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1. THE MOBILE COMMUNICATION MARKET 

 

Since Nokia introduced the first pocket-sized phone in the 1990s, the world saw one of the 

fastest growing markets ever in the field of telecommunications and consumer electronics. 

During the first decade the important drivers were miniaturization and performance. 

Back in the days innovators were a small elite target audience mainly consisting of 

international businesses and wealthy people. Evoking segments ranged from businesses 

(intense use; voice + data) to a smaller group of “trendy consumers” (status symbol effect) 

and finally a large group of consumers with a lower use (voice only). 

These days mobile phones claim an inseparable part of our every day live – prices came down 

– mobile phones are commodity. In fact the penetration throughout the western countries is 

estimated to almost 70%. Along the way the market segmentation shifted to the dimensions 

complexity and personal involvement. The usage benefit became more relevant than the 

technology (SMS versus WAP). Consumers differ from those, who consider mobile phones 

merely as communication tools (ease of use, no interest in technology) to those who are rather 

personal involved people, focusing on the emotional aspects (communication to share 

emotions with others; likely to adapt technology if meeting need). 

In fact the trend setters and therefore the premium target group are young people – ranging 

from expert users with a strong interest in new functions (handset above all a communication 

tool) to “over equipped” groups (phones to reflect personality) ranging to an almost addiction 

to their multimedia device. 

Concluding, pure technological innovations won’t reach lower involved segments as there is 

no clear focus on real usage benefits (vibration alarm versus colour display),  whereas the 

business spectrum nowadays seeks for integrated high-application solutions (such as the 

merger of the palm pilot idea and mobiles).F

1 

 

2. THE INDUSTRY IN FACTS AND FIGURES 

 

According to the latest forecasts, the global market for mobile phones will reach 580 million 

units in 2004, growing by 12 per cent.F

2
F The major 5 players unite 73.8% of the market. In the 

mature markets (Australia, North America, Western Europe) growths is driven by upgrade 

sales (replacements). Also important are the emerging markets in Asia, Latin America and 

                                                 
1 Alcatel Telecommunications Review – 4th Quarter 2003/1st Quarter 2004 
2 Ville Heiskanen, China Daily, Nokia may lose in global handset market, New York (2004) Apr 19 p12 
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Eastern Europe. As illustrated, Nokia is the market leader, holding 34.8%, but continuously 

loosing market share (from 40%) with regard to a lower degree of innovation among their 

recent new product launches. 

 
Global Market Share in % – Mobil Phones 2003F

3
F 

Nokia 34.8 

Motorola 14.5 

Samsung 10.8 

Siemens 8.4 

Sony-Ericsson 5.3 
 
 
3. MARKETING STRATEGY BACKGROUND 
 
 
The following strategy formulation is based on the Fishbein Model aiming to improve 

consumers’ attitude towards the mobile phone Sony Ericsson T610. The model implies that 

the consumers’ product choice depends on their attitude towards a product or service, which is 

the sum of the products of a) the judged importance of defined attributes with b) the belief of 

the products performance in each of the attributes. 

There are several options available to influence the attitude of the Sony Ericsson Model in 

relation to the competitive products, which are discussed in the following. 

 

The first strategy aims at improving the belief about important attributes, by advertising, 

where the product does relatively well on. However, an increase by 5% of the belief about a) 

“battery life” or b) “ease of use” of the Sony Ericsson results in both cases in a raise of the 

overall attitude of only 3%. Moreover we question the feasibility as usability is easy to verify 

(daily experience). We also do not consider “sound” and “reception” as they are relative 

weaknesses and we do not intend to draw intention on our weaknesses. Trying to raise the 

belief about “games and fun” is inefficient as the importance is very low.   

The second option is decreasing the beliefs about competitors through comparative 

advertising, which might lead to aggressive responses from their marketing departments and 

is therefore not recommended. 

                                                 
3 Published by Agence France-Presse,Global handsets grew in 
2003, HUhttp://www.news.com.au/common/story_page/0%2C4057%2C8580831%255E15306%2C00.htmlUH (viewed 01.09.2004) 

http://www.news.com.au/common/story_page/0%2C4057%2C8580831%255E15306%2C00.html
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The third option approaches the judgments of importance, focusing on existing strength. 

However it is whether efficient nor reasonable to strengthen “games and fun”, as the relative 

advantage is not big enough to significantly catch up. Feasible would be to increase the 

importance of “battery life” by 5 points which would improve the ranking by only one 

position. It also seems to be easy to communicate (imagine a commercial showing someone in 

the dessert with no battery power etc). Moreover it is hardly to verify by consumers and 

finally it would emphasize one of our strengths combined with reaching the whole market 

(low use and low involvement). The fifth strategy is to approach the choice rule of the 

consumers in the category. For example, advertising that “battery life” is the most important 

point in the choice of a mobile phone. In fact this strategy is very difficult to execute. 

Concluding, we are afraid that emphasizing “battery life” might conflict with past and future 

marketing messages as it is fairly related to communication. 

 

4. CAPTURE & SHARE - EVERYWHERE 

 

Therefore our recommendation addresses the forth strategy, which is to add an attributes to 

the Fishbein model. Research has shown that the Sony Ericsson model is the only product 

with an integrated camera. It is recommendable to take advantage out of this unique selling 

point. Also, this feature is connected to communication (enriching mobile communication by 

sending pictures), likely to be easily adopted by the young generation (fun and tech) and also 

by more functional-usage oriented target groups (who has never wished to had have had a 

camera when the own camera was home – think of a car accident !?), as it enables to share all 

those visual experiences, which are just hardly to explain (For the ladies: which top shall I 

buy  “click” A? or “click” B? - for the men: Have you ever seen such a car “click”). 

All in all the camera enables to capture all moments, the pleasant, the critical and the 

functional (e.g. info-screen). That is, this feature is more important as “games and fun”. 

 

Concluding this strategy has a significant impact on the overall attitude of the Sony Ericsson 

T610, seems to be feasible, credible and harmonies with communication. Though in the long 

run we recommend working on the ease of use to better reach low involvement segments, but 

again pointing out that an intuitive usage rather seems to be a matter of the product as that we 

can improve this belief by advertising (maybe educating).  
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We suggest briefing the executing advertising agency as outlined below. 

 

UCapture and Share - Everywhere 

 

The commercial needs to address both, the young generation (innovators/adopters – heavy 

users) and lower involved segments (followers – lower users). Therefore the technological 

advantage needs to be illustrated with real usage benefits and emotional aspects. We like to 

visualize communication along with friendship/family/community and recommend some sort 

of slice-of-live hitting the spot of time. 

 

Using the extended Fishbein Model, we think of accompanying the campaign with the 

following promotion in addition. This will be mainly promoted at the Point of Sale: 

 

Consumers are requested to send their nicest pictures of a beautiful environmental scene of 

Australia, made with the integrated camera, to the Sony Ericsson headquarter. Among all 

participants Sony Ericsson will randomly pick 1.000 winners, who will get paid back the price 

for the phone by sending the receipt to Sony Ericsson, reference “capture and share – 

everywhere”. 

For each picture sent to us, Sony/Ericsson will donate the double amount of money (2x costs 

for sending the picture = 2x price per SMS) to an environmental protecting non-profit-

organization.   
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Appendix I – The Fishbein model 

 

  
Brand / Model rating (Bbi) 

Attribute (i) Samsung    
SGH S500 

Nokia           
6100 

Siemens    
SL55 

Sony 
Ericsson 

T610 

Importance 
(Ei) 

Battery life 86 71 59 78 20 

Sending / reception 
power 70 77 68 61 16 

Sound quality 68 62 65 53 12 

Ease of use - calls 86 72 85 66 12 

SMS ease of use 74 78 64 66 10 

Games and fun use 38 56 57 69 3 

Integrated Camera 0 0 0 72 5 
 

 
       8  
Fishbein Fomular Ab = ∑ (B bi x Ei) + SN 
      i=1 

 
1.) Attitude values before implementing the new advertising strategy: 
 
Brand   Samsung Nokia  Siemens Sony Ericsson 
Attitude   5542  5208  4879  4831 
 

2.) Attitude values after implementing the advertising strategy (new attributes): 
 
Brand   Samsung Nokia  Siemens Sony Ericsson 
Attitude   5542  5208  4879  5191 
 

3.) Attitude values after implementing the advertising strategy + effect of social norm 
 
Brand   Samsung Nokia  Siemens Sony Ericsson 
Attitude   5542  5208  4879  5221 
 

Adding the attributes Integrated Camera raises the overall attitude by 7%.  

As a result of the social norm, supported by the accompanying promotion campaign, we 

estimate additional 30 points to our attitude which leads to the total score of 5221 and the 

No.2 position in the total ranking.  
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Appendix II - PRODUCT ANALYSIS 

 
 

 

 

 

  

Product 
Comparison 

Sony Ericsson 
T610 

Samsung 
SGH-S500 

Nokia 
6100 

Siemens 
SL55 

Launch date June 2003 - - May 2003 

Price AU$451-539 A$506-599 AU$310-
399 AU$421-519 

Screen 16-bit 16-bit 12-bit 12-bit 
Camera Y N Accessory N 
Weight (g) 95 grams 80 grams 77 g 79 g 

Size (mm) 102 x 44 x  19 
mm 

83 x 43 x  
22 mm 

102 x 44 x 
13.5 mm 

81.6 x 44.5 x 
22 mm 

Voice 
Recording Y N Y Y 

Graphic 
Pictures 
Messages 

Y N Y Y 

Build-In 
Games Y Y Y Y 

Bluetooth Y Y N N 
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