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Introduction 
OnePlus is launched in the year 2013 by two former Oppo employees. The main vision of the founder is to look for a device that meets all the requirements of Android users. Not only about superior design but the brand also wanted powerful specifications, and the fastest and leanest software at a reasonable price (Brown, 2022). It started slowly but with the relevant use of the online market effectively, the business started to grow from strength to strength and is currently ranking fourth in the global market (Udin, 2022). The unique aspect of OnePlus is its price in comparison with its competitors. There were some legal issues that the company fought, which brought changes in their production unit but the brand continuously made an adjustment, which supported the business development and followed the market trend (Brown, 2022). It is interesting to review the process followed by the business to overcome external market competition and continued to make development. This report is analysing the external market situation of the OnePlus and the way the brand marketed itself to make significant improvements over the years. 
PESTEL Analysis 
	Political
	The political factor does have a strong influence over the OnePlus production unit. Each country follows an alternative operational scenario and does not prefer to rely on the foreign market. With political issues increasing, especially with China, the brand does not want to specifically rely on China to trade most of its raw materials to different parts. A change in operational approach is seen, with firms becoming a lot more independent. For example, OnePlus completely have a different manufacturing unit in India, where the business manufactures the product from the beginning (Startup Talky, 2022). A similar attitude is followed by other countries to ensure that they do not have to rely on foreign markets. 

	Economic
	The economic recession in the global market does affect manufacturing along with the sales unit. However, the recession or any form of economic disruption does not influence the marketing strategy of OnePlus. The company do not believe in reducing the prices of their commodity by using cheaper raw materials. The management believes that it would then be a form of disrespect to the loyal consumers (Sengupta, 2018). Hence, the change in the economic scenario has little influence over the productivity and sales strategy of OnePlus.  

	Social
	The unique selling point that is approved by society is its prices in comparison to its competitors such as Samsung or Apple. OnePlus provides similar specifications in terms of performance, battery life, camera quality and other media performance. The prices however always remain on the lower side in comparison with that of its competitors. Consumers also want longer battery life, which is also provided by specific models such OnePlus Nord. With fast charging, the quality of the product remains almost the same as that of its competitors but at a lower price (Pinola, 2022). 

	Technological
	Technology has a positive influence on the operational environment. There had been a significant change in the way people behave and the reliance on technology to complete daily activities also influenced the manufacturing process of major tech companies. OnePlus already made a reputation for itself as one of the top brands selling good quality products at a reasonable price in the market. To follow the trend of cheaper models, the brand is adding "Nothing Phone" to its tally of the diversified smartphone market. With such a lower price, the brand provides a bloat-free Android experience with minimal bugs. The industry will have a good technological presence only when it could produce goods based on consumer requirements (Yap, 2022). OnePlus operates in China, India, the UK, the US and various other countries which possess minimum technological efficiency and are successful in generating higher value. So, effective utilization of resources is critical for business development.   

	Environmental
	OnePlus community understand the importance of the safe disposal of electronic waste following the policies set by the Ministry of Environment and Forests in the section of E-waste rules. The brand also expects its consumers to behave responsibly to support their movement. Partnership with various E-waste collectors like Attero or Exigo to reduce waste percentage and observe useful resources that can be rec-cycled in the production process (OnePlus, 2022). 
The business also has a stable partnership with various companies like the WWF improved their vision. The "Adopt a Tree" campaign is one of the better examples of OnePlus attitude towards environmental protection (Bhavani, 2019). 

	Legal 
	OnePlus had to fight various legal issues like a legal battle with Micromax regarding the use of Cyanogen in their operating system. It is one of the secrets behind the company's capability to provide high-quality phones at a lower price (The Indian Express, 2022). 
There are a few legal battles that the company had to fight with their consumers regarding battery explosion, poor smartphone services and so on (Singh, 2021). It can dent the reputation of the brand considering the competitive scenario of the business.  



Table 1: PESTEL Analysis of OnePlus 
Porter’s Five Forces 
	Factors
	Degree
	Validation 

	Competitive Rivalry 
	High 
	Competition is intense with Samsung, Apple and Huawei constantly developing new models that are technologically superior. With such an intense competitive scenario, any form of poor performance can hamper the position of the brand (Abualfaraa et al., 2020). Evidence like an explosion or lack of longevity of the devices can reduce the supremacy of the brand in the market. 

	Buyer’s Power
	Low
	OnePlus has made a name for itself as a sustainable and reliable service provider. Moreover, it has created a loyal consumer base, which influences the market demand rate in the long run. The buyer power is low because of the trust that the industry gained over the years and they believe that the brand will not deceive them through manipulative practices (Narayanan et al., 2020). 

	Supplier’s Power
	High
	The industry relies mostly on its local suppliers which limits the number of suppliers that can provide high-quality materials. With a limited number of suppliers, the business will look to maintain a stable relationship to ensure a continuous supply of goods (Zhu et al., 2020). 

	Threat of Substitution
	Moderate
	As identified, the number of loyal consumers is high but with such competition in the smartphone industry, the business must maintain its standard of production. Continuous failure to provide adequate service will force consumers to lose their focus on the brand and its competitors will capture the loyal base of the brand (Keiningham et al., 2020).  

	The threat of New Entrants 
	High
	Quite similar to the rise of OnePlus, the chances of a new brand entering the market and adopting a unique production scenario can match the performance of OnePlus. Technology is developing and various markets in different parts of the world are experiencing greater technological growth, which propels small-scale manufacturers to capture the market (Surya et al., 2021).  



Table 2: Porter’s 5 forces of OnePlus
SWOT analysis 
	Strength
	Weaknesses

	· Maintaining consistent services. 
· Global presence. 
· High-end technology.
· Low price in comparison with its competitors. 
	· Lack of physical stores, relying mostly on the e-commerce platform. 
· Camera quality has been a major problem for the brand. 

	Opportunities
	Threats 

	· Development of “Nothing Phone”. 
· Using sustainable and CSR activities to engage more consumers. 
· Using its long battery power to promote its product in comparison to Samsung and Apple. 
	· The longevity of the devices is questionable. 
· Evidence of battery exploding can dent the brand's reputation. 
· It has only 21 million social media followers while Samsung has over 160 million followers, which signifies a lack of consumer penetration (OnePlus, 2018). 



Table 3: SWOT Analysis 
Advantages and Disadvantages of SWOT analysis 
The SWOT analysis conducted in this report identified some of the major strengths that were deduced from the PESTEL and Porter’s 5 forces analysis. Various data from different sources like news channels, articles and journals were used to collect the data, which led to the formation of the SWOT analysis. Some of the essential concepts that were identified through the SWOT analysis include the use of high-end technologies, the longevity of batteries, and addressing price-sensitive consumers and its CSR aspects are some of the major positive factors. The SWOT analysis helps the brand to identify all these positive factors and utilise them for a better result. On the other hand, some of the major issues like battery explosion, lack of longevity of the devices or rising competitiveness in the market are some of the factors that the brand needs to be aware of to maintain its sustainability. 
The major disadvantage of conducting a SWOT analysis in this report and using it for the brainstorming procedure is that the PESTEL or Porter's 5 forces are only providing a limited view of society. There is no original observation about the present society or the diversified requirement that is being addressed through the SWOT analysis. So, theoretically, the SWOT analysis might provide a relevant idea regarding the strategies to be adopted but in a practical world, there is no guarantee that the strategies would work as most of these strategies are formulated based on the theoretical understanding. 
Segmentation, Targeting and Positioning 
	Segmentation
	Geographic segmentation allows the brand to provide services based on the business requirement in a specific region. For example, "Nothing Phone" is a concept that the brand initiated to target a higher section of consumers with less stability in India. The brand understands that budget phones are going to be popular given its economic situation, which propelled the concept of "Nothing Phone". Regional Approach in segmenting consumers helped OnePlus to generate higher revenue in the market, which they are likely to use for a better outcome (Smith et al., 2022). 
In terms of demographic segmentation, OnePlus looks to create a diversified market. Not just working people but students, home-maker and people various professional remains in the target market for the brand. 
The brand targets consumers who are price-sensitive but are looking for good specifications to play high-end games (Informed Sheep, 2018). In other words, individuals who are looking for a sturdy device for a continuous gaming experience are the prime target market for the brand. 

	Targeting 
	The main target market for OnePlus is mostly limited to 14 to 35 years of age (OnePlus, 2018). Not only the individuals who can purchase the product but also who are loyal to Android devices and like collecting high-end technologies. 

	Positioning 
	The brand position of OnePlus is provided below.
[image: ]
Figure 1: Perceptual Map of OnePlus 
(Source: Informed Sheep, 2018)



Table 4: STP analysis of OnePlus 
Marketing Mix Strategy 
The Marketing Mix Strategy is depicted by using the 4Ps marketing strategy, provided below. 
	Product
	Some of the special features of all OnePlus devices include more than 3-12GB RAM, a bezel-less display, and fast charging. It also provides TV, Bluetooth headphones and various other accessories (Informed Sheep, 2018). 

	Price
	Cost-leadership pricing strategy with prices varying between $400 – 800, which is less in comparison with Samsung or Apple with similar specifications (OnePlus, 2018). 

	Place
	Most of the products are sold through an E-commerce platform, especially through Amazon (OnePlus, 2018). The brand also had a sporadic presence in terms of physical stores, which drives the consumer retention process.  

	Promotion
	The company relies on flash sales, and marketing gimmick like obtaining invites for purchasing the model, VR launching events and social media promotion to promote their amenities (OnePlus, 2018). 



Table 5: Marketing Mix of OnePlus 
Conclusion 
The report identifies OnePlus as a potential smartphone brand that can compete with market leaders like Samsung, Apple or Huawei. Combined with the latest technologies, advanced processors, improved performance and higher battery life provide a competitive edge to the business. Positive CSR initiatives also remain on par with its competitors. However, some of the weaker spots like the longevity of the devices, lack of physical stores and lack of development of camera quality remain major glitches that the business needs to work on in the future. 
Recommendation 
To enhance the business reputation in the competitive market, the business must focus on building superior camera quality. Some of the well-known smartphone camera manufacturing companies like Zeiss lens can provide the balanced support that the business is looking for. Although, Hasselblad has made significant improvements in terms of bokeh camera mode, for diversified use of cameras like video, high-end photography and Slow-Mo videos, panoramic view and so on, the business needs to find suitable partners. It is essential that the quality of the camera remains consistently good for devices of a diversified range, and generate better value for each of its product.  
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