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Abstract

Marketing strategy involves careful scanning of the internal and external environments. Internal environmental factors
include the marketing mix, plus performance analysis and strategic constraints. External environmental factors
include customer analysis, competitor analysis, target market analysis, as well as evaluation of any elements of the
technological, economic, cultural or political/legal environment likely to impact success. A key component of
marketing strategy is often to keep marketing in line with a company's overarching mission statement. Besides SWOT
analysis, portfolio analyses such as the GE/McKinsey matrix or COPE analysis can be performed to determine the
strategic focus.

Once a thorough environmental scan is complete, a strategic plan can be constructed to identify business alternatives,
establish challenging goals, determine the optimal marketing mix to attain these goals, & detail implementation. A final
step in developing a marketing strategy is to create a plan to monitor progress & a set of contingencies if problems arise
in the implementation of the plan.
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INTRODUCTION
Definition
Marketing strategy is a process that can allow an organization to concentrate its limited resources on the greatest
opportunities to increase sales and achieve a sustainable competitive advantage.
Developing a marketing strategy
Marketing strategies serve as the fundamental underpinning of marketing plans designed to fill market needs and
reach marketing objectives. Plans and objectives are generally tested for measurable results. Commonly, marketing
strategies are developed as multi-year plans, with a tactical plan detailing specific actions to be accomplished in the
current year. Time horizons covered by the marketing plan vary by company, by industry, and by nation, however,
time horizons are becoming shorter as the speed of change in theenvironment increases. Marketing strategies are
dynamic and interactive. They are partially planned and partially unplanned.
Types of strategies
Marketing strategies may differ depending on the unique situation of the individual business. However there are a
number of ways of categorizing some generic strategies. A brief description of the most common categorizing
schemes is presented below:
Strategies based on market dominance - In this scheme, firms are classified based on their market share or dominance
of an industry. Typically there are four types of market dominance strategies:
= Market Leader
= Market Challenger
= Market Follower
= Market Nicher
Porter generic strategies - strategy on the dimensions of strategic scope and strategic strength. Strategic scope refers
to the market penetration while strategic strength refers to the firm’s sustainable competitive advantage. The generic
strategy framework (porter 1984) comprises two alternatives each with two alternative scopes. These are
Differentiation and low-cost leadership each with a dimension of Focus-broad or narrow.
+ Product differentiation (broad)
+ Cost leadership (broad)
+ Market segmentation (narrow)
Innovation strategies - these deals with the firm's rate of the new product development and business model innovation.
It asks whether the company is on the cutting edge of technology and business innovation. There are three types:
++ Pioneers
+» Close followers
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+« Late followers
Growth strategies — in this scheme we ask the question, “How should the firm grow?” There are a number of
different ways of answering that question, but the most common gives four answers:

» Horizontal integration

» Vertical integration

> Diversification

» Intensification
A more detailed scheme uses the categories
Prospector
Analyzer
Defender
Reactor
Marketing warfare strategies - This scheme draws parallels between marketing strategies and military
strategies

v 1.5 Strategic models
Marketing participants often employ strategic models and tools to analyze marketing decisions. When beginning a
strategic analysis, the 3Cs can be employed to get a broad understanding of the strategic environment. An Ansoff
Matrix is also often used to convey an organization's strategic positioning of their marketing mix. The 4Ps can then be
utilized to form a marketing plan to pursue a defined strategy.
There are many companies especially those in the Consumer Package Goods (CPG) market that adopt the theory of
running their business centered on Consumer, Shopper & Retailer needs. Their Marketing departments spend quality
time looking for "Growth Opportunities” in their categories by identifying relevant insights (both mindsets and
behaviors) on their target Consumers, Shoppers and retail partners. These Growth Opportunities emerge from changes
in market trends, segment dynamics changing and also internal brand or operational business challenges. The
Marketing team can then prioritize these Growth Opportunities and begin to develop strategies to exploit the
opportunities that could include new or adapted products, services as well as changes to the 7Ps.
Real-life marketing
Real-life marketing primarily revolves around the application of a great deal of common- sense; dealing with a limited
number of factors, in an environment of imperfect information and limited resources complicated by uncertainty and
tight timescales. Use of classical marketing techniques, in these circumstances, is inevitably partial and uneven.
Thus, for example, many new products will emerge from irrational processes and the rational development process
may be used (if at all) to screen out the worst non-runners. The design of the advertising, and the packaging, will be
the output of the creative minds employed; which management will then screen, often by 'gut-reaction’, to ensure that
it is reasonable.
For most of their time, marketing managers use intuition and experience to analyze and handle the complex, and
unique, situations being faced; without easy reference to theory. This will often be 'flying by the seat of the pants', or
'gut-reaction’; where the overall strategy, coupled with the knowledge of the customer which has been absorbed
almost by a process of osmosis, will determine the quality of the marketing employed. This, almost instinctive
management, is what is sometimes called ‘coarse marketing'; to distinguish it from the refined, aesthetically pleasing,
form favored by the theorists.
OBJECTIVESTOSTUDY
Marketing objectives are goals set by a business when promoting its products or services topotential

SNANENENEN

consumers that should be achieved within a given time frame. In  other
words,marketingobjectivesarethemarketingstrategysetinordertoachievetheoverallorganizational objectives.
A company's marketing objectives for a particular product

mightincludeincreasingproductawarenessamongtargetedconsumers,providinginformationaboutproductfeatu
res andreducingconsumer resistancetobuying the product.

SMARTApproachtoMarketingObjectives
When setting objectives, it is very important to ensure that they are specific, measurable,achievable,
realistic and time-specific - or SMART for short. The SMART approach allows asupervisor
toeffectivelymanage the marketingactivities and be able to determine howsuccessfulnew objectives will be.
The SMART approach can help achieve your marketing objectives by asking the followingquestions:

e Specific

Aretheobjectivesstatedinawaythatispreciseabout whatyouarehopingtoachieve?
e Measurable
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Can you quantify each objective, i.e. can you use a unit of measure, such as a market share
inpercentageor dollars, to provideawayto checkyour level of success?

e Achievable
Are your objectives reasonable in terms of what you can actually achieve, or are you settingyoursights
too high?

e Realistic
Doyouhavesufficientemployeesandresourcestoachievetheobjectivesyouhaveset?Ifyoudon't,arethey
likely to beunrealistic?

e Time-specific
When are you hoping to achieve these objectives? You need to define a timing plan by
usingtargettiming foreach specificobjective.

Theprojectenablesustofindoutcertainspecific objectiveslike:

e Howmany consumers useOneplus products?
Howmany consumers areawareabout theOneplus ad?
Whichadvertisementfeatureplaysan importantroleininfluencing consumers?
Isthemarketingstrategyundertaken effective?
Doestheproduct reflectbrandvalue?
Arethereenoughservice centresacrossthe countrytocatertoconsumerneeds?
Areconsumerssatisfied withtheaftersalesservices?
Isthe Oneplus adeffectiveleavinga markinconsumerminds?
AreOneplusmerchandisesapartofthemarketing strategy?
Doestheadrepresentactualproductprofile?

REVIEWOFLITERATURE

Androulidakis ; G. Kandus (2011) correlated the brand of mobile phone users’security practices. Usersshow
different behavior in an array of
characteristics,accordingtothebrandofthemobilephonetheyareusing.Assuch,thereiscategorization of arrears, different
for each brand, where users are clearly lackingsecurity mind, possibly due to lack of awareness. Such a categorization
can helpphone manufacturers enhance their mobile phones in regards to security, preferablytransparentlyfor theuser.
TajzadehNaminAidin(2012)analysedthattheprocessofdecidingover(choosing)abrandmaybeinfluencedbysituationandc
ontent. Thefindingssuggestasignificantrelationshipbetweenthevariables‘‘brandattitude”,and*““product(cellphone)choice”.
Inaddition,nosignificantrelationshipwasfoundbetweenindividualdecision-making processes (independentor
mediated)andproductchoice.

Nasr Azad ; Maryam Safaei (2012)states that there are many evidences to believethat customers select their
products based on brand name. Products also maintaintheir own characteristics, which make them differentiable from
others. In this paper,researchershavepresentedanempiricalstudytodetermineimportantfactorsinfluencing customers'
purchasing intend for cellular phones in capital city of Iran,Tehran. The results of the study show that there are some
positive relationshipsbetween exclusive name and quality perception, between exclusive name and wordof mouth
advertisement, between quality perception and fidelity, between word-of-mouth advertisement and brand name and
between brand name image and brandname.
OzhanKarimi(2012)hadpresentedanempiricalstudytoinvestigatetheeffectsofdifferentmarketingeffortsonbrandequityin
mobileindustry.Theresultsshowthatthere is a positive and meaningful relationship between marketing mix efforts
andbrandequity.Inotherwords,moreadvertisementscouldhelpbettermarketexposure,whichmeanscustomerswillhavemor
eawarenessonmarketcharacteristics. Amongallmixedefforts,guaranteeinfluencesmoreonbrandequity,whichmeansconsu
merscaremoreonproductservicesthanotherfeatures.Finally,amongdifferent characteristics of brand equity, product
exclusiveness plays an importantrole. In other words, people are interested in having exclusive product, which
isdifferentfromothers.

HeikkiKarjaluoto, Jari Karvonen et al, (2005), had analyzed that Mobile phonemarkets are one of the most
turbulent market environments today due to increasedcompetition and change. Thus, it is of growing concern to look
at consumer buyingdecisionprocessandcastlightonthefactorsthatfinallydetermineconsumerchoicesbetween different
mobile phone brands. On this basis, this research deals
withconsumers’choicecriteriainmobilephonemarketsbystudyingfactorsthatinfluenceintention to acquire new mobile
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phones on one hand and factors that influence onmobile phone change on the other are some general factors that seem
to guide thechoices. The two studies show that while technical problems are the basic reason tochange mobile phone
among students; price, brand, interface, and properties are themostinfluential factorsaffecting the actual
choicebetweenbrands.

HandeKimiloglu, V. Aslihan Nasir, Stphan Nasir, (2010),aims to discoverconsumer segments with different
behavioral profiles in the mobile phone market.Pragmatic consumers are found to give high importance to the
functional, physicaland convenience-based attributes of the product. The abstemious group also givesimportance to
functionality along with design. While value-conscious consumersfocus strongly on price, the charismatic segment
represents the want-it-all groupvaluing many attributes such as technological superiority, practicality,
durability,functionality,anddesign.Thestudy alsoincludes
findingsanddiscussionsaboutthedifferencestheseclustersdisplayin termsoftheirinvolvement andloyaltystyles.

Fred Robins, (2003) analyzed that the marketing of the next generation of mobilephones. It begins with comments on
the state of the telecom industry and drawsattention to elements of technological and product convergence,
highlighting thepoint that while industry convergence on digital technology is a fact, today’s
mobiletelephonymarketplaceisnonethelesscharacterizedbythreegenerationsoftechnology and the latest generation, 3G,
embraces three related but competingstandards. The research examines 2G, 2 and a half G and 3G developments
aroundtheworldandidentifiesfactorsrelevanttothemarketingof3G,includingrecognitionof ~ geographical and  user
diversity and the consequent need for marketers to
keepthesevarioususerperspectivesinmind.However,customerdesireforpersonalisation, including personalised 3G
services, are important features of themarketplace, as will betheavailability of simple, securepaymentsystems.

Jaakko Sinisalo, JariSalo, HeikkiKarjaluoto, Matti Leppaniemi, (2007) statesthat the purpose of their study is
twofold. First, in order to guarantee a coherentdiscussion about mobile customer relationship management (MCRM),
this paperpresentsaconceptualizationofmCRMdelineatingitsuniquecharacteristics.Second,the authors develop the
empirically grounded framework of the underlying issues inthe initiation of mMCRM. Researchers have identified
issues that can be divided intothree categories (exogenous, endogenous and mCRM-specific) the company has
totakeinto account whenmoving towardsmCRM.

MarketingResearch

Marketing research is the function, which links the consumer, customer and public to the marketerthrough
information.Informationusedtoidentifyanddefinemarketingopportunitiesandproblems:generate,refine  and evaluate
marketing action, monitor marketing performance, and improveunderstandingof marketas aprocess.

Marketing strategies of one plus vary in their specific objectives. They may be used to correctnew customer, to reward
loyal customer’s ad to increase the repurchase rates of occasionalusers. Sales promotion usually targets brand
switchers because non-users of other brands donot always noticeapromoting

SourcesofData

Inthisstudytheformostdatacollectioninstrumentusedisthequestioner’smethod. Thequestionerhasbeendesignedwithboth
openendedandcloseendedquestions. Apartfromthis,theresearchinstrumentconsistsofprimaryandsecondarydatacollected
forthestudy.

PrimaryData

Herefirst-handinformationisobtainedbydistributingprintedquestionerstothemarketing executives of the company. Data

was also obtained from the observation
andinterviewstechniquesadoptedbytheresearchers.Moreover,informationwasdisseminatedbythe departmental heads.
SecondaryData

Here the information is obtained from the brochure of one plus group , books,websites,newsletter, generals,
magazines, newspaper, etc.
TheONEPLUSPhilosophy

At one plus, they follow a simple philosophy: “NEVER SETTLE” which illustrates theirwillto disrupt the way
companiesdesign and build mobile devices
Unlikeothermanufacturers,theydon’tseeasmartphoneasalistoftechspecsandfeatures. Theyfocusondeliveringthebestend-
userexperienceonaday-to-
daybasis.Todoso,theirapproachintegratesthreemainelements:people(desirability),technology(feasibility)andbusiness
(viability).

Every day, their people bring this philosophy to life. The leaders search for the brightesttalent from around the world,
and give them the resources they need to be the best at whattheydo.Theresultisthatallofitsproducts—
frommemorychipsthathelpbusinessesstorevital knowledge to mobile phones that connect people across continents
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have the power toenrichlives.Andthat’swhat makinga betterglobal societyall isabout.

MissionofCompany

“Everythingwedoatoneplusisguidedbyourmission:Ourmissionistosharethebesttechnology,built hand-in-hand
withyou.”

Values of ONE PLUS

We believe that living by strong values is the key to good business. It is our commitment to bring the best possible
technology to users around the world, reaffirmed by our personal experiences as smartphone geeks. Only a few
devices available on the market satisfy tech lovers. We believe that consumers shouldn’t choose between
performance, quality and price. Our motto — Never Settle — illustrates our will to disrupt the way companies design
and build mobile devices.

At One Plus, a rigorous code of conduct and these core values are at the heart of every decision we make.

Engage with users

Designing the best smartphone experience requires a full understanding of people’s expectations and desires. We
believe that engaging with costumers would provide us with the best insights on tech scene, as seen by avid users, as
well as excellent feedback on existing devices.

Design the best combination

A smartphone is more than the sum of its parts. It is the combination of complementary components that offer an
overall experience. Some companies make believe that a particular spec can totally transform a device. However,
specs frequently conflict with each other. A powerful battery lets the device run for longer, but frequently increases
its thickness and weight. At OnePlus we believe that a mobile experience has to take a holistic approach in order to
be optimal.

Partner with the experts

One Plus simply aims to create the best products that we can for consumers. Partnering with the OS experts like
Cyanogen Inc. is not only a disruptive way to deliver our promises but allows us to leverage OnePlus high
performance hardware.

Maximize the consumer value

Companies generally focus on retail price first when defining phone specs. The better the phone specs, the more
expensive the product. We believe that there are new ways to incorporate more technology with no extra cost.
OnePlus doesn’t compromise on product quality and plans to offer greater value to consumers through innovative
design and outline strategy.

e Vision 2020
e Ags stated in its motto, OnePlus’ vision for the new decade is, "to pursue excellence, in other words Never
Settle."

e The goal for one plus is to become a respected, global brand.
e This new reflects oneplus’ commitment to inspiring its communities by leveraging its three key elements: :
people (desirability), technology (feasibility) and business (viability).
e Through these efforts, Samsung hopes to contribute to a better world and a richer experience for all.
e To this end, one plus has also established three strategic approaches in its management: “Creativity,”
“Partnership,” and “Talent.”
Vowtobecomebetter

1stands forthe statusquo, + represents ourdesireto do better.
Agood product

1stands forour users,+ standsfor sharing

Premium quality beautiful design

Oneplus builds only beautifully designed devices with the highest quality, because our users would never settle for
anything less.

Oneplus is excited about the future. Oneplus is now finally going to chase the ultra-premium market.

The idea is that not just to be a flagship killer. It also wants to be a flagship phone. The company along with its goal
of launching more than one phone, plans to launch a phone with cutting edge technologies.

Key Products

Smartphones [Oneplus One, Oneplus 2, Oneplus 3, Oneplus X, Oneplus 3T, Oneplus 5, Oneplus 5T, Oneplus 6,
Oneplus 6T, Oneplus 6T McLaren Edition, Oneplus 7, Oneplus 7T Pro, Oneplus 7T Pro McLaren Edition, Oneplus 8
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Pro(upcoming)]

= Earphones [Type-C earphones(wireless), Bullet earphones(wireless)]
= Powerbanks [10000 maHpowerbank(dual USB ports)]
= OxygenOS [customized operating system for overseas market]
= HydrogenOS [customized operating system for Chinese market]
= Phone cases [ designer cases with different material like silicone, leather, wood, rubber, metal]
= Shirts [ JCC collection of t-shirts]
= Bags[ Oneplus gear and travel]
Major Competitors Of One plus
+  Xiomi
« ASUS
*  Huawei
+ Samsung
* Sony
« Apple
* Lenovo
* Nokia
» Ericsson
+  OPPO

Oneplusinindia

InDecember2014,alongsidethereleaseofoneplusinindiaexclusivelythroughAmazon,Oneplusalsoannouncedp
lanstoestablishapresenceinthecountry, withplans toopen25officialwalkinservice centresacross
India.Asoftodaythereare52walkinservicecentresinindia.
India will become home to One plus’ second global headquarters as a R&D centre which hasbeenproposed
to beset up in Bangloreor Hyderabad,either ofthetwo cities.
One plus has recorded a sales of Rs 500 cr in India which makes it a 100% growth rate thanwhat it earned
the last year (Rs 250 cr). Almost all users seem to be satisfied with the brand,with more than 90% of them
rating their phones 4 or higher on a scale of 5 when it comes
to‘valueformoney’.Duringthefirsthalfoftheyear2018, itsurpassedrivalsSamsungandAppletobecome
India’sbestselling smartphonesbrandinthe premium(Rs30000plus) segment
ONEPLUS: TheFuture
FromitsinceptioninDecember2013,0neplushasgrowntobecomeoneoftheworld’sleadingelectronics
companies and a leading global digital technology brand. The company officiallyserves34 countries and
regions aroundthe world as ofJuly 2018.
In 2014, Oneplus made more than $300 million in revenue. Its steady ascent in brand valuehasplaced
Oneplusshoulder to shoulderwiththemost trusted global companies.
In2017,0neplusachievedaremarkable55percentgrowthratehere,reportingasalesturnoverof$1.4billion.Backint
hemid-
yearof2019,0nepluslauncheditsOneplus7Twhichbecamethebestphoneoftheyear.OneplusrecordedRs500crsa
lesinjusttwodaysin2019duringthegreatamazon festivesale, achieving al00%growth rate.

e OnePluswillcomeupwiththreenew OnePlus8seriesphonesthisyear.

e TheOnePlus 8Lite willbe theentry-level modelusing aMediaTek chipset.

e TheOnePlus8 Promightget al20Hzrefreshrate display anda64-megapixel rearcamera.

¢ OneplushasalsolauncheditstvQ1serieswhich hasbeentermedas“imaginationandintelligence”.

EffectiveAdvertisementandConsumerAttitude
Thefollowingmodelexemplifiestheattitudeorresponseofaconsumertoanadvertisementandaglancethroughthef
ollowingpictorialpresentationwouldsimplifyourunderstandingoftheadvertisement’seffectsonthinkingrespons

eanditalsomagnifiestheperipheralandassociativeeffect of an advertisement.

AModeloftheFeeling —ResponsetoAdvertisement

Decreasesamountoft 9724
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Arathersimpleexplanationofhowafeeling—
responseadvertisementworksisthatpeoplelikeitordislikeitisanadvertisement,andthisattitudegetstransformedto
orassociatedwiththeproductintheadvertisement. Thereisthusthepotentialforadirectcausallinkbetweentheattitu
detowardsanadvertisementandtheattitudeandbehaviortowards a product. As noted in the diagram, feelings
engendered by an advertisementcan create or influence an attitude towards the advertisement directly,
aswell
asindirectly,throughassessmentofthequalityoftheadvertisement’sexceptionalcharacteristics.Infact,someresea
rchersbelievethatattitudetotheadvertisementreallyhas two different components; an effective one, reflecting
the direct effect of thefeelingsevokedbytheadvertisement,andasecondmorecognitiveone,reflectinghowwellis
theadvertisementmadeandhow useful is theadvertisement.

It is important, in understanding how an advertisement ultimately affects consumerattitude; to see what
kind of attitude people develop toward the advertisement itself.
Ifthefeelingthattheadvertisementcreatesarepositive,andifthewaytheadvertisementismadeisevaluatedfavorabl
y,thentheadvertisementshouldelicitafavorableattitudetowardsitself and vice-versa.

In respect of the viewers of the advertisement, the matter of concern is that, how
fardoesitinfluencethemandhowshoulditinfluencethemintherightdirection.Viewersof advertisement, who are
the mass, have got their own outlook and their own way
ofunderstanding. Thecustomersaretodependontheadvertisements,onlytillnegetstheproduct. Afterbuyingandus
ingtheproductforthefirsttime,comestheresponsetotheadvertisement. This canbeinthreedifferent levels viz.
Atthefirstlevel, whentheconsumersarefullysatisfied,theywillrespondfavorablytouse the product
continuously, subject to the price and the availability of the product.Continuous advertisement in various
media further influences the listeners to build upa positive attitude towards the product. This leads to the
change in the consumptionbehaviour of the society, which leads to a great level of social and cultural
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changeamongthepeople in general.
Thenextlevelisthestageofgettingdis-satisfactionbytheconsumersontheuseoftheproduct, on persuasion by the
advertisement. This will lead to consumer resistance
totheproduct. Thedissatisfactionatthisstatemeansthatthequalityorthecontentsoftheutilityvalueoftheproductmi
ghtnothavereachedtheheightexpectationscreatedbythe advertisement. If the product or service at this stage
is able to satisfy at least
asectionofthepeople,thenitcanservicehigherandthuswillserveasforbiddingfactor. Asfarastheattitudeformation
isconcerned,thisstagecanbeconsideredasaformativestage. But if the product fails to reach, not even a section
of the society in total, it willleadto theproduct witheringaway from the market incourseof time.
Thethirdsituationleadstoastage,whentheviewersunderstandingthattheadvertisement  misguides them or
giving a wrong information deliberately. Under thissituation the viewer loses confidence on the advertiser,
producer and the seller.
Thisleadstoanegativeattitudeonthemarketingoftheproductsofthecompanyingeneral. Thedefectsaretobebrough
ttotheknowledgeoftheproducertogiveachanceforhimto correct the mistakes, if it is so. When there is no
proper response for this complaint,thenit leads to earning discredit fromthecustomers.
AnldealConsumerFeeling

In order to ensure that the advertisements reach the target consumers in a most effectiveway and begets
right response from, it has to be ensuring that such advertisements
arepresentedintherightway. Thefollowingstepsonthepartofconsumermayensurethattheadvertisementsareon
theright track.

e  (Gettingattractedtowardstheadvertisements.
Listeningandobserving thecontents ofthe advertisements infull.
Continuouswatching ofthe same overaperiod.
Comparingtheadvertisementsofsimilar products.
Learningmoreaboutthe product,theproducerandtheadvertiser.
Makingatrail purchaseasfollow upactivity.

Usingtheproduct aspertheinstructions.
Assessingthelevelofutility oftheproductindividually.
Assessingthelevelofutilityderivedwithothersimilarconsumers.
Comparingthelevelofutilityof theproductwithsimilarproducts.

Decision-makingregardingthecontinuoususeoftheproduct,andtorecommendtoothers,positively
or negatively.

e Ifnotsatisfiedwiththeproductdiscrepancyregardingthequalityandthecharacteristicsoftheproduct
areto be taken totheknowledgeoftheproducer and the advertiser.
SWOTANALYSIS
o Strength
o Weakness
o Opportunity
o Threat

Strength
e Accessorytonecessary
e Asmart tvareno longer perceived tobe aitemofluxury

e Advancementoftechnologywhichgivescompanies’abilitytointroducenewproductsand new
product features

e Highgrowthkeydriverbeingurbanandrural

e Governmentpoliciesinfavorofinfrastructuredevelopmentandreductioninexciseduty and so
on
Weakness

e Supplycontinuousto outstripdemand.
e Demandcyclicalandseasonal
e Volatileperformanceoftheseasonalindustrialsectorhasnegativeimpactondemand. Thesectors
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performanceis highly dependent onsupply of material.

Opportunity

Threat

FINDINGS

|

U
U
U
U

U

o DiversificationandDevelopingnewproductsfor newmarket.
e Easyavailabilityoffinancehasstimulatedconsumerstobuydurables.

e ChangesinConsumeroutlookfromspendnow-
savelatermentalityleadingtohighdisposableincome

e Dozencompaniesoperatinginthe white
goodssegment.Priceswouldcontinuetoremaindepressed and margins will beunder pressure.

e Threatsofcheaperimports fromSouthEast Asiancountries.

Amajority oftheconsumersuseOneplusproducts.
AdvertisementgasbeenaneffectivemethodforspreadingawarenessaboutOneplusproducts.
Amajority oftheconsumershave seenOneplusads.
Thelogo/sloganandconcept/messagehasbeenanimportantfactorinfluencingtheconsumers.
ManyconsumersfindthemarketingofOnepluseffectiveandimpressive.
Thelogo/sloganandthemessagemakespeoplerecallthebrand.
Manyconsumershavebeentoexclusivezoneplusshowrooms.
Theadvertisementreflectsactualproductprofile.
MajorityconsumersfindOneplus’productstobeeconomical.
ConsumershavebeensatisfiedwiththeaftersalesserviceofOneplus.
It’stheproductfeaturesthatinducestheconsumerstobuytheproduct.
PeoplefindtheOneplus’adstobeveryeffectiveasitsetsanimageofthebrandatthe  back of  the
mindof theconsumers.

Peoplefindthatthe adtrulyrepresentsthe brandvalue.
Consumersfindthatthecompletesolutionsprovidedbyaftersalesserviceattractsthem the most.
ConsumersdobelievethatOneplus’products reflectbrandvalue.
Consumersdowantmoreservicecentresacrossthecountry.
ConsumersdobelievethatOnepluscanbecomethenextfuturebrand.
PeopleareawareaboutOnepluscommunity.

Majorityof thepeople arepartof theOnepluscommunity.
PeopledofindtheOnepluscommunityplatformquiteeffectiveforsolvingsmallproblems.
ConsumersfeelthattheOneplusmerchandisesareapartofthemarketingstrategy.
ConsumersremainblankastoiftheOneplusmerchandisesareeffectiveinmarketing.
Themalepopulationismoreattractedtowardsproductfeatureskeepinginmindtheprice
oftheproduct.
Thefemalepopulationismoreattractedtowardsthepicturizationoftheproductkeepinginmindthepri
ceoftheproduct.

Youthareattractedmoretowardsthepicturizationofthe product.
Adultsareattractedmoretowardstheproductfeaturesconsideringthepriceoftheproduct.

SUGGESTIONS

[

Companyshouldconcentrateonimprovingtheaftersalesserviceofproductsasitisanimportantfactor
forthesalesofconsumerproducts.

Company should constantly get innovative in  advertising its  products,
mainlyfocusingonValueit will bringtothe customerafterbuyingtheproduct

Company can use some of the marketing tactics like distributing free key chain,calendar,t-
shirtsformakingbrandpopularamongpeople

Dealer’s desire more advertisement to be done through local newspaper andcableTV
adstomakeconsumersawareabouttheproduct.

Advertisements of the company’s products should focus on quality and mainfeatures.
ProperSegmentationshouldbedoneandaccordinglymarketingstrategiesshouldbeplannedforprem
iumproducts.

Welcome call as well as follow up call will help the company to maintaincustomer
relationship; hence the company should focus on such softer theseaspects.
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Establishtheservicecenteraspertheeaseofconsumersaccessibility.
Company should undertakerepeatedadvertising asitis aneffectivetiil to reachtheconsumers.
Companyshould/may undertakemoreinnovativeadvertising.
Companyshould improveitspicturizationtechniquesforadvertising.
Although,marketingstrategiescurrentlyundertaken,havebeeneffective,nutalittlemorecanbedone
towardsthesame.
[l Theadvertisementsshouldimproveonfeaturingmodels/celebritiesofmassappeal.
"I AwarenessshouldbespreadmoreaboutOneplusexclusiveshowroomsothatmoreand
morepeoplegoandvisit.
| Picturizationtechniquesshouldbeimprovedtoattractconsumers.
[1 After sales services should improve on “Quick Follow Up” step about
solutionsbeingeffective.
Moreservicecenters needtobeinstalledtomakeproductsmoreaccessible.
1 TheOnepluscommunitycanbebetterimprovedbybetterresponsestechniques.
Oneplus merchandisecanbeexpandedfor extensivemarketing.
Oneplusmerchandise shouldbe innovatedregularlytoinvolve mass.
CONCLUSION
[l With respect to the above study and the findings thereby are that thecompanyhas
definitelyentrenchedinto theurbanmarket.
[l With few more concerted efforts, the said organization needs to enter therural market
inorderto completelyestablish itselfallover.
[l Customer Service and Satisfaction are of utmost important in this highlyCompetitivemarket
[l Value Proposition should be created in the eyes of the customer to gainLoyaltywhich
willinturn help tosustain andbeal eaderintheMarket
[l Constant Investment in R&D will help an  Organization to  get
InnovativeproductsinthemarketandinturnleadtohigherCustomerSatisfaction.
[1  Brand Recall is of utmost importance and the Company should makeeffortstoincreasethesame
[l Exclusiveshowroomsareofutmostimportanceandsotherequiredinvestment shouldbedoneto
expandfor thesame.
"I Merchandises play an important role in extensive advertising and so thesame should be
innovated every now and then to take advantage of massappeal.
[l Picturizationtechniguescanbeimprovedbyappointingmoreprofessionaland sothe
investmentforthesameisproposed.
[1  Overallit’stheproductfeaturesthatattractsdifferentsegmentsofthepopulation.
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