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"Music is the language of emotions"
(Manuel Kant)
Music is an integral part of our daily life: on average, we listen to 17.8 hours of music per week.
In a perspective, to feel as much as possible a feeling through the music,
OJF is working on the development of loudspeakers capable of penetrating the surrounding environment.
The OJF team perceives two problems with perfect listening to music:


· The quality of the sound.
· The environment surrounding the enclosure.



This is why the engineers of OJF, decided to develop a portable speaker capable of dividing into several small enclosures.
OJF to create a speaker named “OJF surround” formed of a central base and two detachable parts on each side of the central base.
The pieces thus be deposited at strategic points can of a room to feel surrounded by a thread.
OFJ surround is detachable and allows you to use each piece of the speaker to listen to its music independent of other parts up to 9 meters away from the base of the speaker.
Our product includes Bluetooth system.
Each song has a battery that allows it to run up to 15 hours.
Induction charging technology allows it to be recharged only in one block.
The OJF team is based on the emission of sound within a movie theater, in the but uses "surround[footnoteRef:1]" technology within each part and to share a unique moment with friends or family. [1:  Surround: Surround sound is sound that encompasses and surrounds the user. It is intended to enhance the immersion and auditory experience of the viewer. Simply put, the sound comes from several different directions around the user, using several specific audio channels or dedicated speakers.] 
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The OJF team wanted to respond to a current failure in the loudspeaker market.
The team's observation, there are two types of loudspeaker that dominate the market
Firstly, the wall speaker, which is often found in supermarkets, and secondly, the portable speaker, which has been increasing sales for several years.



· OJF surround is considered a substitute for the wall speaker and the portable speaker.


· The loudspeaker offered by OJF meets the expectations of a family of 4 to 5 people who want to be able to listen to music independently of each other or replace the wall loudspeaker found in a house.

· The use of surround technology promises high sound quality when listening to yourself or with others.

· Buying a speaker that splits into multiple pieces saves money for the user who can carry it around or just use it in wall speaker mode.
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The product offered by OJF is a speaker that incorporates the main characteristics of its competitors: Bose, Devialet, JBL, Sonos, Marshall or even Bang & Olufsen.
In the world of sound, there is a striking paradox: music has never been so accessible in volume, but the sound quality reproduced by technology hardly touches us.
We can see that the current sound market is divided into two main parts:

· Wall or amplifier speakers that transmit high quality sound, by a layout that allows a closed room to be surrounded by sound.
· Connected or portable speakers which transmit more or less high-quality sound, but which have the advantage of being easily transportable.

In view of the analysis of the products offered on the market, OJF focused on creating an enclosure capable of being substitutable for the two products on the market by developing an enclosure which can be divided into several small ones to understand the advantages of current products. sold in this market.
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The OJF company will evolve in the sound market, particularly in the loudspeaker or portable speaker market.
OJF wishes to target a more family-oriented clientele in order to share the enclosure with several.
OJF targets customers aged 25 to 50, who have at least a house or apartment that would maximize the use of the enclosure.
The buyer of the speaker will be one of the parents, who will enjoy using the speaker with all of the family.
The purchase of the speaker will be considered an investment for the home so the customer will be more able to spend a large amount.
OJF wishes to maximize its chances of sales from the first year by opening the sale of its product to Europe.
The ultimate goal will be to market the product internationally through a website.
The OJF start-up is above all internationally recognized for French-style innovation, "Made in France".
The current speaker market continues to grow from year to year, in 2018 we count the sale of Bluetooth speakers at 43 million copies, 60% more than the previous year. (Afocel, 2019)
In addition, the arrival of the connected speaker with voice assistance, allowed the development of the sound market, in the first quarter of 2020, 28.2 million units were sold. (Planet-sansfil, 2020)


The connected speaker market in France is dominated by GAFA[footnoteRef:3], "The Amazon echo" is in first place in sales in France followed by "google home" and finally the "Home pod" as we can see on graph number 1. (Statista, 2019) [3:  
The acronym GAFA stands for four of the most powerful companies in the internet world (and the world at large) namely: Google, Apple, Facebook and Amazon.

] 






In the case of a product comparison, OJF distinguishes direct and indirect competitors:

· Direct competitor brand: Prixton, Maxell Split MXSP-TS1000.
· Indirect Competitor Brand: Amazon, Google, Apple, JBL, Sonos, Devialet, Bose, Marshall, UE Boom, Alibaba, Harman Kardon, Klipsch, Libratone, Beats, Philips and Sony.



The competitor is considered direct if uses technology that allows the enclosure to be divided into several parts and can come back into one.
The indirect competitor is considered to be a substitute for the product offered by OJF but remains different from the one offered.
The Bluetooth speaker market is connected today, dominated by historical players such as Bose, Marshall, Philips, Sony and JBL.
These players offer basic products, improving design and sound quality year after year (Image 1,2,).
The arrival of the connected speaker on the market allows Google, Amazon and Apple to enter the market, the connected speaker makes it possible to diversify the basic use of a speaker (picture 3,4).
Diversification that extends the market to individuals as well as to the professional field.
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The global loudspeaker market size is anticipated to reach USD 8.48 billion by 2025, primarily due to the growing demand for soundbars. Increasing consumer spending on entertainment is expected to open new avenues for industry players over the next seven years. Changing consumer preferences and lifestyle are also expected to boost demand over the forecast period.
The global loudspeaker includes: Satellite / subwoofer, Subwoofers, In wall, Outdoor, Soundbar, Multimedia (Grandviewresearch, 2017).


[image: ]
Global loudspeaker market - Grand view research 2017



The global portable Bluetooth speakers market size was estimated at USD 1.21 billion in 2018 and is projected to expand at a CAGR of 11.71% from 2019 to 2025. Increased access to online streaming services along with easy availability of large data storage on phones, tablets, and laptops have enabled consumers to use Bluetooth speakers more conveniently and easily. Small- and medium-sized speakers can be easily carried and transported in any places, while large-sized products are suitable for at-home stationary devices (Grandviewresearch, 2019). 

[image: ]
U.S portable speaker Bluetooth market- Grand view research 2019



The global smart speaker market size is expected to reach USD 15.6 billion by 2025 from USD 7.1 billion in 2020, at a CAGR of 17.1%. The growth of the smart speaker market can be attributed to the growing demand for smart speaker display, the increasing number of smart homes, rising disposable income, and the rapid proliferation of multifunctional devices (MarketsandMarkets).


[image: ]
Smart Speaker world Market – Market and Market 
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OJF offers a high-quality product adapted to a specific request.
The first client of OJF will be the families, the enclosure having the possibility of being divisible thus allowing each member of the family to share it while having an independent listening.
The purchase of loudspeakers or wall-mounted speakers has now become essential in every home, a moment of sharing but also considered as a comfort of life, a speaker is today placed in the same way as a television essential for the House.
Produced as an innovator in the field of music, the future customer is fond of new technology and wishes to be at the cutting edge while enjoying high sound quality.
OJF surround is now considered a substitute and allows one purchase instead of two.
The price will be considered as the brake on the purchase but will be very quickly accepted thanks to a long-term vision.

OJF then targets young couples who have made their first real estate purchase.
OJF surround can thus be transported easily and will follow the couple in their moves if there is a change of location.
The enclosure will therefore be viewed as a long-term investment.

The latest users will be small businesses between 2 to 50 employees who wish to invest in a sound system for their meeting.
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· Politics

OJF is initially looking for the European market.
The current political system in Europe allows to facilitate trade thanks to no real borders and customs fees.
Despite economic difficulties in Europe, France favors business creation and Start-Up, the future of the French economy.
A tax system adapted to business development.



· Economic

France is experiencing many difficulties thanks to the coronavirus crisis, with an unemployment rate equal to 8% in the fourth quarter of 2020.
The French economy is at its lowest since 1945, but the coronavirus crisis has left its mark on the minds of French consumers who are consuming more and more French people.
The Bank of France evokes a growth forecast of 5.5% for 2021, rebound in consumption, investment stimulated a stimulus plan and household savings which continues to grow.




· Technological

Technological development in the field of sound has been watched very closely with French competitor Devialet, which is today at the forefront of technology in the field of sound.



· Ecological


The OJF company wishes to adopt an eco-responsible company approach.
With this in mind, OJF wishes to set up a partnership system with Back Market, the French leader in reconditioning in order to revive defective speakers.
The goal is to breathe new life into speakers having the ability to purchase a second-hand OJF speaker while saving money.
OJF wishes to develop an enclosure with 60% recyclable materials during the first years, and aims in 2035, 80% recyclable materials.
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Definition of a SWOT - OJF
SWOT Analysis or Matrix is a strategic business analysis method or tool that can be used in the field of marketing for a business or product.
SWOT constitutes the initials for:

- Strengths
- Weaknessess
- Opportunities
- Threats

The SWOT analysis combines the internal (SW) and external (OT) dimensions of the company and the positive (FO) and negative (WT) aspects.


	Strengths
· Capacity for innovation.
· Product quality.
· Competitiveness: technological.
· Highly qualified employees.
· - French brand
	Weakness
· Low financial capacity for creation.
· Low awareness, brand image.
· Reduced customer base.
· Small production capacity
· Price fixing, high scale.
· Product development / Construction time of the enclosure

	Opportunities
· Growing markets.
· High potential market.
· Favorable regulations.
· Change in consumer behavior.
· Non-patented technology.
· Replacement of wall and portable speakers.
· None designed directly on the market
	Threats

· Copy of technology.
· French Law No. 2794 on disturbing public order on public roads.
· - New entry into the market
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The objectives selected are explained and detailed. Their relevance must be demonstrated with regard to marketing analysis. They are costed and meet the criteria of good practice set out by the acronym SMART: simple, measurable, ambitious, realistic, time bound.

SMART OJF –


· "I want my brand in September 2030."
· "I want to find financing up to € 150,000, 50% credit via bank, 50% participatory. "
· "I wish to recruit an IT developer for the purpose of developing the website, as well as the product by 2028."
· "Find an office in the city of Nantes during the second year"
· "I want to develop 5 first speakers, for the year 2031"
· "Sell 2031.1 speakers in the UK as well as a speaker in Germany"
· "With the aim of exponential development, creation of 20 enclosures, 50% of which will be sold on French territory in 2033".
· "Recruitment of a financial director and a marketing director 2035".
· "Opening of a pop-up store in a European capital after the first 7 years of the opening of the company".
· "Development of another color version" numbered product "after the 3rd year.
· "Development of a small enclosure divisible into only 3 parts, 5 years after creation".
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We will detail here the segmentation, that is to say its vision of the market. We will explain which target segments we want to address.






SEGMENTATION

OJF surround is a perfect speaker for a family of about 2-3 children or a couple.
Household mainly made up of senior executives earning around € 4,000 net per household each month.
OJF is geared towards customers who are looking for a high-quality product.
OJF plays the useful with the pleasant, the speaker is divisible which allows the product to be shared among all members of the family and is now considered a substitute for the traditional wall speaker.
The OJF client wishes to share a quality festive moment or simply watch a film with the family or as a couple while having the impression of being at the cinema.
OJF is developing a technology capable of feeling music.
The speaker is transportable, so it can be moved from one house to another without losing quality.
Our Start-up focuses on a target with a living space large enough to be able to enjoy music as much as possible.
European capitals are the first targets of potential customers on the lookout for new technologies.
The future customer makes thoughtful purchases and wishes to acquire a quality product where he finds a real utility.
The purchase of the product is unique for each household except in the event of voluntary material breakage.
Product only available via the OJF website.
OJF wants to establish a link between its customer and its brand, just like Apple and its iPhone.
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Finally, we will reveal the position adopted with regard to all the preliminary reflections. Ideally, everything follows logically, and the positioning becomes obvious.


Positioning of the OJF brand on the market via SWOT-

	Strengths
· No direct competitor using the same technology
· No similar technologist
· No current patent on the technology adopted by OJF
· Highly developed audio market on the European continent
	Weaknesses
· Indirect competitors already well established (Bose, JBL, Devialet)
· Closest indirect competitor “Prixton” detachable enclosure.
· Development of Google and Amazon speaker capable of pairing.

	Opportunities
· Growing market (+ 70% compared to 2018)
· Growing “Start-up” format.
	Threat 
· Use of surround technology by "Samsound" with a mobile phone.
· Establishment of a patent on a technology used by OJF.



OJF will be a start-up entering the audio market and more specifically the loudspeaker market.
In this market, there are two types of current products, the Stereo product, which is considered to be fixed or wall-mounted speakers that allow you to listen to music or watch a movie in an enclosed space and mostly connected by wire.
The second product is the portable speaker, portable Bluetooth speaker, connected speaker which is booming today.
The OJF surround speaker would now be a substitute for stereo speaker and portable Bluetooth speaker products, which allows OJF to enter the market with a differentiation strategy.
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Use of the Marketing Mix 4[footnoteRef:4] P: [4:  The marketing mix, called in French market plan, groups together all the marketing decisions and actions taken to ensure the success of a product, service, brand or brand in its market.

It is traditionally considered that the decisions and actions of the marketing mix are taken mainly in 4 main areas which are:
- product policy
- the pricing policy
- communication policy
- the distribution policy] 


· Product policy

· Noble and high-quality materials
· Color: White and aluminum
· Format: Cylindrical
· Size 223 x 96 x 94 mm
· Weight: 1.5kg
· Rated power: output 30 W RMS woofer - 10 w RMS speaker output
· Signal / noise ratio:> 80 DB
· USB type C port
· Bluetooth transmitter power <20 DBM
· Charging time: 4h
· Battery life 15 h (depending on volume and audio content)
· Button: increase volume - Decrease volume - Pairing - Play / Pause
· Induction charging
· Wired port for equipment on the wall
· 5.1 surround technology
· 2 years warranty
· After sales service
· Ambient temperature conditioning (Degradation if wet or liquid substance, sand, Earth)

· Price policy

· OJF Surround speaker: € 899
· Discount if participation in crowdfunding of the OJF company: -20%
· Minimum margin of 250 € per product sold - Expected margin: 449 €
· Maximum cost price 450 € per speaker
· Positioning in the audio market as a premium product
· Significant purchasing power of the future consumer
· Target market share for 2035: 4% of the loudspeaker market in France
· Payment method: Debit / credit card - Visa Mastercard - Transfer - Payment over 24 months or 38 € / month
· No credit conditions
· Late monthly payment + 50% the following month.







· Distribution policy
- Sales intended for individuals or professionals
- Retail sales
- Sale only possible by e-commerce (website)
- Exclusive sale via the OJF website
- Employees considered as a sales force during the first years
- Delivery by subcontracting
- Guaranteed delivery




· Communication policy

· Communication platform: Specialized press (Capital, Startups, the new factory); social networks: Facebook, LinkedIn, Twitter, Tik Tok, Instagram
· Outbound Marketing Strategy: Presence at Start-Up trade fair, Innovation competition.
· Communication via sponsorship
· Communication budget year 2030: € 10,000


· Other P - Partnership

· OJF would eventually like to develop a partnership with the French streaming platform Deezer.
The partnership consists of the purchase of the speaker with integrated Deezer for € 4.99 instead of € 9.99

· A second partnership with the Back Market platform, the French leader in refurbished electronic products.
OJF certifies the condition of a refurbished enclosure via the Back Market platform.
Thus, the repackaging platform could buy back faulty products from OJF customer service, while having a certification that the product sold repackaged is approved by the OJF company.
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Connected speaker market in% in France in the first quarter of 2019.
Graph number 1 (Statista France, 2019)
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Connected speaker market in% in the United Kingdom in the first quarter of 2018.
Graph number 2 (Statista UK, 2018)
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Bose Mini soundlink Revolve speaker price: 199 €
Image 1

[image: Devialet Phantom II 98 dB (Reactor 900 W) : prix, test, avis et actualités  - Les Numériques]
Devialet Phantom 2 98DB speaker price: 1290 €
Image 2

[image: Test Amazon Echo : Alexa débarque en classe Echo - Les Numériques]
Second generation Amazon Echo connected speaker Price: 99.99 € 
Image 3
[image: Test Nest Audio : l'enceinte "intelligente" de Google sublime sa recette -  Les Numériques]
Google Nest audio connected speaker Price: 99.99 €
           Image 4
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Brief Overview of the Smart Speaker Market
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