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Abstract :




                UK market has been widely loaded with lot of tablets in the market   and most of the customers are towards the costlier and hig tech tablets.But with the recent times, customer started reducing the spending and also that   there is a separate market segment that could   afford the cheaper economic tablets.This forms the basis for the project as the project would focus on marketing the cheaper tablets in the   UK market. The project will identify   all the factors that can facilitate the launch of the product in the UK market.Project is done in such a way that a foreign company enters UK market with the new product .Two different types of samples are collected for the research and those are analysed and the strategies are evaluated.


























                                CHAPTER 1 INTRODUCTION



This chapter discusses more about the background for   the work to be undertaken in the subsequent sections.   In this section , the back ground of the study and the concepts that have been studied to arrive at the project title will be briefed. The chapter sums up with aims   and objectives of the topic and the

research questions surrounding the topic will be putforward.


1.1 Introduction to the Topic :

Electronics industry has been considered as the most volatile and the most innovative industry. According to experts, hundreds of products enters the industry and   even hundreds of products leave the industry   with failure. The ratio of the products entering the industry   to the success of the prodyucts is very negligible. The choice of market –entry time plays a vital role in determming the success of the product and also the company. In the electronics industry   there is more likely that   the product that comes to the market at a early stage of the product life cycle supposed to meet with more success than the products that come at the early stage.But some times this can be on the other way around where in   second entrants will have enough time to know about the short comings of the product and can enter into the market with a more efficient product. Again this depends on many factors like economic conditions of the country, technological   infrastructure in the country and more importantly economic conditions of the country.Added to this the duration of the product to reach the maturity is low(Hopkins and Bailey 1971; Crawford 1977; Booz, Allen and Hamilton 1982).
            In addition to this, the risks and opportunities of any new product to succeed in the industry vary due to the changes in the economy, change in the   R&D investments. Thus there should be a effective balance between the time of entry and risks and 

opportunities which might put the organization into “too early” or “Too Late” Strategies.

                                    The tablet PC’s as these are shortly called are targeting the students and working class of the 30’S and 40 ‘s as their potential customers .Consider the example of Apple. When   apple introduced the ipad in 2010 as the replacement for   PC’S or laptops, it was only then many book publishers and leading publications companies got a idea of the potential in the market and then   they   started hurrying up on the E-books and linking to the application market.With the introduction of the tablet, the whole computing industry has changed to a different world .

                              With apple leading the product market for years , then   came   the different companies citing the drawbacks of the apple tablets and introduced their own tablets. Apple products are termed to   be more costlier and then came the different brands of tablets citing them as cheaper to the apple products. But a close   look on these tablets proved that they are not so cheap as they say and people have to spend a fortune on these to acquire them and use the services. But the question that arises , do the so called expensive tablets are required by everyone.   Actually these tablets have got   extreme graphical abilities that is not required by the educational community for educational purposes. This question gives us the market scope that there is a segment of the market who may not need this or to say who can work with the alternative

,if found any suitable.


1.2 Background of the Research :

According to report by   futuresource consulting(2011) ,the consumer tablet is   at a high of 15.5 million units shipped in third quarter of 2011 which is a high percentage growth compared to the 4.5 million units in   Q3 2010. They have made a extensive research on tablet forecasting highlighting market movements and trends , as well as providing   the expectations until 2015. According to their report , any   product   which has   got little demand in customer demand prior to development and launch   has got a possibility of experiencing a big surge once launched. This totally depends on the marketing activities,economic trends e.t.c . As on date   USA leads the way in tablet adaption which accounts for 46% of the global percentage.   In Q3 of 2011, Europe has seen a lower shipment of 4.2 million tablet compared to the 7.1 millions in US and this giving a scope of higher market potential in Europe . Given the time limitations and data collection ,we would like to focuss our research on the market performance and   option in UK .In terms of brand positioning,   Apple leads   the market share all across the globe . In US alone , it accounts for close to 70% of the market share and where as competitors like Samsung, Acer , Lenovo   are left with the little market shares. However the scenario is totally different in UK where in the competitors of Apple are experiencing a steady market growth.


1.3 Scopes of Market   Growth

When seen in long terms , tablet markets

seems to growt in positive until atleast 2016.With UK recording a steep economic growth , we have identified few factors from the data collected about the   scopes of market growth and an increase in demand for the product is directly   related to the market   growth and the factors are listed as

1.Diversity

The ever cause of change in demand and market is due to the diversity that the products bring to the market. With   the development   technology added with innovation, more and more electronic products creep into the market. But the success of the product depends on income level ,economic changes , occupation, change in customer preferences e.t.c
2.Expansibility
With the rise in standard of living of public, people would like to make a lives more easier with these electronic products
3.Level
According to Marx, the human needs are classified into three levels as survival, entertainment and development. Adding to that Engels has divided living resource into three categories as surviving resource ,entertainment resource and development resource. Thus when any electronic products comes to the market, it has to be aimed at any of the three levels. When narrowed to being more specific, most of the tablets in the market are at the   higher level.


The above factors helps in assessing the demand for the product during the scope pf our research. Long-term prospects for the tablet industry are positive with strong growth throughout the forecast period out to 2015, driven by a widening array of mobile content for tablets

including apps, declining prices making the product widely available to an increased user-base and product replacement as consumers look to update and modernise. Multiple ownership per household will also drive market growth as advances are made in the range of uses and applications available.

                  The above question gives us the scope of finding the following

  1. Are there any cheaper alternatives to the expensive tablets in UK?

  2. Which segment of   will be interested or might become actual customers?

  3. What are the favorable factors and the barriers that might not facilitate the   market for cheaper tablets ?

  4. Will the changing   economic conditions might play an role on the market segmentation and positioning of the product in the market with the changes being the customer behavior?

With the above questions   that has arised   we would next move to the   research questions which also deals with the research aims and objectives. The research aims ,objectives and the research questions are presented in a sequential manner


1.4 Research Aim :

As stated earlier, the aim of the project is to evaluate the marketing strategy of promoting the cheaper tablets in   UK market.


1.5 Research Objectives :

The objectives of the project are stated as

          1. To make a detailed analysis on the tablet market.

          2. To check for the factors of competitive advantage to the cheaper tablets.

          3. To analyze whether the changing economic conditions and the 

changing   customer preference would have either positive or negative factor to the product.

            4. To explore the channels and identify the ways of marketing the cheaper tablets .


1.6 Research Questions :

Based on the research aims and objectives , we arrive at the few research questions which will be analysed and answered through the research.The research questions are stated as

1. What are the factors that   help or be a obstacle to the sale of cheaper tabltes in UK market?

2. Will the change in economic conditions will have any effect on customer spending on the tablet purchase ?

3. What are   the competitive advantage factors that helps in promoting the cheaper tablets in UK and in promotion of the same ?


1.7 Summary :

In   this chapter , the basic introduction to the   research is discussed and the   points   that lead the research to happen has been discussed thoroughly.The aims , objectives and the research questions are written in   order so that the inner objective of all the three aligns to each   other . In the next chapter of literature review, various journals will be reviewed and analysed in support for the aims and objectives .
































                        CHAPTER TWO                 LITERATURE REVIEW




2.1 Introduction :

  In the chapter 1, we have seen the performance of tablet market and the potential of growth in UK in the coming years(Until 2015). Our project aim being to devise strategies for promoting a economically

cheaper tablet in UK, we now proceed in analyzing the journals, books and articles that will make a detailed analysis on various factors that   needs consideration .This chapter will detailed in to section as Market entry strategies, Product entry strategies ,Distribution Channels for new market.The Chapter will make a analysis on the performance of tablet market in UK and most importantly change in customer preferences with the change in economic conditions.


2.2 Market Entry Strategies :

Cunnigham (1986) has put forward five strategies that can be used by firms when they tend to go   international as

  1. Technical Innovation Strategy : Through this strategy ,companies produce perceieved and demonstrable superior products.Apple can be considered to come under this category as they conquered the entire market with the product   through   innovation and first entrant into the tablet market being their biggest assets

  2. Product Adaptation Strategy : In this scenario, modifications to the existing products are done and then introduced into the market. This type of strategies are introduced by the companies when companies wanted to enter the market and when they feel that they would like to make amendments to the product to make it successful in the new market.

  3. Availabiity and Security Strategy : Overcome transport risks   and maintaining a effective supply chain management strategy to match the demand and quantity.

  4. Low Price Strategy : Here the organizations enter into the market as not

the first entrant but wanted to achieve a huge market share .Hence to avoid competitors from any big share , they reduce the price and attract competitors.

  5. Total Adaptation and Confrontation   Strategy :   In this strategy, the foreign company directly introduces the product into the market .

When the five strategies are analysied in detail, we found that point 3 holds a heavy weightage in our scenario. As the project   involves   exporting of tablets from india to UK when viewed from Indian   perspective, it involves a lot of points to be considered .Buyers in the foreign country who are interested in buying the product are very much careful as they perceive time,quality and quantity   problems. New companies may face problems with the marketing strategies in UK as they may not have the exact picture of the UK customers and their tastes and preferences.

            Supporting the   view of cunnigham , seringhaus(1993)   argues that   lack of market information   and marketing strategies will have direct impact on the business .He states that   companies planning to enter a foreign   market should be equipped with the information like their target market ,   positioning,   distribution channels and   effective marketing research information .Through his analysis on   austrain and Canadian exporters, he puts forward that marketing research will help the organization with a detailed information with which marketing strategies can be designed.

Albaum (2005) on his research on   international marketing has   emphasized the importance

of time , for companies trying to enter the foreign   market.He states that   brand cannot be created overnight and that involves huge marketing costs   on the part of companies.From his works, we could state that in the current   globalized economy where in customers have got multiple choices to choose from , the onus lies on the companies to attract   the   customers based on the differentiation   factor. As the foreign ventures involves lot of investment and hence the time   taken by the product to attract the potential customers should be as   minimal as it can be made. If the company   takes longer time   in promoting its products, then   there is very chance where in the local companies can come with new strategies and could hinder the growth of the product and also the venture.

According to Ikechi and Sivakumar(2004), Chosing a right method of entry   into the foreign market is very essential .A selection of improper method could result in the transformation of   opportunities to threats and   might even   result in the exit   of the firm in the foreign market. When we apply the same to the electronics industry   which is highly innovative with   new products and companies entering into the market at a faster rate, proper method of entry is very essential as it determines the market segmenatation method , promotion and pricing strategies.   All the above mentioned are inter related to each other and a wrong selection on any of these might result   in the company exiting from the market and exit from a   foreign country might result

in huge loses for the company due to the heavy investment   involved.

Acording to William(1983) ,   when companies intends to enter into the foreign   investment they would try to chose markets that are close to the home market. The reason   behind that being ,companies would be   aware of the market conditions, political scenarios, customer preferences   and that would help them in   positioning the product in the market.   The choice of similar market conditions declines with the experience the company   obtains in foreign   market investments.   Apply this to our project, with UK hosting   a significant amount of asian population when compared to the other western countries   which would enable us to know the customer preferences and market potential .


2.3 Application of BCG Matrix to Market Entry Strategy :

BCG model helps the companies in making a strategic decision .BCG model added with the market information would   would enable the   company to know   at what   point of the product   life cycle they are entering into the new country. The BCG matrix is illustrated as :

[pic]

Figure 1 BCG Matrix

Source : Michael Porter(1985).

When BCG matrix is applied to product   life cycle, it adds more value to the analysis and it is stated as :

[pic]

Figure 2 : BCG Positions through the Product   Life cycle

Source : mrdashboard(2012).

From the two figures, we have analysed BCG matrix equips the organization with the information of where they are   on the product life cycle in the new market. Companies have to assess

the product   with its competitors products and stimulate the strategy according to it. Applying to this to the tablet market in UK, as already stated , there is huge potential for the market to grow and   Indian made tablet which is supposed to be marketed in India has got a relatively low or no market share . Hence as per the analysis , Indian based economic tablets would come under quadrant 1(?) . Now , the movement of the company into the three quadrants totally depends on the marketing strategy developed considering all the scenarios. From the analysis of this figure, we were able to state that   there is huge potential for growth in the tablet market but the success or failure depends on how the organization launches the product into the market   and the strategies that the company follows to position their product in the market.

            Added to that figure two gives   the organization , the exact positioning of their product in the new market. Consider the scenarios where in a company is trying to enter into the market when the product is at the declining stage, then any investment made into this project would almost result losses to the company.


2.4 Important factors to be considered for market entry   mode :

According to yigang and david(2000) , market   entry strategies   into a foregn market are always risky and organization have to be very specific with the aims and objectives as entering into a foreign   market depends on a lot of factors   like political, cultural and location. From the research   of

yigang and david ,we   put forward the basic model of   entry strategy   through the following diagram as :

[pic]

Figure 3 : Market Entry Strategies

Source : yigang and david(2000).

From the above , we have analysed that   entering into a foreign market has got lot of risks which has to be taken care of. The risk mainly occur due to the political ,cultural and locational factors . In majority of the foreign ventures government will have a upper hand in making the decisions of regulations and organizations have to abide by it. Added to it , ram and velavan(1997) have stated that   exporting is a safer method for any organizations starting their foreign venture. Through exporting ,company will have less risks attached to it and will have time to study about the market, trading conditions and most importantly   of any changes in the demand for the product.

        As per the figure 3 ,the non- equity modes of entry are a bit less riskier when compared to its counter part – the equity based mode of entry. The choice of chosing a particular method totally depends on the market scenario, investment involve ,trading regulation and most importantly political conditions.   The methods of entry are briefed as follows.In export mode of trading, the parent company directly to the foreign market through marketing agents,No production is carried out in the foreign country. In this scenario, less risk is on the part of parent company   as they   just take the role of supplying good when in demand . On the other side, companies have 

to relay on the agents outside and hence a detailed analysis on the missed opportunities against the risks has to be considered(Sangamithra et.al ,2007). From the analysis of   sangamithra, and considering the current globalization trend ,exporting can be used as start up step for promotion of a product in a new country   with which the product demand and market   potential can be studied.

  The other non-equity method – licensing , in which   the parent company agrees to permit a company in the foreign country   to use the manufacturing process ,trade mark or any other skill provided by the licensor. This is similar to that of a franchise option and this option involves the company to have a virtual foot hold in a foreign country .   This method of entry involves very little expense and involvement and the only cost involved is signing the agreement and policing the implementations .This is a good way to start the foreign   operations as it is with low risk   and also the capital is not tied to the foreign   operations. The limited forms of participation from the parent company due to the length of the agreement ,specific product process and trademark ,loss of potential returns from marketing   ,licensee becoming competitors forms the disadvantages(Marshall .et .al ,2009).

According to desisalva and Arjan(2007) , joint ventures can   be termed as   a process in which   investors mainly two or more share ownership and control over operation and property rights . Joint ventures involves more of a investment when compated to the much

  economical exporting or licensing . Their work have even thrown light on the advantages as sharing of risk and ability to combine the locak knowledge with the foreign partner , joint finanicaial strength and sometime depends on the country political   scenario is termed as   the only means of entry . Added to the advantages there are also advantages like partners donot have full control over the management and may be impossible to recover capital if they needed to ,some times disagreement on third party markets to serve and partners may have different views on expected benefits .The authors have stated that to succeed in this venture , partners have to carefully map out in advance so that they can achieve what they have planned for
According to chan .et.al(2006), ownership is considered to be the most expensive form of entry into the foreign market and it involves greatest commitment in capital and managerial effort. In this mode, company has to communicate and control 100% and this may outweigh   any of the disadvantages.of joint ventures and licensing. Added to that Anderson and Coughlan(2007) summarized that entry mode   has to be a choice of the company   depending on the   portfolio of the company and its visionary of the future and mostly the financial strengths. In this method, the parent being the sole responsible for all the activities   holds responsibility for all the marketing acitivities   and have to take care of the other promotional campaigns and market segmentation. Apart from that,   firm has to be very clear in 

handling the financial spending in the countries. As a process of entering a new country, they need a lot of investments to be made. In this process they have to make a cost analysis and sustain until the   returns are seen. This is very important for any company   entering in direct mode of entry as   time taken by a company   in seeing the returns in this mode takes a bit long.
From the above method of market entry strategies, we could infer that   there is neither a bad or a good choice .The choice of entry depends on the strength of the company. With globalization booming with latest technological advances ,   risks on the part of the parent   company can be reduced   in variety of ways. The choice of entry even depends on the industry and the cost per unit. Exporting method of entry may not be suitable for a automobile industry as the cost of transport would overweigh the production cost and the same method can be   applied in electronics and if applied might even earn more profits to the organization.Again even in the electronics the demand for the product and time taken to ship the product to the customer location also plays a role in choosing the method of entry. The choice of method should be in such a way   that customer gets what   they expect from the company without any delay to it.

Having   reviewed the market entry strategies, we now procced to   analyse the product entry strategies that are considerable for the project.


2.5 Product   Entry Strategies:

    When a company makes up to launch a product in a new market,

  it   is a uphill task to the managers of the company to find the right strategy suiting the market environment .The main reasons for this complication   is due to the fuzzy environment the companies face in a new market and lack of knowledge on the new market. Managers of the company have to be equipped   with all the tools and should make analysis on the market and design the strategy so that the risks of making the wrong decisions can be reduced(Yi-Chia.et.al,2006).
According to   Ali et al.,(1995) competitive advantage is derived   from the increase of customer value which   needs the involvement of product   strategy ,especially launch strategy. They have stated that   product launch is often the most expensive in a foreign market and it   comes with the added entities like risks and   management issues. Through their research on product launch strategy they have stressed on the importance of launch plan which is similar to that of marketing plan. A launch plan involves identifying target markets , establishing marketing mix ,   controlling the whole project and making financial forecasts.
Gattington et al.(1990) has supported the views of ali that entry strategy   plays a vital role in determining the marketing mix and the positioning of the new brand in the new market   to compete   with the brands that are already in the market depends a lot on   the entry strategy .
Hultink et al.,(2000)   has made contradiction to the above points that even though research have been made on different product entry strategies and on   the steps

that one should follow in achieving the   launch strategy but states that   there is no definite methodology followed in making the decisions and to state which of these   decisions are interdependent. He further went on to interview managers and proposed a set of tactical and strategic decisions that needs to be taken during the launch of the product.
[pic]
Fig. 4. Impact of launch decisions on new product performance. 

Source: Hutlink et al., 2000.

The strategies for a   product launch into the market   varies across companies and competitiors from the same industry.There should always be a “match” or “fit” between the competitor environment and the new product strategy. Among the various factors like changing customer preferences, customer value, changing technological trend environmental factors plays a vital role in the launch strategy of the product.Environmental (Wind and Mahajan,1988).

Ali et al.,(1995) has stated through their research four strategy variables that affects   the launch strategy as market pioneering , relative promotional effort, product advantage and relative price.There are lot of models that have   been used by the organiztations to launch the product in the new market.

According to miles and snow, there are four types of product entry strategies that a company follows in the market .Most of the product entry strategies mainly comes under the four categories . The main focus of propsectors is to explore new markets and opportunities,,They   tend to explore new markets occupy market share

, The main advantage with being a prospector is that the entire market becomes the potential customers and the threat from competitors is very little as there are little or new competitors . Defender strategy is followed by the company when they would strengthen their market   through niche strategy and more to say defends try to defend their market with little risks being taken . Analyser is considered to be a hybrid of prospector and defender. Through this strategy , companies tries to defend their market at home using core competencies and expertise where as would like to explore new market opportunities and take little risk.The last strategy being the reactor where in there is little scope for innovation or denfese .Here the strategy changes with actions taken by competitors .The attributes of the four strategies are depcicted in figure 4 as :
[pic]
Figure 5 : Miles and Snow Strategy
Source : Miles et al.,(1978).

ANS OFF Strategy :
[pic]

Figure 6 : Ans off Model
Source : Ansoff Matrix(2012).

Ans off Model has been widely by all the industries as the important   tool in identifying the product launch strategy. The tool has been widely used for its   simplicity in analyzing and operation of the   strategies. The model broadly is divided into four quadarants and the product and market   are the variables governing   it.   For a organization there can be two possibilities in terms of product and market.   There can be new market which the company would like to explore and the existing market   where in   they would like

have more market   share. Then comes to the product   where in customer would like   to launch the product   as new or the same old product. The Ans off model has been   given by the four quadrants   and it explains as follows.

Market   Penetration In this category , companies who are alredy in the market would like to penetrate more into the market   through advertisement ,marketing programmes ,loyalty programs , adding sales resources ,expanding products and services with existing clients , reduction   in pricing .

Market Development   is a strategy where in the company would take the existing product into a new market   and   this can be achieved through new area development programs ,new channels ,new packaging and new pricing methodologies

Product   Development   In this category they concentrate on developing and introducing new products in existing markets. This happens when new products are to be introduced into   the existing market .This method is termed to be riskier than the market development and penetration approaches.

Diversification: In this type, the   company tries to enter into new market   with   a completely new product and this happens when companies wish to go global. This is the most riskiest of all as companies will be equipped with little knowledge on   the new market,customer potential , market capacity e.t.c

2.6 Success Factors for the new product Strategy :

According to rajshree and Barry(2002), many of the new products fail to succeed in the market.   The success of any product depends a lot on 

the innovation added to the existing product. Their   research states that evert new product introduced is a extension to the old product that has already reached the maturity   stage at the product life cycle.

According to Mahajan et al.,(1990) Take off”   point is very   important for any product as that will result in the expected sales for the company.The take off point will have strong implications on the short term and long term implications of the company .Added to this , take off time is even considered by the industry analysts to analyse the market potential and also the   entry and exit of the companies in the market. When the take off point is too long then organizations need to make amendments to the strategies   that are to be considered in the longer term.and make amendments to the research and development strategies.
Rajshree and Bayus(2002) has supported the views of mahajan on Sales Takeoff   through the extended views   on   industry wise products. of Product Innovations for radios and Heat Pump   have been put forward as termed by the researchers as
[pic]
Figure 7 : Sales Take off Product Innovations
Source : Rajshree and Bayus(2002).
From the above figure we can analyse that take off time is very   important in making the strategic decision of the company. When we compare the take off time for Radio and heat pump, it gives us an idea that   even though   both the products have made good sales, the time the sales have taken of matters a lot. The investment that the company has to make in the market   will be a 

test of financial strength and susstainance.If we can imagine a small firm to the above picture trying to introduce the new   product into the market, then with the depleting financial strength with each year, the company   might become closed by the end of the 11 year and could exit from the market even though there is huge potential in the market for the product.
From the above we have analysed that the sales take off can be used as a measure by the companies in determining the pricing strategies and also making or changing the strategies. When a company   comes to certain that   their take-off time is taking too long than expected, then   they might decrease the price of the product which will have a positive impact on the sales.
Also to add, the success of a product have to meet the following criteria to succeed in the market   and these are termed as
  1. The products should have highly sought after benefits and enough potential customers to make the offering economically viable.
  2. The product must be ready and should have substantial number of customers who are ready to purchase the product .
  3. The newer product must offer greater value than its alternatives.

Adner and Hevinthal(2001)   have stated that the 4 p’s of the marketing mix plays a key role in the success of the product launch   . The 4 p’s being product ,place ,price ,promotion decides the success for failure of the product. The take off time as said in the early section   will also be dependant on the 4 p’s.They have further stated the three main feature

that will lead to the product success. They have been termed as
  1. Product Newness – This speak about the diversification of the product when compared to its competitors .
  2. Marketing effort – The investment that the company makes during the product launch and this will have a bigger impact on the product and also on the company’s sales.
  3. Targeting Strategy – The ability to chose the right set of customers , geographical area   followed by pricing strategy   determines the success of the product.

2.7 Distribution Channels in Foreign Trade:

Having reviewed about the firm entry and product entry modes in to a new market, the next process is the discussion of distribution channels . The distributions channels helps the organization in taking the product to its suppliers.
According to Stanley and Olson(2002) , distribution is one of the components of “4 Ps” of marketing(product, promotion,price ,distribution) and it forms a key element in marketing strategy   and helps o expand your reach and grow revenue. They have stated that the two types of business operation B2B and B2C companies can market the goods and services through either single channel or through multiple channels that includes:

    ▪ Wholesaler/Distributor
    ▪ Direct/Internet
    ▪ Direct/Catalog
    ▪ Direct/Sales Team
    ▪ Value-Added Reseller (VAR)
    ▪ Consultant
    ▪ Dealer
    ▪ Retail
    ▪ Sales Agent/Manufacturer’s Rep

The distribution channel should be designed in such a way that it meets the customer needs and 

exceeds the expectations.

Rajdeep et al.,(2002)   have stated through their research   has stated about the different methods of marketing goods and services as :
1. When users   are in need of a personalized service , companies has to utilize a local dealer network   program
2.   When customers wanted to buy the products online, then they have to sell the products through a efficient E-Commerce systems.
3. A proper sales team has to be maintained by the company so that they take care of the distribution of goods and services
4. Wholesalers, resellers, retailers, consultants and agents already have resources and relationships to quickly bring your product to market. If you sell through these groups instead of (or in addition to) selling direct, treat the entire channel as a group of customers – and they are, since they’re buying your product and reselling it. Understand their needs and deliver strong marketing programs; you’ll maximize everyone’s revenue in the process.

2.8 Evaluation of Distribution Channels

According to Barton and Sandy(1995) , distributions channels are aimed at the customer segment and through their research   they have stated of the characteristics the distribution channels should possess.Distribution strategy is effective when the strategy is designed through the shoes of customers and the following points are addressed as

  1. How and where the customers wants to buy   the products which helps the companies in designing the distribution   design.

  2. Whether customer needs any personalized

training on the products and services .This will help the companies in making decisions on customer service team.

  3. Whether the products to be introduced needs additional products and services to be used along with yours products. This would enable the organization to look for suppliers to ship in the accessories.

  4. The need for products to be serviced .

According to Porter(1998) , any distribution strategy needs to be matched to   the end- user needs. The need of a effective sales force in increasing the sales of the company is much evident when the user needs a great deal of   information and service in using the product. Qualified resellers and consultants can   also be part of the team and that depends on the company’s financial strength   and size of the market and the price of the product determines which scenario is best.

The use of internet or any virtual teams can be used when the products can   be sold over digital network.

Anne and   Birger(1989) has done extensive research on distribution channels and has put forward the steps that companies might follow in having the efficient business strategy as

  1. Identify Natural Partners : For cost effective terms, look for companies that have relationship with   your end users .For example when we want to sell the tablets and if they find companies or retailer that sell these products , then   they become our natural partners.

  2. Build your distribution Channel : When distribution channel is being set up with one or more partners, then treat 

the same as sales process and these process involves

Approach the channel partners and “sell” the value of partnership.

Establish goals,service requirements and reporting requirements

Delivery inventory, Provide staff to help the partners and run them promotions to increase the sales

  3. Minimize Pricing Conflicts:   Through this process , companies need to analyse the expenditure involved in each step and weigh the profits. Pricing conflicts are common in the industry and that happens when customer can buy it cheaper from one channel   than they can form a other channel.

  4. Drive revenue through the channel : Companies need to treat the channel partners as they would like to treat   the best customers as   keeping the partners   in the channel would increase the sales of the company as the channel partners if they are happy will push them to sell more products.

2.9 Tablet Market in UK   :

Penetration : According to   internetretailing(2012) , it has been stated that   the penetration of tablet might reach to 30% by 2015 to that of 7% in   2011. The research group forrester has even stated that cuurent penetratin level has been in line with the regional avergage. Their research even stated that between 10 -15 percent of the people are interested in buying the devices.

According to IDC (2011) , they have been stated that 18.1 million tablets have been shipped in the year 2011 which is a increase of 264.5 percent when compared to the year 2010 and this can be attributed to the increase in demand for the tablets

in the UK market. The tablet shipping is increasing at a average of 23.9 percent

From the above two data ,we were able to analyse that there is huge market potential that is yet to be explored which is untouched by any of the players as of now. This proves a big positive factor that new entrants can come to the market but would depend a lot on the differentiation strategy as that has got lot to decide on how they are going to sustain in the market.

Guardian has put forward the comparative figures and forecast for the tablet market until 2015   as shown below as
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Figure 8 : Tablet forecast   2015   Source : Guardian (2011)

From the above graph, we can analyse that the sales will increase to an extent to as much as 60% of the PC sales and the analysis says that increase in usage of tablets will be much than that was pronounced by 2015. This can be attributed to the huge market potential left unexposed and which can be captured   through effective programmes. All these analysis even suggests that   the   apple tablets which is occupying more than 50% of the market might come down due to the increase in more companies.

              When we compare the above analysis to the product life cycle, we can infer that the product is in the growth stage and any company which enters into the market with a differentiation strategy and with spending on marketing and chosing effective marketing channels can help us in positioning the product at the specified position.
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Figure 9 : Garner Tablet Sales and Forecast

  Source : Guardian (2011).

Added to this , the above forecast   clearly states and confirms the point that the market is open for new players and that any new players should differentiate in quality.service   or price for them   to kick off. For this studying the economic conditions and spending natures of the people in a geographic area . Studying on the customer spending will give us an idea about the levels of prices that more customers might be affording to buy but cannot buy it as of now as the tablet is not in their budget.

But analysts conducting the research have opined that   with the years to come and with pricing becoming a important factor, customers might   be provided with more option to chose from at a affordable price and then the cheaper tablets or to say economical tablets might   take the centre stage .The report as forecasted by the guardian have stated that customers   might prefer using the   cheaper tablets citing the reasons of not to spend much on tablets. This throws a strong point   that cheaper tablets might perform well in the future markets.

2.9 Change in customer spending behavior   on electronics :

Paul and Willmont(2009) has made a study on how customers spending pattern   would be post   recession . According to   them, the reason for the high customer behavior in the last decade can be attributed to   the long years of prosperity in UK from 1995 to 2005 .During this period real disposable incomes increased by one third in UK and customers incomes grew up to a level that was never   been

and they started showing immense interest   in   gadgets and other technological items   .Then arose the companies satisfying the needs of the customers .Past recession , customers spending power has not come down dratiscally but   there was a halt or   a slow down   in the spendings.

According to   Paul   et al., (2008) , customer behavior   is directly related to change in economy and they have identified the three major drivers of economy and those being dramatic oil price increase , a significant rise in the cost of living   and   the credit crunch and these factors are having a direct negative impact   on the customer spending   behavior   . According to their research   on 10000 hous holds it could be inferred that   customers have reduced spending or atleast trying to reduce spending on the products which   once they have bought without having a big thought. This can   be attributed to change in the ecnomomy and the feeling of insecure among the people.

From the above two research   ,we   analysed that customers were assuming of ever lasting prosperity and would not have thought of recession . Even when there is recession , as per the analysts it would not last for more than 2 years .But when customers started feeling that their future could be insecure , it had a direct impact on their spending. From the research   we even   noticed that the insecure feeling of customers might even   force them to get away from being brand loyal. Customers may give a try to the new products which suits a budget and satisfy their needs.

Supporting

the above argument , Yeoman et .al(2010) has stated through their research about the changes in customers spending behavior on luxury items and through their research they have stated that   the downturn I economy. In the last decade , with the vast growth in economy and income levels of the public has resulted in the   customer spending reaching a new level. But with   recession glooming the market, then   customers started moving away from the luxury   items   .

Adding more to the above research , Matthe et al.,(2010) customers have started reducing their spending on the areas depending on their priorities and importance .in life. Consider the following exhibit as made during the research   on 2000 US   house holds and the exhibit is as follows

[pic]

Figure 10 : Customer Spendings Graph

Source : Guardian 2012.

From the above   figure , it is very clear that customer has started reducing the spending on   media and entertainment, electronic by more than 50%. This will have   greater impact on the sales of the companies who are producing gadgets at a very higher price. Added to this, this again affirms the point that reduction in consumer proceedings on electronics has clearly indicated that   pricing of the gadgets are the reason for it. If there is any product ,that will satisfy the customer needs   and at a reduced price, then customers might go to it as that would not only satisfy their needs but also give them to try the cheap and economical products.

2.10 Summary :   The literature review was mainly aimed   toward

  the aims and objectives of the research .Being need to design the strategy for promoting the economical tablets in the market that has been flooded with tech rich tablets , we have spilt the literature review into four parts .We started the review   by focusing on the market entry modes that are followed in the market by companies when they   plan to go global. Added to this , when we need to launch a product   we need to have a clear idea about the product launch strategies and hence we reviewed all the possible strategies for the new market entry and new product entry.The advantages of every strategy and also the drawbacks have been reviewed.   This was done to chose the right strategy for the market entry and also   for the product entry. Added to this , along with the strategy   we have identified that distribution channels are the most important part of any marketing mix as they are the ones who take the product to the end users.Hence we   then moved to identifying the channels that can be used for marketing the tablets in UK market.

                                Once we have reviewed the strategic points regarding the product and market, we then moved towards gaining knowledge about UK market and the customers. The point of interest is that customer behavior took a change post the recession as this recession had   a vast impact on the customers and hence it is very   important that we study the changes in tablet maket and also the changes in customer behavior. A study on tablet market gave us the information that there is

huge market potential left to be captured and that added with the changing customer behavior which is showing interest   toward more economical products might support us the point of promoting cheaper economic tablets which satisfies the needs at a relatively   low price. Once having gained sufficient knowledge about how the market and customer might behave in the next five years, we now proceed in designing the methodology for the research. Based on the methodology   we will be conducting the actual research and then proceed to   gathering data and analyzing it to see how it evaluates our strategy . The methodology section throws light on all the possible methods available and the best method will be chosen against all of them .This will enable us to move further towards achieving the research aims and objectives. The lietarure review started with identifying the factors that will lead us in achieving the research   aims and objectives.   We s started the literature with the different entry modes that companies can follow when they go global. Study on these different models   equipped us with the knowledge that   export method might be the favorable   one when compared with the other modes of entry . Having reviewed about market entry modes we then moved to product entry modes . This is very important part of the research as   we came   during the process of study and with the genral knowledge that UK market is already equipped with lot   of tablets and we need to have a strong factor which will make the project successful and helps 

in the taking the product reaching the customers.Hence all the relevant journals and articles that   discussed about various product entry   modes have been studies and in this process , we learnt that   pricing added with quality will be the key factors for success. Having reviewed about pricing and differentiation techniques, we then   wanted to know the potential of UK markets in general to the cheaper tablets. We started by making analysis on the tablet markets in general and then moved further in studying the scope for cheaper tablets .Added to this , we have identified during the course of the research that small income groups might be of the target customers to us and hence we started gathering knowledge on the customer spending levels in UK . Study   on the post recession   gave us information that customer started reduction in spendings and are looking for   cheaper alternatives. All these points which we have gathered with the course of the research has gave us the impression that cheaper tablets can be effectively marketed in UK and through small business units.Now with the above gathered knowledge we now move   ahead in proposing the theory for the research followed with the methodology   section.



2.10 Theory :

Cheaper Tablets can be marketed in UK through the small business and the method of research that will be employed is qualitative method in which   surveys will be given to   respondents chosen at sample and the other being interview with the staff of the small business units.






















                              CHAPTER THREE MEHTODOLOGY



3.1 Research Design

                This study will use qualitative methods (Tashakkori & Teddlie, 2003) design, which
is a procedure for collecting, analyzing the data collected through the survey of the respondents chosen as part of the survey (Creswell, 2002).
                        In   quantitative research, the analysts mostly used the numerical data for making the analysis and even the statistical methods . The results obtained with this methods are termed to be accurate as it   has got   numbers to back the analysis.   On the qualaitatitive metho d of data analysis deals with mostly interviews and works on   small samples and this is more to do the analysis on peoples behavior and attitudes. This method is very useful and handy when   projects on market product launch has to be made. (Creswell, 1998, p. 15).On the other hand, as quantitative analysis deals with numbers   executives of the companies find it handy , when they are devising their strategies. Executives donot relay on qualitative methods of data as they feel that   it is very hard to make a strategic decision by just taking a few samples into consideration.Even though these factors are against the method,   the method is highly popular for the reason being that   this is very cheaper and can give a realistic view of what customers think about the product and can give a idea about the   customers attitude towards particular products.A analysis on the differences between the two methods

are shown below.
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Figure 11 : Qualitative and Quantitative Methods
Source :Tony and Barbera (2010).

Qualitiative research largely   depends on samples that are collected as part of the project .The onus on the researcher is to chose the sample which should represents the target population .Added to this, the researcher should also ensure that sample deviations are taken care of .In qualitative data analsys, the project is done on the samples that are part of   the project who are immersed in the everday setting of the project .T(Miller, 2000).
In the research   phase, a qualitative multiple case study approach will be used to collect text
data through individual semi-structured interviews, and through a survey questionnaire that is taken as part of the research. This would help us in identifying the research questions and move towards the objectives . The rationale for this approach is that the quaLitative data and results provide a general picture of the research problem, i. e., what internal and external factors contribute to the marketing strategy   of the cheaper tablets in UK and   explain those statistical results by exploring participants’ views in more depth .The data are analyzed through the   charts and this will be very useful in analyzing the data .

2 How the research is being conducted

The research is being conducted to evaluate how the marketing strategies of promoting cheaper made economic tablets can be marketed in the UK. For this we have decided to go with the approach of qualitative. Then comes

who has to be chosen .As this project needs the view of samples that will be chosen for the research are the staff of the small business units and the other will be customers who visit the business units. The staff of the business units have been chosen so that , we can get to know the market potential   through these staff . As stated in the literature , these small business units are already reaching our customers and hence they become our natural partners and so it   is through them that we can get to know about the market and customer potential. For a good research project to   happen successfully, it is needful to know the views of the customers and also the business partners (Baron & Kenny, 1986, p. 1174).

3.3 Target Population and Sample

Here in this project, we need to check the market potential and the customer interest in buying the cheaper economic tablets . There are two method of sampling – Probability and the other being non probability methods of sampling .The   probability method of sampling includes methods where in samples are chosen from the target   population in definite   mathematical probability . The other being non probability method of sampling where   the samples are chosen from the   target population   through some self made decisions.
For this project ,we have chosen   non probability method of sampling   and as stated earlier there is not definite   guarantee for the sample to get selected in the non probability methods.The type of non probability are listed as follows.
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Figure 12: Non 

Probability Methods of Sampling
Source : Tony and Barbera(2009).
For this project, we have chosen judgement sampling as we thought that would   keep us in the best position to chose the samples .There is no value to the research if we choose a person who has got no interest in using a tablet or who does not even belong to the country. Hence we have used judgement sampling as the method for this research.

3.4 Reliability and Validity

As we have chosen the method   of qualitative method , the reliability and validity of data has to be maintained through the research. The obtained data for the research   has to be reliable and the same has to tested for validity   Earlier reliability and validity are part of the   quantitative methods of analysis and now it is being used in the qualitative methods of analysis . Reliability referes to the extent to which the data is valid over period of time and validity of data   is about to what extent the data collected over the period of time is valid.

3.5 Data Collection

For this project , as we have chosen the method of survey and interviews to go ahead with the research, we have collectd the data through the different samples conduced in the research. Totally two types of samples are chosen for the research   .One belong to the staff members of the small business units and   other being the potential customers who visit the small business units. Data from the small business units have   been collected through interviews and data through the potential customers have been done through

the survey questions that have been given out to them

3.6 Data Analysis

As stated earlier , data for the project have been   obtained through surveys and interviews , we have analysed the data for this project through charts and having   numerical percentages. Data collected through the interviews could not be expressed in charts and hence the data obtained through the interviews with the staff members are generally analysed and summed and presented to obtain the data. But data collected through the respondents have been analysed through charts which would give a pictorial information
















7 Sample Selection





According to Malhotra and Birks(2006) , there is point in making a research with a sample that is not representing the target   population.Whatever be the method of research that we follow   in the project. Sampling is a key component and involves several considerations .The main idead behing many of the projects is to gather information about the population . If we take opinion about the   improvement in   sports facilities in a university, then all   the students of the university forms the sample .But   there could be many students who could not have used the sports complex and in that case ,they   would not be able to   be part of the actual sample as their opinions may not be in actual lines with the research. For this project ,we have decide that   we will be going with the qualitative methods of research as , our project being that   we would need to evaluate the marketing strategies

that would be useful in marketing the cheaper tablets in UK.Hence we need to know the customer pulse and the market potential and hence in this case ,we need to   chose samples. For selection of samples, we need to follow the procedure as   proposed by barbera and jameson(2008) as

Target Population – Who is to be surveyed.
Sample Size   - How many
How the respondents are to be chosen
The above three steps are to be followed by every researcher before they go with the topic .This will enable them to arrive at the exact result which they have intended to achieve. The sampling steps which could be useful in designing the research strategy are given as follows.



















      Figure   13 : Steps in developing the sample

      Source : Procter and Jamie Barbera(2008)

8. Chosing   the target population :

The Target population forms the basic element of the research and they represent the research method. Once we have finialised   the research method as qualitative , then   we move to the next step where in we identify   the target population and from who the research proceeds further .

    9. Develop the frame :

Once we have finalized the target   population ,we next   move to the section of designing the frame for the research. According to   barbera and Porter(2008) , they state that there is never a sample which represents the complete population.Sampling means chosing a unit from the population. In our scenario, the entire customers who visit the electronics shop   becomes   the target

population and from them we have chosen at random 150 respondents through which data can be obtained from.

    10. Sampling Methods:

According to Chisnall(1992), sampling methods are of two types. They are probability and Non –Probability Sampling. In probability sampling , the chance that a sample gets selected is certain and in non probability sampling the choice that the sample gets selected is almost uncertain. As we are working on a project of market research, we need to choose a project where in we would like to chose samples at our own decisions so that we chose the right samples. As part our research we have chosen Edinburgh capital of Scotland as the area of research and out of careful study and analysis , we have chosen   5 shops as part of the research and we have made that   survey questionnaire would be given to 150 respondents that are chosen from this 5 shops .The reason behind chosing is that   edinburg is a busy city and with variety of   customers and we though that would benefit us for the research.



    11. Research Strategy :

According to Barbera and Procter(2008), research strategy forms the main component of any project as it determines which way the project leads to the final staged. In this project, we need to know the market and customer potential for   the cheaper tablets in UK. For that we need to have two main partners. One being the channel partner who would like to take the product to the other partners who are the actual end users . Hence we have chosen five business units for

the project and these were chosen as we have been trying to market the product through the small business units .Also added to that , the next steps is to find the potential from the customer point of view   .For this we have chosen150 respondents who have been chosen by judgement sampling . These 150 respondents have been chosen and survey questionnaire have been given to these respondents . These 150 respondents have been   chosen from the small business units as we thought it would give us better idead in knowing about the market potential and the market depth. Hence the survey questions are given to the respondents .The questionnaire is maintained in such a way that it is not even too long or too short   but in the same way   ,   questionnaire have been designed in such way that we can get the answers for the research questions .When questionnaire have been   designed , everything was designed in such a way aiming toward the aims and objectives of the research.

    12. Data Analysis :

Sullivan(2001) was of the opinion that data analysis was the most important part of   the research as it enables the researcher to move towards the conclusion of the data. As stated by Sullivan , all the literature that has been gathered throughout the literature review enables us to   have the theoretical frame of reference . Having chosen the qualitative method of data analysis, we have analysed the data obtained from research done on both   respondents and staff members of the small business units.   With the data obtained from these two samples

of data ,   we analyse the data through different approaches one with the summary of interviews and the other data from respondents will be taken   and   analysed through charts that have been plotted based on the percentage of data obtained through them.
























                      CHAPTER 4 RESULTS



  1. Introduction :

In this chapter, we will be presenting the results that have been obtained towards the research. Since   the project aims to evaluate the strategies for promoting economically based tablets that are manufactured in india, we got the knowledge from the literature review that for any product to succeed in the market, the important factors are customers and the partners(distribuitions channels) who takes the product to the customers. Hence as per mentioned in the methodology section , we have collected from two different sets of the sample .Sample 1 consists of electronics suppliers who have got retail shops and they will be delaing with the sale of electronics parts and accessories. The second sample consists of customers who are going to   be the end users for the tablet. It is very essential to know about the opinions of both of them for us in evaluating the strategy.

  2. Background of the Business Units :

After careful analysis and self decisive methods ,we have decided to chose 4 small business   units as the respondents for the survey. The reason behind chosing the small business units apart from the larger business units are

  1. Small business

are always looking for opportunities to explore as they always wanted to make extra revenue,

  2.   When most people go to the bigger stores for   their electronics purchases like currys ,pc world ,mapling e,t,c , we have found from our talks with the local business men that smaller income group people likes to come to the small shops and from them we identified that there is a market   segment that can be targeted through the small business.

  3. When big players would be interested to promote Apple ,Samsung , Asus products , we   felt that   they may not be taking any extra step in promoting the cheaper tablets as the profit   which they make on the smaller tablets would be very less when compared to the state of the art ,hifi tablets. But when it comes to the small business , they may not have the financial strength to stock in the ipads and tabs , but they could   easily ship in the economic tablets as the cost involved is low and added to that the profit margin for them is good and they might be interested in making the deal,

The above reasons made us to think that   we might go with the small business as the partner for   marketing the cheaper tablets . Having decided on this as the best   method among all the possible method (from the methodology section ), we now go ahead with the interviews that have conducted with the staffs of these business units.

Staff members (Sales and Marketing team) of the four electronics dealers have been chosen for the survey .The reason behind chosing the four of them is that 

all the four of them have been in the electronics business for the past 8 years and have seen through both the recession and flourishing period. Added to this we have found through our interaction with them that low income group customers have been their main share of population.The interviews have been designed in such a way   that we do get the answers for our research questions.

|Name of the Business                   |Years in Business   |Dealers in                                                                     |
|Cables and Chips                       |9                   |Computers and Mobile Phones                                                   |
|Netversal                               |13                 |Mobile Phones, E- Reades ,Laptops and Printers                                 |
|Hex                                     |6                   |Apple Products, Services                                                       |
|Portobello Repair Centre               |8                   |Apple Service Specialist, Tablets ,E- Book Readers                             |


Table 1 :Details of the   Business Units






4.3 Data Collected from the staff of the small business units

The   interview with the staff   of the six   business units has been   taken towards answering the research questions and achieving the aims and objectives of the research. Recollecting our research questions   which were towards aiming at any cheaper alternatives for tablets in UK and if there are any , what are the segments of population

that might become customers for this.Added to this the favorable factors and the barriers towards marketing the product to the customers and the channels through which   the tablets can   be marketed to the customers.Keeping this as the main point in designing the questionnaire .Through this questionnaire we would like to see the favorable condition from using these business units as the channels for marketing the tablets.

Will the changing   economic conditions and the trade policies might play an role on the market segmentation and positioning of the product in the market. Data collected from the interview of the staff are presented as follows :

1. What are the products and   services that you offer to the customers ?

This question was asked to know the products   that these business units are dealing currently. For this all the respondents came back with the answers like they are supplying electronic products like computers PC ‘s , mobile phones , Laptops and mostly they have said that their income comes from the services on electronics. The respondents from Netversal and Cables and Chips who were competitors in the same area have stated they concentrate a lot on the services as they make good profit through services with little investment.The employees of netversal and cables and chips who have been in the business for quite a long time   when compared with the others have stated that with the entry of big players have come down .

2. How is the effect   of big players on Your business ?

When this question

was asked to the employees , we got replies that with the entry of big players , their profit levels have come down drastically and they are finding it difficult to compete with them. The staff of all the seven business units have opined that   they could not afford to sell at the price as by the big players consideting the volume of stock handled and they are finding it hard to increase the customer base .Netversal and Cables and Chips who have been in the business for the past decade have stated that in the past 10 years, their profit margin have reduced by more than 30% and they have made lot of cuts which includes employees also.

3. Have you tried promoting the Tablets ?

This question was asked to know the marketing expansion capacities of the small business units .

For this question ,we got different replies. More than 50% of the respondents cited budget as the main reason for not trying to market the tablets as they stated that the profit that they make on these expensive tablets is   totally absorbed in the transportation and supply costs. They have been saying that   to make any considerable profit on the tablets, they need to be stock a sufficient quantity at their warehouses and they are not financially stable to do that. But the wealthier group among the seven have stated that   they initially tried to market the tablets and they made profits on it , but in the long run they could not hold on with the price offers that these virtual market gives to the customers.Customers who come to the shop are asking at the

price of retail giants which they can never   do and hence they have also backed out of it.

4. What is the   frequency that customers ask for cheaper tablets ?

This question was asked to find the target market for the cheaper tablets

The staff   stated that being small business units and with time , customer who walk into the shops asking for   costlier tablets have reduced and this made them to totally reduce the selling of the hifi tablets. But they gave a interesting information that   most of the lower income group have approached them asking for any tablets that fells in the budget range . But in the UK market the cheapest tablet being £140 , the customers used to walk out. This gave us   the information that there are customer who are willing to go with the cheaper tablets.

5. What is the section of customers who asks for cheaper tablets   ?

This question was asked to find more detailed information about the customer base

To this question ,the respondents stated that their main customer base   was the low income group sector and   they are the one who actually visits the shops. They gave a interesting information that there are few sections of customers who are very much interested in promoting the small business and they found that as a part of their responsibility . This point has been said by more than 75% of the respondents . This replies gave us the information that the cheaper tablets if marketed through the small business units aiming at the smaller income group would be more beneficial and must be 

profitable.

6. Would you be interested in   Promoting the tablets if the cost of investment is low ?

This question was asked to see the business   value that these small business units see in marketing the cheaper tablets?

Prior to the   interview ,we have given the clear information   about the tablet price and a rough idea of   the investment they need to make on this. As the cost of shipping and initial investment is very low for these tablets ,we could get positive responses from the business that   in the last 4-5 years their profits levels have come down dratiscally and they are ready to explore any business opportunities where in   the cost of investment is low and they could meet the customer expectations.They even stated that they are ready to take the extra step of promoting   the products through their staff and could do any step which could increase their sales.

7. What do you expect from the organization in this scenario ?

This question was asked to know whether any training of the staff or any promotional programmes are required ?

The staff of the business units stated that being small in size   interms of employee ,stocks and financial strength, they   opine that   they have never done this before and feel that their staff are not technically equipped with promotion and other staff. They have also stated that   they have never run any special promotion apart from the few basic stuff which they do during the festivals and any mega evenats. They have also stated that they would be very comfortable if the organization

could help them in promoting the tablets and in explaining the product to the customers.



    4. Data Collected from the   respondents through the survey questionnaire   as per the theoretical frame of reference which addresses the research questions

Before going ahead in this section we   present the details of the respondents participated in the survey. A total of 150 respondents have been invited to take part in the survey and of which   136 respondents have given the response back to us . The method employeed in chosing the survey is   - the survey questionnaire were given to the customers who visted the small business units
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Then   Survey contained questions like Age group and Profession .The questions about age group and profession were intended to find out   the segment of customers visiting the small business units.
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The above two graphs   gave us the information that the majority   of peopke who visit   the store are youngsters and working population and this has to be considered that even the older generation have got considerable percentage and they can also be targeted.

The question until now have give us idea about how the customers are , what age groups are the most visiting one as these questions will help us in   designing our marketing programmes and also to position the programmes. Having covered the general questions we now proceed to more specific questions that have been asked as part of the research .

  5.   Did you ever posses a tablet   

?

The Reason behind asking the question is to know the amount of respondents not possessing the tablet.



[pic]

From the above figure it is very clear that   71% of the respondents have not possessed the tablet. This can be considered as the motivational factor for the project as it states that there are lot of customers in UK whom did not have a tablet.Now having   known that   more than   70% of the respondents did not have the tablet ,we now proceed to a series of questions which will ask them   about their interest in tablets and what they expect from tablets.

  6. What are   the qualities that   you expect from a tablet ?

This question was asked to   know what the customer needs from a   tablet

Most of them (44%) opined through the survey   that they would like to use the tablet for emailing ,editing and writing documents . Few others(44%) opined that   they would be happy if they can watch videos and listen to songs which is like a entertainment factor .   Adding to this we have even got replies that   they would like to play games on the tablet. The   graph is illustrated as follows.



[pic]

  7. What would   be your spending on the tablet   if you wish to buy one in future ?

This question was asked to know the change in customer spending behavior and   budget levels that customers would like to spend on the tablet?

For this question, we got responses that   few of them are still believing in the tech high tablets like ipads , asus transformers e.t.c where as the there are a encouraging group of respondents

who are In favor of the cheaper tablets and the graph illustrates the same ?
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The graph states the   positive approach of the people in going towards the cheaper tablets

  8. If there exists a tablet satisfying all the needs that you have specified above and if that comes at a price of £50, would you go for it ?

This question was asked to know the customer intention and his real interests in buying the tablet

Let us consider the graph of what we have got from the response

[pic]

The above graphs gives us the biggest   positive approach   that cutomers are very happy to go with a   tablet that can satisfy   their needs at such a lower price. This even confirms the point that   there is a change in customer spending post recession and this serves as the biggest   positive point for the project.





  9. What is the main reason that   you would consider   in going towards the cheaper tablets when compared to the costlier tablets ?

This question was asked to see the change in customer spending   in the recent times ?

[pic]

Nearly   80% of the customers felt that they are spending a lot and need to cut down their expenses. As majority of our respondents have been house holds and working population ,it is good to notice that they are trying to make a point of reducing the spending and this would add   as a positive to our strategy and would help in our positioning of the tablet.



The questions were phased in such a manner that respondents don’t get bored with what we are saying and also

we have focused that we don’t lose   the points which we need to get from them. Hence the questionanrie was kept short and crisp












                                        CHAPTER   5   DISCUSSION OF   RESULTS




5.1 Introduction :   In this chapter ,we will be discussing about the results that have been gathered through the research   through the two sets of data . The two sets of samples that we collected are from the staff of the small business units and the other being the respondents who are the customers for this small business units.


5.2 Discussion :

The entire project was aimed towards marketing the cheaper tablets in the UK market.   As part of the research strategy, we have identified two sets of samples that have been   identified for the research . They are staff of the business units and the other being the potential customers for the tablets .   Interviews were conducted to the staff of the small business units to know the market potential and also the flexibility of the business units to market the cheaper tablets .   This would help us in analyzing both the ways around. The interview questions was asked   in such a way that we could get idea maximum information regarding the research aims and objectives. Through the interview of the staff, we came to know that   small business units could not afford to ship in the expensive tablets as the profit margin on them is very low for them   , the reason being that they could not ship in large numbers. Added to this,   they have been quoting that

  their turn over   in the recent years ,that too after the entry of big players have come down dratiscally . They have also stated that they are finding it hard to explore business opportunities as that would need large capital and staff maintenance . They   gave us the positive response that they would like   venture in any new business opportunities provided that the capital for the business is low. Through the interview   ,we came to know about the lack of expertise that these small business units have and added to this the flexibility that these units posses should be taken into consideration .The interesting point to be noted is that small income group and older Scottish people   takes it asa social responsibility in promoting the small business .As these small business units targets   the customer for our project, we found that its worth while marketing through these natural partners. The information about these partners gave us the information that   small business partners can be used as a   effective marketing channel in marketing the tablets. Having finished the interviews with the staff , we then proceeded   in speaking to the actual market i.e. end users.We have chosen the survey method as that would help us in   having a idea about the market potential and market requirements. We have ensured that the survey is not too long . Survey has been focused in knowing the customer needs and their incination towards the cheaper tablet .   From the surveys that   have been given to more than 150 respodents , we got a replies from 

136 respondents . The survey stated that the people are very much interested in   having the tablets and many stayed away from buying one due to the heavy price of the tablets. Mainly the working professional stated that they would like to use the tablets for emailing and other stuff. Only little percentage of the people stated that they need the laptop for commercial and entertainment purposes.The low percentage of people who wanted to use the tablets for entertainment purposes are the youngsters. Added to this the results stated that   the low income group have shown interest in   buying the cheaper tablets as that would help them in meeting their requirements at such a cheaper price. Added to this, the customers felt that they would like to reduce the spendings owing to recession times and most of the respondents stated that they belong to the lower income group and that they would   like to go with the spending at a cheaper rate.Added to this when the requirements of the tablets have been asked by the customers,most of the customers stated that   they would be in very need of a tablet if it   comes at a relative lower price   . Summarising all the views from   the respondents , we came to conclusion that   there is a huge market for these cheaper tablets and once explored   with a planned promotional activities backed by supply chain management would help us in achieving the   objectives.






5.3 Limitations

The limited time and   resource constraintas made   us to restrict our selves to   a maximum of 5 companies and also

to 136 respondents .Since none of these cheaper tablets are present in UK , we have to spend a lot of time in explaining the marketing   objectives to the small companies. Since tablet PC’s has been in the market for the past three to four years ,we struggled in finding the research materials . Lot of time have been spent in gathering the materials for the research.

5.4. Suggestion for Further Research   We have focused our research on evaluating strategies of promoting the cheaper tablets in UK. The project was focused   totally on the marketing context. Further research option include the niche marketing segmentation of the UK market targeting the lower income groups.Research can also conducted on the changing customer behavior toward electronics   with the changes in economic conditions.
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                                                    APPENDIX A

                Interview with the   Business Units Staff and the Questionnaries



1. What are the products and   services that you offer to the customers ?

2. How is the effect   of big players on Your business ?

3. Have you tried promoting the Tablets ?

4. What

is the   frequency that customers ask for cheaper tablets ?

5. What is the section of customers who asks for cheaper tablets   ?

6.   Would you be interested in   Promoting the tablets if the cost of investment is low ?

7. What do you expect from the organization in this scenario ?


















                                        APPENDIX B

                                          Survey Questionnaries

  1. Name   :

  2. Age   :

      3.         Sex :   Male /Female/Other (Please Tick any)

        4. What is your Current Status ?

                    Employeed [ ]                 UnEmployed [ ]   (Please Tick any)


      5.     To which age group you belong to ?

                less than 25 [   ]       25-40 [ ]     Greater than   40 [   ]


                  6. What are   the qualities that   you expect from a tablet ?

                    7. What would   be your spending on the tablet   if you wish to buy one in future ?

                      8. If there exists a tablet satisfying all the needs that you have specified above and if that comes at a price of £50, would you go for it ?

                    9. If there exists a tablet satisfying all the needs that you have specified above and if that comes at a price of £50, would you go for it ?
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