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                                                         INTRODUCTION
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Bang and Olufsen is a Danish high-level consumer electronics company that designs and manufactures audio products, television sets, and telephones. It was founded in 1925 by Peter Bang and Svend Olufsen, who designed a radio to work with alternating current, a product of significance at a time when most radios were still running on batteries. The early history of Bang and Olufsen Peter Bang (1900–1957), a successful Danish businessman, showed great interest in radio technology from an early age. After graduating as an engineer in 1924, he spent six months working in a U.S. radio factory. Upon his return to Denmark, he teamed up with his friend Svend Olufsen (1897–1949), whose parents made the attic of their manor house in Struer in Jutland available for experiments. When they officially opened their business in 1925, Bang concentrated on the technology while Olufsen dealt with business. There were a number of successful developments in the 1930s and 1940s, including a sound recording system for the film industry, roof-mounted loudspeakers for circuses and army vehicles, and the iconic Beolit 39 radio with a Bakelite cabinet.








                                              MARKET SEGMENTATION




Market segmentation is a concept in economics and marketing. It is a type of strategy of dividing a product or service based on their style, perceptions, interests, and needs. Despite its decision to suspend the manufacture of separate components, B&O continues to develop and market loudspeakers. Its flagship speaker, the BeoLab 5, uses digital signal processing to adjust its frequency response to the room and location in which it is placed. Its midrange and treble drivers use the audio lens technology developed by Sausalito Audio's Manny LaCarrubba to spread the sound over a 180-degree range in order to fill the room, overcoming the directional range limitations of normal midrange and treble drivers, and preventing the sound from reflecting off the ceiling and floor before reaching the listener. B&O later acquired the audio lens technology in 2007. In 2003, B&O entered into an agreement with Audi to provide an advanced sound system. Ford has also begun to replace the Sony sound systems in their vehicles with B&O PLAY audio systems in new models, such as the revised 2018 F-150 and the 2019 Ranger.	Comment by Stefan Petrov Zlatev: 


                                              DESIGN 

I’ve been thinking for some time that B&O and their design has changed a lot throughout the years. From industrially cool and subtle to more feminine and playful. Sometimes better but also sometimes not.
I love the Beolab 8000 for its simplicity and subtle yet elegant presentation of itself. It’s a classic - as so many other older Beo products are.
But now, what is going to be classic in the future? Is the design qualities lost and replaced with temporary coolness? Or beauty?
After watching the new Gary Hustwit documentary about Dieter Rams I feel even more that B&O needs to work on their design profile harder.
I’d like to end with recommending also the older documentary objectified by the same producer.
Any way. What do you feel and think about the contemporary current B&O portfolio? Is there any design ideas or just good looks? I remember Jacob Jensen and David Lewis making wonders at B&O and especially David having interesting thoughts about why and how.

 PRICE
The price rise comes in the face of:
· poor to non-existent customer care - when I called them before Xmas they were polite but useless.
· deteriorating build quality
· selling or abandoning of core B&O skills like their TV laboratory and vision department 
· use of cheap parts wrapped in fancy packing (my Moment tablet has died less than 2 years since purchase)
· outsourcing and manufacturing outside of Denmark
· closing of B&O stores
· absence of servicing and timely repairs of products
These are all the critical components of a good business model and with the erosion of these facets any business slowly but steadily approaches its end. Their speaker division is still strong but once the gems like Geoff and colleagues leave, retire or move on, then what...sad state of affairs.



                            Products and more…

In the great majority of cases, all B&O products are mass produced. Even the most exotic, the most expensive, once rolled off a production line somewhere in Denmark (if you are lucky) along with hundreds of others just like it. However, when the collector looks at the “gaps” in his collection or that one model they really want proves next to impossible to find, the subject of rarity soon comes to the fore.
B&O never set out to make anything rare. They want to sell as many of each model as was possible and so carefully gear production quantities to what they feel the market would bear. This is the only way to recover the sizable production and tooling costs that result from every new addition to the range. It does not follow that cheaper models sell in huge quantities and the more expensive ones in only limited numbers, as we shall see.
After a product has been designed, mass produced, sold and used, its rarity, compared to other, similar products is determined by a few simple factors:
Desirability: A product may be rare because it was not worth having in the first place, meaning that sales were slow. Maybe it was technically deficient, overpriced or just ugly. Perhaps all three. The Beosystem 10 is a good example of this factor, when new it was a slow seller because it was very expensive for what was really just a (very) basic radio cassette. Does something that was unwanted when new become more desirable with age?
Durability: There is a better chance of finding surviving examples of a piece of equipment if it was made sturdily in the first place. Things which fall apart or go wrong regularly are seldom kept as treasured possessions, they simply get discarded and written down to experience. The path from listening room to dustbin is a short one and even the most serious collector would be lucky to intercept anything on this final journey. This obviously makes survivors rare, but would you want to saddle yourself with someone else’s mistake? There are many examples that would fit into this category and they are there for different reasons. The early hybrid colour televisions ran so hot that in many cases they just burned themselves out. That’s why there are so few left. The MX 3000 on the other hand was a more modern design but had a poor tube that did not last long and so many built-in faults in the other sections that the designers should hang their heads in shame. The latter set is not that rare now, but it soon will be!
Domestic acceptability: To be worth spending money on, a product must fit pleasingly into the owner’s living space. Ugly styling and horrible colours work against this. B&O are generally not guilty of the former, but they certainly have offered some cabinet finishes which aren’t often seen. How about an MX 2000 (and matching VHS 82) in bright pillarbox red? Or a Beovision 3502 in aubergine (marketing-speak for “purple”)? Both of these were standard models. Pride of place must go to the Beolit 400/500/600/700, which was available in a range of colours, some nice, some not. By far the most unusual is purple and some collectors regard this as a bit of a holy grail. Think about it though, if you were buying the set new and intended to use it (rather than preserve it as an iconic curio of a bygone age) wouldn’t you have gone for the safe, if sombre, black?
Relevance: Equipment gets bought, used and sold on because it is relevant to what the owners want to do. Audio equipment that uses the wrong format is a prime example of irrelevance and the B&O range is littered with examples. The Beocord 1200/1600 open reel recorders are rare because when they were launched the world wanted cassettes. The Beocord 8800 V/8802 V is rare (though not as rare as you might think) because the Video 2000 system it used was a commercial disaster and video libraries didn’t stock the tapes. The Beogram 7000 is rare because no-one wanted turntables in the mid 1990S and so many Beosystem 7000s were bought without it. Relevance means different things to different people so just because a particular model didn’t do what most people wanted doesn’t make it bad (unless you are an accountant for B&O).
Marketing: Some models, for whatever reason, just get lost in the range and sink without a trace. It doesn’t mean they are bad, maybe they just didn’t grab the attention or were badly shown in the catalogue and showrooms. There is nothing particularly wrong with the Beovision M 20, Beocord 1700 (later model) and Beovox MC 35/MCX 35 but you don’t see much of any of them now, whereas similar models are common. It’s just one of those things. The same thing goes for certain cabinet finishes, some models are quite unusual in oak or white, probably because the dealers did not routinely stock them in these colours. People tend to buy what’s put in front of them rather than order something that may or may not look nicer when it finally arrives.
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