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EXECUTIVE SUMMARY



The purpose of this report is to make a Marketing Plan for Nokia when this mobile phone corporation wants to launch its new cell phone – N80 Internet Edition – into the Singapore market. Singapore with a very high GDP per capita is considered as a relative big market for high-level products. With the development of the W-LAN technology in which enable consumers in using the internet, Nokia is able to see that opportunity to launch the newest product in the Singaporean market.
From situation research, Nokia has analyzed its internal and external environment. And through a SWOT analysis, strength, weakness, opportunities and threat of Honda were analyzed in a clear and detailed way. This analysis shows that there are successful chances for Nokia with N80 Internet Edition in Singapore market. 
After determining objectives, Nokia positions itself as completeness in internet browsing and user friendly, it differentiates N80 Internet Edition with Motorola Q that more complete. 

Nokia builds detailed Marketing strategies to achieve its goals. These strategies include pricing strategy, product strategy and promotion strategy. This marketing mix strategy was closely associated with situation analysis to ensure that the plan is suitable with actual situations. A control program was also implemented to monitor the plan.
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I
THE ORGANISATION
Nokia is leading player in the field of mobile communication in Asia pacific. Nokia first started their business at Asia pacific in 1980s
, regional corporate headquarters is located at Alexandra Techno Park in Singapore. Nokia manufactures their product in Masan, Korea, and Beijing and Dongguan in China and they have wide range of competitive mobile phone for a large costumer segment over 130 countries.  Nokia's core mobile phones business mainly based on WCDMA, GSM, CDMA and TDMA technologies. 

Company ethics
Nokia believe in Shaping corporate culture, minimizing risk, enhancing efficiency, and building reputation. Their goal is to establish proactive, integrated programs within their core business which always keep sustainability in mind. Nokia believe in communication with outside world is very important to built trust and reputation
.
Nokia’s mission & objective
Nokia’s main vision is customer satisfaction
. For them satisfaction is not only for the product but also to interact with the community. They want to conduct the business in a responsible way. Nokia also wants provide quality communication product to meet customer satisfaction. Nokia also believe in professionalism and aims to connect people in a team. Working as team helps Nokia to reach their goal easily. Nokia believe to succeed in the field of mobile communication they must have the passion and courage innovate new beyond existing product.
II

SITUATION ANALYSIS
II. 1. MARKET SUMMARY
With the population of more than 4 million people and per capital GDP to be US$25,409 (in 2004) 
, Singapore is a relative big market, especially for high-level products. It means people in Singapore afford and absolutely need for mobile phone, in other words is Singapore is a potential market for the cellular phone business, though about 73 percent of Singapore's 4 million population own a cell phone
. 
For consumer behavior in Singapore is quite high if we see their GDP, most of them lifestyle is more important, and this is where the Nokia product come up to give values to Singapore people. Right know people in Singapore used internet for any purpose in daily life, any business need or pleasure they just open the internet. This trend is also giving a way to Nokia N80 Internet Edition to participate. 

The competition for the cellular phone in Singapore is very thigh. Many big companies with their products are available in here, with difference character, style and features, tried to affect the consumer minds and behavior. The biggest competitor for Nokia in Singapore is Motorola, after that is Samsung and Sony Ericsson. Motorola is the favorite in Singapore with the MotoRazor, they also become big in Singapore because the manufacturing operations and design centre for communication products is in Singapore
, it make them easy to penetrate the market. 
II.1.1. MARKET DEMOGRAPHIC
The cell phone industry is segmented across the following product lines:

· Male

· Female

· Youngster

· Professional
The profile for Nokia customers consists of the following geographic, demographic

and behavior factors.
Geographic

· The immediate geographic target is the city of Singapore with a population

of 1.2 million.

· The total targeted population is estimated to be 1 million.

Demographic

· 95% of the customers are above 15 years of age.

· The average household income is about SGD 5,000/Month.

· 45% of the customers are professionals.

· The professionals earn over SGD 3,000/ month themselves.

Behavior Factors

· Style
· Tend to eat out at least once a week, typically more.

· Shopping is the trend
· Are always aware of the different fashion trends.

· Subscribe to, or at least read, several magazines that related to the technology
II. 1.2. MARKET NEEDS
Nokia is providing the market with a wide range of cell phones with a lot of choices. All Nokia stores are modern & attractive and conveniently located. Always utilize visually-attractive displays to attract customers. Nokia seeks to fulfill the following benefits that are important to their customers:
· Selection: Many range of options based on various features to catch different segments.
· Satisfaction: Nokia’s main vision is customer satisfaction
· Accessibility: The central location and wide range of business hours designed to accommodate all customers’ wants.

· Competitive pricing: All the products to be priced competitive to the Singapore market.

II. 1.3. MARKET TRENDS
The market trend for cell phone is based on technology and rapidly changes, even though they relatively have similarities in design and also features. Over the last few years, there have been many new variations in terms of design, which is based on new innovations on technology, in order to catch new segment or new target market. However, style is still the first factor for choosing a cell phone, and it is creating a trend. Nokia realizes that its products maturity is relatively fast in their product life cycle.
II. 1.4. MARKET GROWTH
The market for cell phone is very competitive and can be considered influential. However, Nokia is very confident that they will still have a great volume of loyal consumers. It is shown that Nokia’s market share has increased over the competitors in the third quarter, as demand in Asia helped boost unit sales by 22 per cent. Nokia's market share rose to 35.1 per cent from 32.5 per cent in the year-earlier quarter
. As for Singapore’s market, this fact is an indication that behavior factor and the need of keeping up with the trends are the essential factors of growth in this area.
II. 2. S.W.O.T Analysis on N80 Internet Edition
Strengths:

- Brand: Nokia is a guarantee name in this world, the company or brand positioning in the eyes of customers is above on the average of the others mobile communication company. With buying Nokia product the customers are already being satisfied.

- Technology: the completeness and easiness for browsing internet will bring many benefits for the users.
- Image: the image for the Nokia N80 Internet Edition is giving a value that the phone is special for browsing internet (until now, there is no company that giving their phone name and image like this).
- Infrastructure in Singapore: many places in Singapore is using integrated Wi-fi, this situation is supporting the phone to active in this area. 
Weaknesses:

· The concept: as internet cell phone is not the first, including the feature, such as W-Lan. 
· Supply: the supply of the product is not fast as Motorola (they have manufacturing in Singapore and Nokia in China and Korea).
· Many consumers do not perceive wi-fi technology as an advantage in choosing their cell phones.
Opportunities:

· Singapore as a big market 
· Growing potential in the near future
· Because of the small geography, marketing plan can be more focus

· Big potential buyers from overseas, who choose Singapore as their favorite place to buy cell phone products, in term of warranty and cheaper price, compare their home country.
Threats:

· The biggest barrier as well as the biggest threat for the success of the plan doesn’t come from Nokia competitors, it comes from the customer psychology. The general feeling of the customer is that browsing internet is more easy and satisfy is in their house by their laptop or computer. 

· Future competition with other companies: Motorola, Sony Ericsson, Samsung. Motorola's share climbed to 20.6 per cent from 18.7 per cent, this fact tells that Motorola is the biggest threats in the future.
· Competition from low-end brand, such as brands from china.

II. 3. COMPETITOR ANALYSIS
Motorola with Motorola Q have become the most leading brand in Singapore for handhelds. Motorola plan to invest $60 million over the next two years to build a supply-chain control center in Singapore to improve its global supply-chain management and manufacturing efficiencies with virtual control from a single point. Motorola has introduced the CDMA version of a Motorola Q in United States one year ago. The GSM unit is expected in Asia later this year. However, it is still can be considered as a competitor as it has the same core features with Nokia N80 Internet Edition which are the quadband  system and integrated Wi-Fi.
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Based on the data given above, N80 has sustained completeness in internet flexibility, while Motorola Q is lacking of the connectivity features. Hence, Nokia’s superiority will allow in more success in Singapore market. 
II. 4. PRODUCT / SERVICE OFFERING
The new N80 Internet Edition still retains the features on the regular N80 phone, such as the 3-megapixel camera, quadband GSM and also WCDMA coverage. In addition to that, it is now adding its features with enhanced internet capabilities. It has integrated VoIP (voice over Internet Protocol) into the user interface, and user can download third party VoIP call application. It is included a wireless LAN wizard to find and configure wireless internet access. 
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It is also geared with Amazon and Yahoo! search engine. The Nokia N80 Internet Edition comes with Yahoo! Mobile Search application and its Go for Mobile program, which can sync a user’s Yahoo! email and contacts with a mobile device. The enhanced N80 has Amazon’s MobiPocket Reader, an application for reading books. Nokia cited other capabilities, such as the ability to upload photos to the Flickr.com photo Web site.
II. 5. ISSUES ANALYSIS


N80 Internet Edition is the new version of the previous Nokia N80, which has been launched in mid 2006. The N80 Internet Edition is becoming the paradigm for the life span and existences of the N80 series. Marketing strategy is the key for achieving the success of this product. The following are the important aspects.
· Different target market and features with the previous N80, but still retaining its standard features and converging the same segment (age/status) of market.
· Strategy for the introductory stage.
III

MARKETING STRATEGY

III. 1. MISSION
As a world leader in mobile communications, Nokia has established itself as the leading preferred brand in Singapore. Backed by its experience, innovation, user-friendliness and secure solutions, Nokia try to give satisfaction for the customers. Based on this mission, Nokia must focus on consumer satisfaction, in terms of the quality of the product, as well as the accommodating customer service.
III. 2. MARKETING OBJECTIVE

1. Extend Life Span
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Essentially, Nokia N80 has already been launched before. Thus, Nokia is adding more features by coming up with the newer version, Nokia N80 Internet Edition. It is targeted on a particular segment of market and aimed to lengthen the life span of the N80 series itself.

 2. Create Trend

Nokia N80 Internet Edition is designed to create trends, where Nokia is the only mobile phone that focused on the high mobility and all the features supporting it.
3. Increasing the Brand Awareness in Overall

Generally, this product’s launch and marketing campaign is mostly aimed to retain Nokia’s brand name and image inside the competition ring, especially in Singapore’s market.
Target in 1st Year: 
This product is planned to be launched in the second quarter of 2007. As we know, the previous N80 was launched in mid 2006. Therefore, it is expected to extend the life span for the N80 series itself by offering new features and distinct target market. Nevertheless, it is still concerning with the previous target market. 

During the second quarter of 2007, N80 Internet Edition is expected to create a trend through several of campaigns and advertisement that emphasizing the dynamic society with high end mobile phone. This will make indirectly impose the competitors to follow Nokia’s pace, and subsequently creating an image that Nokia is the pioneer and others are just followers.  
The campaign is not only for the purpose of the product’s awareness, but it is also focus on the enhancement for the brand itself as a whole. By commencing a high intensity campaign, it is expected to gain public awareness for the Singapore’s market approximately 600.000 people (target market range 18-35 years of age, up to 1.3 million people) until year-end.
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Figure 2; Target in 1st Year 
III. 3. FINANCIAL OBJECTIVE
· To meet the break even point after one and half year of product launching.
· Effectively manage funds for ad campaigns.
· Maintain a significant research and development budget to spur future product development.

III. 4. TARGET MARKET
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In fact, Nokia is operating in many segment markets of cell phone products in Singapore. There is segment market for male or sporty, female, professional or youngster. They chose the second pattern of target market selection: selective specialization. The firm selects a number of segments, each objectively attractive and appropriate. Kotler said (2003, p. 289) this multi segment strategy has the advantage of diversifying the firm’s risk
. In this report, the writer only concentrates in the target market which is;
Figure 1: Pattern of Target Market Selection of Nokia in Singapore; Selective Specialization
Target Market for 2007 Nokia N80 Internet Edition 
Geographic: All parts in Singapore.
It will mainly focus on the middle to high income household.
Demographics:  male and female, ages from 18 to 35. 

Nokia N80 Internet Edition basically is suitable with male and female in the age from 18 to 35. Moreover, the amount of male and female Singaporeans in this age group is approximately 1.200.000 people. They occupy nearly 35% of the total population. It’s a quite big market (graph 1). 
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GRAPH 1: POPULATION PYRAMID BY AGE GROUP AND SEX OF SINGAPORE http://www.singstat.gov.sg/keystats/annual
Behavior factors: male and females who have active, who love about cyber world or always need of information (student or professionals), and always follow the trends and style.
Target in 1 Year: 
Within one year, approximately 1.3 million people of the Singapore’s population range 18 – 35 years of age (N80 internet edition’s target market), 600.000 people could be the market of this product.
III. 5. POSITIONING
Nokia positions itself as the innovated company who provide the best technology on their features and satisfaction for the customers. With its specific brand as N80 Internet Edition, Nokia wants to positions this product brand as completeness in internet browsing and user friendly.
Positioning Map
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Nokia is known for its assorted range of mobile phones, which are supported with various features for many different target segments. This becomes Nokia’s superiority. With new enhancement in technology it will be able to differentiate the N80 Internet Edition and compete with existing and potential competitors. In addition, the big name of Nokia also makes an assurance or guaranty for potential customers.
Customers in the target market of Nokia N80 Internet Edition not only require the quality and the easiness to browse internet, they also require a brand that makes them become more stylish and up to date. Therefore, Nokia should build a unique image of N80 Internet Edition, in other words the customers who buy Nokia N80 Internet Edition will be satisfied because they can fulfill their high in mobility needs. In other words the positioning strategy is Benefits Offered or positioning can be based upon the specific value provided.
III. 6. STRATEGY


Several strategies to be underline and be use for Nokia N80 Internet Edition, which are:

· Introduction Stage Strategy : Rapid-Skimming Strategy

The Product Life Cycle (PLC) for Nokia N80 Internet Edition, the position is entering the introduction stage. The product is not launch yet but in a few months will be in introduction stage. Nokia launch the new product or N80 Internet Edition to the market at high price and high promotion. The company gives a high price in order to recover as much profit per unit as possible. The high promotion acts to accelerate the rate of market penetration and also to convince the market that the products is valuable at high price. 
· Pricing strategy


Market Skimming Pricing: basically skimming strategies is set a price as high as some segment will stand. If all customers within this segment have purchased, prices are lowered only so far as the next segments needs to be persuaded. In other words, the high on this product is only temporary, in several months the price will be down to get another segment.
· Competitive strategy

Nokia is market leader in several places in Asia Pacific, but in Singapore Nokia is the second after Motorola. So what Nokia should do is make strategy for attack and for defense. Attacking the first competitor, these are Motorola Q. Nokia N80 Internet Edition use Flank attack.  Flank attack is being used to attack the weakness of the Motorola Q. The strength of Motorola is because the manufacturing and the style that suit with Singapore people, but the weakness of Motorola Q is the features is standard as the others mobile phone. The strategy is to build the communications that make the customers feel the features of Nokia N80 Internet Edition is more benefit and also stylish.
IV

MARKETING MIX

IV. 1. PROMOTION
The promotion is using strategy AIDA or Awareness, Interest, Desire and Action in the advertising, also using public relation and sales promotion on launching the product. Promotions also consider making cooperation with other company, such as MRT, Taxi Company and cinema. The strategy will be implementing in 4 levels. 

1. level 1 =  Awareness

In this level is using below the line, which are flyer, brochure and catalogue. The target place is in public place as bus, mall or shopping centre and electronic centre. In bus the brochure is hanging in the grip or handle that people can see it. Nokia can make cooperation with many malls to spread the brochure or catalogue. In the electronic centre, especially all distributors of Nokia the brochure should be there too. Information also available Nokia website

2. level 2 = Interest

In the second week or level 2 is using above the line. Nokia should make billboard about the N80 Internet Edition in the strategic place, such as near of shopping mall or electronic centre, including place is the young people is around. Using advertise in the cinema for better interest in the mind of customers. This advertise not long as in the TV or cable, just to make realize that Nokia has a new product that make them interest to know more about the product.
3. level 3 = Desire

In level 3 or third week is using PR for explaining about the product in the radio and make print ads in the magazine. This focus is make the customers understand or know about the ability or features in Nokia N80 Internet Edition. Nokia buy some space in radio which the target market is appropriate with the N80 Internet Edition target market. Print ads in the magazine also choosing the magazine that appropriate with the N80 Internet Edition target market.

4. level 4 = Action

In this level is using the power advertising in TV, radio and magazine. The content also announce about the launch of the Nokia N80 Internet Edition. For the TV, advertise in program that related to the target market and not necessary in the prime time.


After the campaign in the early, the peak is the launch of Nokia N80 Internet Edition. The launch will be held in official Nokia store in Scotts Road, the agenda is about explaining the feature, music from famous musician, discount and games.
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Feature 3 ; Promotional Schedule

Total budget for promotion programs of Nokia N80 Internet Edition is projected at S$ 800.000.
IV. 2. PRODUCT
In official Nokia stores, within the launching month which is May they provide special trial for the customers to see the ability of N80 Internet Edition. The official officers also provide the knowledge about the features, ability and try to solve any problem that can come up from the product.

The product slogan is “THE WORLD IN HAND”, this slogan represent ability of the phone to browse internet.

IV. 3. PRICE 
The Nokia N80 Internet Edition price is same from Motorola Q, which is approximately S$ 900. The price strategy using Market Skimming Pricing is set a price as high as some segment will stand then the price will down slowly to get another segment. 

IV. 4. PLACEMENT 
The distribution channel of Nokia N80 Internet Edition in Singapore can divide in to four district; central, north, west and east. The distributor is:

· DualBand Electriclink @ CK Tangs: Orchard Road, Level 3

· AllDeal Enterprise: No 11 Tampines St.32 Tampines Mart#01-02A

· DualBand Electriclink @ Best Denki: 9 Bishan Place #03-02 Junction 8 Shopping Center

· Farland Electrical Enterprise: Blk 399 Yung Sheng Road Taman Jurong Shopping Centre #01-47

This 4 base function is a central for the distribution and inventory to cover they area. 
V

FINANCIALS, CONTROLS

And CONTINGENCY PLAN

V. 1. FINANCIALS

V.1.1 Break-even Analysis

The company assume to break-even analysis for Nokia N80 Internet Edition in one and half year after the product launch. 
V.1.2 Sales Forecast


The company target market for this product is 600.000 people, so the company assuming for the sales forecast for this product until the end of one year is 3600 units.
V.1.3 Expense Forecast

The marketing expenses will be higher relative to other months during the awareness, interest and desire stage, after that the expenses will be low. The expenses will also high toward the holiday seasons or Christmas. 
V.2. CONTROL
The basic function of control is to maintain the result of marketing strategies and actions is in the right track, the right track will lead to the objectives of the marketing and the objective of the company is attained. The control can be done by auditing the revenue or expenses, including the area of profitability and controlling also covering the customer satisfaction. Nokia is planning tight control measure to closely monitor quality and customer service satisfaction. This enables them to react quickly in correcting any problems that may occur. Other early warning signals that will be monitored for signs of deviation from the plan include monthly sales and monthly expenses. 
V. 3. CONTINGENCY PLAN
These plans build to prevent any worst case in the future that related to the marketing plan and the product. This is several problems and the risk that would come up in the first place.

Difficulties and risks:

· Problems reaching the break-even point due to lack-luster sales.

· Consumers who are unwilling to accept the brand image.
What Nokia should do is maintain every step or changing in the internal, external, market or target market and the competitors carefully. Always make a good preparation and make the plan for the worst case that would happen.
VI
CONCLUSION 
Overall, after analyzing the entire marketing plan, Nokia N 80 internet edition is an innovative and prospective product. The product is best suitable for the Singaporean market where the consumers are concern about the importance of advanced technology. Moreover, the availability of many hotspots in Singapore to browse internet easily will benefit the consumers to perceive the product to have an added-value in overall. Essentially, Nokia is adding more features by coming up with the newer version to lengthen the life span of the N80 series itself. In the end, a good implementation of all the marketing strategies and tactics will determine this product to succeed in the market.
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