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Executive summary
The research is based on the analysis of the impact of the effective marketing strategy of OnePlus’s new launch of OnePlus 6T. For the research, the author used random sampling techniques and to support the evidences, different journals, news and books have been used. The research paper finds the increasing demand of OnePlus 6T in the consumer market and the massive came as a result of the extreme marketing campaign held by OnePlus across different countries. To sustain in the long run, the marketing strategy needs to be up-to-date.
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Introduction
Business are the core power of the economy and most of the business runs with effective and efficient marketing. With the emergence of the technology, different mobile companies have started to capture the consumer market with the latest features of the smartphones such as Apple, Samsung, and OnePlus. The company’s profitability depends on the customer segment they serve for their products and the innovative features they offer to the variety of customers. So, marketing has become the bloodline for the tech-based companies to emerge with the globalized world. 


[bookmark: _Toc7729336][bookmark: _Toc3897647]Research objectives and aim 
[bookmark: _Toc3897648][bookmark: _Toc7729337]Research aim
The aim of the research is to analyse the marketing tools’ impact on OnePlus’s massive growth in 21st century Smartphone market. 
[bookmark: _Toc3897649][bookmark: _Toc7729338]Objectives
· To identify the marketing tools used by OnePlus
· To analyse the impact of the marketing strategy on the sales growth of OnePlus
· To recommend the upgradation of OnePlus’s future market
[bookmark: _Toc3897650][bookmark: _Toc7729339]Questions
· What are the marketing tools used by OnePlus?
· How does the marketing strategy impact on the sales growth of OnePlus?
· What should OnePlus do for the upgradation of its future market?
[bookmark: _Toc7729340]Problem Statement 
Different research has been made on the smartphone industry but the present most competitive smartphone, which is OnePlus that is competing the leading brands IPhone and Samsung series phones, have not been researched for its massive growth and profitability as well as attractiveness in the market. The brand of OnePlus has been so widespread that in India it has covered a huge market share of 30% in India (eleB2B.com, 2018) and the customer are satisfied with the features they get at a lower price compared to Samsung and IPhone. This research covers the marketing strategy of OnePlus and analyses the reason behind its massive and surprising breakout in the smartphone market. 


[bookmark: _Toc3897651][bookmark: _Toc7729341]Literature Review
[bookmark: _Toc7729342]Background
Marketing tools are the methods of the business value generating activities. Different researchers have analysed the marketing tools and initiated different marketing theories and models such as marketing mix, marketing communication mix and many other (Przhedetskaya, N. Borzenko, K., 2019). Moreover, the modern technology has emerged to develop different marketing tools such as Social media comprising of Facebook, Twitter, Instagram, and LinkedIn. Marketing tools are of various types such as traditional and modern types. The traditional types include the billboard, leaflets, magazines, newspapers, televisions and radios. The modern types include the social media such as the online platform, Facebook, Messenger, Google ads, Twitter, Instagram, LinkedIn, YouTube and what not. The Facebook has become a major source of marketing any business and this is also cheap which enables the business to achieve huge coverage with less effort. In addition, in the modern methods, the marketing can be attractive and alluring as the infographics are used and thousands of people are acting with these modern trends. Business around the world are now depending on the aggressive marketing strategy to capture the economic benefit and the market share (Menon A., 2015).  Marketing strategy is the long-term effort to sustain in the market with the feasible approaches. Different tools have been suggested by Menon A., Bharadwaj S.G., Adidam P.T., and Edison S.W. (2015). In the conference paper the authors stated the importance of the form performance tools, demand analysis, gap analysis, and BCG matrix for analysing the marketing strategy. Sales are the core of the business revenue generating driver and marketing is a tools to boost up the driver. Baumgartner, T., Hatami, H., and Valdivieso, M.  (2016) in their book stated the five possible ways of sales growth and among those methods marketing strategy is one of the profitable and effective way to increase the sales growth. Success of a business depends on the critical business strategy and among different strategies the analytical marketing strategy is the best and effective way to achieve the success (Cottrell, S., 2011). The marketing tools and models along with the modern tech-based marketing tools are emerging the business to a higher level where the desired customers can be reached and the feedback process is praiseworthy. 

[bookmark: _Toc3897657][bookmark: _Toc7729343]Research methodology
[bookmark: _Toc7729344]Background
The research work includes the use of the conclusive style of research. There are two types of data sources have been taken into account. One is the primary source and the other one is the secondary source of data. For the data collection purpose, the structured interview and questionnaire have been used with open ended questions without biases. The research is conducted using the random sampling technique to select the sampling units from the large population where population comprises of the general users of OnePlus, the smartphone retailers, the OnePlus company employees and different websites such as CNN.com, BBC news, The marketing, Facebook, Twitter, Instagram, and YouTube have been considered for the secondary data collection. For the in-depth analysis, the questionnaire includes the five point Likert scale consisting of score 1 to 5. The score is given based on the preference of the marketing for OnePlus mobile demand. For the reliable technique the survey includes the following format of Likert scale.
[image: ]
Figure: Five Point Likert scale


[bookmark: _Toc3897659][bookmark: _Toc7729345]Sampling methods and statistical tools
Ten outlets in London were sampled and the sample size is of respondents in the primary research method were 100 where the respondents are randomly chosen from a huge number of population. In addition to this sample, the sales managers of the sampled OnePlus outlets have been interviewed for internal information on the impact of marketing. The sample is analysed using graphical presentations. Moreover, the graphical presentation has been conducted for infographic review and ease of understandable view. 
[bookmark: _Toc3897660][bookmark: _Toc7729346]Field work 
For the field work, the interview, questionnaire, surveys and different methods have been conducted to generate the value for the research and reduce the level of error. The reliability and verifiability of the research have increased with the effective field work. 
[bookmark: _Toc3897661][bookmark: _Toc7729347]Ethical consideration 
The research has been conducted ethically and the data collected are held confidential with no manipulation of the information. Moreover, the author’s assurance is that there were no interference of the author’s personal influence on the research data and the data analysis tools and techniques as well as the finding section will be skilfully analysed (Maund, A., 2017). 
[bookmark: _Toc3897662][bookmark: _Toc7729348]Conclusion
The research methodology has been based on the ethical data collection procedure for achieving the desired value form the research on the marketing impact on OnePlus sales growth. The constructive process ensures the research to be reliable and the outcome of the research is authentic in nature.


[bookmark: _Toc3897663][bookmark: _Toc7729349]Analysis and Finding
[bookmark: _Toc3897664][bookmark: _Toc7729350]Analysis of Demographic
The sampling unit consists of male and female respondents where the 65 persons were female and 35 persons were male. The research was conducted using questionnaire and structured interview and the respondents were asked open ended questions. The respondents were customers from different outlets in London, England. They were interested in OnePlus and the female customers were more delighted to visit the outlets and a common reason was the camera feature of OnePlus, which is specifically the selfie quality.


Figure: Demographic analysis



[bookmark: _Toc3897665][bookmark: _Toc7729351]Primary Survey output
The research was conducted through asking different questions to the respondents. The following are the some outcomes derived from the responses to the specific question regarding the marketing of OnePlus.
Question 1:
How did you come to know about OnePlus?


Figure: Marketing information
Interpretation: The bar chart shows what number of people has got the information of the new launch of OnePlus through different media. Among the five different media, Facebook has made the information more widespread and 90 respondents said they had known from Facebook pages and sponsored links by OnePlus. Next comes the Twitter and 85 respondents said they had known from the official page of OnePlus where people have got the information of the new launch of OnePlus 6T. Then Instagram takes the place before YouTube and 50 people said that they had seen different leaks and the official video of the new OnePlus 6T. The last position is the public relation where people come to know form direct relation with different parties of the company.


Question 2:
Do you think OnePlus 6T will lead the market of Smartphone?

Figure: Marketing Leading
Interpretation: The bar chart shows the responses of the respondents about the market leading consent by OnePlus. 60 persons strongly agreed that OnePlus will lead the market with its new model of 6T. 18 people just agreed with the leading topic and 19 people remained neutral regarding the leading idea of OnePlus. Only 2 people disagreed and one person strongly disagreed about the topic. So, it is highly likely that with the updated features and marketing strategies of OnePlus, it can catch the customer attraction and in near future if other things are held constant, it can lead the smartphone market. 

Question 3:
Did the sales increase this quarter?


Figure: Number of sales per month

Interpretation: The sales managers of the outlets have been interviewed and the result is depicted in the above chart which shows average number of sales per month of ten sampled outlets of London, England. Form December, 2018 to February, 2019 the sales rose exponentially to 306% and the February recorded sales of the outlets were 3650 OnePlus 6T. The increasing sales came as a result of marketing through different social media. 


[bookmark: _Toc3897666][bookmark: _Toc7729352]Secondary Survey output
Different press release, news, magazines and websites have been analysed and it has been found that around the world, OnePlus 6T has achieved a massive response by the smartphone lovers. It has added a new marketing campaign strategy in the advertising market (Gizbot Bureau, 2018). According to (Whitwam, 2018), OnePlus 6T has a 249% more sales over OnePlus 6 up to December, 2018. In 2017, OnePlus revenue became $1.4 b which was almost double to the revenue of 2016 (OnePlus.com, 2019). The marketing mix strategy (specifically product feature) in the marketing of OnePlus 6T has added not only value in the value chain but also gained unique Guinness world record of experiencing the unboxing of OnePlus 6T (Mukherjee, R., 2018). 


[bookmark: _Toc7729353][bookmark: _Toc3897667]Conclusion 
To conclude the research objectives are fulfilled as the research suggests that with the marketing tools and use of the social media, OnePlus is achieving high market share and the market is being captured to a large extent by OnePlus in this year as well. As future is uncertain and technology industry comprising of high innovative segments with higher threat of new entrants, higher threat of substitutes and rivalry among the smartphone companies OnePlus needs to be one step ahead to sustain in the long run as Samsung, and Xiomi is already coming with latest models with unique features in their smartphones, for example, Pocophone F1 and S10 series, and Pixel (Phone Arena, 2019).  
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Demographic analysis


Male	Female	35	65	

Marketing


Facebook	Instagram	YouTube	Twitter	Public relation	90	70	50	85	30	

Market leading

Strongly Disagree	
1	Disagree	
2	Neutral	
19	Agree	
18	Strongly Agree	
60	


Number of Sales per month

December	January	February	900	1550	3650	
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