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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. Thiswould help the company have an edge over other competitors and become able

to effectively and efficiently compete in today's tire market place.
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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, two-
way 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



recommendations and the implementations of the project, the overall company's
strategies are indicated in the part of this project respectively.

Thefirst 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, lllinois, in 1928. Itsfirst 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," aword 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 shitting its focus away from consumer

electronics. The color television receiver business was sold in the mid-1970s. allowing



M otorola to concentrate its energies on high-technology markets in commercial,
industrial and government fields. By the end of the 1980s, M otorola 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, Motorolais harnessing the power
of wireless, broadband and the Internet to deliver embedded chip system level and end-
to-end network communication solutions for the individual, work team, vehicle and
home.

Motorolais aglobal leader in wireless, automotive and broadband
communications. The company's Intelligence EverywhereTM solutions include:

(1) Software-enhanced wirel ess tel ephone and messaging, two-way radio
products and systems, as well as networking and I nternet-access products,
for consumers, network operators and commercial, government and
industrial customers.

(20 End-to-end systemsfor 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,

telecommuni cations, 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, aswe 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.

Pur pose of the Code of Business Conduct

This Code of Business Conduct is aguide 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.



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

M otorola 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

Asthe 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.



Commercial, Government and I ndustrial Solutions Sector

The Commercial, Government and Industrial Solutions Sector (CGISS) isthe
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 iDENTt 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 Digital DNATM 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
(8 Cable Modems
() Digital Audio Receivers
(c) Digital Set-top Terminal
(d Voice Terminas
(3) iDEN
(4) Phones
(5) Two-Way Radios
Business
(1)  Accessories & Replacement Parts
(20 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)

(99 Manufacturing Execution and Optimization Software



(10) Mobile Data Terminals
(11) Satellite & Broadcast Cable
(12) Semiconductors
(13) Softmodems
(14 Two-Way Radios
(150 US Federal Government
Networks
(1) CDMA Network Systems
(2) GSM Network Systems
(3) Integrated Communication Systems
@ ASTRO 25 Project 25 Compliant
(b) Dimetra Tetra Compliant
(0) Telario
(4) 1P Network Solutions
(& Advanced Home Services
() Cable Modems
(¢) Network Infrastructure Solutions
(d VoiceOver IP Solutions
(5) MOSCAD
(6) Transmission Network Systems
(7) Wireless Local Area Network (WLAN)
Applications & Services
(1) Automotive Engine Test Software

(2) Customer Service Request Management



(4)
®)
(6)
(7
(8

©)

(10)
(11)
(12)

(13)

Dispatch Communications Solutions

Energy System Test Labs

Homeland Security Solutions

Homol ogation Engineering and Test Lab Services
Input Solutions

Internet and Wireless Software and Solutions
) Bluetooth Microbrowser

(b) Mobile Internet Solutions

(¢ Platform Software

(d VolP

Network Operator Services

Public Safety Communications Solutions
Radio System Services

Six Sigma Services

Software Process Consulting

1.2 Objectives

(1)

)

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

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.



H. LITERATURE REVIEW

Relevant research studies and frameworks go along 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 sel ecting 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
adirect 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 awide variety of choices to choose from. To choose
amobile 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.

Sel ecting 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

10
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decision, and post purchasing behavior. The buying process starts long before the

actual purchase and has consequences long afterward (Engel et al.1994).

Problem Information Evaluation
recognition —— search ——  of dternative
Purchasing Post purchase

decision behavior

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
catal ogues 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

1



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 isthe
marketer's job to monitor post purchasing satisfaction, actions, and use in order to
devel op perception to positive attitude. As Kotler (1999) stated that an attitudeisa
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.



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 aricher 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 | zard's framework which assumes that separate and discrete emotions
exist and that each has measurable, experiential, and motivational properties (I1zard
1972. p.85). In his Differential Emotions Theory |zard (1972) conceptualizes ten
fundamental emotions: joy. surprise, anger, disgust, contempt, shame, guilt, fear,
interest, and sadness. |zard's typology has initiated research on emotionsin avariety of
consumer research contexts Allen et al. 1988, 1992; Batra and Ray 1986;

Westbrook 1987: Westbrook and Oliver 1991).

13



Values

Valueis 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 magjor influence on human behavior (Parsons
and Shils 1951). The view that values guide behavior is evident in literature from
psychology, sociology, and organizational behavior (lzard 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 acertain 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
specia 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

14
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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)  Whoisthe 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






