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Blackberry as a Struggling Consumer Product
Blackberry is a Canadian based company that has a variety of products including smartphones. The company has been doing very well in the last two decades but that seems to have changed. In fact, the company in the year 2014 is said to have experienced a reduction in the sales of its products specifically electronics. In addition, the company announced in December 2014, that it had recorded a loss of 4.4million dollars on the third quarter of its financial year (Andrews & Shimp, 2017). The company's management attributed the decrease to the stiff competition that the company is facing from other companies supplying the similar products as blackberry especially the mobile phones devices. In order to turn around the company's performance, the CEO and the management have to implement effective measures in changes in packaging, the price point, product position, advertising strategy, distribution methods and improvement in design and quality. This paper discusses the measures that will help the blackberry company rebrand in order to compete effectively and return back to its position before it started struggling.
Changes in Packaging
Packaging is an important rebranding strategy for the company. Packaging affects the appearance of the product in the market hence affects the consumer attraction to buy the product (Baker, 2014). A change in the packaging of the product will ensure that the consumers are attracted as they want to find out what has changed in the new product. This, in turn, will lead to an increase in the number of consumers who will buy the product. Changes in packaging eliminate boredom on the part of the consumer and hence attracting them as they are in an effort of experiencing the new packaged product. This will surely improve the performance of blackberry products in the market and compete effectively with other companies in the industry. 
The Price Point
Price is an important factor in the marketing of a product. Blackberry is a brand that is already known and has a share in the market, making changes in the price will effectively lead to an increase in the sales. It is important that the company revises the point price of its products to ensure that customers are retained and new ones have been attracted (West, Ford & Ibrahim, 2015). The new companies which are competing with blackberry have slightly lower prices of its products compared to those set by blackberry. In order to increase the sales of the company and hence compete effectively, blackberry will have to decrease its product's priced competitively.
Advertising Strategy
[bookmark: _GoBack]Despite having made strides in the penetration of the Canadian market and its environs, the company needs to come up with an advertising strategy that reaches other parts of the world and share such a market. Technology is being embraced by most countries across the world hence the need for the company to reach such markets (Welford, 2016). Blackberry needs to open up advertising through the social media and related platforms. Through the social media such as Twitter, Facebook, Instagram among others, it will be able to reach out to all the people across the world hence creating markets for its products. In fact, through the social media, the company will be able to reach up to more than fifty percent if the potential market since there are people who are likely to use its products. Adverting through the television is another strategy that the company can utilize in order to reach to other markets across the world (Posner, Williams & Posner, 2015). The use of this strategy will help the blackberry company reach potential customers who like watching Television and also those who listen to radios. It can be done by sponsoring popular programs so that more attention can be captured. In addition, the company can advertise its products by sponsoring various activities that are carried out in different parts of the world and this makes the company is known hence potential customers are accessed.
Distribution Methods
In order to ensure that blackberry products demand is supplied, distribution methods need to be changed. The company has to open up distribution outlet chains across the world. This will ensure that any demands of its products in any part of the world are met and the customer is served. Also, such a distribution strategy will ensure that the consumer is able to meet with the company employees for better service delivery hence customer retention (Baker, 2014). In addition, the company needs to set up online distribution channels where a customer can visit the company’s website make a purchase and wait for their goods to be delivered. This will increase sales even in places where the company is yet to have physical outlets.
Improvement in Design and Quality
It is important the company improves on the quality and design of its products. Coming up with new design helps the company to keep up with new demands and preferences. The new design is meant to improve the consumer's preferences as trend changes hence ensuring their retention. Continuous quality improvement attracts and retains the customers (Welford, 2016). Quality improvement will ensure that the company products compete effectively with other companies as they will be preferred by the consumers for their values for money. Changes in design and improved quality from time to time will ensure that blackberry is able to adjust to the changing times and preferences in the industry hence attracting and retaining consumers.
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