and Values in Consumption Experiences
Emotion
Empirical research demonstrates that emotions are related to consumption
behavior (Havlena and Holbrook 1986). The important role that emotions play in
consumer's lives suggests that emotions can explain behavior in situations where other
constructs, such as attitude, do not account for all or even a significant portion of the
variability in behavior. For instance, Allen, Machleit, and Schultz Kleine (1992)
showed that emotions supplement attitude in predicting consumption behavior. In
addition, Westbrook and Oliver (1991) demonstrated that emotions help illuminate
satisfaction (attitudinal) responses to consumption.
Emotions, which are feelings linked to a specific behavior (Gardner 1984),
represent a richer and more complex realm of phenomena than does the attitude
construct (Allen et al. 1992; Holbrook 1986). Emotions are either positive or negative.
Complex and/or conflicting emotions are richer than attitudes. Therefore, attitude may
be too simple to represent the complexity of many consumption experiences (Allen et
al. 1992). There are several psychological frameworks that define and operationalize
emotion (e.g.. Izard 1977; Mehrabian and Russell 1974; Plutchik 1980). The present
research uses Izard's framework which assumes that separate and discrete emotions
exist and that each has measurable, experiential, and motivational properties (Izard
1972. p.85). In his Differential Emotions Theory Izard (1972) conceptualizes ten
fundamental emotions: joy. surprise, anger, disgust, contempt, shame, guilt, fear,
interest, and sadness. Izard's typology has initiated research on emotions in a variety of
consumer research contexts

Allen et al. 1988, 1992; Batra and Ray 1986;

Westbrook 1987: Westbrook and Oliver 1991).
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Values
Value is an abstract and complex construct that can provide underlying continuity
to behavior (Pitts and Woodside 1984). Following Rokeach (1973, p. 25), we construct
values as enduring beliefs that a specific mode of behavior or end-state is preferred over
other alternatives. Therefore, values are a major influence on human behavior (Parsons
and Shils 1951). The view that values guide behavior is evident in literature from
psychology, sociology, and organizational behavior (Izard 1977; Rokeach 1973;
Tolman 1951). In an interdisciplinary analysis of personal values, Clawson and Vinson
(1978) suggest that values may prove to be one of the most powerful explanations of,
and influences on, consumer behavior. They can perhaps equal or surpass the
contributions of other major constructs including attitudes, product attributes, degrees of
deliberating, product classification, and life style. Therefore, the consumption of a
product can express or fulfill a certain value.
Consumers' preferences for certain values are likely to be expressed through
consumption. For example, certain products and activities may be preferred by a person
who values excitement (e.g., fast cars, mountain biking, bungee cord jumping). On the
other hand, a person placing security as very important would be likely to have a
different set of preferred products and activities (e.g., an airbag in their car, going for
long walks in the country, attending religious services). Researchers have suggested
that we need a better understanding of the links between values and behaviors, and
special consideration of how values interact with situations (Beatty et al. 1985).
Values and Emotions
There are several interesting parallels between emotions and values.
Psychologists (Tolman 1951; Izard 1977) and practitoners (e.g., Mowen 1988; Clawson
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and Vinson 1978) agree that both emotions and values play an extremely important role
in behavior. Values are central beliefs expressed through specific behaviors (Rokeach
1973) and emotions are feelings linked to specific behaviors (Gardner 1985).
Values, according to Holbrook (1986), involve preference and thus are directly
tied to the positive and negative affective opposition of emotions. The value expressed
in a consumption experience is the result of the emotions that accompany the
consumption experience. Accordingly, emotions and values are intertwined in
consumption (Holbrook 1986). Thus, it makes sense that both values and emotions
would be linked in consumer behavior.
2.3 Marketing Mix (4Ps) Philosophies
The marketing mix principles (also known as the 4 P's.) are used in business as
tools to assist them in pursuing their objectives. The marketing mix principles are
controllable variables which have to be carefully managed and must meet the needs of
the defined target group. The mix is a part of the organizations planning process and
consists of analyzing the defined product strategies, price strategies, Place strategies and
promotion strategies.
Product Strategies
When an organization introduces a product into a market they must ask
themselves a number of questions.
(1)

Who is the product aimed at? (the target consumer?)

(2)

What benefit will they expect?

(3)

How do they plan to position the product within the market?

(4)

What differential advantage will the product offer over their competitors?

15

'Marketing is not about providing products or services it is essentially about
providing changing benefits to the changing needs and demands of the customer'
(Tailor 2000). Hence, it must be remembered that Marketing is fundamentally about
providing the correct bundle of benefits to the end user.
Kotler suggested that a product should be viewed in three levels:
Level 1: Core Product. What is the core benefit the company' s product offers?
Customers who purchase a camera are buying more than just a camera they are
purchasing memories.
Level 2: Actual Product: All cameras capture memories. The aim is to ensure
that the company' s potential customers purchase the company's product. The strategy
at this level involves organizations branding, adding features and benefits to ensure that
their product offers a differential advantage from their competitors.
Level 3: Augmented Product: What additional non-tangible benefits can the
company offer? Competition at this level is based around after sales service, warranties,
delivery and so on. For example, if a retail departmental store offers five year guarantee
on purchases of their Television sets, this gives their 'customers the additional benefit of
`piece of mind' over the five years should their purchase develop a fault.
Product Decisions
When placing a product within a market, many factors and decisions have to be
taken into consideration. These include:
Product design: Will the design be the selling point for the organization as we
have seen with the iMAC. the new VW Beetle or the Dyson vacuum cleaner?
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Product quality: Quality has to be consistent with other elements of the
marketing mix. A premium based pricing strategy has to reflect the quality a product
offers.
Product features: What features will the company add that may increase the
benefit offered to the company' s target market? Will the organization use a
discriminatory pricing policy to offer these additional benefits?
Branding: One of the most important decisions a marketing manager can make is
about branding. The value of brands in today's environment is phenomenal. Brands
have the power of instant sales; they convey a message of confidence, quality and
reliability to their target market.
Brands have to be managed well, as some brands can be cash cows for
organizations. In many organizations they are represented by brand managers, who have
huge resources to ensure their success within the market.
A brand is a tool which is used by an organization to differentiate itself from its
competitors. Ask the company what the value of a pair of Nike trainers is without the
brand or the logo? How does the company' s perception change?
Increasingly brand managers are becoming annoyed by 'copycat' strategies being
employed by supermarket food retail stores particularly in the UK. Coca-Cola
threatened legal action against UK retailer Sainsbury after introducing their Classic
Cola which displayed similar designs and fonts on their cans.
Pricin<,
Pricing is one of the most important elements of the marketing mix, as it is the
only mix which generates a turnover for the organization. The remaining 3p's are the
variable cost for the organization: Cost for production and design, distribution cost and
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promotion cost. Price must support these elements of the mix. Pricing is difficult and
must reflect supply and demand relationship. Pricing a product too high or too low
could mean a loss of sales for the organization. Pricing should take into account the
following factors:
Fixed and variable costs.
Competition
Company objectives
Proposed positioning strategies.
(5 )

Target group and willingness to pay.

Pricing Strategies
An organization can adopt a number of pricing strategies. The pricing strategies
are based much on what objectives the company has set itself to achieve.
Penetration pricing: The organization sets a low price to increase sales and
market share.
Skimming pricing: The organization sets an initial high price and then slowly
lowers the price to make the product available to a wider market. The objective is to
skim profits of the market layer by layer.
Competition pricing: Setting a price in comparison with competitors.
Product Line Pricing: Pricing different products within the same product range
at different price points. An example would be a video manufacturer offering different
video recorders with different features at different prices. The greater the features and
the benefit obtained. the greater the consumer will pay. This form of price
discrimination assists the company in maximizing turnover and profits.
Bundle Pricing: The organization bundles a group of products at a reduced price.
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Psychological pricing: The seller here will consider the psychology of price and
the positioning of price within the market place. The seller will therefore charge 99p
instead of £1 or $199 instead of $200.
Premium pricing: The price is set high to reflect the exclusiveness of the
product. An example of products using this strategy would be Harrods, first class airline
services, Porsche etc.
Optional pricing: The organization sells optional extras along with the product to
maximize its turnover. This strategy is commonly used within the car industry.
Place
Place strategies
Place Strategies refers to how an organization will distribute the product or
service they are offering to the end user. The organization must distribute the product to
the user at the right place at the right time. Efficient and effective distribution is
important if the organization is to meet its overall marketing objectives. If an
organization underestimates demand and customers cannot purchase products because
of it, profitability will be affected.
What channel of distribution will they use?
Two types of channel of distribution methods are available. Indirect distribution
involves distributing the company's product by the use of an intermediary. Direct
distribution involves distributing directly from a manufacturer to the consumer; for
example, Dell Computers. Clear direct distribution gives a manufacturer complete
control over their product.

19

Distribution Strategies
Depending on the type of product being distributed there are three common
distribution strategies available:
1. Intensive distribution: Used commonly to distribute low priced or impulse
purchase products e.g. chocolates, soft drinks.
2. Exclusive distribution: Involves limiting distribution to a single outlet. The
product is usually highly priced, and requires the intermediary to place much detail in
its sales. An example of would be the sale of vehicles through exclusive dealers.
3. Selective Distribution: A small number of retail outlets are chosen to distribute
the product. Selective distribution is common with products such as computers,
televisions household appliances, where consumers are willing to shop around and
where manufacturers want a large geographical spread.
If a manufacturer decides to adopt an exclusive or selective strategy, they should
select an intermediary which has experience of handling similar products, credibillity
and is known by the target audience.
Promotion
Promotion Strategies
A successful product or service means nothing unless the benefit of such a service
can be communicated clearly to the target market. An organizations promotional
strategy can consist of advertisings, public relations, sales promotion. personal selling
and direct mail.
Advertising: It means any non personal paid form of communication using any
form of mass media.

Public relations: It involves developing positive relationships with the
organization media public. The art of good public relations is not only to obtain
favorable publicity within the media, but it also involves being able to handle
successfully negative attention.
Sales promotion: It is commonly used to obtain an increase in sales short term
and could involve using money off coupons or special offers.
Personal selling: Selling a product service one to one.
Direct Mail: Direct mail is the sending of publicity material to a named person
within an organization. There has been a massive growth in direct mail campaigns over
the last 5 years. Spending on direct mail now amounts to £18 billion a year representing
11.8% of advertising expenditure (Royal Mail: 2000). Organizations can pay thousands
of pounds for databases which contain names and addresses of potential customers.
Direct mail allows an organization to use its resources more effectively by
allowing them to send publicity material to a named person within their target segment.
By personalizing advertising, response rates increase while increasing the chance of
improving sales. Listed below are the links to the organization whose business involves
direct mail.
2.4 Marketing Environment
There are many variables that operate within an organization's environment that
has a direct or indirect influence on their strategy. A successful organization is one
which understands and can anticipate and take advantage of changes within its
environment.
An organization's operatinng environment can be analyzed by looking at:
(1) External forces (those .factors that an organization has no control over),
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(2)

Internal forces (factors that an organization has direct control over)

The external environment of an organization can be analyzed by conducting a
P.E.S.T analysis. This is a simple analysis of an organization it terms of Political,
Economical Social and Technological environment.
Political Environment
Political factors can have a direct impact on the way business operates. Decisions
made by government affect the company's every day life and can come in the form of
policy or legislation. The government's introduction of a statutory minimum wage
affects all businesses, as do consumer and health and safety laws and so on. The current
increase in global petrol prices is having a profound impact on major economies, it is
estimated that £200bn has been added to the global fuel bill since the price increases
started (BBC news 19/9/00).
The political decision as to whether the UK will sign up to the Single European
Currency is again having an impact on UK businesses. Firms like Nissan who have
recently invested in the UK have signaled that they will withdraw their business from
the UK if the government fails to sign up.
Economical Environment
All businesses are affected by economical factors nationally and globally. Interest
rate policy and fiscal policy will have to be set accordingly. Within the UK, the climate
of the economy dictates how consumers may behave within society. Either a boom or
recession or recovery in eonomy will also affect consumer confidence and behavior.
An economy which is booming is characterized by certain variables.
Unemployment is low. job confidence is high, and because of this confidence,
consumer's spending is also high. This has an impact on most businesses. Organizations
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have to be able to keep up with the increased demand if they are to increase turnover.
An economy which is in a recession is characterized by high unemployment, and low
confidence. Because of high unemployment spending is low; confidence about job
security is also low. Businesses face a tough time, consumers will not spend because of
low disposable income. Many businesses start cutting back on costs i.e. Labor,
introduce shorter weeks and cut back on advertising to save money.
Global economies also have an impact on UK businesses; cheap labor abroad
affects the competitiveness of UK products nationally and globally. An increase in
interest rates in the USA will affect the share price of UK stocks or adverse weather
conditions in India may affect the price of tea.
A truly global player has to be aware of economic conditions across all borders
and ensure they employ strategies and tactics that protect their business.
Social Environment
Within society, forces such as family, friends, and media affect the company's
attitude, interest and opinions. These forces shape who we are as people and the way we
behave and what we ultimately purchase. For example within the UK people's attitudes
are changing towards their diet and health. As a result, the UK is seeing an increase in
the number of people joining fitness clubs and a massive growth for the demand of
organic food. On the other end of the spectrum, the UK is worried about the lack of
exercise its youngsters are obtaining. These 'fast food games console children' are more
likely to experience health problems in their future because of the lifestyle they are
living now.
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Population changes also have a direct impact on all organizations. Changes in the
structure of a population will affect the supply and demand of goods and services within
an economy.
In Japan, the fall in the birth rate has had a major impact on the sales of toys, as
demand falls, competition for the remaining market becomes very intense. If this trend
continues it will have an impact on other sectors in the future affecting teen products,
20's products and so on.
As society changes, as behaviors change, organizations must be able to offer
products and services that aim to complement and benefit people's lifestyle and
behavior.
Technological Environment
Changes in technology are changing the way business operates. The Internet is
having a profound impact on the marketing mix strategy of organizations. Consumers
can now shop 24 hours a day comfortably from their homes. The challenge these
organization faces is to ensure that they can deliver on their promise. Those businesses,
which are slow to react, will fall at the first few hurdles. This technological revolution
means a faster exchange of information beneficial for businesses as they can react
quickly to changes within their operating environment.
There is renewed interest by many governments to encourage investment in
research and development and develop technology that will give their country the
competitive edge. The pace of technological change is so fast that in the computer
industry the average life of a computer chip is approximately 6 months. In the name of
progression, technology will continue to evolve. Organizations that continue to ignore
this will face extinction.
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2.5 Micro Environmental Factors
These are internal factors close to the company that have a direct impact on the
organizations strategy. These factors include Customers, Employees, Suppliers,
Shareholders, Media and Competitors.
Customers
Organizations survive on the basis of meeting the needs, wants and providing
benefits to their customers. Failure to do so will result in a failed business strategy.
Employees
Employing the correct staff and keeping these staff motivated is an essential part
of the strategic planning process of an organization. Training and development plays an
essential role particularly in service sector marketing in order to gain a competitive
edge. This is apparent in the airline industry.
Suppliers
Increase in raw material prices will have a knock on affect on the marketing mix
strategy of an organization. Prices may be forced up as a result. Closer supplier
relationships are one way of ensuring competitive and quality products for an
organization.
Shareholders
As organizations require greater inward investment for growth they face
increasing pressure to move from private ownership to public. However this movement
unleashes the forces of shareholder pressure on the strategy of organizations. Satisfying
shareholder needs may result in a change in tactics employed by an organization. Many
internet companies whose share prices rocketed in 1999 and in early 2000s have seen
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the share price tumble as they face pressures from shareholders to turn in a profit. In a
market which has very quickly become overcrowded, many will fall.
Media
Positive or adverse media attentions on an organization's product or service can in
some cases make or break an organization. In the UK the adverse publicity the
Millennium Dome has received has had impact on projected sales figures. Wharfedale
who recently entered the DVD market has received many awards from industry
magazine resulting in an increased demand for its product and most importantly an
increased awareness of the Wharfedale brand.
Consumer programs on TV like the BBC's Watchdog with a wider and more
direct audience can also have a very powerful and positive impact, forcing organizations
to change their tactics.
Competitors
The name of the game in marketing is differentiation. What benefit can the
organization offer which is better than their competitors? Can they sustain this
differentiation over a period of time from their competitors? Competitor analysis and
monitoring is crucial if an organization is to maintain its position within the market.
2.6 Marketing Plans
What Is It?
A marketing plan aims to help organize the strategy for a company, its products or
services. Planning is essential in all organizations and company plans should be
documented.
A marketing plan is not a unique document within an organization. Production
would have a Production Plan. Human Resources, a Human Resources plan and so on.
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However, all good plans must support the overall corporate objectives of the
organization; The corporate objectives maybe to be a global leader in the next five years
and all individual plans must support this.
Let's look at what the outline of a marketing plan may look like.
A common method used to help make a marketing plan is an acronym called
AOSTC. It simply stands for:
(1)

Analysis of the environment.

(2)

Objectives — Setting the company SMART objectives.

(3)

Strategies — For segmentation and growth, targeting and positioning.

(4)

Tactics used; i.e. marketing mix

(5)

Control. — How the company will monitor if the company is achieving its
objectives.

Structure of a Typical Marketing Plan
(1)

Situational Analysis — Where are we now?
Every good marketing plan needs to analyze the current business situation
and ask a simple question that is where the business is. This involves the
business firstly conducting an internal audit, first.
An internal audit will look at:
(a)

Past objectives and success rates.

(b)

Past marketing mix strategies.

(c)

Past budgets.

(d)

Past segmentation, targeting and positioning strategies.

The internal audit aims to look at what was done in the past, to check if it is
successful or not. If so, why? If not, why not?
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After the internal audit the next stage is to conduct an external audit. The
external audit will involve:
(a)

Conducting a PEST analysis, and discussing the impact of this
on the company's strategy.

(b)

Researching the industry the company operates in. What are the
trends within the industry the company operate in?

(c)

Competitor analysis. What are the company's competitors up to?

(d)

A SWOT analysis is to help establish the company's current
strengths, opportunities, weaknesses and threats.

(2)

Set the company's objectives — Where is the company going?
Set SMART objectives so the company knows where the company is
heading. SMART stands for:
Specific — Clearly state what the company wants to achieve.
Measurable — Is it easy to measure the objectives the company set by
monitoring sales, market share figures?
Achievable — Set attainable objectives for the company.
Realistic — Can the company really achieve them with the current resources
the company has?
Time — Set a realistic time scale for the objectives.
An option is to use Ansoffs model to help the company set the company's
objectives.

(3)

What tactics or methods will the company use to get there? How will
the company get there?
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(a)

Define the company's target market. Select the company's segment,
the company's targeting strategy and positioning strategy.

(b)

How will the company use the marketing mix to assist customers?
What will be the company's product, price, and place or promotion
strategy?

(4) How does the company evaluate the strategy? Is the company getting
there?
Is the company achieving the objectives the company has set? Some
benchmarks may be included in evaluating the company's plan.
(a)

Market share data.

(b)

Sales data.

(c)

Consumer feedback.

(d)

Feedback from staff.

(e)

Feedback from retailers.

(5) Executive summary — Write a summary of the plan.
At the end of this task, the plan's written and placed at the front. It acts as a
quick reference guide to the plan the company has just written.
2.7 Michael Porter's Five Forces
The model of pure competition implies that risk-adjusted rates of return should be
constant across firms and industries. However, numerous economic studies have
affirmed that different industries can sustain different levels of profitability; part of this
difference is explained by industry structure (Porter 1980).
Michael Porter provided a framework that models an industry being influenced by
five forces. The strategic business manager seeking to develop an edge over rival firms
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can use the following model to better understand the industry context in which the firm
operates (Porter 1980):
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Diagram of Porter's 5 Forces

BARRIERS
TO ENTRY
Absolute cost advantages
Proprietary learning curve
Access to inputs
Government policy
Economies of scale
Capital requirements
Brand identity
Switching costs
Access to distribution
Expected retaliation
Proprietary products

1
-}

RIVALRY

DEGREE OF
RIVALRY
-Exit barriers
-Industry concentration
-Fixed costs/Value
added
-Industry growth
-Intermittent
overcapacity
-Product differences
-Switching costs
-Brand identity
-Diversity of rivals
-Corporate stakes
Figure 2.2.Diagram of Potter's 5 Forces
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Rivalry
In the traditional economic model, competition among rival firms drives profits to
zero. But competition is not perfect and firms are not unsophisticated passive price
takers. Rather, firms strive for a competitive advantage over their rivals. The intensity of
rivalry among firms varies across industries, and strategic analysts are interested in
these differences.
Economists measure rivalry by indicators of industry concentration. The
Concentration Ratio (CR) is one such measure. The Bureau of Census periodically
reports the CR for major Standard Industrial Classifications (SIC's). The CR indicates
the percentage of market share held by the four largest firms (CR's for the largest 8, 25,
and 50 firms in an industry also are available). A high concentration ratio indicates that
a high concentration of market share is held by the largest firms the industry is
concentrated. With only a few firms holding a large market share, the competitive
landscape is less competitive (closer to a monopoly). A low concentration ratio
indicates that the industry is characterized by many rivals, none of which has a
significant market share. These fragmented markets are said to be competitive. The
concentration ratio is not the only available measure; the trend is to define industries in
terms that convey more information than distribution of market share.
If rivalry among firms in an industry is low, the industry is considered to be
disciplined. This discipline may result from the industry's history of competition, the
role of a leading firm, or informal compliance with a generally understood code of
conduct. Explicit collusion generally is illegal and not an option; in low-rivalry
industries, competitive moves must be constrained informally. However, a maverick
firm seeking a competitive advantage can displace the otherwise disciplined market.
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When a rival acts in a way that elicits a counter-response by other firms, rivalry
intensifies. The intensity of rivalry commonly is referred to as being cutthroat, intense,
moderate, or weak, based on the firms' aggressiveness in attempting to gain an
advantage.
In pursuing an advantage over its rivals, a firm can choose a move from several
competitive moves:
(1)

Changing prices - raising or lowering prices to gain a temporary advantage.

(2)

Improving product differentiation - improving features, implementing
innovations in.the manufacturing process and in the product itself.

(3)

Creatively using channels of distribution - using vertical integration or using
a distribution channel that is novel to the industry. For example, with highend jewelry stores reluctant to carry its watches, Timex moved into
drugstores and other non-traditional outlets and cornered the low to midprice watch market.

(4)

Exploiting relationships with suppliers - for example, from the 1950's to the
1970's Sears, Roebuck and Co. dominated the retail household appliance
market. Sears set high quality standards and required suppliers to meet its
demands for product specifications and price.

The intensity of rivalry is influenced by the following industry characteristics:
(1) A larger number of firms increase rivalry because more firms must compete
in the same customers and resources. The rivalry intensifies if the firms
have similar market share, leading to a struggle in market leadership.
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(2)

Slow market growth causes firms to fight for market share. In a growing
market, firms are able to improve revenues simply because of the expanding
market.

(3)

High fixed costs result in an economy of scale effect that increases rivalry.
When total costs are mostly fixed costs, the firm must produce near capacity
to attain the lowest unit costs. Since the firm must sell this large quantity of
product, high levels of production lead to a fight for market share and results
in increased rivalry.

(4)

High storage costs or highly perishable products cause a producer to sell
goods as soon as possible. If other producers are attempting to unload at the
same time, competition for customers intensifies.

(5)

Low switching costs increases rivalry. When a customer can freely switch
from one product to another there is a greater struggle to capture customers.

(6)

Low levels of product differentiation is associated with higher levels of
rivalry. Brand identification, on the other hand, tends to constrain rivalry.

(7)

Strategic stakes are high when a firm is losing market position or has
potential for great gains. This intensifies rivalry.

(8)

High exit barriers place a high cost on abandoning the product. The firm
must compete. High exit barriers cause a firm to remain in an industry, even
when the venture is not profitable. A common exit barrier is asset
specificity. When the plant and equipment required for manufacturing a
product is highly specialized, these assets cannot easily be sold to other
buyers in another industry. Litton Industries' acquisition of Ingalls
Shipbuilding facilities illustrates this concept. Litton was successful in the
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1960's with its contracts to build Navy ships. But when the Vietnam war
ended, defense spending declined and Litton saw a sudden decline in its
earnings. As the firm restructured, divesting from the shipbuilding plant was
not feasible since such a large and highly specialized investment could not
be sold easily, and Litton was forced to stay in a declining shipbuilding
market.
(9)

A diversity of rivals with different cultures, histories, and philosophies make
an industry unstable. There is greater possibility for mavericks and for
misjudging rival's moves. Rivalry is volatile and can be intense. The
hospital industry, for example, is populated by hospitals that historically are
community or charitable institutions, by hospitals that are associated with
religious organizations or universities, and by hospitals that are for-profit
enterprises. This mix of philosophies about mission has lead occasionally to
fierce local struggles by hospitals over who will get expensive diagnostic
and therapeutic services. At other times, local hospitals are highly
cooperative with one another on issues such as community disaster
planning.

(10)

Industry Shakeout. A growing market and the potential for high profits
induce new firms to enter a market and incumbent firms to increase
production. A point is reached where the industry becomes crowded with
competitors, and demand cannot support the new entrants and the resulting
increased supply. The industry may become crowded if its growth rate slows
and the market becomes saturated, creating a situation of excess capacity
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with too many goods chasing too few buyers. A shakeout ensues, with
intense competition, price wars, and company failures.
BCG founder Bruce Henderson generalized this observation as the Rule of Three
and Four: a stable market will not have more than three significant competitors, and the
largest competitor will have no more than four times the market share of the smallest. If
this rule is true, it implies that:
(1)

If there is a larger number of a competitor, a shakeout is inevitable

(2)

Surviving rivals will have to grow faster than the market

(3)

Eventual losers will have a negative cash flow if they attempt to grow

(4)

All except the two largest rivals will be losers

(5)

The definition of what constitutes the "market" is strategically important.

Whatever the merits of this rule for stable markets, it is clear that market stability
and changes in supply and demand affect rivalry. Cyclical demand tends to create
cutthroat competition. This is true in the disposable diaper industry in which demand
fluctuates with birth rates, and in the greeting card industry in which there are more
predictable business cycles.
Threat of Substitutes
In Porter's model, substitute products refer to products in other industries. To the
economist, a threat of substitutes exists when a product's demand is affected by the price
change of a substitute product. A product's price elasticity is affected by substitute
products - as more substitutes become available, the demand becomes more elastic since
customers have more alternatives. A close substitute product constrains the ability of
firms in an industry to raise prices.
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The competition engendered by a Threat of Substitute comes from products
outside the industry. The price of aluminum beverage cans is constrained by the price of
glass bottles, steel cans, and plastic containers. These containers are substitutes, yet they
are not rivals in the aluminum can industry. To the manufacturer of automobile tires,
tire retreads are a substitute. Today, new tires are not so expensive that car owners give
much consideration to re-treading old tires. But in the trucking industry new tires are
expensive and tires must be replaced often. In the truck tire market, re-treading remains
a viable substitute industry. In the disposable diaper industry, cloth diapers are a
substitute and their prices constrain the price of disposables.
While the treat of substitutes typically impacts on an industry through price
competition, there can be other concerns in assessing the threat of substitutes. Consider
the substitutability of different types of TV transmission: local station transmission to
home TV antennas via the airways versus transmission via cable, satellite, and
telephone lines. The new technologies available and the changing structure of the
entertainment media are contributing to competition among these substitute means of
connecting the home to entertainment. Except in remote areas it is unlikely that cable
TV could compete with free TV from an aerial without the greater diversity of
entertainment that affords the customer.
Buyer Power
The power of buyers is the impact that customers have on a producing industry. In
general, when buyer power is strong, the relationship to the producing industry is near
to what an economist terms a monopsony - a market in which there are many suppliers
and one buyer. Under such market conditions, the buyer sets the price. In reality few
pure monopsonies exist, but frequently there is some asymmetry between a producing
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industry and buyers. The following tables outline some factors that determine buyer
power.
Table 2.1: Some Factors that Determine Buyer's Power
Buyers are Powerful if

Example

Buyers are concentrated - there are a few
DOD purchases from defense contractors
buyers with significant market share
Buyers purchase a significant proportion
Circuit City and Sears' large retail market
of output - distribution of purchases or if
provides power over appliance manufacturers
the product is standardized
Buyers possess a credible backward
integration threat - can threaten to buy

Large auto manufacturers' purchases of tires

producing firm or rival
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Table 2.2: Some Factors that Determine Buyer's Weak
Buyers are Weak if:

Example
Movie-producing companies have

,Producers threaten forward integration - producer
integrated forward to acquire
can take over their own distribution/retailing
theaters
Significant buyer switching costs - products not
:IBM's 360 system strategy in the
standardized and buyer cannot easily switch to
1960's
another product
Buyers are fragmented (many, different) - no buyer
Most consumer products
has any particular influence on product or price
Producers supply critical portions of buyers' input -

Intel's relationship with PC

distribution of purchases

manufacturers

Supplier Power
A producing industry requires raw materials - labor, components, and other
supplies. This requirement leads to buyer-supplier relationships between the industry
and the firms that provide the raw materials used to create products. Suppliers, if
powerful, can exert an influence on the producing industry, such as selling raw
materials at a high price to capture some of the industry's profits. The following tables
outline some factors that determine supplier power.
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Table 2.3: Factors that Determine Suppliers are Power.
Suppliers are Powerful if:

Example
Baxter International, manufacturer of hospital

Credible forward integration threat by
supplies, acquired American Hospital
suppliers
Supply, a distributor
Suppliers concentrated

Drug industry's relationship to hospitals
Microsoft's relationship with PC

Significant cost to switch suppliers
{manufacturers
;Boycott of grocery stores selling non-union
Customers Powerful
;picked grapes

Table 2.4: Factors that Determine Suppliers areWeak.
Suppliers are Weak if:

Example

Many competitive suppliers - product is

Tire industry relationship to automobile

standardized

;manufacturers

;Purchase commodity products

'Grocery store brand label products

Credible backward integration threat by VTimber producers relationship to paper
!purchasers

companies
!Garment industry relationship to major

Concentrated purchasers
department stores
Customers Weak

!Travel agents' relationship to airlines
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Barriers to Entry / Threat of Entry
It is not only incumbent rivals that pose a threat to firms in an industry; the
possibility that new firms may enter the industry also affects competition. In theory, any
firm should be able to enter and exit a market, and if free entry and exit exists, then
profits always should be nominal. In reality, however, industries possess characteristics
that protect the high profit levels of firms in the market and inhibit additional rivals
from entering the market. These are barriers to entry.
Barriers to entry are more than the normal equilibrium adjustments that markets
typically make. For example, when industry profits increase, we would expect
additional firms to enter the market to take advantage of the high profit levels, over time
driving down profits for all firms in the industry. When profits decrease, we would
expect some firms to exit the market thus restoring a market equilibrium. Falling prices,
or the expectation that future prices will fall, deters rivals from entering a market. Firms
also may be reluctant to enter markets that are extremely uncertain, especially if
entering involves expensive start-up costs. These are normal accommodations to market
conditions. But if firms individually (collective action would be illegal collusion) keep
prices artificially low as a strategy to prevent potential entrants from entering the
market, such entry-deterring pricing establishes a barrier.
Barriers to entry are unique industry characteristics that define the industry.
Barriers reduce the rate of entry of new firms, thus maintaining a level of profits for
those already in the industry. From a strategic perspective, barriers can be created or
exploited to enhance a firm's competitive advantage. Barriers to entry arise from several
sources:
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( I ) Government creates barriers. Although the principal role of the government
in a market is to preserve competition through anti-trust actions, government
also restricts competition through the granting of monopolies and through
regulation. Industries such as utilities are considered natural monopolies
because it has been more efficient to have one electric company provide
power to a locality than to permit many electric companies to compete in a
local market. To restrain utilities from exploiting this advantage,
government permits a monopoly, but regulates the industry. Illustrative of
this kind of barrier to entry is the local cable company. The franchise to a
cable provider may be granted by competitive bidding, but once the
franchise is awarded by a community, a monopoly is created. Local
governments were not effective in monitoring price gouging by cable
operators, so the federal government has enacted legislation to review and
restrict prices.
The regulatory authority of the government in restricting competition
is historically evident in the banking industry. Until the 1970's, the markets
that banks could enter were limited by state governments. As a result, most
banks were local commercial and retail banking facilities. Banks competed
through strategies that emphasized simple marketing devices such as
awarding toasters to new customers for opening a checking account. When
banks were deregulated, banks were permitted to cross state boundaries and
expand their markets. Deregulation of banks intensified rivalry and created
uncertainty for banks as they attempted to maintain market share. In the late
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1970's, the strategy of banks shifted from simple marketing tactics to
mergers and geographic expansion as rivals attempted to expand markets.
(2)

Patents and proprietary knowledge serve to restrict entry into an industry.
Ideas and knowledge that provide competitive advantages are treated as
private property when patented, preventing others from using the knowledge
and thus creating a barrier to entry. Edwin Land introduced the Polaroid
camera in 1947 and held a monopoly in the instant photography industry. in
1975, Kodak attempted to enter the instant camera market and sold a
comparable camera. Polaroid sued for patent infringement and won, keeping
Kodak out of the instant camera industry.

(3)

Asset specificity inhibits entry into an industry. Asset specificity is the
extent to which the firm's assets can be utilized to produce a different
product. When an industry requires highly specialized technology or plants
and equipment, potential entrants are reluctant to commit to acquiring
specialized assets that cannot be sold or converted into other uses if the
venture fails. Asset specificity provides a barrier to entry for two reasons:
First, when firms already hold specialized assets they fiercely resist efforts
by others from taking their market share. New entrants can anticipate
aggressive rivalry. For example, Kodak had much capital invested in its
photographic equipment business and aggressively resisted efforts by Fuji to
intrude in its market. These assets are both large and industry specific. The
second reason is that potential entrants are reluctant to make investments in
highly specialized assets.
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(4) Organizational (Internal) Economies of Scale. The most cost efficient level
of production is termed Minimum Efficient Scale (MES). This is the point at
which unit costs for production are at minimum - i.e., the most cost efficient
level of production. If MES for firms in an industry is known, then we can
determine the amount of market share necessary for low cost entry or cost
parity with rivals. For example, in long distance communications roughly
10% of the market is necessary for MES. If sales for a long distance
operator fail to reach 10% of the market, the firm is not competitive.
The existence of such an economy of scale creates a barrier to entry. The greater
the difference between industry MES and entry unit costs, the greater the barrier to
entry. So industries with high MES deter entry of small, start-up businesses. To operate
at less than MES there must be a consideration that permits the firm to sell at a premium
price - such as product differentiation or local monopoly.
Barriers to exit work similarly to barriers to entry. Exit barriers limit the ability of
a firm to leave the market and can exacerbate rivalry - unable to leave the industry, a
firm must compete. Some of an industry's entry and exit barriers can be summarized as
follows:
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Table 2.5: Some of an Industry's Entry and Exist Barriers
Easy to Enter if there is:

Difficult to Enter if there is:

Common technology

Patented or proprietary know-how

Little brand franchise

Difficulty in brand switching

Access to distribution channels

Restricted distribution channels

Low scale threshold

High scale threshold

Easy to Exit if there are:

Difficult to Exit if there are:

Salable assets

Specialized assets

Low exit costs

High exit costs

Independent businesses

Interrelated businesses

45

III. SITUATION ANALYSIS
The mobile phone market is one that is extremely complex and competitive. In
recent years, mobile phone industry has become one of the fastest growing industries in
the world. Companies in this industry become increasingly integrated, not only with
fixed link telecommunications, but also with other technologies such as computing and
multimedia. It is clear then that the mobile phone industry is moving towards the
product/technology led business. However, brand loyalty is also very important to
concern in this market. As Hill et al. (1995) has stated that, significant brand royalty
makes it difficult for new entrants to take market share. There are three brand leaders,
who dominated the mobile phone market. They are Nokia, Motorola and Ericsson.
(1)

The mobile phone market is one that is extremely complex and competitive.
Market deregulation, improvements in technology and new consumer tastes have
all been important factors in the dramatic growth in this sector. The mobile phone
curve is still at its growth stage and the trend will continue to grow.

(2)

In the mobile phone market, the consumers have a wide variety of choice to
choose from. To choose a mobile phone, consumers need to have a high
involvement in order to satisfy their needs.

(3)

For the mobile phone market's structure, substitute products include pagers,
Palms and handheld computers. There are high bargaining power of buyers and
suppliers. Meanwhile, the entry barriers are low because this market is highly
competitive. Furthermore, an increase in intensity of competition or rivalry tends
to increase the speed of product innovation.
For this chapter, the focus would be on the various factors that would affect a
company. The topics covered would include the macroenvironment (such as a
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demographic and economic analysis), market trends and outlooks, the market
structure and competitive behavior analysis, the company's own SWOT analysis,
and some business risks to consider. In addition, there would also be a company
analysis, as well as a competitive analysis (which would talk about such
competitive measures as the company's research and development or production),
and finally a competitor analysis.
3.1 Macroenvironment
According to Kotler et al.1996, there are six significant forces for evaluating
macroenvironment: demographic, economics, natural, technological, political, and
cultural forces. Five examples will be given in this assignment.
3.1.1 Demographic
Consumer demographics are the objectively measurable characteristics, which
describe individuals or families: total number, geographic location, age, education, and
so forth (Myers 1986). Mobile ownership is becoming more evenly spread amongst the
population. Whilst still slightly more prevalent amongst younger consumers and the
higher social grade, usage has increased amongst children and older consumers, and
lower income group.
3.1.2 Economic Analysis
The economic environment consists of the factors that affect consumer purchasing
power and pattern of spending (Kotler 1996). Nowadays, Asia is the most competitive
market because economics recover dramatically. However, European and North
American markets, on the other hand, also improve significantly.
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3.1.3 Technological Environment
The new technologies introduce new behavior. Mobile phone market move
towards digital and satellite communication (the third generation of mobile phone or
3G), for example, W-CDMA and WAP will play an important role in the near future.
Therefore, mobile phone companies tend to invest heavily on R&D in order to provide
the consumers with the best product.
3.1.4 Political Environment
The safety in using the mobile phones is recognized by scientific bodies,
government agencies and health authorities as the substantial protection for public and
the users.
Using the mobile phones perhaps harmful to users' health. For example,
nowadays, users concern about radiation because the transmitting antenna is only a few
inches away from the user's head. Thus, companies have to ensure their consumers to
use the product with confidence of safety.
3.1.5 Social and Cultural Environment
The social impacts of mobile phone are about social etiquette in public places and
growing anxiety concerning privacy. For example, people are unnerved at the ringing
of the phone in the train, cinema or place identified with relaxation or quietness.
On the other hand, mobile phone allowed increased accessibility to strengthen
relationships. Consumers strongly need the closer connection to access information to
their friends and family.
3.2 Market Trends and Outlooks
The market trends must be evaluated in order to determine market position on the
life cycle curve. Mobile phone market has changed the status from available only for
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business professionals to a widespread necessity for the general consumers. Moreover,
it has accelerated the growth and extension of the market life cycle of mobile phones.
Products are continuously produced as smaller in size, cheaper in price and greater in
network. The mobile phone curve is still at its growth stage and will not likely to reach
the mature or decline stage in the near future (Consumer survey Oftel 2000). The
growth stage is marked by rapid climb in sales (Kotler 1994: 364).
3.3 Market Structure and Competitive Behavior Analysis
The following diagram identifies four structural variables influencing competition
and profitability by Michael Porter of Harvard Business School. These five forces of
competition include three sources of Horizontal competition: competition from
substitutes, entrant, and established rivals; and two sources of vertical competition: the
bargaining power of suppliers and buyers (Grant 1998).
Competitive from Substitutes
The extent to which substitutes limit prices and profits depends on the propensity
to buyers to substitute between alternatives (Grant 1998). Substitute products offer the
same benefits as mobile phone currently include pagers, Palms and handheld computers.
Therefore, when users cannot afford the calling charges, they may use pagers or Palm
instead. For this reason, people might find a mobile phone as an unnecessary expense.
Threat of Entry
The entry barriers are low in this market. Mobile phone market is highly
competitive because there are many product offering across a great number of
companies, with main three companies: Ericsson, Nokia, and Motorola. Therefore, the
greatest entry barriers could be the recent decline in the mobile phone use-growth.
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Bargaining Power of Buyers
Consumers want to purchase mobile phones, both for personal and business use,
with high quality and performance at a reasonable price. In this market buyers have
wide variety of products and services to choose from. Therefore, the mobile phone
market has a high bargaining power.
Bargaining Power of Suppliers
Chips and silicons are the main resources in the manufacturing of mobile phones.
Manufacturers of chips and silicons have substantial bargaining power because in the
industry only a few firms have the advanced technology.
Rivalry between Established Competitors
For the mobile phone industry, the major determinant of the overall state of
competition and the general level of profitability is competition among the firm in the
industry. In this industry, companies focus on innovation, network system, service and
other dimensions.
3.4 SWOT Analysis
Internal Environment
Strength Analysis
Motorola has good technical support from employees, and a well-known company
image in the perspective of suppliers. Meanwhile they still maintain good relationships
with suppliers and operators. Motorola has experienced top management team, good in
marketing information, and good in business know-how. Motorola always improves the
telecommunication knowledge background.
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Weakness Analysis
Motorola has low level of promotion and public relation in this market segment.
Motorola still has to improve good team-oriented management to manipulate marketing,
accounting, financing, and monitor the rivals in foreign countries, and foreign strategic
business. Anyhow, Motorola needs additional highly experienced staff to cover all
activities in the overseas area. Limited capital and asset restrict the investment in some
service areas.
External Environment
Opportunity Analysis
Motorola realizes that the chances are still open to the business. The reasons that
support this statement are few restrictions on international trade policy, culture, ethic,
law, and obligation and they create the high prospect to capture the new market in Asia
Pacific region, high possibility to enter into the new market due to no such high
experience subcontractor in foreign countries, non-existing subcontractors in some
foreign countries, and a demand for high basic telecommunication services.
Threat Analysis
In one way, the opportunities are available from a point of view. Another way
round, threats are easily observed as well. The pricing strategies can be duplicated by
other subcontractors due to unsecured bidding information submitted to supplier.
Meanwhile, law and regulation of some foreign government policies can impact the
overall business. Furthermore, uncertain behavior of the suppliers can influence the
predetermined decision making. Motorola has to be aware of cost affect from foreign
exchange rate due to uncertainty in economic situation and has direct competitors from
both suppliers in some market areas (suppliers offer services directly to operator) and
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subcontractors. Uncontrollable expenses due to delayed project still beat the profit
expectation.
3.5 Business Risks
Statements that are not historical facts, including statements about lowering our
break-even sales level, growth in the next several years, long-term financial targets,
introduction of new products, market-share expectations and industry-growth
expectations are forward-looking statements based on current expectations and involve
risks and uncertainties.
Motorola wishes to caution the reader that the factors below and those in the
appendix to Motorola's Proxy Statement for the 2003 annual meeting of stockholders
and its other SEC filings could cause Motorola's results to differ materially from those
stated in forward-looking statements. These factors include: (1) the general economic
outlook for the telecommunications, semiconductors and automotive industries; (2) the
rate of the recovery in the overall economy and the uncertainty of current economic and
political conditions; (3) the impact of increased conflict with Iraq or other countries; (4)
lack of predictability of future operating results on our business; (5) the Company's
ability to effectively carry out the planned cost-reduction actions and realize the savings
expected from those actions; (6) the potential for unanticipated results from costreduction activities on the Company's performance, including productivity and the
retention of key employees; (7) the Company's continuing ability to access the capital
markets on favorable terms; (8) demand for the Company's products, including products
related to new technologies; (9) the Company's ability to continue to increase
profitability and market share in its wireless handset business; (10) the Company's
success in the 3G market: (11) unexpected liabilities or expenses_ including unfavorable
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outcomes to any pending or future litigation, including any related to the Iridium
project; (12) difficulties in integrating the operations of newly-acquired businesses and
achieving strategic objectives, cost savings and other benefits; (13) the impact of
foreign currency fluctuations; (14) the impact of changes in governmental policies, laws
or regulations; and (15) volatility in the market value of securities held by the Company.
3.6 Company Analysis
Motorola is a global company with business units in many parts of the world.
They undertake various strategic programs in all areas of operation in order to
emphasize their strategic competitive advantages over the competition. Motorola is a
company that has been established for a long time, and given its past record in dealing
with and responding to changes in its competitive environment; it can be counted that
Motorola will be around for a lot longer and continue to increase shareholder value.
Motorola has been very successful at adapting and responding to changes of its
extremely competitive market. Chairman Chris B. Galvin and the rest of Motorola's
management team have made decisions about new segments to enter at very early stages
in their lives. These decisions have paid off tremendously. Management's vision about
the industry has led to a broader array of segments within Motorola. The increased
diversification is a direct result of Motorola recognizing and responding to the
competitive environment.
3.6.1 Positioning
To achieve the goals, Motorola has to clearly identify itself in terms of
positioning, which begins with differentiation. Motorola has positioned itself as one of
the best-suited companies to profit directly from the technology revolution (Hoover and
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Manchon 1998). However, the competition in the last decade has led to several
companies losing their dominant market shares.
With this loss market share and revenue, it cause company profits and normal
returns reduce. The meaning of competition in this market is focused on technology
advancement. Therefore, management team has learned from past mistakes and had
responded recently to threats from competitors by out-planning and establishing
themselves before their competitors get a chance to complete. Motorola has a welldiversified structure, which is essential to its future success.
3.6.2 Human Resource
Motorola has created the HR2000 program to hire and train a new class of capable
employees worldwide every year. Employees in each division have the opportunity to
attend courses and train at the Motorola University. All staffs experience a series of
rational training assignments in primary U.S. groups or sectors geared toward
facilitating the accumulation of comprehensive functional and organization knowledge.
3.6.3 Company Infrastructure
Motorola has used functional structure in its semiconductor division (Smith 2001).
Functional structure is seen to be a flexible form of organization as well as developing
cost effective form. In the semiconductor sector, led teams work on tasks with an
emphasis placed on the empowerment of each individual. A network allows individual
group access to internal and external information and the exchange of knowledge
between groups (Smith 2001). However, this structure might lead to the difficulty in
coordinating.
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3.6.4 Vertical Integration and Strategic Alliances
Motorola has merged and joined into partnerships with many businesses over the
past several years. By working together with complementors, suppliers, and buyers
Motorola will be able to obtain higher return on their investment than may have been
able to gain it alone. For instance, Motorola has merged with SVG, Motorola's number
one supplier, in 1999, in order to increase competitiveness in the semiconductor
industry. This integration of Motorola increases greater vertically related activities and
control over successive stages of the value chain for its products (Grant 1998).
3.7 Competitive Analysis
Motorola obtains intangible resources and the integration of core competencies. It
has brand name of its products, reputation, technological know-how, high quality
standards, and strong organizational culture, which give strength to the company. It
also contains the skill that coordinates its resources and putting them to productive use.
The Motorola's distinctive competencies thus provide potential access to a wide variety
of markets. Furthermore, the complexities of these competencies are very difficult for
competitors to imitate.
Firm specific and industry value drivers include technological innovation, R&D,
and expansion of product offering. Concentrating on these factors helps create value for
a semiconductor firm. Analyses based on model of Porter and others provide insight
into the profitability of the mobile phone industry.
Motorola as a company is relatively diversified in terms of the products it offers
within the mobile phone industry. Motorola has pursued a differentiation strategy as
well as a focused strategy within its mobile phone division. Additionally, in order to
take advantage of the high growth opportunities in markets abroad, the firm has

55

st. Gabricl's Library, Au

embraced a cooperative strategy forming strategic alliances and a transnational in
foreign countries.
In the fast moving environment, companies must understand the dynamic of the
consumer base to meet the changing needs of the market place. Mobile phone market
has changed the status from mobile phone to multi-function equipment. New product
development is therefore essential, and transitions to new technology present an on
going challenge
The mobile phone industry is one that is extremely complex and competitive.
Companies that operate in this area of the computer industry have a vast amount of
economic resources at their disposal. Some of the major companies in this industry
include: Nokia, Siemens, Sony Ericsson, and Motorola.
3.7.1 Innovation
Some of the value drivers that encompass this industry include: R&D,
technological innovation in time to market, and expansion of product offering. Speed of
innovation is of greatest importance because it is the company that can repeatedly come
to market with the best products that can be successful. Motorola therefore tends to
invest heavily on Research and development in order to provide the consumers with the
best product components; for instance, the inclusion of innovative microchip technology
in mobile phones to make them possess higher level of intelligence.
Furthermore, Motorola concerns the uniqueness of innovation that helps the firm
to differentiate itself from its rivals and charge a premium price for its product, or
reduce its unit costs far below those of competitors (Hill and Jones 2001). More
importantly, innovation can enhance efficiency, quality, and consumer responsiveness.
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3.7.2 Efficiency
Efficiency helps the company to maintain and achieve a low-cost competitive
advantage. The most important component of efficiency for many companies is
employee productivity (Hill and Jones 2001). Motorola consider its employees to be the
most valuable asset that the company has. It has taken its resources and expertise on its
own in order to attain superior opportunities for improving its efficiency and
profitability.
3.7.3 Quality
As it has been stated above, Motorola focuses its attention on the quality of its
products. High product quality lets the company not only to charge higher prices for its
product but also lower its costs (Hill and Jones 2001). The superior quality can satisfy
consumers and allows Motorola to create consumer loyalty in the long run.
3.7.4 Consumer Responsiveness
Quality and innovation are parts of successful consumer responsiveness (Jobber
1998). Consumer will feel that their needs are met when a new product that has
superior quality is launched. Motorola must understand the dynamic of the consumer
base to meet the changing needs of the marketplace. Therefore, new product
development is essential. For example, according to the increasing of e-commerce,
multi media content and new Internet services, Motorola has improved its network
processor in order to keep its consumers moving forward in Internet time.
3.7.5 Research and Development
To gain the success, Motorola needs to demonstrate that they can meet technology
needs and manufacture advanced devices in sufficient qualities to satisfy consumers_
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Motorola's R&D division provides quickly and effectively new technology
advancement in time to market.
3.7.6 Production
The production function of a company creates value by performing its activities
efficiently in order to achieve the lower costs production (Hill and Jones 2001). The
main characteristic of Motorola's production strategy is that their different business
sectors have their own team of engineers and manufacturing plant. Therefore, this
allows specialization and ensures highest quality possible for each product.
Furthermore, since most of Motorola's products share the same underlying technology,
sharing of knowledge across sectors will decrease the duplication of resources.
3.7.7 Marketing and Sales
Motorola attempted to directly increase revenue and to come to direct contact with
consumers. To do this, Motorola has created the new smart program. This program
offers significant opportunity for Motorola to gain market power over consumers and
build valuable relationships with consumers. Moreover, to build up brand awareness,
Motorola announced a multi-faced global advertising campaign aims to generate unified
brand awareness for the company's products: cellular telephones, semiconductors,
pagers and personal use two-way radios.
3.7.8 Service
Motorola needs to satisfy its consumers by introducing supported activity program
in order to retain them successfully. Motorola has provided the effective after-sales
service to its consumers in order to create a perception of superior value in the minds of
consumers (Hill and Jones). This program helps the company in solving consumer
problems and supporting consumers after they have purchased the product.
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3.8 Competitor Analysis
3.8.1 Nokia
Nokia, the well-known Telecom company, has an impressive development record.
In a few years' time, this Finnish company has made its way to the top, seizing with
success with every possible opportunity, becoming the Number One on its market. This
became true because Nokia has always kept in mind the vital importance of developing
people.
Since 1992, the vision, determination and focus of top management energized
every single employee with just a few words: TELECOM, speed, focus, and values.
Continuous learning was made alive with the contribution of Doris Bigio, one of the
Mega partners, through annual events for the top 80 to 120 executives. The Company
dynamics created by these events was then cascaded at all levels of the organization.
In 1994, the first Mega Learning business simulation was launched tailor made for
the Nokia Mobile Phones organization. This simulation called "Global Leadership" is an
ambitious concept focusing on key issues selected by Nokia: globalization, competition,
alliances, change management, and adapting to the various Nokia customers needs and
sensitivities.
Nokia's International Program to Develop Managerial Competence
Compass is the international management development programme designed to
teach Nokia Mobile Phones' key people how to become better leaders and team builders
and to develop Nokia Mobile Phones.
The Compass learning philosophy is based on action learning. This is why Nokia
decided to integrate a Mega tailor-made business simulation, in order to let the
participants practice some of the company's strategic options. Mega trains 60 to 100
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high potential managers a year with courses related to finance, alliances, discontinuity
and negotiation. Their issue is managing changes in a deregulated environment. They
started with top management, and then began giving training to all potential
management employees.
The aim of the Mega module is assessing risks and defining opportunities.
Participants are even invited at "a meal for deal "where they explore the opportunities of
forming alliances. Mega has tailored the action learning program to the needs of Nokia,
getting the best scores. Since then, it has been embedded -with the necessary
modifications - in Mega's general course offering under the name "Global Leadership".
Nokia's Network Training Programme for Managers
The "Connector" program is targeted at experts and managers with 2-3 years
managerial experience, aiming at developing a business mindset and general
management and leadership skills in a global environment. The program is made of
three modules covering team building, business environment & strategies and financial
excellence.
The financial module at the end of the curriculum enables the learners to integrate
the whole contents and check the validity of their approach using the Mega simulation
capabilities. This program is run seven times a year, in all parts of the world. "Working
with Mega was a great experience. It proved their financial simulation package was able
to encompass a whole business strategy and give the company's participants a way to
evaluate the implementation of their decisions" says one of Nokia's training managers.
3.8.2 Sony Ericsson
Sony-Ericsson is a leader in cellular communications and its innovations have
driven huge acceptance and growth of wireless communications and applications. Sony-
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Ericsson also has reputation for quality and its positioning as an innovator. It was found
by Japanese electronics giant Sony and a Swedish telecoms maker Ericsson. The 50-50
joint venture aims to become the world's leading manufacturer of mobile phones within
five years.
The company will also gradually transfer its global cell phone manufacturing
capability to Beijing to take advantage of low labor costs there to supply the phones to
local customers as well as the international market. Sony Ericsson keeps its competitive
edge by producing cell phones with more applications, such as color screens, Internet
browsing and a digital camera that can send photos to other mobile phones or email
boxes.
3.8.3 Siemens
Based in Germany and operating from a business-to-business standpoint, Siemens
joined into the consumer mobile phone market not too long ago. With their expertise in
creating custom solutions for business clients, the company could use that kind of
knowledge in trying to capture the consumer market. However, even if the company is
doing rather well in terms of awareness and marketing strategies, the company still lags
behind such giants such as Nokia and Motorola, both of which have been in the mobile
phone market for a much longer time and have more know-how and experience. For
Siemens, not the entire company engages in mobile phone business, but just a
department.
The Siemens Information and Communication Mobile Group (IC Mobile) offers
the complete range of mobile solutions including mobile devices, infrastructure and
applications. Devices include mobile phones, wireless modules, mobile organizers and
cordless phones as well as products for wireless home networks_ The infrastructure
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portfolio includes GSM, GPRS and 3G mobile network technologies from base stations
and switching systems to intelligent networks, e.g. for prepaid services. Mobile
Applications cover end-to-end solutions for Messaging, Location Based Services or
Mobile Payment.
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IV. ANALYZE THE EXISTING MARKETING STRATEGIES
In the mobile phone industry, three brand players, which dominate the markets are
Nokia, Motorola and Ericsson. Among these brand names, Nokia has held the most
market share. Motorola and Ericsson, on the other hand, are in the second and the third
place of market leaders respectively.
Marketing plans can be both short term and long term, depending on how one
looks at the timeframe as well as the continuity of the marketing campaign. As both the
short term and long term marketing plans are connected, they are placed here in a single
heading. However, before going into the marketing plans, an explanation and
understanding of the marketing mix is necessary. This is covered in the section as
follows:
Product
Motorola offers products for business customers, government and organizations
and also general consumers. They provide the solution for their customers under the
campaign "Intelligence Everywhere solution around them". That is why Motorola
focuses on providing innovative differentiated products, technologies and services to
deliver all they want and more.
Motorola is also applying the Intelligence Everywhere brand promise to every
aspect of a more efficient and better operating. Motorola; it's the underpinning of our
improving performance and financial strengthening in this middle stage of the company
Turnaround. Initial indicators confirm that we are on the road to realizing the Motorola'
for the benefit of their customer, employee and shareholder.
Continuing to pursue high performance with high principles, Motorolans intently
focus on financial result. The company is marshalling the power of talented employees,
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fostering long-standing in stints for innovation, delivering new and exciting products,
and executing strategies enhancement. In essence, the company has to deliver their
Intelligence Everywhere brand promise.
Motorola has maintained its position and it has done that with the introduction of
its newest product, the V600. With its design and functionality, the Motorola V600
cellular phone is targeted for trendsetters. Blending style with communication
convenience, the quad-band handset eloquently delivers an integrated camera, PIM
functionality, advanced messaging features and downloadable games and applications.
The phone has enhanced the integrated camera, a vivid color display capable of
supporting up to 65,000 colors, and such features as BluetoothTM wireless technology
allows consumers to connect wirelessly to compatible accessories and devices and
Multimedia Messaging (MMS) capabilities allow them to send a photo along with a
personalized voice message.

Figure 4.1. Motorola V600
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Current Products of Motorola Mobile in Thailand
E365 HELLOMOTO
Don't be fooled by the Motorola E365's size, there's a whole lot fun in this little
phone. Express yourself more vividly than ever before with the model E365's large
color screen — perfect for showing off snapshots you've taken the integrated digital
camera.

Figure 4.2. Motorola E365 - HELLOMOTO
Craving attention? Make some sounds by playing tunes on the polyphonic speaker.
Feeling fashionable? Extend the look of the moment to your mobile by adding
screensavers and wallpaper to your personalized Motorola E365. The Motorola E365 is
a pocket-sized plaything that'll keep you composed, cool and connected.
(1)

hi-resolution 1-touch VGA camera

(2)

Integrated Complete MMS (with voice, text & visual)

(3)

Large 65K TFT color display

(4)

Rich 16 channel polyphonic ringer tones

(5)

Photo Album slideshow
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Motorola V70
A Motomarvel incorporates a circular display with a never-seen-before 360
degree rotating cover. Its iconoclastic design and futuristic shape exudes complete style
and sophistication. And yet it offers incredible power with its full range of
communication and entertainment features, for those who dare embrace the most
progressive and avant-garde mobile device. Motorola V70.

Figure 4.3. Motorola V70
C359 MOTOGROOVE
Be Fun, Be Colorful
(1)

Experience fun gaming and messaging on a bright 4096 color display
Complete Personalization

(2)

Download exciting colorful Themes (bundle of wallpaper, screensaver &
ringer tone), Wallpapers, Screensavers & Ringer Tones and choose from the
UI color scheme options for content personalization

(3)

Personalize the phone appearance with interchangeable housings of
completely different looks made possible by the unique endoskeleton phone
design
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C300 HIPHOPMOTO
Jaz7y. Funky. Spunky. It is the perfect partner as you navigate life's little dramas.
The Motorola C300 will be your constant connection during your daily commute, right
through to the after-dark romp. More than your average mobile, the Motorola C300 can
be tailored to your personal style with custom lifestyle profiling.

HIPVPMOTO

Figure 4.4. Motorola C300 - HIPHOPMOTO
Designate special icon tags and ring tones to keep track of your contact list.
Games, downloadable ring tones and screensavers, chat messaging and more make the
Motorola C300 quite the catch!
E360 COLORMEMOTO
Vivid. Vibrant. Vivacious. From black and white to 4,096 colors, monotones to
polyphonics. From SMS to fun messaging, simple to max-out action games. With
Motorola E360's full color screen display, messaging, animation and gaming on a phone
have suddenly taken on brighter hues!

Figure 4.5. Motorola E360- COLORMEMOTO
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4,096 Color Screen Display
Polyphonic Ring Tones
Easy Iconic Menu, Dual Language Support (English/Chinese)
Fun Messaging: Sound, Animated Icons & Text
GPRS 1U / 4D
C 330 MOTOMORPH
Are you cool as ice, fluid as liquid, or volatile like vapor? The new Motorola
C330's interchangeable front and back housing shapes and side grips will match the
moment. Strip it down or dress it up. Your mood decides.
With downloadable themed icons, screensavers, ring tones and a personal phone
arcade, the Motorola C330 is sure to cast waves of mobile envy. Motorola has packed
anything and everything into the C330 to help users create the ultimate individual
experience - a Mixmoto experience.

Figure 4.6. Motorola C330 - MOTOMORPH
Unique 3-in-1 Special Pack (ice+liquid+vapor)
Iconic Menu, Dual Language Support (English / Chinese)
Polyphonic Ring Tones
Sound-Text-Animated Fun Messaging (EMS 5.0)
Fun Downloads : Ring tones + Screensavers + Wallpapers, Motomixer
GPRS 1U / 4D
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T720 XLMOTO
Big Screen, Big Colors,
Big Games, Big Polyphonics
Big Impact, Big Experience
Get the big picture with the T720.

I
Figure 4.7. Motorola T720 - XLMOTO
(1)

Large 4,096 Color Screen Display, External LCD Display

(2)

Customizable 4-Way Navigation Key, Dual Language Support
(English/Chinese)

(3)

Downloadable Wallpapers, Screensavers, Ring Tones, K-Java Games &
Applications

(4)

EMS: Sound-Text-Animated Fun Messaging

(5)

GPRS 1U / 4D, Arcade Games (MotoGP, Tetris & Astrosmash

V66 CANDYMOTO
The Motorola V.66 phone is slim, curvy and a pleasure to behold. It is also a very
clever little clam-shell device. It is Motorola's smallest, lightest, tri-band world phone*
that is GPRS-enabled. Beneath its interchangeable front bezel and elegant form, it
contains a treasure of technology, like new user-friendly interface, zoom-in function,
customizable menu, voice-activated dialing, voicenote recording andFM radio
capability*.
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Figure 4.8. Motorola V66 — CANDYMOTO
(1)

New user- friendly interface

(2)

Small, sophisticated design, interchangeable front bezel

(3)

Zoom-in and zoom-out function to customizable font size

(4)

GSM 900 / 1800 / 1900 MHz tri-band technology with GPRS enabled

T190 BANGINMOTO
Send up to 765 characters in as single SMS
SMS up to 10 pals at one go
SMS chat messaging
25 animated icon messaging
Download ring tones via SMS

Figure 4.9. Motorola T190 —BANGINMOTO

70

T191 MOTOHIP
Funsized and funpacked, the ultra slim and compact Motorola Talkabout 191
offers premium looks and features at an affordable price. It is designed to be simple to
use with fun features such as animated and downloadable ringer tones. The Chat Pack
provides great messaging features so that staying in touch with those that matter is easy.
(1)

Phone book profiling with Icon

(2)

SMS up to 10 pals at one go

(3)

SMS chat messaging

(4)

Downloadable Animated Screen saver and download ring tones via SMS

Figure 4.10. Motorola T191 - MOTO
Price
Price skimming policy is used for pricing a Motorola mobile phone. According to
McDonald (1987), price skimming policy is a high initial price, moving down the
experience curve at a slower rate. This means that when the new V-series are first
launched, it is priced at high level. The price will be gradually reduced after
competitors launch their equal technology product. This strategy aims to maximize
profit before competitors because consumers perceive higher price as better quality.
Furthermore, odd pricing strategy is used in order to set the price in odd number
that consumer may perceive. This strategy can increase sales volume for Motorola
because consumers think that they can buy product cheaper than actual price. For
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example, Motorola sets the price of the new V-series at £159.99 when they first
launched in 1999.
Place
Mobile phone product distribution remains concentrated among the mobile phone
specialists. Therefore, the main distributors of Motorola mobile phone product and
equipment are specialty stores. This helps the company improve product image and
mark the price up. For example, Motorola distributes its product through Carphone
Warehouse.
Furthermore, Direct-marketing channels are also used in order to increase the
number of consumers. Direct marketing is an interactive marketing system that uses
one or more advertising media to affect a measurable response and/or transaction at any
location (Kotler 2000). Consumers can buy Motorola mobile phone through mail
catalogs and on-line shopping service. However, consumers who buy product through
mail catalogs and web site may less benefit from professional helps.
Promotion
The prime objectives of promotion strategy are building or maintaining awareness
of product and stimulate response from the audience. There are various types of media
and promotional techniques that Motorola is using in order to advertise their products.
Advertising
Motorola launched campaign "Intelligence everywhere" with objectives to
establish brand image and create brand and product awareness. Motorola has the
technology promise that they will make the billion of things around them smarter,
simpler, safer, and synchronized, when appropriate, fun.
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The company uses various media in advertising that are including:
(1)

TVC 30sec. and Sponsorship of TV Program.

(2)

Billboar

(3)

Magazine

(4)

Online Ad

(5)

Leaflet

(6)

Postcard
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V. DEVELOP NEW MARKETING STRATEGIES FOR SHORT-TERM
Short term marketing strategies and short-term marketing plan covers one-year
period. Within this period we will sell all products through retail shops and sales booths
set up in selected Watson's stores and department stores. We planned that the salesvolume is 2,500 million baht. Motorola would consist of a variety of campaigns that are
aimed to create awareness, give information, and spark the interest of consumers. These
are things that would be the initial step in getting consumers into what would hopefully
be the purchase of Motorola products. In short — term Plan, it will emphasize the
Advertising Campaign.
Product Strategy
Motorola will bring out new phones after having done research and development.
The products will be released one at a time, during different periods, so that the
products themselves would not compete with each other. Also, releasing the products
one at a time would help make the product's life extend for a while longer before it
becomes 'old'.
Price Strategy
Many companies often position their products or services on price and then base
other marketing mix decisions on the prices they want to charge. In this market, price is
a crucial product-positioning factor that defines the product's market, competition, and
design. Many companies will have price-positioning strategies that would result in price
wars. However, Motorola would not engage in such losing tactics. Price would reflect
the product's features and how 'high-tech' the product is, which would also help to
build a better product image.
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Place Strategy
In the short-term manner, the company could engage in helping to expand
channels through aggressive communications with dealers in regards to placing the
products in shops as well as department stores. The company would make agreements
with these dealers in setting up Motorola Booths or Motorola Corners, where the
Motorola products could be displayed and advertised, with some brochures for
customers to look at. At these places, the Motorola products could also be purchased by
any interested customers.
Promotion Strategy
Advertising
Advertising can be done with the following media. The target market would be
general consumers as well as young people and businessmen who like state-of-the-art
technology.
Objectives of advertising:
To create awareness of the new product
To inform customers about the product
To develop product image in consumers' minds
Newspaper (Thai Rath, Daily News):
Capture customers with high confidence/trust and broad acceptance.
Television (ITV, CH 5, CH 3):
Show feature, sound, pursue customer with high attention.
Magazine (business magazines, teen magazines):
target specific groups.
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Brochures:
easy to control but high costs.
Internet:
can support e-commerce and also low cost.
Direct Marketing
It is a valuable tool in the integrated communications program. It is a system of
marketing by which organizations communicate directly with target customers to
generate a response or transaction. The company can push direct efforts to target
customers by using leaflets and the Internet.
Objectives:
(1)

To inform and promote the company's product through the customers

(2)

To invite them to buy.

Media tools that can be used include Leaflets and the Internet
Tactics
The company can use leaflets and the Internet to complement with advertising,
sales promotion and public relation strategies. The leaflets distribute information and
activities of the company's products to prospective customers through major selected
outlets across the country. The leaflet will include information on the product features
and advanced technology used.
Moreover, the company will use the Internet as an information media to offer
information to the customers. The information regarding the company's products, the
promotional activities, and the public relations activities will be added onto the
corporate website. These can be served directly to customers and feed back can be
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gotten from the customers. The company could promote its website's name through
leaflets and print media.
Public Relations
Public relations can be used to raise awareness and to promote positive attitudes
toward products, as well as build trust and motivate consumer acceptance. A press
release at hotels can introduce new products to the mass medium. It can also help to
promote the product, and help develop a positive image.
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VI. DEVELOP NEW MARKETING STRATEGIES FOR LONG-TERM
As mentioned before, the short term and long term marketing plans are linked.
The target market of the long-term marketing plans includes the group that has bought
Motorola products, such as young adults, business men, and teens, as well as the general
public. The long term marketing plans would consist of the following strategies.
Objectives:
(1)

Help Motorola continuously stay in the market place by creating a
company and brand image

(2)

Compete with competitors effectively and efficiently

(3)

To keep consumers satisfied and happy.

The various strategies that could be employed include the following:
(1)

Overall cost leadership
Motorola is the world's semiconductor market share leader. The
semiconductors are silicon and chips, which are used in mobile phones. The
Motorola has developed its own semiconductor, concentrating on the mobile
phone. Thus, the firm can reduce costs, achieve the lower price than its
competitors and win a large market share (Porter 1996 in Kotler 2000).

(2)

Differentiation
According to Kotler (1997), differentiation is the act of designing a set of
meaningful differences to distinguish the company's offering. This strategy
helps company distinguish its product from competitors and therefore, gain
competitive advantage. Motorola distinguishes its product by introducing
the smallest and lightest mobile phone. For example, Motorola has created
the New V-series mobile phone as an inspirational phone which is unlike
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anything else on the market. Furthermore, Semiconductor technology has
allowed Motorola to create product differentiation with the integration of
ISD chip into its mobile phone. The ISD chip records and plays back voice
and serves as a built-in answering device for the mobile phone.
(3) Focus
The firm gets to know narrow segments intimately and pursues either cost
leadership or differentiation within the target segment (Porter 1996 in Kotler
2000). In this respect, New V600 mobile phone is focused on the mass
market. Motorola is positioning the product for high-end consumers, not
low-end fashion items thus enjoying the price premium.
From the above strategies, it is best for Motorola to use differentiation product
strategy.

A differentiation strategy is used when the unique attributes and

characteristics of firm's product other than cost provide value to consumers (Jones
1998). Motorola mobile phone produces highly technical products that target the
innovative consumer. Because of its vast R&D and expansion into many product
markets, Motorola's core competency is integration. Motorola mobile phone contains
unique attributes which allow them to outperform their competition. Although priced
higher than substitute products, the innovative consumer Motorola has targeted is
willing to pay more for the additional features that Motorola mobile phone offers. As
Chapple (1999) stated that, the new model developments of Motorola phone become its
potential strength. Thus, this development could possibly change its current market
position into the top leader place.

79

Motorola E-Commerce Strategy
For the long-term strategy plan, Motorola would use the 4P's in creating a
marketing plan, which would make use of e-commerce in its operations. The long-term
e-commerce plan would be divided into 4 sections according to the 4P's: product, price,
place, and promotion, with each section divided into 4 stages, depending on which
activities are done first or afterwards.
Product
The 1st stage in the e-commerce long-term marketing plan would consist of the
following activities:
Motorola would need to define branding in an e-commerce environment, explain
brand awareness and how it is built and sustained, give examples of methods of building
customer loyalty, illustrate the differences between product branding and web site
branding and explain the importance of each, and describe cultural and demographic
opportunities and barriers to successful product/service design (cultural biases,
language, religion, buying habits, age groups, education, etc.)
The 2nd stage of the e-commerce long-term marketing plan would consist of the
following activities:
Motorola would need to define the concept of product or service differentiation,
illustrate product/service differentiation techniques employed in e-commerce
businesses, and describe the use of service differentiation as an integral part of product
differentiation in successful e-commerce businesses.
The 3rd stage of the e-commerce long-term marketing plan would consist of the
following activities:
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Motorola would need to accurately distinguish customer segments using primary
and secondary marketing research data and inference from competitive activities,
accurately describe customer needs by customer segments, design products and services
that meet customer needs and target customer segments, design strategic and tactical
plans for growing and protecting brands, and plan product/service "refreshment"
strategies.
The 4th stage of the e-commerce long-term marketing plan would consist of the
following activities:
Motorola would need to perform all marketing activities with a customer
orientation (versus relationship or process orientation) and formulate an integrated
branding plan.
Price
The 1st stage in the e-commerce long-term marketing plan does not include
activities for the pricing, as the 1st stage does not yet necessitate any plans in this
regard.
The 2nd stage of the e-commerce long-term marketing plan would consist of the
following activities:
Motorola would define common pricing strategies in traditional channel, mixed
channel, and web-only channels and illustrate the impact of shipping, foreign exchange,
taxes and duties on pricing strategies for different channels.
. The 3rd stage of the e-commerce long-term marketing plan would consist of the
following activities:
Motorola would demonstrate revenue maximization by modeling the impacts of
pricing strategies by customer segment.
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The 4th stage of the e-commerce long-term marketing plan would consist of the
following activities:
Motorola would formulate strategic and tactical pricing plans for a single or multichannel operation.
Place
The 1st stage of the e-commerce long-term marketing plan would consist of the
following activities:
Motorola would recognize geographic and legal implications for e-commerce
success (copyright, impacting local regulations, language, culture, religion, physical
location issues such as logistics, spoilage, theft, payment forms and systems) as applied
to both the product/service and web site.
The 2nd stage of the e-commerce long-term marketing plan would consist of the
following activities:
Motorola would illustrate web site positioning (visually) and the role of search
engines and cross advertising (banner ads).
The 3rd stage of the e-commerce long-term marketing plan would consist of the
following activities:
Motorola would compare the costs and benefits of in-house versus out-sourced
logistics methods, compare the costs and benefits of in-house versus out-sourced
technical and customer service operations, and compare the costs and benefits of
centralized versus geographically dispersed operations.
The 4th stage of the e-commerce long-term marketing plan would consist of the
following activities:

Motorola would formulate an integrated logistics strategy for an e-commerce
operation (product/service, technology/technology services, administration/customer
service operations)
Promotion
The 1st stage of the e-commerce long-term marketing plan would consist of the
following activities:
Motorola would define promotion and its various modes (advertising, personal
selling, merchandising, promotions, etc.) as they apply to e-commerce activities and
distinguish different advertising media types (broadcast, print, and electronic) and their
role in attracting customers in an e-commerce environment.
The 2nd stage of the e-commerce long-term marketing plan would consist of the
following activities:
Motorola would define customer relationship management and role of technology
in enhancing it, illustrate the role of buying behaviors in the planning of promotions and
compare the cost effectiveness of different promotion modes.
The 3rd stage of the e-commerce long-term marketing plan would consist of the
following activities:
Motorola would illustrate the interaction of different media types in promoting
products and web sites, research and differentiate buying behaviors of target customer
segments in an e-commerce environment, and apply promotion techniques to keep
customers at an e-commerce site and to have them returned. ("stickiness")
The 4th stage of the e-commerce long-term marketing plan would consist of the
following activities:
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Motorola would formulate strategic and tactical promotion plans for the
product/service and web site of an e-commerce operation.
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VII. EVALUATION OF MARKETING TOOLS
The final step in the marketing process is organizing the marketing resource,
implementing it, and then evaluating the marketing plan. The important issue in any
system is the degree to which it enables control to be exercised over the key
determinants of success and failure (McDonald 1987).
Feed back Mechanism
Feedback mechanism will give Motorola the valuable insight into the practical
problems and concerns encountered by companies seeking to take advantage of the
market. The result of feedback will be systematically included in the review of the
marketing strategy. Therefore, feedback mechanism aims at simplifying and improving
the marketing plan. For example, in order to measure feedback Motorola has to gather
the data by using questionnaire through Motorola website and postal questionnaire.
Evaluation and Control
I mplementing market control aims to monitor and control marketing activities that
is related to company's objective. There are three types of marketing control that
Motorola should determine:
(1) Annual-plan control
This is the task of ensuring that the company is achieving its current sales,
profit, and other goals (Kotler 2000). In this respect, Motorola has to
analyze its actual sales in retention to sales goals. The sales analysis is used
to calculate the cost of sales, operating expense, in order to find the
expected profit when compared to the revenue. Furthermore, market share
is also assessed in order to know the company's status compared with its
closest competitors.
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(2)

Profitability control
This approach will help management determine whether any products or
marketing activities should be expanded, reduced, or eliminated (Kotler
2000). In this respect, a company's accounting systems will be measured in
order to design the company's marketing plan. For example, if the new Vseries is successful in the market, Motorola should continue to expand this
model with more advanced technology.

(3)

Efficiency control
Motorola operates in many diverse markets around the world, through many
different kinds of marketing systems. Thus, Motorola should establish a
marketing controller position in each country it operates in order to improve
its marketing planning efficiency. This is a more efficient way to manage
the sales force, sales promotion, advertising, and distribution in a particular
country. For example, in Hong Kong advertising is important, thus
Motorola mobile phone should concentrate on more media exposure such as
radio commercial advertisements and brochures.
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VIII. CONCLUSIONS AND RECOMMENDATIONS
8.1 Conclusions
It is clear that the mobile phone industry is moving towards the
product/technology led business; Motorola has prepared its strategies to become highly
competitive. So this marketing plan is made to help increase the sales of Motorola's
mobile phone.
The plan was done by finding out the objectives of the company. The main
objective of Motorola is growth in market share. Differentiation strategy helps
company distinguish its product from competitors and therefore, gain competitive
advantage. The new V-series, for instance, helps Motorola meet customer's need at
high end-market. Motorola uses price skimming policy in order to maximize profit
before competitors. At the same time, Motorola distributes its product to high street
retailers; for example, Carphone Warehouse in the UK. Moreover, global advertising
will be shown around the world.
In regards to this project, it concentrated on the Motorola Company itself as well
as the various important aspects that affect it, both internally and externally. These
environmental factors were analyzed, with some foundation in regards to other issues,
such as the consumer purchasing process, the 5 forces of Michael Porter, SWOT, and
the 4P's Marketing Mix. These were all combined to create suggestions for a shortterm marketing plan as well as a long-term marketing plan.
After focusing on the company and talking about its business conduct,
responsibilities. units, and products and services, there were also analyses that were
based on the environment of the market itself as well as analyses for the competitors.
which helped to clarify the situation that the company was in. The strengths of the
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company, such as its research and development, were put into consideration, along with
the weaknesses as well as the opportunities and strengths. In addition, the 4P's of the
company, such as the company's products, pricing strategy, promotion strategy, and
placing, were discussed in some details.
A marketing plan was drawn up that consisted of both a short-term marketing plan
campaign and a long-term marketing plan campaign that would help the company to
achieve various objectives, including the fact that the company would be able to
introduce its products, give information to consumers, invite consumers to buy, and
keep customers satisfied.
8.2 Recommendations
Motorola has many opportunities to achieve at this point in time. One of the most
attractive opportunities is the future of telecommunication networks and the Internet.
Motorola should develop a high growth strategy in these areas. In this area, it is more
important for Motorola to focus on revenue growth. By doing this, Motorola will be
able to make its brand stronger in relatively young industry, and can set itself up for
large profits in the future. This also will establish Motorola in the networking market
for the long run and let make it a key player within rapidly growing industry.
Another key area of Motorola's future is their ability to form alliances with other
firms in technology industries. By forming up with networking, software, and computer
companies, Motorola will be able to be on the cutting edge of technology (Smith 2001).
These alliances will allow Motorola the opportunities to share resources and research
with other firms, and to build their names in the industry. As Lynch (2000) explained,
alliances enable firms to focus on and invest in kw selected core competencies,leverage
the competencies of other firms, and thereby grow into formidable global competitors.
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Motorola is a multinational company. Therefore, they need to develop their
international strategies. The area of cross-boarder alliances is recommended for
Motorola. In many industries, the global demands on technology and financial
resources are forcing companies to alley as industries rapidly change (Hill and Jones
2001). Motorola should team up with the company that offers the high quality
operating systems, such as Turbo Linux, in foreign market. It is operations like these
that must be a necessity for Motorola to pursue.
The markets will always be fluctuating at an ever-increasing rate, and to stay
competitive is to be able to meet consumer demands and expectations, and to satisfy
them in such a way that the consumers would be retained.
Motorola should focus its strategy on its core competencies in activities where it
can achieve in order to attain the higher competitive advantage (Quinn 1996). It should
discontinue to the products that are not suitable with their core technical competencies
in semiconductor sector. Thus, these products should be operated by strategically
outsourced.
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